


Let’s Hear It for 
Superior Customer

Experience and
Superior Product

Depth and Knowledge!
As happens from time to time, this month’s issue in-
cludes two stories that combine to offer some particu-
larly interesting insights on the office products
business and the dynamics at work in it today.

Let’s start in the Industry News section, with the reac-
tion on Wall Street to Staples’ most recent quarterly
results and analysts’ current perspective on our three
big box friends in general. 

It doesn’t make for very pretty reading, with one ana-
lyst comparing the big boxes to Neanderthals be-
cause of their inability to respond to changing markets
and others suggesting they’re pretty much doomed to
suffer further “carnage” (their word, not ours) for the
foreseeable future.

What’s missing from the current big box model? Sug-
gests one analyst: “a superior customer experience
and superior specialty product depth and knowledge.”

Now take a look at our cover story this month—which
asks the question, what makes a great sales rep
great?

Not surprisingly, a large part of the answer from the in-
dependent’s perspective comes down to those ele-
ments that are so conspicuous by their absence on
the big box side: superior customer experience, supe-
rior specialty product depth and superior knowledge.

Even as the business world becomes increasingly dig-
ital, it looks like there’s still a sizable contingent of
customers who value those basic building blocks of
the independent model and who have basically given
up trying to find them at their local big box.

None of this, of course, means independents have got
all their problems solved and can just sit back and
enjoy the ride. But it does make for some interesting
reading this month and provides compelling evidence
that the independent value proposition is very much
alive and well. Enjoy!

THE

WINNERS’ Circle
Sixty Years and 
Counting for OH 
Dealer Graham Office Supply
Congratulations are in order for Marti Todd and her team at Graham Of-
fice Supply in Columbus, Ohio, who this year are celebrating their deal-
ership’s 60th anniversary.

Graham’s was founded in 1952 by Les Graham, who ran the business
until it was acquired by Dick and Marti Todd in the mid-1990s.

Today, Marti serves as president of the dealership, which operates out
of a 7,500 sq. ft. retail location in downtown Columbus.

Like most dealers, Marti and her team have found the past few years
interesting, to say the least, but, reports sales and operations manager
Don Grubenhoff, Graham’s has been more than holding its own. 

“We’ve been combining a ‘back to the basics’ approach on sales and
customer service with more aggressive e-marketing and promotion,”
explains Don. “And we’re finding there’s still a market for the relation-
ship-based, service-oriented model that has been so important for our
dealership for the past 60 years.”

Warren’s Office Products, ME Dealer, Helps ‘Stuff
the Bus’ for Local School Children

In Sanford, Maine, about one hour south of Portland, some 500 low-in-
come students are receiving a very welcome assist with their school
supplies thanks to the generous support of Springvale, Maine-based
Warren’s Office Supply for the local “Stuff the Bus” campaign.

In addition to offering a significant discount on some 70 scientific cal-
culators, Warren’s also donated 21 more to the cause and added other
much needed supplies too. 

“School business is not a large part of our overall volume but ‘Stuffing
the Bus’ is a very effective way to give back to the community,” com-
mented Warren’s president Warren Roberts. “It’s just a great opportunity
to help support youngsters in need and we’re proud to be a part of it.”

CONTINUED ON PAGE 4
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Wist Office Products, AZ Dealer, Partners with
Local Brewery on Special Back to School Event
In Tempe, Arizona, Ian Wist and his team at Wist Office Products
recently came up with a very different way to welcome back-to-
school season. They partnered with a local micro-brewery on
“Cheers to the Classrooms, a two-day event that provided teach-
ers in the community with a gift bag of essential office supplies
and “Buy One, Get One” specials on selected local brews.

Wist already has a strong presence in the Arizona education mar-
ket as holder of the SAVE office supplies contract. SAVE (Strate-
gic Alliance for Volume Expenditures) is a purchasing cooperative
whose members include many government agencies, schools
and similar organizations throughout Arizona).

That involvement, explains Wist’s business development director
Sam Richard, not only made the effort a good idea from a mar-
keting viewpoint. It also provided an opportunity to give back to
some folks who themselves make major contributions to the com-
munity through their own work.

Over 750 gift bags were distributed and not surprisingly, reports
Sam, response from the teachers was overwhelmingly positive.

“This was just a great way for us to say thank you in partnership
with a company that itself has an outstanding reputation in the
community,” says Sam. “And even better, it was two locally
owned and operated companies working together in support of
a very deserving cause.”

Business Interiors & Equipment, WA Dealer,
Helps Local Kids in Need with Free Backpacks

BIE’s Michael Chase presents free backpacks for students in need to local
elementary school principal Diana McFaul.

As reported in our Industry News section, wholesaler United Sta-
tioners has been getting into the back-to-school season in a big
way through a special program that has donated 5,000 back-
packs full of school supplies to high-need Chicago elementary
students.

United has also been working with some of its dealers on similar
efforts in their own local markets. Case in point: Michael Chase

and his team at Business Interiors & Equipment in Moses Lake,
Washington.

Last month, BIE donated 100 backpacks filled with school sup-
plies to high-need students in three local elementary schools.

“We’re a family business and we’re celebrating our 30th anniver-
sary this year, so we have plenty of reasons to want to give back
to the community,” says Michael, who also serves as vice presi-
dent of his local Boys & Girls Club. 

“There are so many kids in need out there right now here at home
and this is our way of trying to help them,” he explains.

Chuckals Office Products, WA Dealer, Hosts
Fifth Annual Charity Golf Tournament 

Chuckals president Al Lynden (second from left) and his team raised over
$15,000 for City of Hope and a local veterans support organization at last
month’s charity golf tournament.

The clubs were swinging for a good cause last month in Tacoma,
Washington, as Chuckals Office Products hosted its fifth annual
Charity Golf Tournament.

The event raised over $15,000, shared equally by the City of Hope
cancer research and treatment center and the Friends of Ameri-
can Lake Veterans Golf Course, an organization that provides dis-
abled veterans with rehabilitation opportunities by supporting
operations at a nearby VA hospital golf course.

Over 20 different office products companies supported the tour-
nament, including Hewlett-Packard (gold sponsor), Avery Denni-
son and S.P. Richards Co. (silver sponsors).

"As a locally owned and operated business, Chuckals is proud to
support organizations like the Friends of American Lake Veterans
Golf Course, who do such outstanding work in support of the ser-
vicemen and women who have given so much on our behalf,”
commented Chuckals president Al Lynden.

“We very much appreciate the support of our customers, busi-
ness partners and friends who helped make this year’s tourna-
ment so successful. Planning is already underway for an even
bigger event next year!”

CONTINUED ON PAGE 6
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CA Dealers Radstons Office Supply and The
Office City Announce Merger
Last month, Hercules, California-based Radstons Office Supply and
The Office City in Redwood City announced they have merged to
create one of the largest privately owned office supply companies
in the Bay Area.

Both are long-established independents with roots in the community that
for Radston’s go back to 1908 and for The Office City go back to 1954.

“This was a great fit all the way around,” commented The Office City
president and CEO Bill Jones. “Geographically, Radston’s represents
a nice complement to our existing footprint and in addition, they
have a solid public sector business that will allow us to strengthen
our presence in that market.”

“The Office City and Radston’s have known each other for over 20
years and there’s no doubt our two companies combined are stronger
than either of us were on our own,” added Radston’s Diane Griffin.

“Our own people are excited about the opportunity to be part of a
larger organization and our customers are excited about the ex-
panded resources and delivery capabilities we can now bring to
them. It’s a very logical move with a lot of plusses.”

Following the merger, The Office City now has six locations (Red-
wood City, Livermore, Stockton, Merced, Los Banos and now Her-
cules) and says it can provide next-day delivery to the entire Bay
Area and Central Valley.

Keeton’s Office & Art Supply, FL Dealer, Re-
ceives Award for Support of Local Schools
Congratulations are in order for Brice Hoopingarner and his team at
Keeton’s Office & Art Supply in Bradenton, Florida, who last month
received a special award for outstanding support of local schools.

Keeton’s local chamber of commerce and school district pre-
sented Keeton’s their “Good Things Come in Large Packages
Too” award in recognition of all that they do for local schools.

In addition to taking care of local schools’ school supply and of-
fice needs, Keeton’s is an enthusiastic supporter of the Teacher’s
Wishing Well, a place where hundreds of teachers throughout the
school district can go to get new, used, and recycled supplies
and materials for use in their classrooms.

Keeton’s work at the Wishing Well is just one element of their school
support efforts, reports Keeton’s commercial sales manager, Maddy
Wehrley. “We have also collected used furniture from customers for
use in the schools, donated reclaimed copy paper from damaged
cartons for school use and conducted a binder drive to collect used
binders from customers to donate,” she explains.

Helping to lead the charge, says Maddy, is account executive Vi-
olet DeJesus, who volunteers her time Saturday mornings to help
at the Wishing Well and also serves as a volunteer reader for stu-
dents in need.

SEPTEMBER 2012 INDEPENDENT DEALER PAGE 6

Winners  continued from page 4

CONTINUED ON PAGE 8

BYE-BYE TAPE AND THUMBTACKS!

DURABLEOFFICEPRODUCTS.COM 
Click on DURABLE LIVE!®

Visit us on the web 
to learn more about 

DURAFRAME® 

W
O

R
L

D
 
P

R
E

M
I
E

R
E

  

 
 
 
 
 
 

 

 

 

 

 

  

 
 
 
 
 
 

 

DURAFRAME

W
O

R
L

D
 
P

R
E

M
I
E

R
E

URABLED
 

 

 

 

  

 
 
 
 
 
 

 

 SELF-®DURAFRAME

—®s DURAFRAME’URABLE
 

 

 

 

  

 
 
 
 
 
 

 

 TEY-BEYB
MIVE SDHEA SELF-

 

 

 

 

  

 
 
 
 
 
 

 

TBMUH TDNAEPATTA

RAMEFAGNETIC M
 

 

 

 

  

 
 
 
 
 
 

 

!SKCAT

RAME
 

 

 

 

  

 
 
 
 
 
 

 W
O

R
L

D
 
P

R
E

M
I
E

R
E

Can be read from both sides when affixed to transparent surfaces,
Magnetic seal holds inserts securely in place
Sturdy lens cover pulls back effortlessly
Special adhesive allows for repositioning from one location to another
Adheres to any smooth,

esFeatur
organize, display and update important information.
thumbtacks, etc. DURAFRAME

ofessional-looking signage/displays quickly and easilypr
a contemporary self-adhering display sign with hinged magnetic fr

URABLED
 

 

 

 

  

 
 
 
 
 
 

 

Can be read from both sides when affixed to transparent surfaces,
Magnetic seal holds inserts securely in place

 allowing for speedy insert updates,Sturdy lens cover pulls back effortlessly
Special adhesive allows for repositioning from one location to another

 solid surface—simply peel,Adheres to any smooth,

organize, display and update important information.
fers a simple, stylish yet ef of®thumbtacks, etc. DURAFRAME

ofessional-looking signage/displays quickly and easily
a contemporary self-adhering display sign with hinged magnetic fr

s DURAFRAMEURABLE
 

 

 

 

  

 
 
 
 
 
 

 

 such as glassCan be read from both sides when affixed to transparent surfaces,

 allowing for speedy insert updates
*Special adhesive allows for repositioning from one location to another

 done! stick, solid surface—simply peel,

organize, display and update important information.
ficient way to fers a simple, stylish yet ef

ewell to tape, . Bid farofessional-looking signage/displays quickly and easily
eate ont to cra contemporary self-adhering display sign with hinged magnetic fr

 

 

 

 

  

 
 
 
 
 
 

 

ewell to tape, 
eate 

 

 

 

 

  

 
 
 
 
 
 

 

 

 

 

 

  

 
 
 
 
 
 

 

DBL312-2011LN

W
O

R
L

D
 
P

R
E

M
I
E

R
E

vailable in AAv
Can be read from both sides when affixed to transparent surfaces,

DBL4892-01

DBL4896-01

®DURAFRAME

DBL4891-01

DBL4890-01

Item#

 

 

 

 

  

 
 
 
 
 
 

 

 packs of 2 letter and half letter sizes,vailable in tabloid,
Can be read from both sides when affixed to transparent surfaces,

11" x 17"h

"h

tioners.vailable from United Sta is a®

abloidTTaDBL4892-01

" x 11"h

2⁄⁄211⁄11" x 8Letter HorizontalDBL4896-01

"h

2⁄⁄211⁄8LetterDBL4891-01

Size
2⁄⁄211⁄" x 82⁄⁄211⁄5Half LetterDBL4890-01

Description

 

 

 

 

  

 
 
 
 
 
 

 

®URAFRAMED
to learn more about 

it us on the webVis

 packs of 2
 such as glassCan be read from both sides when affixed to transparent surfaces,

tioners.

 

 

 

 

  

 
 
 
 
 
 

 
painted surfaces and wood.
Non-removable on wallpa*

 

 

 

 

  

 
 
 
 
 
 

 
painted surfaces and wood.

,per

http://www.durableofficeproducts.com


http://www.mbsdev.com


And if all that wasn’t enough, Keeton’s staff members participate
in judging school projects for state competitions and also held a
"Post-It Art Competition" in partnership with 3M in which local
high school art classes worked in teams to create a picture using
3M Post-Its.

"I am very happy that our employees have so generously given
of their time and talent to volunteer with our local school district,”
commented Brice. “We have created a wonderful partnership with
them and are very pleased that we can give something back to
our community." 

GA Dealer VIP Office Furniture & Supply, Hosts
Annual Consumer Expo, Children’s Contest
It’s been a busy couple of months for Diane Horton and her team
at VIP Office Furniture & Supply in Hinesville, Georgia. The deal-
ership recently held its second annual Customer Appreciation
Expo and also sponsored a contest for children in the community
to help increase awareness of green issues and the importance
of recycling.

The Expo drew some 300 customers, reports VIP’s Cathy O’Ha-
gan, for an event that took as its theme, “Fun, Food & Fabulous
Prizes” and that offered plenty of all three. 

Door prizes included DVD players, tickets to Atlanta Braves base-
ball games, office chairs, shredders and more.

Focus of the contest was “Making a Difference in My World by Re-

cycling,” and it offered an opportunity for children in two different
age groups—eight and under and 9-13—to win gift cards by cre-
ating either a picture or writing an essay with a recycling theme.

The contest drew some 75 entries, reports Cathy, and since en-
tries had to be dropped off at VIP’s retail store in Hinesville, it was
also a great traffic builder for the dealership.

In MN and PA, Office Olympics Generate 
Fierce Competition
The catalog toss at Phillips Office Solutions saw some fierce competition.
Check out S&T’s Office Olympics highlight tape on YouTube
(www.youtube.com/watch?v=vUXOs3-YpTM&feature=relmfu).

While superstars like Michael
Phelps and Usain Bolt drew
most of the attention at the
2012 Olympic Games, they
weren’t the only star
Olympians this summer and
not all the action was in Lon-
don, by any means.

On this side of the Atlantic,
competition was fierce at two
separate Office Olympics
events hosted by S&T Office
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Products in St. Paul, Minnesota, and Phillips Office Solutions in
Middletown, Pennsylvania.

At S&T, contests included wheelie chair curling, the ping-pong
ball bounce into a file pocket, placing the label on the envelope
(think pin the tail on the donkey), the paper airplane toss and the
staplechase, in which competitors vied to use up a strip of sta-
plers in the shortest possible time. 

Some 35 S&T super-athletes competed for gold, silver and bronze
medals, which were made from CDs and presented to proud win-
ners on paperclip chains.

Meanwhile, at Phillips, highlights included such challenging events
as printer wrestling (aka removing a paper jam), tossing the cata-
log, rubber band archery and synchronized office chairs, in which
teams performed synchronized spins, twirls and rolls before a de-
manding panel of judges.

And was all the long hours and sweat involved in preparing for
this year’s Office Olympics really worth it?

“We all had a lot of fun and it was a great team-building exercise,”
reports S&T’s Vicki Giefer. For Phillips, the Office Olympics pro-
vided a nice boost to their social media efforts. “”We posted up-
dates on the events on our Facebook page and got some
tremendous feedback with some 50 new ‘Likes’ as a result,” said
Phillips’s Michael Brandt. 

Right now, competitors are resting up after all their efforts but stay
tuned…the Winter Olympics are only two years away!

Guernsey Office Products, VA Dealer, 
Implements Voice-to-Pick Warehouse System

Rollin Guernsey (second from right) and a few of the Guernsey night crew.

If you’re a stocking dealer, chances are you’ve already seen
voice-to-pick warehouse systems in action and have a pretty
good idea of the benefits they can bring to your own warehouse
operations.

But you’ve also probably seen the price tag most of them carry—
$60,000 and up—and decided they’re way beyond anything you
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might realistically be able to afford.

However, if what David Guernsey and his
team at Guernsey Office Products recently
put in place offers any indication, you
might just want to take another look at
voice-to-pick.

A team spearheaded by Rollin Guernsey,
son of EVP/COO Doug Guernsey and a
third-year computer engineering student at
the University of Virginia, implemented their
own, home-grown system.

The Guernsey team used Java code and
the Android open source platform for the
software and Samsung Galaxy Player 3.6
media players and Plantronics bluetooth
earpieces on the hardware side. Estimated
total cost: little more than $2,500!

“Voice-to-pick capability may not be news-
worthy from manufacturers, wholesalers or
our mammoth competitors, but for an inde-
pendent dealer, it’s a big step forward,”
commented David Guernsey.

Remarkably, reports Doug, the system
took less than two months to put in place
and while it’s still too early for quantifiable

metrics on the impact, clear benefits are
already starting to show up. 

“We had a low error rate and high produc-
tivity in our distribution center before put-
ting in voice-to-pick, so we weren’t really
expecting to see significant improvement in
those areas,” says Doug. 

“What we are seeing though is that it’s a
whole lot easier for our warehouse team to
do their job now because both hands are
free and they don’t have to work through
a paper-based system. In addition,” he re-
ports, “it’s much easier for new warehouse
workers because all they   have to do is lis-
ten to the system and follow directions.”

Since it’s still early days, the dealership is
currently running parallel systems—still
printing out paper manifests along with the
voice-to-pick program. 

But once the new system is fully opera-
tional, paper use throughout the fulfillment
operation will be heading sharply down-
ward, further reinforcing the Guernsey or-
ganization’s commitment to green prac-
tices and procedures.

“‘We Can Do That,’” David Guernsey em-
phasized, “is more than just a tagline, it’s
cultural within Guernsey Office Products.
The work of Rollin and his team is a great
example of what an independent dealer
can do when faced with long odds and
limited resources!”

360 Office Solutions, MT
Dealer, Finds New Niche
Product Sales Opportunity
At the end of the day, no matter what kind of
shape the economy might be in, there are still
only two ways to grow sales: find new cus-
tomers or sell more to the ones you’ve got.

In Billings, Montana, the folks at 360 Office
Solutions have been finding they can do
some of both quite successfully by putting
a little more emphasis on specialty niche
products that not only help set them apart
from the competition but also offer margin
opportunities that are often superior to
more traditional commodity items. 

The products in question: cash register
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rolls and other financial supplies and, re-
ports 360’s Mike Follett, they have been
opening doors, not just to new customers
but also to sales of related products to ex-
isting accounts.

Mike gives kudos to PM Company’s John
Purcell, who got the ball rolling on the new
effort with a training webinar and on-site
presentation on the sales opportunities the
category offers.

“John really whetted the appetite of our
sales team by showing what dealers in
other markets are doing with these kinds
of products,” explains Mike.

Since training on the products earlier this
year, Mike reports happily, over 110 cus-
tomers have purchased receipt rolls and
similar products.

“They really do give you a chance to get in
front of a different type of customer and
we’ve been having some very encouraging
results,” he adds. “They’ve given us a very
nice bump in sales and become part of the
standard offering for just about all our
sales team.”

OP Companies in the Inc. 5000
Every year, Inc. Magazine publishes its Inc.
5000 list of the fastest growing privately
held companies in the U.S. to pay tribute
to successful entrepreneurs and highlight
their importance to the overall economy. 

The list always contains a contingent of of-
fice products companies and we’re de-
lighted to recognize this year’s class. Our
congratulations go to the following com-
panies:

n Urban Office Products, 
New York, NY (#290)

n IQ Office Products, 
Scottsdale, AZ (#679)

n CopierSupplyStore.com, 
Fort Lauderdale, FL (#965)

n Spacesaver Storage Solutions, 
Ashland, VA (#983)

n iBuyOfficeSupply.com, 
Plymouth, MN (#1354)

n Image Business Interiors, 
Virginia Beach, VA (#1592)

n Innovative Office Solutions,
Burnsville, MN (#1744)

n Office Xpress, 
Canoga Park, CA (#1775)

n MyBinding.com, 
Hillsboro, OR (#2726)

n Lamination Depot, 
Santa Ana, CA (2805)

n Porter's Office Products, 
Rexburg, ID (#2926)

n Source Office Products, 
Golden, CO (#3024)

n Digitek Computer Products, 
Dulles, VA (#4467)

n Intelligent Interiors, 
Addison, TX (#4536)

n ECi Software Solutions, 
Fort Worth, TX (#4728)

n Today's Business Products, 
Cleveland, OH (#4992)
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Scam Alert!

1. Please do not sell to anyone
unsolicited. We all know how hard it is
to gain new accounts, so unsolicited
sales request are almost always the
first sign of a scam.

2. Please do not sell to anyone out of
state, unless they are a branch office
for one of your clients or you know
them personally, or you were
prospecting them.

3. Items such as electronics, HP printers
or OEM toner or ink are a dead
giveaway. Crooks prefer them
because they are easy to convert to
cash.

4. Look out for general titles and
greetings on e-mails received (e.g.,
Hello Sales or From Vice President).

5. Gmail, Comcast and other personal
e-mail addresses should be a RED
FLAG.

6. Just because someone has a credit
card, does not make it a legal
purchase. Crooks use stolen credit
card numbers all the time. The
SELLER (Business) is responsible, not
the credit card holder.

7. Even when the credit card is
legitimate, it is almost always a
SCAM. The credit card holder just did
not know their card was taken.

8. Good thieves have active websites
that look great, with legitimate
business names that they “borrow”
from active businesses, active phone
numbers, excellent references (bogus
banks and suppliers with real
numbers and people answering
phones) and they show up
impressively on Google searches.

9. Be alert and on your guard at all times
when signing new business, even in-
state.

If you don’t have similar guidelines in
your own dealership, now might be a
good time to send these around. Our
thanks, again, to John Givens, for his
help.

Scam Alert!Scam Alert!
Scam Alert!

!!!!!!!!!!!!!!!!!!!!!!!!! ALERT !!!!!!!!!!!!!!!!!!!!!!!!!
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Scam Alert!

Credit card fraud and similar scams continue to plague the
industry and the need for vigilance on the part of dealers
and their sales and customer service teams remains just
as strong as ever.

Our thanks go to John Givens of Source Office Products
in Golden, Colorado, for his help in raising awareness of
this growing problem. John put the following guidelines
together for his own team and has kindly allowed us to
share them with our readers.
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In 1991, Bret Wrigley was selling real es-
tate in his hometown of Boyertown, Penn-
sylvania. He wanted to make a career
change but was uncertain of what to do.
His brother asked if he would like to join
his firm, an office supply company in
Maryland. This kind of business interested
Bret, but he didn’t want to leave his home-
town, so he started his own office supply
business in Boyertown.

“Some people thought I was crazy,” Bret
said, “starting a business from scratch
with no industry experience.”

With help from his brother, who introduced
him to the basics, he opened for business.
There was just one employee, Bret, and
world headquarters was an office in his
home. There was just one salesperson,
also Bret, and one delivery vehicle, Bret’s
station wagon. 

“It was a slow go for quite some time, with

part time help, but we were finally able to
open our own office and warehouse,” Bret
reports.

“Many of our original employees are still
with us and this has been a major contrib-
utor to our success,” he says proudly.

“I’m highly selective about who I put in
each position,” he continued, “because in
a business our size, every employee has
to be good at what they do.”

Staying Ahead of the Curve
“In order to have steady growth—and we
were up 15% last year end and expect
about the same this year—you have to
stay ahead of the competition in a number
of ways,” Bret contends.

“I focus on technology, making online or-
dering as fast and easy as possible, using
the latest versions of DDMS and Acceler-
ate. The analytical side is important—I’m

a big believer in CRM programs.

“We are constantly broadening our prod-
uct offerings, which requires new knowl-
edge and skills to understand usage and,
of course, how to sell these products and
services.”

Looking to the future, Bret Wrigley says
that he sees slow and steady growth, even
in these tough economic times. “We’re in
a highly competitive market, close to
Philadelphia, while serving some rather
depressed areas—Reading and Allentown,
Pennsylvania. Like many other independ-
ents, we will continue to innovate and
build a solid business and hopefully, gain
on the big boxes.”

If the past twenty-plus years offer any in-
dication, I’m sure you’ll agree that this is
highly likely.
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Technology, Diversification, Selectivity Drives Growth
Constant Change is the Norm at this Highly Successful Pennsylvania Dealer
By Jim Rapp

n Wrigley’s Office Supply
Boyertown, Pennsylvania

n Bret Wrigley, CEO

n Supplies, furniture, printing,
MPS, Jan/breakroom

n Founded: 1991

n Sales: $4.5 million

n Employees: 20

n Partners: TriMega, S.P. Richards

n Online Sales: 60%

n www.wrigleysofficesupply.com

http://www.wrigleysofficesupply.com


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

Newsmaker Interview:
Harry Dochelli
VP of Sales, Independent Dealer Channel, for United Stationers

When Harry Dochelli joined United Sta-
tioners earlier this year as VP of sales for
its independent dealer channel, he
brought with him over 20 years’ experi-
ence in sales and operations, initially at
Boise Cascade/OfficeMax and most re-
cently, at industrial distributor Lawson
Products. 

Dochelli knows the big box world and its
particular strengths and weaknesses and
it’s the kind of knowledge that is likely to
serve him well in his new role spearhead-
ing United’s sales and customer care ef-
forts for independents. 

Dochelli is just a few months on the job
but he’s a fast learner, as he made clear
when we sat down with him recently to
discuss his initial impressions and plans. 

What’s been the biggest surprise for
you coming to the independent side of
the industry after a career spent mostly
with the big national distributors? 
I’ve been surprised by just how many
large independents there are in the mar-
ketplace today and by just how well
they’re doing.  

When I look at the medium and smaller
size dealers, I would have to say I’ve been
surprised by the percentage of their busi-
ness that comes in online and it’s not
been a good surprise. 

Right now, the big boxes are in the 75-
85% range and that tells me independ-
ents should be somewhere north of 60%
at the very least. 

No matter what kind of customers you
have—small, medium or large—they all

CONTINUED ON PAGE 18
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B R E A K I N G  N E W S
Despite Justice Dept. Lawsuit
Threat, 3M Going Forward with
Avery Deal
After the U.S. Justice Department an-
nounced 3M was abandoning plans to
acquire Avery Dennison's office products
business after it threatened a civil lawsuit
to block the deal, 3M and Avery Dennison
said they have not terminated the pur-
chase agreement and continue to believe
the transaction would benefit customers
and consumers.

The Justice Department said the pro-
posed acquisition would have substan-
tially lessened competition in the sale of

labels and sticky notes, resulting in higher
prices and reduced innovation.

“We welcome the companies’ decision to
abandon this deal, which raised compet-
itive concerns in the sale of labels and
sticky notes,” said Joseph Wayland, act-
ing assistant attorney general in charge of
the department’s antitrust division. 

Evidently, neither 3M or Avery read the
government’s press release before mak-
ing their own decisions. In a joint state-
ment released the day after the Justice
Department issued its announcement, the
two companies said they are committed
to working together to explore options to
address the department’s concerns, ob-
tain regulatory approval and complete a
transaction between the parties.

mailto:Simon@IDealerCentral.com


buy online these days and even though the online capabilities you
need may vary by type and size of customer, you have to be there
for them with a strong online presence. 

What are your initial priorities relative to working with
United’s independent dealer customers? 
I’m trying to get to know as many of our customers as possible.
I’ve been getting around to our customers as much as possible
and talking with them to make sure I understand their needs so
that we focus at United on the right things. 

What are they telling you? 
I don’t really hear very much about service issues. Instead, they
talk a lot about the need to improve online content and how we
can help them sell more. 

They also talk about their own sales organizations a lot and how
they can get better salespeople and train them to be more effective.  

They also want to know more about jan-san and breakroom prod-
ucts and how we can help them increase sales in those cate-
gories.. 

The other thing I hear is concern about succession planning and
what happens next with the business. At United, we’re dependent
on our resellers to be successful on a long term basis, so we have
to help them with this and figure it out as an industry to make sure
we’ve got a viable independent channel going forward. 

What, in your view, makes the difference between today’s
best practices dealers and the rest of the independent
community? 
When I look at what makes some dealers successful while others
aren’t, there are several things that come to mind. 

Clearly having a strong e-commerce presence and taking advan-
tage of the e-tools that United provides—e-marketing, Smart-
Search, enhanced content and so on —is critical. 

So is a strong sales organization. With United, you’ve got a logis-
tical machine behind you that is every bit as good if not better
than the big boxes—we’ve got more products to offer, we’ve got
more distribution centers, we’ve got a larger inventory—so it only
makes sense with limited resources to focus on your sales organ-
ization, go out and get some talented salespeople and then utilize
United Dealer Training to get them up to speed. 

Finally, I would point to the outstanding entrepreneurial spirit that
I see in the most successful dealers. Those are leaders who are
going beyond the traditional office products boundaries into pro-
motional products, contract furniture, jan-san and so on. That
ability to present a complete offering as part of their value propo-
sition is making a lot of them very successful.
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Office Snax ‘9-5’ Coffee is flavorful, aromatic & smooth.  A perfect way to start your day!  We are EXCLUSIVE to the Office Products
Channel, which means you won’t find our coffee in any mass retail outlets.  We’re trying to do our part to help save the planet, so
it’s important to note that our composite cans are made from 100% recycled paperboard. With no artificial flavors, colors or
preservatives, Office Snax ‘9-5’ coffee gives you a fresh rich cup of Office Snax coffee all day, every day!

Item #OFX-00058
Full Strength

Item #OFX-00059
Half Caffeine

NEW
ITEMS

AVAILABLE
NOW

http://www.officesnax.us


November 13-16, 2012 
The Venetian Las Vegas

THIS NOVEMBER IT WILL BE TIME 
FOR THE WORLD’S GREATEST  
ENTREPRENEURS, SUPPLIERS  
& WHOLESALER TO COME  
TOGETHER FOR WHAT WILL BE 
THE BEST BUSINESS CONFERENCE 
THEY EVER ATTENDED.

GET READY TO ENGAGE



Dealer groups and wholesalers today
are working together in ways that few
of us would have anticipated just a few
years ago. What’s your read on how
things are working in that area and
where do you see it going? 
Obviously, bringing value to the market-
place is  a goal for both of us, but we’ve
got to be smart about how we do that.
There’s not a lot of upside to duplicating
efforts. Instead, we should focus on find-
ing ways that enable each party to lever-
age what we’re good at…the relationships
that the buying groups have with their
members and our relationships with man-
ufacturers and our marketing and supply
chain expertise. 

How can we at United best support 
the groups and their members and help
them grow their business? And how do we
take these programs to the next level of
opportunity? 

And how do you do that? 
We’re probably starting to hit a wall on
how much more price you can get out of
the market. Everyone’s talking about mar-
gins these days and how skinny they are.
At United we have to remain creative with
programs to keep our independent re-
sellers competitive. 

I do hear from our independent that they
have a hard time attracting good people
and that’s a source of concern. As an in-
dustry, I don’t think we’ve done a good job
of branding ourselves. 

Are the young professionals coming out of
college today, who should be our next
generation of leaders, excited about com-
ing into the office products industry? 

I’m not sure that they see office products
as an attractive industry even though
we’ve got literally thousands of people
who are making a good living and thriving. 

If the industry had a strong brand, it would
make it easier for independents to recruit

the kind of young people who can keep
their own business strong and growing. 

One of the big questions is, how do we
make this industry more attractive to high
caliber people so that we can keep it thriv-
ing going forward? 

We’ve seen some significant
consolidation among manufacturers in
recent years and no one really expects
things to slow down in that area any
time soon. Is that a good thing or bad
thing for independents? 
It’s not a good thing or a bad thing. When
there’s consolidation, the companies
doing the consolidating gain more power.  

But at the same time, consolidation also
helps take cost out of the supply chain
and makes us all more efficient. Hopefully
those cost reductions allow us to be more
competitive in the marketplace and more
profitable in the long term. 
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For enclosed message 
centers that look nicer, 
perform better, and last 
longer, Trust Ghent! 

Check us out for an array of 
enclosed message centers made 
right here in the USA.

Visit us at the exhibit hall during TriMega  

and Independent Stationers’ annual events.

ghent.com

Serving Independent Dealers for 35 years.

800.543.0550

http://www.ghent.com


We deliver.

Office Products Marketing & Advertising 
4211 North Division 
Comstock Park, Michigan 49321    
616.785.6061

http://www.opma.com


Not too surprisingly, Amazon’s new
AmazonSupply initiative has generated
plenty of attention in the industry.
What’s your read on it? How big a threat
do you think it is for independents? 
It would be naïve to say that it isn’t a
threat. Amazon is a serious new competi-
tor and they’re certainly not the only one
in the dot.com world. 

That’s why, from our perspective at United,
we have to enable our resellers to have the
tools they need.  

We have the size and scale to put together
the e-commerce tools that will allow inde-
pendents to compete effectively against
the Amazons of this world.  We also help
dealers compete by providing access to
broad inventory and distribution services
as well as value-added marketing and
training. 

The key is to combine a strong online pres-
ence with the rest of your value proposi-
tion—nimbleness and flexibility, customer

intimacy and so on—to create a clear differ-
entiation in the marketplace. 

Any partings words for the dealers? 
I’m really excited to be at United. I think I
can bring things to the table that will help
our independents succeed and I’m excited
about the opportunity to do that.  

Our industry may be at an inflection point
with some truly significant changes but
we’ve been there before. We’ve seen the
roll ups, the dot.com boom and bust, but
we’re still here and the independents
today are doing pretty well.  

I’m looking forward to working with the
dealers. I’m really enjoying the customers
that I’ve met. They’re smart, bright, entre-
preneurial, fun people to be around and
I’m excited to have the opportunity to help
them grow their business and take it to the
next level. 

Wall Street Analysts Slam Office
Products Big Boxes
Wall Street came down hard last month on
the office products big box stores, trig-
gered primarily by the release of worse
than expected quarterly results by Staples,
which saw second quarter earnings plum-
met 32% and sales fall 5.5%, well below
analysts' estimates. Staples also cut its
profit and sales forecast for the rest of the
year.

After the news, Staples stock plunged by
as much as 17% to reach its lowest level
since 2003. Staples’ bad news also had a
ripple effect on Office Depot and Office-
Max and prompted several high profile
Wall Street analysts to question the
group’s continuing viability. 

“Is This Office Supply's Swan Song?”
asked analyst Alex Planes in a post on the
Motley Fool website that highlighted just
how poorly the three stocks have per-
formed for investors.
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The Truly Independent Software Solution for Office Product Dealers 
 Hosted in the cloud or on-premises  
 SPR, United or BMI search 
 United and/or SPR content 
 Built On Microsoft® Technologies 

 

Not only do you have the power to choose, you have the power to change.  Don’t get locked in.  
Competition in the Office Product industry is fiercer than ever and your independence is what 
sets you apart.  OP RevelationTM e-commerce and business management software lets you 
remain independent while enabling you to compete successfully against the Power Channel. 
See why our dealers are reporting explosive growth.  Visit us on the web at www.bmiusa.com or 
call us today for a free consultation at 888-580-8382, X206. 

http://www.bmiusa.com


The big boxes overall total return over the past five years has
been dismal at best, accordingly to Planes, with Staples posting
a -46% return, OfficeMax posting -84% and Office Depot gener-
ating a -93% return for its investors.

Planes said the office products big box carnage was due to a lack
of superior customer experience, or superior specialty product
depth and knowledge and he likened them to Neanderthals who
have failed to rise to new challenges.

On the investorplace.com website, feature writer Dan Burrows
suggested office supply stocks are at “the end of an era.” 

“Rampant unemployment and government austerity programs
would be sufficient problems for any office supply chain. Throw
in pressure from discounters, warehouse clubs and online mer-
chants, and there’s little to like in big-box retail stocks,” Burrows
contended.

Forbes contributor David Penn was equally scathing. His analysis
of big box prospects carried the headline, “Costco, Amazon.com
Eat Staples for Lunch.”

Penn maintained “tectonic movements” have been rearranging
the retail sector in ways that will likely continue, to work against
the office products big boxes. “It doesn’t take much,” he sug-
gested, “to wonder if the world is big enough for three different
office supply retail chains.” Who knew?

Office Depot Reaches Million Dollar Overcharging
Settlement with Detroit Public Schools 
According to a report released last month by the Detroit Public
Schools Inspector General's office, Office Depot has reached a
settlement agreement with the agency on allegations of over-
charges on its office supplies purchases.

The news was first reported to the industry by Office Depot
whistleblower David Sherwin.

In its 2011 annual report, the Inspector General claimed Office
Depot had overcharged Detroit Public Schools by $5.2 million.

This year’s annual report, released last month, revises downward
the amount of the overcharges to approximately $4 million.

After Office Depot disputed the claim and the Inspector General’s
office recalculated the overbilled amount, eliminating favorable
pricing for non-contractual items, it found that at least $1 million
in charges was over billed to Detroit Public Schools.

Subsequent negotiations led to a settlement agreement and while
specific details of that agreement have not been officially re-
leased, it is reported to be in the $1 million range.
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Staples Pays $968,000 to Settle
Consumer Protection Case for
Price Scanner Overcharges
In Sonoma, California, county district at-
torney Jill Ravitch last month announced
her office and the district attorneys of
Contra Costa, Marin, and Napa counties
have reached a settlement in a civil law en-
forcement action filed against office prod-
ucts big box Staples.

The complaint alleged Staples violated
California law by charging consumers
more than the lowest posted or advertised
price for items. 

Under the terms of the settlement, Staples
agreed to pay about $970,000 in civil
penalties, costs, and restitution, and
agreed to injunctive provisions to ensure
future compliance. 

The judgment requires Staples to imple-
ment additional audit and price accuracy
procedures in its California stores for five
years.

The case arose from regular inspections of
Staples stores by state and county officials
which found numerous occasions where
the price charged at the cash register was
not the lowest posted or advertised price. 

Enthusiastic Industry Response
for ‘Made in the USA Central,’ New
iDealerCentral Microsite
Initial industry response to “‘Made in the
USA Central,’ a new microsite on the
www.iDealerCentral.com website that
showcases the very best in office products
and furniture “Made in the USA,” has been
generally very positive, with manufacturers
from a broad cross section of product cat-
egories already signing up to be listed on
the site.

“With or without globalization, there are
still plenty of outstanding office products
made by U.S. manufacturers right here at
home and the INDEPENDENT DEALER e-
zine is proud to give them the recognition

they deserve through this new “Made in
the USA Central” microsite,” commented
INDEPENDENT DEALER editor and pub-
lisher Simon De Groot. 

“It’s also a resource that dovetails perfectly
with the ‘Buy Local’ efforts that have be-
come so important for so many independent
office products dealers today,” he added.

Manufacturers who are already listed on
the site or who have committed to sign up
include:

n Smead Manufacturing
(premier participant)

n Alliance Rubber 
(premier participant)

n Deflecto
n Enterprise Group, 

a division of Domtar
n Fellowes
n Ghent Manufacturing
n House of Doolittle
n Iceberg Enterprises
n Kleer-Fax
n Officemate International 
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n Samsill Corporation
n Safco Products
n Saunders Manufacturing
n Soundview/Marcal
n Tabbies
n Tennsco Corporation
n Victor Technology
n Waddell Furniture
n Woodware

Dealer response to “Made in the USA
Central” has been equally positive, Simon
reports. “"I would like to commend INDE-
PENDENT DEALER for developing and
presenting a ‘Made in the USA’ microsite,”
commented Mark Leazer of Charlotte, NC-
based FSIoffice (formerly Forms & Supply). 

“A growing number of dealers around the
country and our wholesalers are seeing
the value of featuring and supporting man-
ufacturers that are producing products for
our industry right here at home and with
the continuing sluggish economy, any
positive support for the American manu-
facturing base can only have a positive im-

pact,” Mark added.

For more information, visit 
www.idealercentral.com/Pages/Made_in_the_USA
or contact Simon De Groot at
simon@idealercentral.com;
PH: 703-379-8583.

New Study Finds Independent
Businesses Deliver Bigger
Economic Benefit
Choosing a locally owned store generates
almost four times as much economic ben-
efit for the surrounding region as shopping
at a chain, according to a new study from
the Civic Economics research organiza-
tion.

Civic Economics researchers analyzed
data from fifteen independent retailers and
seven independent restaurants, all located
in Salt Lake City, and compared their im-
pact on the local economy with four chain
retail stores, including OfficeMax, and
three national restaurant chains.

The study found that the local retailers re-
turn an average of 52% of their revenue to
the local economy, compared with just
14% for the chain retailers.  Similarly, the
local restaurants re-circulate an average of
79% of their revenue locally, compared to
30% for the chain eateries.

Independent businesses spend much
more on local labor, the study finds. They
also procure more goods for resale locally
and rely much more heavily on local
providers for services like accounting and
printing.

This means that much of the money a cus-
tomer spends at a local store or restaurant
is re-spent within the local economy, sup-
porting other businesses and jobs.

This is in sharp contrast to chains, which
have little need for local goods and serv-
ices and keep local labor costs to a mini-
mum. Most of the revenue that these
stores and restaurants capture leaves the
community, the study finds.
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Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
professional connections and developing lasting friendships. 

Join our conversation on Facebook and LinkedIn for more information.
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New Study Charts Changing Office
Trends and Attitudes Across
Generations
Even if the long heralded “paperless office”
may still be a distant point on the far horizon,
there’s little doubt that new technologies
and work styles have had a major impact on
demand for traditional office products. 

A recent study from OPI magazine and the
Martin Wilde Associates market research
firm charts some of the more recent trends
and explores how changing behavior pat-
terns and attitudes among office workers
are likely to shape market demand going
forward.

The study, titled “Boiling the Frog,” points
to a growing generation gap among office
workers.

Office workers under 35, the study finds,
are more likely than their older counter-
parts to work onscreen only and rarely
print documents out. 

In addition, they are more likely to take
notes during meetings on an iPad or Smart-
phone rather than on a paper notepad. 

As a result, the study contends, their use
of traditional office product could be min-
imal, suggesting what it sees as “critical
implications for the industry’s future.

Not surprisingly, generational differences
become even more marked when office
workers under 25 are put in the spotlight.
Compared to their older colleagues, for
example, under-25s are:

• More likely to use the Internet to pur-
chase office products

• Least likely to recognize a manufac-
turer brand

• Much more likely to never print e-
mails out 

• Significantly more likely to feel that
they are obliged to store or file out-
bound e-mails in hard copy (rather
than choose to do so), are the least
likely to choose to store or file in-
bound e-mails in hard copy, and are
the least likely to choose to store or
file “other” documents in hard copy

• Least likely to take any kind of notes
at meetings.

Technology the study points out, has af-
fected all workers regardless of their age,

and negatively influenced demand for tra-
ditional paper-based office products ac-
cordingly. 

Paper, envelopes, files/binders, pens, cor-
rection aids, notepads, fax and reposition-
able notes were among the items most
widely mentioned by study respondents
as being used less now than five years
ago—virtually all due to an increase in
computerization, electronic storage and
the use of e-mail. 

In contrast, computers, USB memory
sticks, printer cartridges and external hard
drives were among the product categories
most widely mentioned as being used
more than they were five years ago.

As technology continues to evolve and as
younger workers continue to take an in-
creasingly larger share of the overall office
workforce, the trend towards a primarily
digital workplace seems unmistakable, the
study suggesrs.

And while “Boiling the Frog” may not nec-
essarily have all the answers in terms of
what it all means for the industry in general,
it provides a valuable framework for industry
members to start asking the right questions.

For more information or to order a copy,
visit www.opi.net/frog.

Independent Stationers
Announces New National Account
Awards
The Independent Stationers dealer group
last month announced two new national
account agreements for its members.

The first is with Phoenix-based Blue Hawk,
a purchasing cooperative of independent
HVACR distributors, with 232 members
and 1181 locations throughout the U.S.

“Blue Hawk is excited to include Independ-
ent Stationers as a solution partner to offer
their members nationally competitive pric-
ing while utilizing a local dealer in their com-
munity to purchase their office products and
services”, said Toby Tobin, IS national ac-
count business development manager. 

IS also announced an agreement with The
Non-Profit Purchasing Group (NPPG Inc.).
NPPG, located in Del Mar, California, has
over 400 non-profit and small business
members in the USA and is expanding

rapidly in the U.S. and Canada. 

"NPPG was very excited to find a national
office supply partner that shares their values
of supporting local businesses and their
communities, but is also able to offer pricing
that was more competitive than the big box
offering,” said Scott Zintz, IS national ac-
count business development manager.

TriMega Launches TriMega
ThinkTank, New Member
Networking Program
The TriMega Purchasing Association
dealer group last month launched TriMega
ThinkTank, a new program designed to
provide its members with highly focused
networking opportunities with their peers. 

Under the program, participating TriMega
members will meet each month through
90-minute ThinkTank teleconferences to
discuss critical business topics and share
insights and solutions.

Sessions will be moderated by the busi-
ness coaches of the K.Coaching dealer
training and consulting organization. 

“New business challenges and opportuni-
ties are emerging at a faster pace than
ever before,” commented TriMega vice
president of marketing Michael Morris.
”Now, through the TriMega ThinkTank, our
members will have access to a powerful
new resource that will allow them to ad-
dress these changes across a common
front and leverage their collective expertise
and experience in a highly productive and
highly focused format.”

ThinkTank groups will be made up of a
maximum of ten dealer principals and
upper management from non-competing
TriMega dealers. 

Sessions will be recorded for subsequent
on-demand listening (by ThinkTank Group
members only) and minutes from each
session will be shared with participants
following each call, complete with any ac-
tion steps identified by the group. 

Groups will be segmented by dealership
size, and limited to five groups in total to
start. TriMega members will pay a nominal
fee to participate in this program.

TriMega will host the inaugural ThinkTank
CONTINUED ON PAGE 27
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Mixer & Ice Breaking Session October 10
from 5:00 to 6:30 pm at TriMega’s Propel
2012 National Convention in Orlando.
Subsequent ThinkTank sessions will take
place via teleconference. 

For more information, visit
www.trimega.org.

United Stationers Launches
Market Xpert Cross Reference and
Pricing Tool, Partners with Local
Non-Profit to Help Local
Elementary School Students in
Need
Wholesaler United Stationers has launched
Market Xpert, a cross reference and pricing
tool it said is designed to help independent
resellers go to market more competitively
while managing their margins. 

Available on a subscription basis from
United, Market Xpert analyzes information
from live websites where consumers, cor-
porate users and public sector employees
shop to provide current pricing for com-
petitive analysis. 

Market Xpert’s capabilities include: 

• Single Item Search—looks up the
price of a single item for multiple
competitors

• Bid Wizard—upload excel files with
up to 64,000 items and compare
competitors' prices on those specific
items

• Price Set—establish and implement a
specific blanket pricing strategy, such
as offering prices that are a certain
percentage lower than a competitor

“Market Xpert has been built under the
premise that knowledge is power,” said
Nick Scarlett, director of pricing for United
Stationers Supply. 

“United has teamed up with OPSoftware,
a long-time industry expert in analyzing
pricing information, to provide this impor-
tant new capability for resellers that gives
them up-to-date market information.
When used for pricing strategies, it will
help them go to market more profitably,”
he added.

Market Xpert is built with features similar
to OPSoftware Item411, but with additional

exclusive features for United customers.
Market Xpert is available exclusively to
United's first-call customers. 

For details, visit the “Applications” tab at
United's Solutions Central website, or con-
tact a United Stationers account manager.

Separately, United announced it has do-
nated 5,000 backpacks full of school sup-
plies to high-need Chicago elementary
students through a program organized by
its own charitable foundation and a
Chicago-area non-profit.

“This project embodies the powerful differ-
ence we can make by leveraging and en-
gaging the resources of major corporate
citizens so that all Chicago children can
succeed in school,” said Nancy Ronquillo,
president and CEO of Children’s Home +
Aid, one of the Chicago area’s leading
child and family service agencies.

“United Stationers offers an inspiring
model for how corporate citizens can mo-
bilize extensive resources and engage
hundreds of volunteers to support and
augment education for children in our city
and in Illinois,” she added.

ECi Announces Dates for 2013
Connect Users Conference
Dealer technology provider ECi Software
Solutions has announced the dates of
Connect Conference 2013, the national
users meeting for its software customers
and strategic partners. 

The conference will be held September
24-26, 2013, at the Dallas Hyatt Regency.

“Connect Conference provides a chance
for anyone who uses an ECi business so-
lution to receive training on their software
from our team of experts,” said Ron
Books, ECi president and CEO. “They will
also have access to our valued partners to
learn about the ever-expanding technol-
ogy to run their businesses more effi-
ciently, grow revenue and increase
profitability.”

“We are so excited about this upcoming
conference for our customers,” said Traci
Johnson, ECi’s SVP of global corporate
marketing. “New training sessions will be
added, we’ll have our latest technology to
reveal and we’ll have more value-adding

vendors than ever before.”

Registration for Connect Conference 2013
will begin after the first of the year and
more information on the conference will be
announced over the coming months. To
learn more, visit www.ecisolutions.com.

Fortune Web Marketing and
Logicblock to Collaborate on
eCommerce Websites 
Dealer technology providers Fortune Web
Marketing and Logicblock announced last
month a new collaboration that they said
is designed to help Logicblock customers
more effectively market their businesses
online. 

Logicblock’s 7cart eCommerce system is
an online ordering tool that is fully inte-
grated with the leading office product
wholesalers’ and manufacturers’ data and
is designed to be easy to use by both the
end user and the online retailer.

In addition, the 7cart platform accommo-
dates custom designs from the homepage
to product detail pages and custom static
content pages. 

Logicblock said it is now offering these de-
sign services for the office products indus-
try, as well as custom banners and
graphics for its 7cart platform through For-
tune Web Marketing. 

In regards to search marketing, Logicblock
also intends to leverage Fortune Web’s ex-
pertise by allowing their customers to en-
gage in Search Engine Optimization (SEO)
and Pay-Per-Click (PPC) services through
the agency. 

For more information contact Alexander
Nicolaides at Logiblock (800-808-2660) or
Fortune Web Marketing’s Jennifer Schul-
man (877-813-6390, x4512). 

Longbow Consulting to Host Free
Fall Webcast Series
Dealer technology provider Longbow Con-
sulting Group has announced a series of
webinars for office products sales and
management professionals intended to
highlight a new unified solution between
the SugarCRM Customer Relationship

CONTINUED ON PAGE 28

SEPTEMBER 2012 INDEPENDENT DEALER PAGE 27

Industry News  continued from page 26

http://www.trimega.org
http://www.ecisolutions.com


Management (CRM) company and busi-
ness intelligence solution provider sales-i.

Longbow said this new integration is de-
signed to allow office products dealers to
maximize penetration and retention of ex-
isting customers while generating targeted
marketing campaigns to build new busi-
ness and grow existing business.

There is no charge for the webcasts. To
register, visit one of the links below:

n Wed, Sep 19, 2012
https://www2.gotomeeting.com/register/963378754

9:00 AM - 10:00 AM EDT

n Wed, Sep 26, 2012
https://www2.gotomeeting.com/register/670760082

9:00 AM - 10:00 AM EDT

n Wed, Oct 3, 2012
https://www2.gotomeeting.com/register/955874634

9:00 AM - 10:00 AM EDT

IIDA Joins Nine Other Major
Trade/Professional Organizations
as Strategic Partner for 2012
School Equipment Show 
The International Interior Design Associa-
tion (IIDA) has joined the National School
Supply and Equipment Association
(NSSEA) as a strategic partner for the
2012 School Equipment Show.

IIDA is one of ten trade and professional
organizations that is partnering with
NSSEA on this year’s show, which takes
place November 7-9 in Tampa.

As part of the partnership, IIDA will spon-
sor one of the design-focused educational
sessions, “Planning Schools for the Inno-
vation Generation.”

Other participating organizations include
the American Association of School Ad-
ministrators (AASA) and the Community
College Business Officers (CCBO).

In addition, the American Institute of Archi-
tects Committee on Education (AIA-CAE)
and Infocomm International will be pre-
senting educational sessions at the show.

Also returning this year to support the ed-
ucational facilities marketplace are the
Council of Educational Facility Planners In-
ternational (CEFPI), USGBC’s Center for
Green Schools, the Business and Institu-

tional Furniture Manufacturers Association
(BIFMA), the American Architectural Foun-
dation, and the National Clearinghouse for
Educational Facilities.

“We are thrilled to not only have IIDA sup-
porting this effort, but are excited to wel-
come all our new and existing participating
organizations that see the need for an in-
dustry gathering of the many stakeholders
involved in designing state-of-the art
learning environments,” commented Jim
McGarry, president/CEO of NSSEA. 

For more information, please visit,
www.SchoolEquipmentShow.com.

Red Cheetah Adds Matthew King
as New Account Executive
Dealer technology provider Red Cheetah
has announced that Navy veteran
Matthew King has joined the company as
its newest account executive. 

King’s focus will be to foster relationships
within the independent dealer community
and assist dealer customers in the transi-
tion to the Red Cheetah suite of services.

King comes to Red Cheetah after serving
two deployments over the course of five
years in support of Operation Enduring
Freedom and Operation Iraqi Freedom as
a naval air crewman. 

After receiving a Bachelor of Science in
Corporate Communication at the Univer-
sity of Texas, King worked in the Office of
the Dean of Students as the student vet-
eran services coordinator assisting other
student veterans. Most recently, he gained
experience in sales and client manage-
ment in the private sector. 

AmpliVox Upgrades Wireless 
Mics to 16 UHF Channels with 
No Price Increase 
AmpliVox Sound Systems has introduced
new wireless microphones that broadcast
over 16 UHF channels, which it says will
result in a dramatic improvement in sound
clarity and system versatility. 

The upgrade will be offered as the new
standard wireless option for AmpliVox
wireless sound systems and wireless

lecterns, with no price increase over earlier
two-channel models. 

The new 16-channel UHF frequencies ex-
pand capability and range by allowing
multiple mic users in the same venue to
select separate channels. 

The additional channels also enable users
to avoid interference with competing wire-
less frequencies, assuring crystal-clear
sound amplification in any venue. 

The new AmpliVox 16-channel UHF micro-
phones are available as a handheld wire-
less mic or can be ordered in a body-
pack-style transmitter with receiver. 

Clover Acquires K+U 
Printware and Collecture, 
German Recycling Companies
Imaging supplies manufacturer and recy-
cler Clover Holdings last month an-
nounced the acquisition of K+U Printware
GmbH and its wholly-owned subsidiary,
Collecture in Germany. 

K+U Printware was founded in 1990 and is
headquartered in Ettenheim, Germany.
Along with Collecture, its business is fo-
cused on the collection and remanufacturing
of high quality toner cartridges in the DACH
region of Europe (Austria, Germany, Liecht-
enstein, Luxembourg and Switzerland).

K+U’s expertise in the European corporate
and public sector markets working closely
with distribution partners will help Clover
Europe expand its customer portfolio
while enabling diversification into other
channels, the company said.

“This acquisition is an important element
in our European collection platform as we
continue to enforce and strengthen our
ability to provide compliance in every as-
pect of waste management and used
asset management,” commented Mark
Perry, managing director of Clover Tech-
nologies Group Europe.

DURABLE Exhibiting for the First
Time at 2012 Orgatec Show 
Office organization and presentation sys-
tems supplier DURABLE announced last
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Binder manufacturer Samsill Corp. was very much in the Olympic
spirit recently, when it unveiled a special flag in honor of the 2012
Olympics and Team USA.

The flag, measuring 22 feet by 12 feet, was created using 526 red,
white and blue three-ring binders that were made at Samsill head-
quarters in Fort Worth.

“We’re thrilled to honor our great country and Team USA with this
American flag,” said director of marketing Drew Bowers. “We all
have a little extra pride every two years during the Olympic Games
and our employees did a great job showing it with this project.”

month it will be exhibiting at the 2012 Orgatec show. The show
takes place October 23-27 in Cologne, Germany.

The DURABLE booth, located in Hall 8.1, Stand A 031, will show-
case product lines of special interest for architects, interior de-
signers, facility managers and buyers of office furnishings.

For more information, visit www.durable.eu/int/index.html.

Soundview Paper Company Launches with the
Purchase of Marcal Paper Mills
Soundview Paper Company LLC has acquired tissue and paper
products manufacturer and distributor Marcal Paper Mills.

With the acquisition of Marcal, Soundview said it is positioned to
be a leading manufacturer and distributor of finished paper prod-
ucts including tissue, towel and napkin products.

“We plan to focus on superior customer service and product ex-
cellence by building on the quality of our people, our equipment,
our papermaking skills and our core brand, Marcal,” commented
Soundview CEO George Wurtz. 

“Soundview’s leadership team is comprised of industry veterans
with unparalleled experience in the tissue business. With the
strong focus and high standards of this team, Soundview is well-
positioned to transform this business, better serving our cus-
tomers,” he added.

Wurtz has a long successful history in the paper industry including
as a former executive vice president of Georgia Pacific.

For more information about Soundview, visit the company’s new
website at www.soundviewpaper.com.

Safco Announces New Business Unit Leader
Safco Products last month an-
nounced the appointment of
Scott Iannazzo as its new busi-
ness unit leader for its primary
business, which focuses
specifically on the wholesale
market, mega dealers, inde-
pendent dealers and special
markets. 

Iannazzo brings to the position
32 years of experience in the
office products industry. He
has been with Safco for the
past ten years as the national account/international sales man-
ager. In that role, Iannazzo grew Safco’s relationships with United
Stationers and Staples, while increasing Safco’s international
presence. 

“I am very honored and privileged to have this opportunity,”
stated Iannazzo. “We have built Safco around dedicated people
who are creative, hardworking and fun. I look forward to helping
lead this talented group, and for us to continue building on our
successes.”
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October 28-30, NOPA’s ‘sister’ associa-
tion, the Office Furniture Dealers Alliance
(OFDA), will host its annual management
education event at the Cosmopolitan Hotel

in Las Vegas. 

Office product dealers with a significant
focus on the office furniture and interiors
project market are encouraged to attend
this conference to stay abreast of industry
best practices and network and learn with
their dealer peers. 

Leading industry manufacturers, software
solution providers, installers and contract
dealers participate in this premier industry
event each year.

To view the detailed program agenda,
register for the conference and

make hotel reservations online,
visit  their website, www.of-
danet.org/conference. 

This year’s theme highlights
the imperative of “going all-in

to win!” to grow sales and prof-
its in today’s volatile and chal-

lenging economic environment. 

Program highlights include:

l Three thought-provoking and action-
oriented general session programs that
will help you generate fresh ideas on
how to position your business and at-
tract and retain critical talent for in-
creased success:

• Ross Shafer, Emmy award winner and
leading keynote speaker on business
success, who will entertain and inform
you on how to “Grab More Market
Share to Grow Your Business”

• Matthew Kelly, internationally-ac-
claimed speaker and bestselling au-
thor and management consultant,
who will motivate you with his presen-
tation, “Talent Fanatic – Building a
World-Class Team in a Mediocre Cul-
ture”

• A panel of five leading furniture manu-
facturers’ workplace strategists (Ha-

GSA Seeks NOPA Input on New Supply
Transformation Program

CONTINUED ON PAGE 31

NOPAnews
In recent weeks, the U.S. General Services
Administration (GSA) has reached out to
NOPA and individual vendors active in its
current Global Supply program to solicit in-
dustry input on a new, multi-year initiative,
the Supply Transformation Program (STP),
now under development. 

GSA’s stated goal is to establish and im-
plement a new business model that will en-
sure Global Supply’s long-term viability
and generate sustainable savings for the
taxpayer. 

The modernization program is aimed at
commercially available products, including

office supplies, and will address Global
Supply’s wholesale distribution and store
programs.

GSA has launched two “Strategic Partner
Delivery” (SPD) pilot programs since last
fall to evaluate the capability of small busi-
nesses to participate in direct delivery to
GSA Global Supply customers. 

The intent is to expand product offerings
using small businesses with improved pric-
ing, reporting and delivery performance to
GSA’s client agencies, while avoiding the
need for fulfillment through GSA’s distribu-
tion centers. 

The SPD model will be supported by a
planned acquisition initiative that is ex-
pected to occur over the next few months,
with a formal GSA Request for Information
(RFI) stage and a competitive procurement
process (specific approach yet to be deter-
mined) thereafter. 

NOPA members interested in this acquisition
initiative are invited to contact Chris Bates
at cbates@nopanet.org or 703.549.9040,
x100 for further information and to provide
input.

NOPA’s Sister Association to Host OFDA Dealer Strategies Conference, Oct. 28-30
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worth, Herman Miller, Knoll, Steelcase
and Teknion), who will discuss “The
Next 10 Years: Evolution and Revolution
in the Workplace – Are You Ready?”

l Three concurrent workshops to open
the conference on the afternoon of Oc-
tober 28 to allow participants to take a
“deep dive” into key management top-
ics impacting profitability:

• Debbie Junge, Junge + Associates, a
leading dealership sales and market-
ing expert, on “Positioning Your Com-
pany’s Value with Influencers and End
Users”

• David Solomon, SolomonCoyle,
widely recognized thought-leader on
business process and dealership
profitability improvement, on “Bench-
marking Your Operations and Finan-
cial Performance”

• Jim Heilborn, James Heilborn Associ-
ates, respected industry consultant
and writer for industry publications on
a variety of human resource, sales
and operations management issues,

on “The ROI of the Right Hiring and
Compensation Practices” 

l Twelve breakout sessions, most con-
sisting of panels of knowledgeable
dealer principals and other top man-
agement, focused on sales/marketing,
operations/technology, leadership and
organizational development issues to
share practical dealer best practices in
a wide range of core business areas:

• Strategic Use of Social Media to Find
and Win New Business

• Best Practices in Leveraging 
Operations Technology to Raise 
Productivity, Profits

• Win the Great Workplace Revolution:
Tailor Your Workplace to Attract 
and Retain the Best People of Five
Generations

• Building Information Management, In-
tegrated Project Delivery and Revit:
Assessing Business Opportunities
and Your Role as an Office Furniture
Dealer

• Effective NBD/Sales Strategies for Ar-
chitectural Walls and Other Systems

• Dealer Best Practices in Applying
Sales/Marketing/CRM and Other
Customer-Facing Technologies to Dif-
ferentiate Your Business

• Finding and Converting Online Buyers
– Search and Online Marketing 101

• Successfully Implementing Digital
Product Information 

In short, when you combine this strong ed-
ucational program with the extensive two-
day peer networking opportunities,
OFDA’s conference is likely to be the sin-
gle most valuable investment your dealer-
ship can make in its furniture market
programs in 2012. 

NOPA invites its member dealers to ex-
plore full details on this exciting opportu-
nity at www.ofdanet.org/conference.
Contact Billie Zidek for registration assis-
tance (bzidek@iopfda.org) and Chris Bates
for questions regarding the program con-
tent (cbates@ofdanet.org). 
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What Makes a Great Sales Rep Great?
Meeting the Challenges of Today’s Marketplace
by Jim Rapp

Sales reps who have worked more than
a year or two know that their role in the
dealer organization has changed
dramatically and continues to change,
and at a faster pace than ever before.



For some reps, adjusting to these changes

has not been easy and in many cases, the

adjustment has not been any easier for the

managers and owners at their dealership,

either.

After talking with dealers around the coun-

try over the past few months, I would have

to say that the factors which made sales

reps successful, even just a few short

years ago, do not guarantee success

today. At the same time, there are some

basic traits that will always be important,

like honesty and integrity.

Some changes have been gradual, like the

movement to online ordering. Others have

arrived at a faster pace, like the advent of

social media and the mobile office.

So what does make a great sales rep great

today? Let’s see what some dealers

around the country have to say.

A Strong 
Backbone
“It’s hard to pick any one trait that’s the

most important when talking about our top

salespeople, but one that’s very important

in these not-the-best-of-times is having a

strong backbone and being able to handle

rejection,” says Larry Anderson, Eakes Of-

fice Plus in Grand Island, Nebraska.

“You also have to be a good presenter,”

contends Larry. “The days of order taking

are over. Today our reps sell programs, not

just products. Relationship building is

more important than ever.

“I’m quite proud of how our older reps

have adjusted to all the changes that

they’ve had to make in the last few years—

online ordering, social media, and so on.

People who have no fear of technology are

the ones who will prosper in the years to

come.” 

“A great sales rep in our company is a per-

son who helps us achieve our overall

goals—someone who makes our goals his

or her goals,” maintains Tony Martin at

Baker Office Products in Lubbock, Texas.

“I look for is someone who’s hungry, who

is passionate and who turns that passion

into the drive to succeed in whatever they

do. It’s not something I can develop in a

person—they have to have it.

“If they’re willing to learn our system, how

we approach the market and they have a

passion for that, they will be successful.”

“What do I mean by hungry? Does that

mean they want to provide better for their

family? Yes. Are they a bit greedy? Yes.

Motivated by money? Yes. Motivated by

recognition that they’ve done well? Yes.

Hunger can be triggered by a lot of differ-

ent things.”

“How do you determine this from an appli-

cant?” I asked.

“From certain things I’ve heard the appli-

cant say,” Tony responded. “How they

have handled challenges in their lives,

what they have learned that wasn’t a re-

quirement of their schooling or their jobs.

Have they been involved in anything com-

petitive, such as sports, and how do they

talk about it?”

Things Are 
Tough Out There
In Monroe, Ohio, Chuck Inwood of Nicker-

son Business Supplies has been frustrated

trying to hire reps who will be successful

in today’s extremely competitive environ-

ment. 

“It’s tough going for even our most expe-

rienced and successful salespeople,” he

laments. “The economy here is not good,

so being a new person on the street will be

difficult for anyone.

“We look for candidates with some sales

experience and some sales success as

well. They have to be willing to make cold

calls and undertake all the work necessary

to properly prepare for the calls, and most

important, do the follow-up and not give

up after the first try.

“The three things I look for are 1) Are they

likeable? 2) Are they willing to do the work,

whatever it may be, and 3) Have they

demonstrated some sales success?

“We receive a lot of resumes, but few have

had any sales experience. Even if they

have been doing some sales work, they

have no concept of a sales presentation

and what’s required, so even getting them

to understand what the job is about is dif-

ficult, to say nothing of the training that will

be required.

“Our reputation depends to a great extent

on how our salespeople are seen by every-

one they contact. We want someone we’re

proud to have represent us.”

“I’ve been giving a lot of thought to what

we really need in a sales rep these days

because we’re trying to hire right now,”

states Debbie King of Economy Office

Supply in Glendale, California.

“As I look at our most successful sales-

people, it’s hard to find any one trait or skill

that stands out. One would have to say

that experience has given them many

skills, but the question is, ‘How do you de-

termine if an applicant has or is willing to

develop these skills?’

“I do believe a great salesperson has to be

coachable. They have to be willing and

able to find new customers and have the

skills necessary to do that. Relationship

building is increasingly important. That’s

what sets us apart from the big boxes—

not just providing good service, but getting

to know the people, being honest with

them. 

“It means telling them that they don’t need

the most expensive item in the catalog,

even though our profit would be higher, as

well as telling them to buy a better quality

chair so the user won’t want to go home

at noon!

“I like to hire someone with sales experi-

ence, but also someone who can help us
CONTINUED ON PAGE 34
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grow the business and be a manager, not just a salesperson.

“My generation needs to know more about the younger genera-

tion. When you’re interviewing young people, and after they’re on

board, I worry that my management style is not the best, perhaps

hobbling them in some way. I think we have to ask, ‘Do they trust

us? Are we curtaining their ability to learn or even have a conver-

sation?’ You don’t want to be that manager whom no one can

stand, the one that, whenever you speak, they just shake their

heads and turn away.”

Selling From 
the Top Down
“We are now in the process of updating our programs and pro-

cedures to help our salespeople do a better job, explains Ed

Stephens of Houston-based Stephens Office Supply.

“It’s no secret that the sales rep’s job has changed quite a lot,

with online ordering and all the new competitors who have

come out of the woodwork.

“We have a level of service no competitor can touch,

so emphasizing this is a top priority with all our employ-

ees, not just our salespeople. Our reps have to get in

front of the right people and sell our very high level of

service—what that means to the customer

and how that sets us apart from everyone

else.

“Certainly all the basic selling skills

continue to be important—like time

management, and handling the

everyday problems that come with

the territory—but I believe that being

able to sell from the top down is one of the

most important skills necessary for sales

success today.”

“Today you can’t simply knock on doors and

expect prospects to greet you with open

arms,” contends Ronda Dobbel of Office

Value in Meridian, Idaho.

“Reps can’t be afraid to pick up the

phone and make appointments, then

prepare for the appointment. What

do they know about the

prospect? And do they give up

after the first rejection? You

have to be good at follow up.

“So much has changed that we regu-

larly work with our senior reps to help them make adjustments.

We’ve also changed our new rep training, really explaining what

they will be facing and how it will be different from any previous

sales jobs. 

“People who do the buying seem to be wearing several other hats

and are more time sensitive and have less product knowledge.”

“Our top sales rep spends 75% of his time in the office. He man-

ages his accounts, on the phone, the Internet, making appoint-

ments, reviewing customer orders, and using all the technology

that’s available.

“We used to hire people who knew the products. Now we look

for individuals who know technology and how to use it. Business-

to-business experience is also helpful. Are they comfortable talk-

ing to company presidents, CFOs, and so on?

“Finally, I would say that it’s important to have good leadership,

to provide guidance and to set goals.”

The Walking 
Wireless Rep
With a smart phone in one hand and an iPad in the

other, today’s sales rep tries to stay in constant con-

tact with customers, his or her boss and other people

back at the office. 

Customers expect an immediate response to their

emails and phone calls. Participation in social

media is almost mandatory, whether via Face-

book, Twitter, LinkedIn, YouTube or all of

the above. 

For Matt Gibbs of J&E Office City in St.

Louis, it’s critical for the rep to be imme-

diately responsive to every customer re-

quest, regardless of how trivial or

important the request may be.

“Even though you may not have the an-

swer to these questions, you need to

respond quickly and let them know

you’re working on it.

“All of us here stay in constant contact

with customers and with each other,

via cell phone or online, no matter

where we are or what we’re doing. Re-

gardless of how you may want to

communicate, you simply have to ad-

just to what the customer wants.”
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Great Resources Available
There has never been a time when more resources have been

available to help dealer salespeople be more professional and

more successful.

Manufacturers, wholesalers and buying groups offer every con-

ceivable sales training and sales aid, many at little or no cost.

As an example, Independent Stationers offers training sessions

on such topics as prospecting, interviewing skills and delivering

effective presentations.

TriMega offers a series of webinars and other training programs

throughout the year.

United Stationers and S.P. Richards conduct many seminars at

their annual meetings and at other events.

And technology providers offer powerful CRM program to help

reps keep track of customers and their buying patterns.

Our industry also has many consultants and trainers who are

highly effective in helping improve sales performance. I asked

three of them, who are regular contributors to our publication—

Krista Moore, Tom Buxton and Troy Harrison—if they would sum

up in a few words, what makes a great sales rep from their per-

spective. Here’s what they had to say:

Krista Moore: “In our experience there is a fine line between the

average sales rep and the super stars. Other than having passion

for sales, they communicate from the buyers’ perspective, have

the tools and confidence to call on high-level decision makers

and offer proof points to eliminate the fear of change.”

Tom Buxton: “The most successful reps today have to be gener-

alists—know a little bit about a lot of things, and not just products.

They have to understand what the company is trying to do, and

be a part of it. They must differentiate themselves from competi-

tors and be seen as helpful by their customers. Great sales reps

today are professional in every sense of the word. They’re man-

agers, not just salespeople.”

Troy Harrison: “A great sales rep is a self-contained business gen-

eration machine. Great sales reps add value to every sales call,

they consistently prospect and generate new business and they

retain customers. Great sales reps have a zest for the activity of

selling, and because of this, they do not get de-motivated or use

crutches like, ‘I don’t believe in my product’ or ‘our prices are too

high.’”

New Skills Needed
What makes a great sales rep great? Many characteristics, ac-

cording to the dealers I talked with, yet they all agree that the

sales job has changed dramatically.

The Internet and all its iterations is perhaps the most important

change driver. Oddly enough, online ordering has not made the

sales job any less important.

Rather, the sales job has become

more important. Why? Because

customers have so many

more options on vendor

choices than in the past, so

the sales rep needs new

skills simply for customer

retention. Face to face

communication skills are

increasingly valuable. 

While product

knowledge con-

tinues to be im-

portant, with a

widening product

mix, managing each

customer—being an insider—is

critical to retention and volume

growth.

Concomitant to the skills

necessary to manage the

existing customer base,

new skills are required to

make convincing pre-

sentations to top level

managers in prospective

customer organizations. 

Sales reps can’t do all

this on their own. They

need dealer owners and

sales managers who are

willing to commit resources to

training and other programs that

will help their reps be more suc-

cessful.

My observation is that the most

successful dealers seem to have

the most successful sales force.

It’s also my observation that this is

no coincidence.
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When you are looking for fresh, high-qual-
ity social media content for your company,
it is very important to make the most of the
resources that are already at your finger-
tips. There is no better place to start than
with the tools your vendors have already
provided you. 

If you haven’t already done so, make a point
right now of finding time as soon as possi-
ble to visit your favorite vendors’ social
media pages to see what they have to offer. 

You will find that vendors continuously up-
date their pages with a wide-variety of in-
teresting and informative resources you can
quickly and easily utilize to help drive busi-
ness back to your own company’s website. 

For example, if you want to post videos of
any kind, YouTube should certainly be one
of your first stops. 

Do a quick search for your vendors and
browse what’s available. You may find any-
thing from detailed product demonstrations
and educational videos to craft projects
and professional, top-notch commercials.

When you find the one you like the best,
simply click the share button directly
below the video. It’s really that simple. 

There is no need to devote time, energy
and resources creating video content that
might already be readily available!

Next, head on over to their Facebook
pages. Chances are they’ve got plenty of
great content right there on their walls! 

However, if you want to ensure you get the
most out of their Facebook pages, be sure
to check their Facebook tabs at the top
right of their page as well. Here you can
often find great promotions and end-user
vendor contests that your customers would
be thrilled for you to share with them. 

Another hidden gem is the vendor blog.
While not all vendors will have them, many
are starting to sprout up around the web.
This will prove to be an excellent resource
for more detailed, informative posts. 

If the blog’s content is truly engaging, feel
free to repost it on your own company’s
pages. Don’t be afraid to post topics that
aren’t directly related to office products.
Your customers will welcome the variety!  

It is also a good idea to make a habit of
visiting your vendors’ websites on a fairly
consistent basis. You may find that their
monthly or quarterly promotions are easily
accessible. 

In addition, you might find product related
tools for your customers that can range
from helpful cleaning tips to an easy-to-
use visual space planner for office furni-
ture. 

Posting links for innovative tools and re-
sources like these on your company’s so-
cial media pages helps strengthen your
own position as an office expert in the
eyes of your customers, so that in the fu-
ture, they will be more likely to come to
you when they have a question about a

new product or line. 

And you know, if they start their purchas-
ing discussion with you in this way, you
have already won half the battle!

If your vendor has an additional dealer/
partner site, make sure that you visit it reg-
ularly as well. You will be able to grab any
of their available editable flyers. You can
then edit and share any of these flyers with
your customers by uploading them to a
document sharing site like dropbox.com
and sharing the link on your company’s so-
cial media pages with a reminder to call
you for purchasing information.

Your vendors are certainly interested in
helping to make it easier for you to convert
more customers and sell more products.
It’s evident by the amount of valuable con-
tent that most of them strive to provide. 

They also recognize that your needs will
continue to change and they are consis-
tently working to make sure they are stay-
ing up-to-date on all the latest online
trends for customer engagement. 

Just don’t forget! While there are plenty of
tools already out there, it is up to you to
make the most of them!

Mandy Pusatera is director of the Heads Up e-newslet-
ter for The Highlands Group. To sign up, please click
http://visitor.constantcontact.com/manage/optin/
ea?v=001A1aP_pJcM6L7XXyDGtQPag%3D%3D
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WEDNESDAY, OCTOBER 17, 2012
THE CHICAGO HILTON HOTEL

SCOTT LIGHT

President, GP Professional Washroom & Wiper 
Solutions and Communication Papers 
Georgia-Pacific and 2012 Spirit of LifeHonoree

Join us in Chicago at City of Hope’s
National Office Products Industry
2012 Spirit of Life® Gala honoring
Scott Light 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  
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We live in a new world of selling.
My career started in 1990, and I
often look back at the early 90s
as (what should have been) the
death throes of the old-time, old
school manipulative sales tactics. 

In fact, my first training as a salesperson
used most of those old tactics. When I got
back to my job, I quickly learned that the
less I used these tactics, the better I did
and the more my customers enjoyed the
experience.

As my career progressed, I’ve developed
certain philosophies and ideas about how
selling should be conducted. 

I’ve also discovered, however, that it’s best
to allow these ideas to evolve over time.
Salespeople who don’t evolve are left be-
hind. In fact, our profession has seen more
changes in the past ten years or so than in
the previous eighty—and salespeople are,
unfortunately, getting left behind every day.

This month, I’d like to discuss the five
biggest changes in the world of selling, as
we find it today— along with some sug-
gestions on ways you can evolve to keep
up with the curve and maybe even get
ahead of it. 

Change #1:
The need for salespeople to EARN our
place in the customer’s buying process.

When I started in selling, I had no real
competition. 

By that I mean that I had no competition
for my place in the supply chain. I had
competitors for my customers’ business,
of course—but the salesperson’s spot
wasn’t threatened. 

Whether I was selling cars, industrial sup-
plies, or plastics my customers had no
other choice but to deal with me or some-
one like me in order to get what they
needed. 

They couldn’t just order off the Internet. A
few customers chose to fax orders in, but
even then they would get a confirmation
call from me or my inside salesperson to
make sure the order was right.

It isn’t that way anymore, folks. Your cus-
tomers can simply get on the Internet and
buy what they need—no matter what it is.
And as a result, our burden has changed. We
now have to EARN our spot in the customer’s
visitor chair, or else they won’t see us. 

Change #2:
The end of old, manipulative sales tech-
niques. Once upon a time, the sales train-
ing world was a different place. Sales
trainers spent decades piling new insin-
cere, manipulative tactics on top of old,
insincere, manipulative tactics. 

It worked like this: Come up with some
way to manipulate people into buying, or

into thinking they had no alternative to
buying. 

Then give your tactic a clever name so
your audience would think that you knew
some magic technique they didn’t. This
made you “marketable” to your clients. 

This begat the Sharp Angle, the Take
Away, and yes, even the Firing Horace.
The trouble is that all those tactics have
trained not only salespeople, they’ve
trained our customers. 

Customers can spot this junk, and when
they do, you immediately lose your
credibility.

Change #3:
No more “Person Who” calls. The “person
who” call is low-end prospecting. When I
started in selling, our best prospecting
tool was the phone book. You’d call a
prospect company and ask the reception-
ist, “Can you direct me to the person who
handles purchasing of office supplies (or
whatever you might be selling)?”

The receptionist would then direct you to
the lowest possible person on the food
chain who had any tangential contact with
what you were selling—or worse, to the
purchasing department. 

The result: You were as removed from
the actual buying decision as you
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could get while still being physically on
the premises.

Nowadays, there are simply too many
tools available to track down the real de-
cision maker. Savvy salespeople now find
the decision maker, ask for him/her by
name, and get an audience with the right
person.

Change #4:
Product knowledge is no longer king.
When I started in selling, one of the first
pieces of wisdom they gave me was,
“Product knowledge is king, son. Know
your product better than the other guy,
and you’ll outsell the other guy.” 

Sounded great, right? The trouble is that
this isn’t a true statement any longer. 

Your customers can now spend 5-10 min-
utes on the Internet and know your prod-
uct’s features and specs as well as you
do, making all that wonderful product
knowledge superfluous. 

It’s still good to know your product, of
course—you lose credibility if you don’t—
but that’s no longer the trump card.

Today, customer knowledge is the trump
card. If you know your customers better
than your competitor, you can better un-
derstand, anticipate and assess needs—
and then translate that knowledge into
benefits targeted directly at your customer
and their situation. 

Plus, other than very basic information,
your competitors can’t access customer
information remotely. This creates a differ-
ent—and frankly, more exciting and chal-
lenging—burden on salespeople.

Change #5:
The rise of information technology. This is
the change that underpins all the changes
above. What is driving most of these
changes in customer behavior (and thus
our world) is the rise of information tech-
nology, and the need for us as salespeo-
ple to adapt to a more knowledgeable,
savvy and educated customer base. 

There are simply too many easily accessi-
ble information tools out there for cus-
tomers to settle for meetings with us that
don’t drive new and additional value over
the Internet, and there are too many tools
out there for us not to take advantage of
them. 

The Internet has made the sales world into
the autobahn with no speed limits—and
nobody is picking up hitchhikers.

So, how do you adapt to these changes?
Well, it’s not simple, but it’s doable, and
here are the five keys to surviving and
thriving in today’s world:

Adaptation #1: Commit to a pur-
pose-driven sales call. If your sales calls
are only driven by the need to drop off
doughnuts and pick up this week’s
order, you’re dead in the water. 

Instead, have a purpose to your call that
drives value and interest for your cus-
tomer. Become a student of their indus-
try and pick up articles and tips to help
them solve problems. 

Get involved in situations that don’t di-
rectly impact your selling, and find ways
to refer customers to resources. Make
every sales call count and your cus-
tomers will still see you.

Adaptation #2: Unpack. Salespeople
take a lot of baggage into calls with
them, literally and figuratively. One of the
biggest bags contains what I call “head
trash,” or old techniques that don’t work
anymore. 

Get rid of that stuff. If you’re trying to fig-
ure out what to get rid of, ask yourself
this: “Does this technique improve the
customer’s experience or create value
for the customer?” If the answer is no,
get rid of it. Hint: Any sales technique
with a name (the “Firing Horace,” for ex-
ample) should be left behind.

Adaptation #3: Get your prospecting
act together. There are simply too many
ways to learn the names of key execu-
tives to settle for the “person who” call. 

Instead, use databases like InfoUSA,
Hoover’s, or ReferenceUSA (check with
your local library—this one is free) to
create call lists that include good info
and allow you to ask for your prospect
by name. This isn’t even a 21st century
tool; it’s a 20th century tool!

Adaptation #4: Focus on customer
knowledge. Most salespeople learn their
products in depth and their customers
on the surface. Instead, get to know
your customers in depth. 

What are their biggest concerns—their
plans and their key needs? What moti-
vates them to come into work? 

Instead of asking surface questions, ask
questions that dig deeply and uncover
information that your competitors don’t
get. 

And don’t ever STOP asking those
questions; customers change over time
and so do their needs.

Adaptation #5: Use information tech-
nology. I’m constantly amazed by the
number of clients I see that don’t use a
contact manager or CRM system. Those
clients fall farther behind every day.
CRM is now cheap and readily available.
So are Internet-based tools like Jigsaw,
LinkedIn, etc.

All of these tools allow you to do a better
job of connecting with your customers and
relating to them. If you are sitting there
thinking, “I don’t need to do that stuff,”
your career has an expiration date on it
and it may have already passed!

I realize that for salespeople who have
been in the business for a long time, these
can be challenging habits to change, but
this kind of change is essential to survive
in the new world of selling. Dinosaurs
didn’t adapt and we know what happened
in their world. I see “sales dinosaurs” every
day. Don’t be one of them.
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For as long as I have been in the industry,
dealer sales reps have switched from one
company to another with distressing fre-
quency. 

Some readers may still remember when
our big concern was that one of the so-
called power channel players would come
after our people, but those days are largely
over. When the national players starting
cutting back their compensation plans,
they became a lot less attractive and other
local independent dealers became the
threat.

More recently, a cottage industry has
sprung up whose mission is to move reps
away from the big guys and towards local
independents. 

On the surface, at least, it sounds like a
great idea. But does this sort of strategy
actually work? Will a sales rep who can
point to a successful track record on the
industry’s “dark side” be able to replicate
that record when he or she crosses over
the good guys?

Based on my own observations and expe-
rience, the best answer to this question is
an unequivocal “maybe.” 

Let me explain. There was a time when hir-
ing a rep from the power channel (espe-
cially Corporate Express) was a good
investment, because of their skill sets and
familiarity with the strategy of hunting and
retaining accounts. 

However, the dealers I have spoken with
or observed over the past year or two who
have hired former power channel reps
have been almost uniformly disappointed. 

The big guys do their best to make reps an
interchangeable part of the sales equation,
so the skills and experience needed to find
new customers and maintain them is often
lacking. 

More often than not, independents end up
interviewing “farmers” that take care of
massive amounts of business, but who
have no power to bring that volume with
them, despite all their claims to the con-
trary.

If you needed a sales job and were asked
if you could “cold call,” what would you
answer? 

At the same time, anyone who claims
they actually like to cold call either has
not done enough of it to be wary or is a 
sociopath. 

Yet, when my dealer clients ask me to con-
duct interviews to evaluate a power chan-
nel applicant and I raise that question, the
response is nearly always, “I love to cold
call!” 

Over time virtually all of these folks fail un-
less they are given a comprehensive cold
calling plan that minimizes the chances of
consistent rejection. But even with the
right training, the failure rate is extremely
high, even among so-called “hunters.” 

That being said, the hunter rep probably
has the best chance of succeeding when
moving from the power channel, but they
too will need to address huge challenges.
They are accustomed to walking into an
office and beginning a relationship based
upon the name of their company. 

If you’re a buyer, which company would
you feel “safer” about starting a rela-
tionship with: Tom’s Office Solutions or
Staples? 

Do not minimize the difference, because
unless your hunter rep is very entrepre-
neurial, he or she will struggle with the lack
of name recognition that your company
has compared to your competition. 

What’s more, hunter reps who think they
can bring over the business they captured
when they were part of a big box quite
often struggle because their former em-
ployer taught them to tell potential cus-
tomers that independent dealers are
“quaint.” That sort of damage is hard to
undo.

So, what should you do if the opportunity
arises to acquire a rep from the dark side? 

First of all, I would be extremely cautious
by creating, and sticking to, a very strict
and structured growth plan. “Hire slow and
fire fast” would be my motto. 

Either your new hire will bring opportuni-
ties to the table very quickly and will obtain
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a few conversions within a short period of
time or he or she is destined to fail. 

Never permit a new rep of this type to be
employed for over three months without
multiple orders from numerous customers.

Also, remember that if they or a rep from
an independent dealer has a non-com-
pete, it should be honored except under
extreme circumstances. 

Maybe non-competes aren’t always valid
in your state, but for the integrity of your
company and your rep, avoid fighting
them if possible. A famous person once
said, “Do unto others …” and you know
how the rest of His advice goes.

To summarize, growing your business by
hiring a member of the power channel is
by no means a guaranteed route to sales
and profitability enhancement. Many of the
personnel firms that specialized in such

transitions have gone away or changed
their mission, because the success rate
was so low.

So, what about taking reps from your local
competition? Can that work? Yes, it can,
but the success rate is not fantastic either.
It turns out that as vital as reps are to cus-
tomers, maintaining the status quo—along
with a functioning vendor relationship—is
more important to many if not most cus-
tomers. 

As a rule, I would take whatever amount of
business a rep says they can bring with
them and divide it by two. Take that num-
ber and divide it by two again and you end
up with a realistic first-year conversion
rate. 

There are some exceptions to this rule, but
in general it has worked well for me, both
as a former member of the power channel

and as an independent dealer. 

Also, don’t pay the rep what they are mak-
ing now for a substantial period of time.
They must transition to commission very
quickly and should be willing to “go for it”
under the right circumstances.   

Those circumstances include an extremely
lucrative commission plan for the first year
or two that motivates them to grow
quickly. 50-100% commission on the new
business they bring you will intrigue the
true sales people and make the pretenders
go away. (Contact me if you would like
more information about this approach.)

In conclusion, like everything else in life,
there are no silver bullets, so approach the
acquisition of experienced reps carefully. 

Money and time are precious, so don’t
waste either on inflated claims or guaran-
teed salaries.
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We are often asked by dealer principals and sales
leaders, “How do I create a culture of accountabil-
ity?” This question naturally requires a deeper dis-
covery of what the current culture looks like, how
it got to where it is today and what needs to change
to make it more successful.

Wouldn’t it be great if we could only hire individuals
with the maturity level and sense of professional
responsibility to be accountable to themselves and
their employer? 

This quality is not easy to recognize during the in-
terview process, but you can often identify these
qualities or lack thereof fairly early in an employee’s
tenure. 

On the flip side, as parents, business owners or
leaders, perhaps we may be uncomfortable with
holding others accountable and subsequently cre-
ate a lackadaisical atmosphere or environment of
complacency. 

This establishes a culture where employees do not
feel that they’re accountable for their actions and
behaviors—ultimately resulting in lack of growth,
development and success.

We can make our best efforts to hire responsible
individuals, but whatever the maturity level of our
employees, we still have an obligation to them and
to our company to ensure that our culture is moti-
vating, inspiring and that everyone is held account-
able for his or her personal and professional
achievement.

What accountability actually means
The dictionary defines accountability as follows:
“The acknowledgment and assumption of respon-
sibility for actions, decisions and policies …within
the scope of the role or employment position and…
encompassing the obligation to report, explain and
be answerable for resulting consequences.” 

Let’s focus on those keywords or phrases: “ac-
knowledgment of responsibilities,” “within the
scope of the role or employment position,” and “an-
swerable for resulting consequences.” 

As we coach and train around creating a culture of

accountability, these are the three key areas we
must consider.

Clearly defined roles and
responsibilities
How can you hold someone accountable for certain
goals or objectives if expectations have not been
properly set? 

Individuals need a clear, unambiguous understand-
ing of their responsibilities. They need to know the
things for which they are accountable and they
must accept the position and the challenge. 

Everyone should have a written job description that
includes key responsibilities, tactical goals and a
measurement for success. 

Each employee needs specific clarity on his or her
role and area of responsibility. But they also need to
understand that they are part of a team—a team
with its own overarching goals and responsibilities—
working toward a common company vision. 

Lacking this team approach and dynamic creates
a culture of employees who act like independent
contractors. 

Their actions will be self-serving, appearing as
though they’re working for themselves or the cus-
tomer, rather than for the company or the team. 

Look closely at your job descriptions, the roles of
your employees and their understanding of their
specific responsibilities.

If any of these seem less than completely clear, it’s
time to reevaluate and reestablish your employees’
roles and responsibilities, both individually and as
team members.

Continuous feedback and
communications
Once your employees are very clear on their re-
sponsibilities, it’s up to you to deliver the continuous
feedback and communications they need on their
progress and performance. It doesn’t matter
whether they’re doing great or not, they need to
know where they stand. 

A culture of accountability should have a commu-
nication and management system that has open,
honest, constructive and positive feedback. 

Provide this input and feedback on a continuous,
predictable basis through regular one-on-one ses-
sions and team meetings. 

If you set goals and expectations and don’t follow
up and keep score, your employees will start to
drift. 

They’ll lose the sense of priority that you’ve placed
on those expectations and begin to feel that they’re
not important, that no one’s watching or, worse, not
caring about their performance. 

If you allow the impression that you’ve lost interest
in goals and objectives, your employee has no mo-
tivation to care about them either. 

If they don’t receive any feedback, then they are not
being held accountable for their actions. 

Feedback doesn’t have to be a negative action. Pos-
itive reinforcement is often a more effective tactic
for promoting and directing the right behavior. 

When you provide positive feedback in your com-
munications, employees will continue to act and be-
have accordingly.

Too often crucial conversations are avoided or com-
munication does not happen in a timely manner. 

It appears, then, that there are no consequences for
not doing their job or failing to meet expectations. 

Once you create that impression, employees will
become lackadaisical and complacent because no
one seems to be paying attention or caring. 

The same goes for your employees who are per-
forming and who are meeting their objectives and
goals—there is little motivation to continue doing
so if no one sees. 

In these cases, it is extremely important to make
your team aware that you are in touch, do care, have
noticed and will reward and recognize their high per-
formance. 

CONTINUED ON PAGE 43
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If you don’t appear to pay attention, seem unen-
gaged or aren’t providing positive and constructive
feedback, your employees will revert to following
their own objectives and assessing themselves
against their own benchmarks, not yours. 

Asking people to create their own framework of
goals and objectives can, in some cases, be em-
powering. Employees feel as if they’re being treated
with respect, as professionals who don’t need
hand-holding. 

At the same time, however, everyone needs feed-
back. No matter how self-directed or self-moti-
vated, an employee will find it difficult to remain so
if they don’t know how their boss feels or if it seems
that the boss does not care. 

Concrete Consequences
What happens if someone is not performing to the
level that meets your expectations? 

Your employee must understand that there are con-
crete consequences when he or she isn’t perform-

ing to the predetermined, agreed-upon role, re-
sponsibilities and expectations. 

These consequences should be clearly communi-
cated and documented so that there’s no confusion
or misunderstanding. 

You should use very specific language such as, “If
you don’t do this, this and this, you are going to lose
your job.” Or, “If you don’t do this, by this date, you
are going to get demoted.” 

Or, “If you don’t meet this specific requirement by
this specific date you will face this specific conse-
quence.” 

This may sound harsh, but establishing real conse-
quences for lack of performance demonstrates dis-
cipline, communicating the reality and the specific
cause-and-effect of their actions or lack thereof. 

Consequences need to be fair, reasonable and con-
sistent among all employees. A culture of account-
ability can easily be undermined if some employees
are getting away with poor performances while oth-
ers are not.

If you believe that your corporate culture lacks ac-
countability, it is never too late to make the neces-
sary changes. 

It will require some determined work around the
above ideas. Don’t give up on those employees that
don’t seem to be accountable for their actions or
don’t care. 

First, we should look to ourselves as business own-
ers and leaders to start creating a stronger culture
of accountability.

Conversely, if you have created a culture of ac-
countability but still have employees who are not
complying and performing, then consider the old
adage ”If you can’t change your people, change
your people.” 

When people understand their expectations, are
motivated for high performance and assume re-
sponsibility for your success as well as their own,
you’ll see the difference. Amazing things will hap-
pen when accountability becomes a genuine char-
acteristic of your performance culture.
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Krista Moore is president of K.Coaching, Inc, an executive coaching and consulting practice that has helped literally hundreds of independent
dealers maximize their full potential through enhancing their sales strategies, sales training and leadership development. For more information,
visit K.Coaching’s web site at www.kcoaching.com.
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