
Any dealer can successfully sell managed 
print services and open the door to increased 
tech sales. The category might be more 
involved than other products lines, but if done 
right it is likely to deliver solid new sales and 
profit dollars. The choice is yours. 
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EDITORIAL

Mark Brown’s involvement with Dickson Office Supply started when 
he got a phone call from his father in 1983. “He said I need you to 
come home one weekend,” said Mark. “My dad never told me I 
needed to come home from college. I thought, something was up.” 
Indeed something was.

His father had run into the owner of Dickson Office Supply and 
learned the dealership was for sale. “My dad told me he would 
co-sign a note because he thought it was a great investment and a 
great opportunity,” said Mark. It sounded good enough to convince 
Mark, so he told his dad to do it. 

Dickson Office Supply started in 1959 when a CPA was looking 
for something to do for the eight months out of the year when he 
wasn’t working on income tax returns. To begin with, the company 
sold machines, supplies and transactional furniture and worked out 
of a 1,900 square foot retail space. When Mark came onboard, his 
initial efforts were to learn the industry. He worked as much as 16 
hours a day studying catalogs, talking to vendors and taking care 
of customers.

Dickson is located 45 miles west of Nashville and the dealership 
serves five counties to the north and southwest in what is primarily a 
rural market. Mark says he keeps out of Nashville. “There are a lot of 
big players there so we let them fight that out amongst themselves. 

Our lead news story this month points to yet 
more weak points emerging in the armor of 
internet commerce kingpin Amazon. Not that the 
behemoth isn’t still making money hand over fist, 
with fingers in more pies than James Corden in a 
Cheesecake Factory, but the Wall Street Journal’s 
recent investigation into the hazards of the Amazon 
Marketplace furnishes plenty of ammunition for 
you to take to your customers—both present 
and potential—to persuade them that their local, 
independent providers not only offer better service, 
but treat their business partners better and offer more 
reliable product.

The FTC is looking into the way Amazon treats its 
third-party suppliers and possible anti-competitive 
practices. In addition, the Wall Street Journal has found 
troubling evidence that a large number of Amazon 
products are not only counterfeit, but unsafe—possibly 
containing dangerous levels of various chemicals.

These are some of the issues NOPA president 
Mike Tucker has spoken about during his fantastic 
presentations on Amazon at various trade events over 
the past year or so. If you haven’t had a chance to see 
one of Mike’s talks, I suggest you take the opportunity 
if it arises. (And I’m not just saying that because we are 
NOPA’s official publication!)

To further help you in the fight against Amazon, 
we are hoping to have a new resource section up on 
our website soon, collating articles, information and 
success stories on ways others have taken the battle to 
Bezos and his buddies.

Finally, I’d like to finish by wishing outgoing BSA 
president Barry Lane all the best. His four years at the 
helm were well spent and not too many others can 
match his dedication to the industry, and to the IDC in 
particular. Thank you for all your hard work Barry, enjoy 
the slightly lower stress levels going forward! 

Dickson Office Supply celebrates 60 
years of growth in western Tennessee

WINNER’S
CIRCLE
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We choose to focus our efforts here,” he says
In 1999 Dickson Office Supply moved outside of town into 

a 10,000 square foot building. The building has a warehouse 
and retail store and as Mark describes it “a big box kind of 
feel.” The retail space offered plenty of room to showcase 
supplies and furniture as well as a growing machine 
business, primarily with Kyocera copiers.

There was a lot of space and the business took off. At the 
time, Mark thought, “This could be good.” For the most part 
it has been, with the exception of slower growth brought 
on by the Great Recession and an Office Depot moving to 
town in 2008. 

Among the fastest growing areas of the business today 
have been the breakroom and janitorial categories. It’s 
a necessity to sell these categories, especially since the 
number of janitorial catalog pages has exploded.  “We’re 
starting to see a lot of growth in this area,” he says. It 
provides one more category to sell to existing accounts. 

As sales have improved, business has ticked up 
for Dickson Office Supply in 2019. That increase was 
augmented by the acquisition of a small dealer just outside 
Dickson’s southern boundary in January of this year. Dickson 
now services new customers in this area and has picked up 
a few new employees, including a new salesperson. »

•  Adjust your workspace Up and Down 
with the push of a button 

•  Powerful electric motor – lift capacity 100lbs

•  Platform lifts vertically, from 6.3” to 23.4”

•  Large 21˝x 35˝platform holds two 24” monitors

•  Height and forward/backward adjustable  
keyboard platform

•  Grommet hole to mount optional monitor arms  
(single, dual, triple or quad)

• Integrated cable management

• Comes fully assembled

kantek.com

STS-965

Electric Sit to Stand 
WORKSTATION

Kantek STS965 Ad 7.75x5.125.indd   1 8/30/19   12:42 AM

August is school supply season and Carrollton Office 
Supply, Carrollton, Kentucky, offered two promotions 
to recognize this annual event. “We did two separate 
giveaways,” said owner Charlotte Wallace. One was for 
teachers and one for students. 

The Back to School Giveaway provided free school 
supply lists for five students. “Every year we fill lists for 
every school and every grade,” said Charlotte. Parents let 
the dealership know the school and the grade and an order 
is made ready. To qualify to win a free list, parents had to 
share, like or comment on the Facebook post about the 
giveaway.

Teachers had to be nominated and the two who received 
the most comments won the prize. “They received a 
gift card for $50 in merchandise they could get for their 
classroom,” said Charlotte.

Promotions like this are the lifeblood for Carrollton Office 
Supply. “We’ve been around for 35 years and there are 
still people in the town who don’t know we’re here,” she 
said. Reminders such as this almost always bring out 
first-time buyers. 

Kentucky dealer Carrollton Office Supply 
grows with two school giveaways

http://www.kantek.com
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Minority-owned RCF Group, Cincinnati, led by Carl Satterwhite, president 
and owner, has acquired the office furniture division of Louisville-based 
Office Environment Company, a woman-owned company, which has been 
in business since 1907. 

“At RCF Group, we pride ourselves on inclusion and thought diversity—
it’s a way of life,” said Carl. “We plan to build relationships with our Louisville 
clients and support their goals to create more impactful workplaces.” 
RCF Group is a Haworth dealer recognized as a Top Ten Dealer and has 
received Haworth’s Best in Class Dealer awards. 

“The quote ‘learn from the past, live in the present, believe in the future’ 
succinctly describes what inspired me to sell the office furniture division of 
Office Environment Company to RCF Group,” said Tricia Burke, OEC owner. 

Cincinnati dealer RCF Group buys 
furniture division of Louisville-based 
Office Environment Company

»

Columbus, Ohio, completed its Inclusion 
Report covering the years from 2016 to 
2018. “Columbus is coming together to 
make a very strong effort to get this up to 
speed,” said Darla King, president of King 
Business Interiors. The dealership was 
one of the local businesses included in the 
report, and Darla was one of the business 
people featured on the cover. 

The Columbus Inclusion Report names 
certified diverse suppliers that the city will 
work with to acquire goods and services. 
“The City of Columbus is making a huge 
initiative to partner together and find ways 
to collaborate and get projects done with 
minority and woman owned businesses,” 
said Darla. 

King Business Interiors is a certified 
Woman Owned Business (WBW), has 
been certified by the Women’s Business 
Enterprise National Council (WBENC) and 
by the State of Ohio’s Encouraging Diversity, 
Growth and Equity (EDGE) program.

One recent project that resulted from 
the city’s inclusion efforts is the Michael 
Coleman Government Center in downtown 
Columbus. King Business Interiors 
supplied the furniture and flooring for the 
office complex. 

Teachers’ Treasures is an Indianapolis-based non profit dedicated 
to helping at-risk children in the community succeed in school. After 
learning about the organization from an old friend, Tom O’Neil, chairman 
and CEO of Herman Miller dealer OfficeWorks. Fishers, Indiana, got 
involved in a big way. He discovered the used furniture his firm collected 
from customers who bought new could be repurposed with teachers in 
inner-city Indianapolis. 

O’Neil’s experience had been largely with institutional buyers and 
facility managers. “They have standards for what they want,” Tom said. 
“You would never think that a seven-year-old Herman Miller chair would 
be so much better than anything these teachers were using,” he said. 

OfficeWorks met with the executive director of Teachers’ Treasures 
and worked with the organization to provide furniture for teachers. The 
organization works through a closed Kroger store, donated by the 
grocery company, and hosts shopping days for teachers to come in and 
get what they need. 

OfficeWorks came in with 40 chairs, six mobile tables and a dozen 
brand-new white boards that one customer decided it didn’t want. “We 
brought these out to the Kroger store on August 10 and by noon most of 
the furniture had been placed with some very grateful teachers,” said Tom. 

The involvement with Teachers’ Treasures has led to additional 
charitable opportunities. The firm worked with suppliers, including Mr. 
David’s Flooring International, Itasca, Illinois, and donated furniture 
and carpet tiles to redo the teachers’ lounge at PS 51 in Indianapolis. 
“Teachers’ Treasures has two more back to school shopping days in 
September, and we told them to stay tuned,we may have some goodies 
for you,” Tom added.

Indiana dealer OfficeWorks 
donates used furniture to 
Indianapolis schools 

King Business Interiors 
recognized by Columbus, 
Ohio, as a diverse supplier
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With its second silent auction to benefit the City of Hope, Office 360, 
Indianapolis, demonstrated a near foolproof way to raise funds. City of Hope 
referred Office 360 to a third-party it works with, Gesture, which handled all the 
intricacies of getting the auction up and running. 

“It was really painless from our standpoint,” said Larry Sexton, vice president 
of sales. Images and copy were sent to Gesture, which put together a complete 
auction website with full functionality. “All we had to do was make sure people 
paid and then distribute the merchandise,” he said. 

The auction included 28 items and raised more than $2,100. The two most 
hotly contested items were Pacers’ tickets and a round of golf at The Sagamore 
Club in Noblesville, Indiana. Both went for $240.

“We learned last year that our audience doesn’t go for high-ticket items,” said 
Larry. “The sweet spot is under $100 so we made a concerted effort to start 
most items around the $50 range.” 

Indiana dealer Office 360 uses silent 
auction to benefit The City of Hope 

Sayes Office Supply, Alexandria, Louisiana, partnered with local radio 
station KRRV and provided backpacks full of school supplies for them to 
give away in early August. The radio station promoted the giveaway over the 
air during the week. 

Listeners would text the radio station for a chance to win a backpack and once 
a week, on Fridays, the computer system would randomly select one text. “The 
radio station DJ would call the number that was pulled and if someone answered 
they were named the 
winner,” said Diana 
Deville, sales manager, 
who valued the 
backpacks at $75.

The winners were all 
parents with children 
in school. “They 
were all so excited 
to win,” said Diana. 
“Backpacks filled with 
school supplies can be 
expensive.” This was 
the third year for the 
giveaway and based 
on the response it is 
sure to be repeated 
next year. 

Louisiana dealer Sayes gives away 
backpacks filled with school supplies

Inc. magazine has listed Innovative 
Office Solutions, Burnsville, 
Minnesota, as number 4,640 on the 
publication’s annual Inc. 5000 list of 
the fastest-growing private companies 
in America. The list profiles the most 
successful companies within the 
American economy’s most dynamic 
segment — the independent small 
businesses community. 

2019 was the 11th time that 
Innovative has shown up on the list 
according to Jason Player, chief 
information and chief marketing officer. 
“We’re honored to have held a regular 
spot on the Inc 5000 over the course 
of 11 years,” said Jason. “It represents 
our culture of growth and brings 
the Innovative story to more people 
throughout the country.” 

The Inc. 5000 list represents the 
nation’s most successful private 
companies and has become a hallmark 
of entrepreneurial success. Companies 
are ranked according to their overall 
revenue growth over a three-year 
period. Microsoft, Dell, Domino’s Pizza, 
Pandora, Timberland, LinkedIn, Yelp, 
Zillow, and many other well-known 
names gained their first national 
exposure as honorees on the Inc. 5000.

MN. dealer IOS 
named to Inc. 5000 
list of America’s 
fastest-growing 
private companies



»
*Source: The NPD Group / U.S. Total Channel Tracking Service / Technology Paper / Jan 2014 – Jan 2018. Boise Paper, Quality You Can Trust and X-9 are trademarks of 

Boise White Paper, L.L.C. or its affiliates. For more information on Boise Paper’s trademark use, go to: http://www.BoisePaper.com/TermsofUse/#Trademarks.

It could be the fact we’ve 
been around for decades. Or 
because we truly care about 
our customers, and work to 
create products that help 
them look good. 

Whatever the reason, if you’re 
a loyal Boise Paper customer, 
you’re in good company. 

If you haven’t tried Boise 
Paper, now’s the time – see for 
yourself what makes us the 
#1 selling office paper brand in 
the United States!*

http://www.boisepaper.com/termsofuse/#trademarks
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Following its April merger with 360 Office Solutions, Technology By Design 
announced plans in August to move into the 360 office on Pierce Parkway. 
Both companies are based in Billings, Montana. 

Technology By Design works with smaller businesses and assists with 
network connectivity, computers, wireless internet, surveillance and more. 
360 Office Solutions has been using the IT company’s services since 2013. 
Talks of merging started five years ago.

Craig Bartholomew, co-owner of 360 Office Solutions, says the expertise 
gained through this merger will enable the dealership to provide smart 
answers for its customers. “We have a growth mindset. We have to 
continue to grow, and we have to continue to be relevant,” he said. 

Anna Lucas, business development 
manager for Herald Office Solutions, 
Dillon, South Carolina, was recently named 
Influencer of the Year by the local Palmetto 
Chapter of the Society for Marketing 
Professional Services. SMPS is comprised 
of marketing and business development 
professionals working in architecture, 
engineering and contracting industries. 

Anna (below left) has worked in various 
aspects of the interior design industry for 
decades but only started to work for Herald 
this past June. She says that since joining 
the dealership she has started to learn the 
supplies business. “We are all in to win 
work and get new business,” she said.

The award was presented to Anna by 
Molly Dall’Erta, awards program director 
with the national SMPS organization. 

RJE Office Interiors, Indianapolis, has opened a new operations and 
warehouse facility near the Meadowthorpe neighborhood of Lexington, 
Kentucky. The new location reportedly will provide a suitable location 
to continue RJE’s commitment to exceptional experiences for Louisville 
area customers. 

“We had been searching for a more strategic resource center for some 
time, so we are pleased to solidify our presence in eastern Kentucky with 
this new facility,” said John Duffy, market president for RJE Kentucky. 
“Through this location, we will be able to serve our customers across the 
entire state.” 

A few members of the RJE Kentucky team will have offices at this location 
and continue to drive RJE’s growth in eastern Kentucky. 

BDM at South 
Carolina’s Herald 
Office Supply wins 
SMPS Award 

Indiana dealer RJE Office Interiors 
opens new Kentucky operations center

Montana dealer 360 Office 
Solutions finalizes merger

Paducah-based dealer Petter Business Systems has acquired fellow 
Kentucky reseller Holley Office Products.

The transaction was finalised on September3 and Petter said it will 
enable it to capitalise on Holley’s strong presence in its western Kentucky 
marketplace. Furthermore, Holley’s expertise in creating signs and 
banners will allow Petter to further diversify the portfolio of services it can 
offer current and future customers of both companies.

Holley’s former owner Victor Waldrop will stay on for about three months to 
assist with the transition, while Holley’s staff will be retained at either Petter 
Business Systems or its parent company, Petter Supply, it was confirmed.

KY dealer Petter picks  
up Holley OP
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Xerox® Vitality®    
Multipurpose Printer Paper

Making a professional impression 
has never been easier. From the 
home to the offi ce, laser printer 
to inkjet, the versatility of hard 
working Xerox® Vitality® makes it 
the ideal paper for your everyday 
printing needs. And because it’s 
99.9% jam free, you can always 
get the job done.

xeroxpaper.ca

WORKS AS HARD 
AS YOU DO.

© 2019 Domtar Inc. All rights reserved. Xerox® and Xerox and Design® are registered trademarks of Xerox Corporation in the United States and/or other countries and is used under license from Xerox Corporation. 
Domtar is the trademark licensee of Xerox® Paper and Specialty Media in the United States and Canada.

http://www.xeroxpaper.ca


SEPTEMBER 2019 INDEPENDENT DEALER PAGE 10

SECRETS of success
Daniel Office Products, 
The Woodlands, Texas
As an independent in the highly 
competitive Houston metropolitan area, 
Daniel Office Products needs to stand 
out whenever possible. Located in The 
Woodlands, a planned community 
just north of the city, Bob Daniel, 
president and second-generation 
owner, contends that his small, highly 
experienced staff generally gets the 
better of its local competitors. 

Flexibility is one of the keys to the 
success enjoyed by the dealership, 
says Daniel. Essentially no customer 
demand is too extreme. Recently 
when a long dark account was 
reacquired one of the reasons for its 
return was due to late deliveries by the 
previous supplier. “I told her we would 
deliver at whatever time she wanted,” 
said Bob. “Being able to show that 
extra value and attention really makes 
a difference.”

While business in Texas had been 
soft for the past few years due to the 
price of oil, it started to turn around 
about a year ago. And much of the 
uptick has come from the education 
market. “That has been a growth 
driver,” Daniel says. “There’s growth 
in the schools so this year has been 
much better.”

Daniel Office Products has exclusive 
business with two local school 
districts and both have been growing. 
“Between the two of them they opened 
three schools last year and another 
three schools this year,” says Bob. The 
dealership has also started to pick up 
business from a growing number of 
private schools. 

“We’re really lucky in this particular 
area that it is vibrant economically,” 
says Bob. “The planned community 
was created north of Houston 45 years 
ago. It has really been a success!”

The Conroe Independent School 
District is one of the largest school 
districts in the state and opportunities 
are immense, says Daniel. At the same 
time, his dealership is far from being 
the only game in town. “Dealers in 
Houston realize this is a destination, so 
a lot of dealers have targeted the local 
school market here,” he reports.

The dealership is located in what 
was formerly a private residence that 
Bob’s father purchased more than 25 
years ago. Owning the space helps 
cut down on operational costs, which 
enables the dealership to offer highly 
competitive pricing. Warehouse 
space is limited but a central location 
that enhances deliveries almost 
makes up for the lack of storage 
space. “We stock about 50 items, 
mostly office supplies and toner 
cartridges,” says Daniel.

As Daniel Office Products evolved 
over the past decade, the approach 
used by sales has been modified. 
“We used to do more cold calling; 
now everything we walk into is a sales 

Key management team 
members: Bob Daniel, president; 
Lou Ann Tiger, general manager  
Products carried: Office Supplies, 
Computer Supplies, Furniture, 
School Supplies, Janitorial 
Supplies, Breakroom Supplies, 
Healthcare and Safety Supplies.
Year founded: 1978
Number of employees: 9
Key business partners: S.P. 
Richards, ECI
www.danielofficeproducts.com
% of total sales generated  
online: 80%

appointment,” says Bob. Salespeople 
have adopted a consultative role and 
become more problems solvers in an 
effort to make the dealership stand 
out from its competition. “It’s our 
mission to be the premier supplier of 
business products to our customers by 
providing the utmost quality and care,” 
he adds.

One way that the dealership 
differentiates itself from its big box 
competitors is with a “Buy Local” 
emphasis. “We remind folks that we are 
part of the community and that we pay 
taxes here,” he says. Keeping dollars 
in the community supports the local 
economy, helps create jobs and keeps 
business vibrant. 

http://www.danielofficeproducts.com
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With great comfort comes great productivity—today’s worker craves both. The 
Resi Collection makes that a reality with pieces that have a simple aesthetic, 
ease of reconfiguration and elements that alternate between casual and 
professional, so users can easily get together to work while feeling at home.

AVAILABLE IN OCTOBER
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Interview

With news of the recent big buying 
group merger sinking in around the 
industry INDEPENDENT DEALER 
caught up with the new group’s CEO 
Mike Maggio and president Mike 
Gentile at the recent S.P. Richards 
ABC show to find out more.

ID: People have been talking about 
the dealer groups merging for years. 
Why now?
Mike Maggio: Here’s the thing. There’s 
no controversy around this. It was 
just the right time. Yes, we’ve talked 
multiple times over the years but, at 
the end of the day, this was the right 
time. Everybody recognized we have to 
stop beating around the bush and start 
pulling the IDC together. 
Mike Gentile: I totally agree. What it 
really came down to is that the stars 
aligned, is how I like to put it. There 
were some industry events that 
happened and they probably acted as 
a catalyst. Staples acquiring Essendant 
was clearly a major industry event that 
got people asking what was going 

on. The acquisitions of dealers by 
[Office] Depot and Staples, those were 
catalysts. The wholesalers acquiring 
equity stakes in our members, that 
was a catalyst. So, a lot of those things 
have happened that had not happened 
in the previous few years. So those 
elements moved things forward.

ID: So, what is the overall make-up 
of the group now in terms of dealer 
numbers? Can you give us an 
overview of how the new group looks?
MG: We now have about 858 members 
that represent about $550 million in 
direct buy that will go through the 
group. We say that we are a group of 
groups; we are a big tent. We have 
dealers that are shareholders—we 
are a traditional cooperative, one 
dealer one vote. We also have affiliate 
members, those are dealers that are 
not shareholders. We have some 
unique shareholders, such as Intec 
Group—a group of machine-centric, 
service-oriented distributors, they are 
shareholders; The Pinnacle Group, 

formerly Pinnacle Affiliates, they 
are now shareholders, whereas at 
Independent Stationers they were not 
shareholders.
MM: It is still a shareholder cooperative 
and as Mike says we have some 
groups within the group, Pinnacle is 
one of them, so those larger dealers 
form a subgroup. It is similar to the DSC 
model of TriMega, but at the end of the 
day, they are all shareholders.

ID: So, everyone has come across 
from the three previous groups—
everyone is giving it a go, so to speak? 
MG: We haven’t had one resignation.
MM: Other than the normal business 
changes and acquisitions, if you were a 
shareholder of one of the three groups, 
you are now a shareholder in ISG. 
Affiliate members are not shareholders, 
so they don’t get a vote, their programs 
are slightly different and their dues 
are different, but they still buy direct 
through the group.
MG: Many of those affiliates are smaller 
members, who may not want take the 
plunge and become a shareholder, 
but as they become more accustomed 
they can always change their status.

ID: What about members of the other 
dealer groups, Office Partners and 
DCPG? Would you be looking to bring 
those guys into the fold as well?
MM: We’d certainly explore the 
option if we could. Are there active 
conversations occurring today? I’d be 
the wrong guy to ask about that. As far 
as I know there is nothing happening, 
but the fact is that we would absolutely 
welcome it.

ID: What are some of the key benefits 
the new organization will offer its 
members that they weren’t getting 
before from their respective groups?
MM: There will be some immediate 
benefit in the lower cost of operating 
the organization and that will then show 
up in higher patronage gains at the end 
of the year. There will be some rebate 

THE MIKES

»

STEPPING UP TO
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improvement, nothing significant on 
day one, because we haven’t even 
started negotiating with the suppliers 
yet. But of course our intention is to 
leverage the size and scale of the new 
organization and work with those key 
suppliers to drive the best possible 
and lowest cost of good that we can 
through them. We think we have a 
compelling value proposition for the 
suppliers and we feel comfortable that 
when we begin negotiations in the 
fall there will be opportunity for some 
improved cost of goods, for sure.

ID: What do you see as the biggest 
challenges facing the new group to 
make it work and how do you plan to 
meet those challenges?
MG: There are more similarities 
between the groups than there are 
differences. At the end of the day 
each group did more or less the 
same thing: aggregated purchases, 
tried to leverage those purchases 
for more competitive cost of goods 
or better back-end programs and 
provided services to the dealers that 
either the dealers couldn’t provide 
on their own or that the group could 
do a better job at. We are going to 
continue to accentuate that. The 
challenge is therefore the same as 
it was before: Compliance—getting 
our dealers to support the vendors 
who we do business with, to show 
greater solidarity, take advantage of 
more of the programs and services 
we have so we can gain some greater 
scale. These dealers know each other 
anyway, they see each other at all 
these events.
MM: Yes, particularly with EPIC over 
the last few years. To Mike’s other 
point, the biggest challenge whenever 
you merge is always merging the 
culture. As long as you get that done, 
the rest of the stuff is not really that 
great a challenge. In this case, as Mike 
says, the cultures were relatively the 
same. We did the same things and 
we did them for the same reasons. 

The transition has gone as smoothly 
as we could have hoped, the staffs 
are working together and the biggest 
challenge is the same one as we have 
always had: compliance.
MG: We have an integration plan which 
we are implementing, the biggest 
component of that is merging the 
two systems. IS was on Oracle as an 
operating platform and TriMega was 
on Sage. We are getting rid of Oracle 
and moving everything over to Sage 
and hopefully that will take place on 
October 1. It will be a change for the 
former Independent Stationers and 
Pinnacle Affiliates members, but we are 
helping with that transition.

ID: Wholesaler relationships have 
traditionally been a key element of 
the dealer group value proposition. 
Going forward, however, one of those 
wholesalers is now in the hands of 
what for many dealers is their biggest 
competitor. How does that change 
things for the new group?
MM: We work for the dealers and 
the fact is that the dealers have told 
us repeatedly that as far as they can 
tell it is relatively the same, business 
as usual. They continue to support 
Essendant, so as long as they continue 
to support Essendant we are going 
to have a relationship with Essendant 
and our relationship with Essendant, 

at our level, has not really changed. 
We are going to be using the RDC 
program going forward, which is a 
phenomenal program, and really does 
attack the biggest challenge we have 
in this industry, which is the is the cost 
of logistics. So, Essendant is a key and 
valuable partner and will continue to be 
so. The same is true of S.P. Richards. 
The dealers that continue to use them 
feel strongly that they are the right 
partner so we will continue to work with 
them as well.

ID: If we’ve learned anything about 
this industry in the past few years 
it’s that forecasting the future is 
hazardous at best. Having said that, 
though, what do you want ISG to 
look like two years from now? 
MM: At the end of the day the IDC 
community is just as vibrant and as vital 
as it has ever been. It’s changed, but 
then every industry changes. When we 
look at the young people coming up, 
when we look at the key businesses that 
we know and work with, they are doing 
fine and they are going to continue to 
grow and they are going to continue 
to take advantage of all the disruption 
that occurs. So, I think the channel itself 
has a bright future. How do we all fit into 
that? We have to continue to be flexible 
and we have to recognize that it is going 
to continue to evolve and change.

Mike Maggio

»
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MG: And, you know, as far as ISG is 
concerned, with our big tent strategy, 
we are not just a buying group of office 
products dealers, we have a very 
impressive group of distributors in the 
Intec Group; Independent Stationers 
started a group called IS Contract, 
of some 40-odd contract furniture 
dealers; we’ve also got some Jan/
San distributors that have joined the 
group. So, if you look at what we do 
as an entity, we can do that for a lot of 
other different types of industries at the 
same time. So, we want to continue to 
expand that tent.

ID: So that approach is a sort of 
continuation of the thinking when 
you rebranded ISG last year to 
replace the word stationers in the 
group’s name with suppliers…
MG: Yes, we thought that was a little 
dated. What our dealers do is provide 
workplace products and services. They 
don’t sell office products any more, well 
they do, but they do so much more.

ID: What advice would you offer 
dealers to help them make the most 
of what the new group will offer?
MM: Well, our life depends right now, 
today, on brands. That is the one 
thing that is the same now as it was 
five or ten years ago. So, we continue 
to exhort our members to focus 
on brands, because those are the 
things that we can control. We don’t 
have control over private label, we 
don’t have control over what SP and 
Essendant are going to do—which 
doesn’t mean they are going to do 
stuff that doesn’t jive with what we 
need, but they are always going to do 
what is best for their business, which 
is what they should do. So, that fact 
remains, and our job is to expand that 
brand opportunity. That is our biggest 
challenge, to find new and additional 
brands that we can bring to the dealers 
and which they can get direct.
MG: We want them to get engaged. 
It’s a big task with 850 dealers, there 

is no other group globally this size. It is 
no easy task to ensure that people get 
engaged, but we can only help them 
if they get engaged. Mike and I are 
trying our best to do that by getting out 
there and talking to them. We have a 
members-only meeting here at the ABC 
and then we have our annual meeting, 
Prevail, in November.

ID: So, what is the message for the 
suppliers? You are focusing on their 
brands; what can they do to help 
you?
MM: It’s very much that, help us. Work 
with the dealers to support your brand, 
regardless of where they source the 
product. The buying direct route is 
always going to be the lowest cost of 
goods, but however dealers source 
the goods is secondary to how they 
market the brand and that is what 
matters. That is why Amazon has 
become so important to our supplier 
partners and all these other outliers, 
because they support the brand. That 
is something we have to work more 
closely with the suppliers on and they 
have got to think about how that adds 
up, because they are just as married to 
the wholesale distribution channel as 
everybody else is. As the wholesalers 

push private label over branded 
product, we have to figure out what we 
do about that together. Let’s admit that 
the majority of dealers are willing to 
support the brands, but they are clearly 
wholesale-dependent on how they do 
that. So, the question becomes how do 
we work together and, frankly, how do 
we work with the wholesalers, because 
ultimately the wholesalers still get the 
revenue, to ensure that those brands 
are supported. The day the brands 
become irrelevant we have a major 
problem.

ID: Finally, returning to the Prevail 
show that you mentioned earlier, 
given that time was called on EPIC 
last year, what are the differences 
going to be going forward?
MM: There are going to be a lot more 
people! Prevail is going to be a little 
easier, because we are all one group. 
So, we don’t have to have separate 
members meetings and things like that. 
The rest of it… you know, we’ve worked 
together on a trade show for years so 
that part is easy.
MG: I wish we could say that we were 
clairvoyant when we came up with the 
theme Prevail, but it is so appropriate 
for what is happening at the moment.

Mike Gentile
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REGISTER TODAY!

ISG Annual Meeting
PREVAIL 2019

Don’t Miss this Historic, Inaugural 
Event of the World’s Largest  
Independent Dealer Group!

PLAN TO JOIN US...

Visit PREVAIL2019.cvent.com and Register Today!

 Nov. 4-6 in Indianapolis for this historic, jam-packed event!  

• Be Informed about the state of our new group & not-to-be-missed   

industry updates.

• Learn about topics relevant to your business & our industry at our   

Educational Seminars.

• Engage with Members & Exhibitors at the Tradeshow to grow your sales.

• Share current issues, best practices & hot topics with others. 

• Network - One of the biggest reasons people attend the annual meeting!

NOV. 4-6, 2019
ANNUAL MEETING
INDIANAPOLIS, IN
PREVAIL2019.cvent.com

Independent Suppliers Group

http://prevail2019.cvent.com/events/prevail-2019/event-summary-17cf26bae4ab4bcda93b9eb51fa91d70.aspx
http://prevail2019.cvent.com/events/prevail-2019/event-summary-17cf26bae4ab4bcda93b9eb51fa91d70.aspx
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If you have news to share - email it to  
news@IDealerCentral.com

»

The Federal Trade Commission (FTC) 
has opened dialogs with Amazon 
third-party resellers as part of an 
inquiry into possible anti-competitive 
behavior by the e-commerce giant, the 
Bloomberg business news service has 
reported.

According to Bloomberg, a team of 
FTC investigators has been contacting 
small businesses that sell on the 
Amazon Marketplace platform as the 
government agency looks into how 
much power Amazon wields over its 
third-party vendors. It is as yet unclear 
whether the FTC has launched an 
official investigation into Amazon’s 
business practices, but the move 
comes amid increased government 
scrutiny into the influence of large 
tech companies such as Amazon, 
Facebook, Google and Apple.

Meanwhile, a separate investigation 
by the Wall Street Journal has 
uncovered serious concerns over the 
safety of goods sold on the Amazon 
Marketplace, it was reported last 
month.

The probe uncovered 4,152 items for 
sale on the site that were deceptively 
labelled, have been declared unsafe 
by federal agencies or are banned by 
federal regulators, including over 2,000 
listings for toys and medications that 
lacked warnings about health risks to 
children. This figure included many 
that were listed as “Amazon Choice” 
products.

While the Journal quotes an Amazon 
spokesperson as saying that “safety 
is a top priority” at the company, 
the article also reports on an earlier 

investigation by the 
Washington state 
attorney’s office that 
found similar issues 
with school supplies 
sold on Amazon.

Results of tests 
ordered in Washington 
found that 35 out of 
41 Amazon products 
contained levels of 
lead and/or cadmium 
above state or federal 
limits. A follow up test 
found one item of children’s jewellery 
that had components with over 8,500 
times the Washington state legal limit 
for cadmium.

Once notified of the infringing 
products, Amazon made efforts to 
remove them from its site. However in 
many cases the products were soon 
relisted by different marketplace sellers 
or with slightly different descriptions. 
The suggestion being that while 
Amazon is trying to combat this issue, it 
is starting to lose control of the content 
offered on its platform.

Until recently the firm’s usual defense 
in safety disputes over third-party sales 
is to claim that it is not the seller and 
that means it is not liable under the 
state statutes that allow consumers to 
sue retailers. In addition, there has, in 
the past, been the suggestion from the 
company that it is protected by Section 
230 of the Communications Decency 
Act of 1996 that shields internet 
platforms from liability for what others 
post there. Until recently the courts 
agreed.

Last month, however, the U.S. Court 
of Appeals for the Third Circuit held 
that a Pennsylvania customer could 
sue Amazon over an allegedly unsafe 
product. This decision was, in part, 
due to the fact that the company 
had no vetting processes in place 
to ensure customers could access 
third-party sellers for recompense if 
they were harmed by an item, leaving 
consumers with no recourse in many 
cases. Not only that, but the court 
also held Amazon did, in fact, have 
“considerable control over third-party 
sellers and could prevent sales of 
unsafe items”. Amazon has appealed 
the decision.

“There are bad actors that attempt 
to evade our systems,” an Amazon 
spokesperson said of products in 
violation of its policies that appear 
on the site, adding that “should one 
ever slip through, we work quickly to 
take action on the seller and protect 
customers.”

To read the Wall Street Journal article 
in full, click here (behind paywall).

FTC examines Amazon’s treatment of resellers 
as WSJ probe uncovers myriad unsafe products

mailto:news%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
https://www.bloomberg.com/news/articles/2019-09-11/amazon-antitrust-probe-ftc-investigators-interview-merchants
https://www.wsj.com/articles/amazon-has-ceded-control-of-its-site-the-result-thousands-of-banned-unsafe-or-mislabeled-products-11566564990


Let Us Highlight Your Next Star Employee

New Twin Checker highlighters make it easy to call attention 
to important skills and experience for faster, streamlined interviews.
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Genuine Parts Company (GPC), parent company of S.P. Richards (SPR), can move 
ahead with its “breach of contract” legal proceedings against Essendant, a Delaware 
court has ruled.

Last October, GPC filed a lawsuit claiming Essendant had breached its contractual 
obligations regarding the proposed merger with SPR and that GPC was entitled to 
damages that were far in excess of the $12 million break-up fee it received.

Essendant brought a motion to dismiss GPC’s claims on the basis that the break-up 
fee was the “exclusive remedy” for the termination of the SPR merger agreement. 
This argument was rejected by the Court of Chancery of the State of Delaware in 
a September 9 ruling. “I see no basis to conclude that GPC’s acceptance of the 
termination fee precludes it from pursuing breach of contract claims as a matter of 
law,” wrote the court’s vice chancellor Joseph Slights in his memorandum opinion.

GPC alleges that Essendant violated the terms of its merger agreement for SPR by 
concealing its contact with Essendant’s eventual acquiror, Sycamore Partners, until 
after it had already signed the agreement with GPC. The judge agreed that there was 
enough in GPC’s claims to pursue the lawsuit.

“I am satisfied GPC has adequately alleged enough in total from which I can infer 
that Essendant, at least indirectly, encouraged or facilitated a proposal with respect 
to a competing transaction,” Slights wrote.

The case continues.

Delaware court gives SPR parent 
green light in Essendant lawsuit 

ECI has announced a new Private 
Supply Network integration for its 
TeamDesign contract furniture 
dealer software that will allow 
for greater connectivity with 
Scandinavian furniture maker Muuto.

The integration will provide 
TeamDesign users with enhanced 
processes for purchase order 
transmission, validation and 
acknowledgement. The software’s 
features support furniture dealers 
in a number of different areas of 
their business, such as accounting, 
inventory, order entry and marketing. 
Its cloud capabilities allow users the 
ability to access those features from 
anywhere, at any time. 

ECI boosts 
TeamDesign 
integration
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Clover Imaging Group has announced it has signed a definitive agreement to 
purchase the business assets of cartridge remanufacturerLMI Solutions.

The deal follows the news last month that LMI had gone into receivership 
after the loss of its private-equity investment partners and the demand by a 
major lender for immediate payment of its loan.

The acquisition is subject to approval by the court overseeing LMI’s 
receivership process and if that approval is granted, Clover will purchase all of 
LMI’s inventory, intellectual property rights and manufacturing equipment.

Commenting on the deal, Clover chairman Jim Cerkleski said, “The purchase 
of LMI’s business assets enhances our capabilities, customer reach, and 
demonstrates our confidence in the strength of the imaging supplies market.”

Separately, Clover released its latest Sustainability Report, documenting 
the environmental objectives and performance of its North America business 
operations in 2018. Highlights included: 
- Over 42.5 million empty cartridges collected – diverting 10.6 million pounds 

of waste from landfills
- Over 407,770 trees planted through PrintReleaf’s reforestation program
- 6.6% year-over-year decrease in miles per shipment through best location 

shipment routing
To view Clover’s 2018 Sustainability Report in its entirety, click here.

Clover set to acquire LMI Solutions, 
publishes new sustainability report

The General Services Administration (GSA) has issued a formal 30-day advance 
notice of its intention to consolidate its current 24 Multiple Award Schedules 
(MAS) into one single schedule for products and services on October 1.

GSA first announced plans to merge the MAS format in November 2018. 
The agency said it is on track to meet the planned deadline of creating and 
releasing a new solicitation with one “easy-to-understand” set of terms and 
conditions by the end of this year.

GSA Federal Acquisition Service commissioner Alan Thomas said: “The 
new solicitation with its simplified format is going to make it much easier for 
customers to find and purchase the 
solutions they need to meet their missions.

“It will also make working with 
government easier by streamlining 
and simplifying the offer process for 
new contractors. One schedule means 
vendors no longer have to manage 
contracts across multiple schedules.”

GSA closes in on Multiple Awards consolidation

Paper, packaging and facility solutions 
group Veritiv is shutting its Saalfeld 
jan/san and foodservice distribution 
business.

Vertiv announced it would be closing 
the 100-year-old Saalfeld brand as soon 
as it sells off its remaining inventory. 
The subsidiary sells a range of jan/
san, foodservice and MRO supplies to 
mainly smaller resellers and is estimated 
to have annual sales of around $150 
million—down from approximately 
$350-$400 million in its heyday in the 
mid-2000s.

“Facility Solutions remains a core 
business for Veritiv with a team that 
serves as a solution-oriented partner 
providing customers a superior 
way to service, maintain, and clean 
their facilities,” read a company 
statement in response to inquiries from 
INDEPENDENT DEALER. 

“As smaller distribution companies’ 
needs continue to evolve and change, 
Veritiv is faced with significant supply 
chain complexities in order to provide 
the level of service customers in this 
channel require.

“Therefore, Veritiv has determined that 
our Saalfeld re-distribution business is 
a channel that is not aligned with our 
long-term strategy. Veritiv has made the 
strategic decision to discontinue the 
Saalfeld-branded channel.

“We are working with current Saalfeld 
customers to sell the remaining 
Saalfeld-specific inventory and will 
communicate to ensure a smooth transition. 
This decision will not affect Veritiv’s Fordis 
branded operations in Canada.

“The Veritiv Facility Solutions’ team will 
continue to serve customers that value 
product expertise, process optimization, 
consistent service, and large-scale 
supply chain capabilities for products in 
the towel and tissue, food service, and 
cleaning and maintenance sectors.”

Veritiv closes 
century old 
Saalfeld brand

http://www.cloverimaging.com/2018sustainabilityreport.
https://interact.gsa.gov/document/important-advance-notice-gsa-track-debut-consolidated-schedule-solicitation-oct-1-2019
https://interact.gsa.gov/document/important-advance-notice-gsa-track-debut-consolidated-schedule-solicitation-oct-1-2019
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NATIONAL BUSINESS PRODUCTS INDUSTRY

CityofHope.org

BRAD GRAVES

2019 Spirit of Life® Honoree

Vice President and 
General Manager, 
3M Stationery and O�  ce 
Supplies Division

2019 Science Creating Hope campaign 
honoring Brad Graves of 

3M Stationery and Offi ce Supplies Division

For more information on City of Hope’s National Business Products Industry,
visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

Fighting cancer like 
the common cold

Imagine harnessing your own body’s immune system to treat cancer like the common cold. 
City of Hope is a national leader in cancer immunotherapeutics and tumor immunology 
research, with an infrastructure unmatched by any other biomedical institution in the 
United  States. 

At City of Hope, immunotherapies such as T cell therapy, which uses specialized cells 
produced by the immune system to target and kill cancer cells, and immune checkpoint 
blockade, which enhances the immune system to attack and kill tumor cells, are actively 
in use. These therapies are not only e� ective for patients with metastatic cancer but also 
provide renewed hope to patients with advanced-stage cancers.

For 39 years, the National Business Products Industry has supported City of Hope in its 
mission to fi nd the cures to cancer, diabetes and other life-threatening illnesses. 

To date, you have helped raise more than $184 million, which has helped more than 
100  million patients around the world each year. Join us in 2019 for the “Science Creating 
Hope” campaign honoring Brad Graves of 3M and help bring hope to those who need it most.

UPCOMING EVENTS

SEPTEMBER  25
NBPI Memorial Golf Outing
Cantigny Golf Club 
Wheaton, Illinois

SEPTEMBER  29  TO OCTOBER  1
Offi ce Partners Show 
“The Gathering”
Tampa, Florida

SEPTEMBER  26
NBPI Spirit of Life Gala Honoring 
Brad Graves
Navy Pier 
Chicago, Illinois

OCTOBER  24
Spinitar Golf for Hope 
Oak Creek Golf Club 
Irvine, California

NOVEMBER  4 TO 6
ISG Prevail Show 
Indianapolis, Indiana

http://www.cityofhope.org
http://www.cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=


SEPTEMBER 2019 INDEPENDENT DEALER PAGE 20

Industry News CONTINUED FROM PAGE 18

»

Navitor announces new glitter stock
Minnesota-based printing specialists Navitor has announced 
the addition of Crystal White Glitter stock to the company’s 
offering of color core specialty stocks. This paper will be 
available as an option for announcements, business cards 
and postcards.

“Glitter stock isn’t just new to us; it’s new to the market!” 
said Deanie Jacobson, product manager. “There really 
isn’t anything like it being used for business cards, 
announcements or postcard at any other trade printer, and 
that means we are able to open up new opportunities for our 
customers.”

Navitor is debuting one shade of glitter stock: Crystal White 
Glitter. This stock features a glittery white surface with a subtle 
iridescent appearance. The stock is layered with a colored 
core to create a finished 
stock with a 45pt. 
thickness. 

More information 
about Navitor and the 
company’s selection 
of specialty printed 
products can be found at 
Navitor.com.

During the President’s Awards Dinner, this year’s Leadership Award 
winner Jennifer Smith, president and CEO of Innovative Office 
Solutions, received her award from Essendant’s Joe Templet. She 
is pictured above with Barry Lane, Joe Templet and incoming BSA 
president Travis Kaste of 3M (far right).

Finally, Barry Lane himself was honored as he completed his term as 
BSA president. Lane is pictured with Joe Templet and Travis Kaste, 
with Travis’s flamboyant choice of attire a tribute to Barry’s infamous 
sartorial elegance!

This year’s BSA Annual Forum saw a number of awards being 
presented to industry luminaries. Firstly, Yancey Jones, current 
executive vice president of The Supply Room, was given the 2019 
Legend of the Industry Award. Here’s Jones, pictured between 
outgoing BSA president Barry Lane of Avery (left) and ISG CEO Mike 
Maggio, who present the award.

Print OEM Brother has asked the International Trade 
Commission (ITC) to open a patent infringement investigation 
against more than 30 companies.

In a document filed with the ITC on August 19, Brother 
claimed that 32 firms—mostly imaging supplies exporters, 
importers and resellers, but also including manufacturer Aster 
Graphics—are importing and selling products in the U.S. 
that infringe on a number of its patents. Brother is seeking 
an exclusion order to block the respondents from selling the 
alleged infringing products on the U.S. market.

Aster responded by saying it would “vigorously defend its 
products against this complaint”, asserting that “the accused 
Brother cartridges are produced using 116 of our own design 
patent solutions”.

Meanwhile, Brother Mobile Solutions (BMS), a subsidiary 
of Brother International, has announced its expansion into 
the Canadian market, driven by demand for mobile printing 
solutions.

The extension of BMS’s business operations into the 
country will support sustained growth within key vertical 
industries, including public safety, route accounting, 
transportation and logistics, retail, manufacturing, 
warehouse and supply chain operations. 

Brother seeks ITC investigation, 
takes Mobile Solutions into Canada

http://Navitor.com
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Claridge Products has appointed Pat Forte 
as western regional sales manager and 
signed up two new rep groups, said national 
sales manager Gregg Steliga.

Forte brings experience in contract 
furniture sales and has developed significant 
business within the Fortune 1000, key school 
districts and higher education verticals, 
important target markets for Claridge. He 
was previously VP of sales, contract furniture 
division, at The Godfrey Group and a 
principal at Vanguard Sales Group.

“Pat brings a consultative approach 
appreciated by designers, end-users 
and dealer sales reps,” Steliga said. “His 
commercial interiors industry experience 
and track record will be key factors in driving 
Claridge’s plans for growth.”

Meanwhile, Steliga also announced 
the appointment of two new sales 
representative groups.

OED, headquartered in Atlanta and 
managed by principal Dana Pucciarelli, 
will cover Alabama, Florida, Georgia, 
Mississippi, North Carolina, South Carolina, 
Tennessee and Louisiana. Linked, based 
in the San Francisco Bay area and headed 
up by principals Gary Hurd and Rob Jones, 
will rep Claridge in Northern California and 
Northern Nevada.

OED specializes in providing furniture 
and furniture related service solutions 
to the corporate, higher education, 
government, healthcare and K-12 markets. 
Linked’s salesforce, on the other hand, has 
collectively represented manufacturers 
of interior design elements for corporate, 
healthcare, senior living, education, 
hospitality and government facilities for 
more than two decades.

Claridge Products 
appoints western regional 
sales manager, adds reps

Fellowes Brands has announced the acquisition of Trendway Corporation, 
a leader in office furniture systems, movable walls and seating.

The firms said that the addition of Trendway to its furniture portfolio will 
create a wider offering and provide a 500,000 sq. ft. U.S.-based furniture 
manufacturing capability, which will complement its Bankers Box factory 
in Itasca, IL.

It is the company’s second contract furniture category acquisition, 
following the purchase of ergonomic products manufacturer ESI in 2017.

Founded in 1968, Trendway was purchased by the Heeringa family in 
1973 and has been under the leadership of Don Heeringa for 46 years. 
“We are pleased we have found a partner like Fellowes, a four-generation 
family company with common values and entrepreneurial spirit,” he said.

“As I approached retirement, my desire was to find a way to ensure the 
future growth and success of the business. I take great comfort in knowing 
that Trendway, along with Fellowes ownership, will ensure the positive 
future of the company,” added Heeringa.

Trendway will continue to operate from Holland (MI), under the 
leadership of Bill Bundy, the company’s current president.

Fellowes Brands CEO John Fellowes commented: “The Heeringa family 
has built Trendway through a commitment to strong values, good people, 
responsiveness to customers and a care for those around him—which 
aligns with our own family’s values and approach.

“Over the past few months we have spent time with both Don Heeringa 
and Bill Bundy to learn the historical culture of Trendway and we plan 
to lead this business into its next chapter with a similar spirit to its deep 
roots—while bringing greater capabilities and competitiveness to its 
future efforts.”

Fellowes expands furniture portfolio 
with Trendway acquisition
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Enrique Lores, head of HP 
Inc’s printing division, is to 
succeed Dion Weisler as 
the company’s CEO, while 
the vendor has announced 
a new global operating 
model and organizational 
structure.

Weisler will step down 
from his CEO role at the 
start of November due to 
a family health matter. He 
will work with Lores during 
a transition phase and stay with HP until the end of January 
2020. He will also remain on the company’s board until the 
next annual shareholders meeting.

Lores is a 30-year HP company veteran, starting out as an 
engineering intern and rising through the ranks to increasingly 
prominent leadership positions across the company’s Print, 
Personal Systems and Services businesses. He played a 
prominent role in the separation of Hewlett-Packard and since 
2015 has been in charge of the $20 billion Imaging, Printing 
and Solutions unit.

Weisler recently described his successor as “exactly the 
right leader to usher in the next era for HP”.

Meanwhile, the company said that after a comprehensive 
review of its strategy and business operations, the decision 
had been made to simplify its operations and become a 
more “digitally-enabled, customer-centric organization” while 
simultaneously evolving its “strategic priorities, including its 
business models, portfolio and profit pools”.

As a first step in this approach, HP is moving from its current 
structure—built around three large regions—to a single 
commercial organization. To lead this entity, HP veteran and 
current president of 3D printing and digital manufacturing 
Christoph Schell has been named to the newly created 
position of chief commercial officer, effective November 1.

Reporting into Schell will be ten geographic markets, each 
led by a managing director, and there will be global centers of 
excellence to drive the required digital transformation. Current 
VP and GM of HP’s Americas channel Stephanie Dismore 
has already been named as managing director of the North 
America division.

In addition, global head of office printing solutions Tuan 
Tran has been promoted to president of Imaging Printing and 
Solutions at HP. He will move into this role once Lores takes 
over as CEO from Weisler. 

New leadership, 
organization  
for HP Inc Global market information firm The NPD Group has 

revealed a study that suggests pre-packaged school 
supplies kits are growing in popularity in the U.S.

The kits are traditionally offered via a school’s 
parent-teacher organization, notifying parents or 
guardians of the option to purchase all their children’s 
school supplies through one site. The NPD Group’s 
Back-to-School Report shows that approximately 27% 
of consumers are offered the kits by schools and among 
those who have access to them, 61% said they have 
opted to purchase the kit this year, up from 55% last year.

“Consumers who purchase kits are primarily doing 
so because of the time savings. While convenience 
certainly plays a role as a purchase motivator, 
we’ve noticed that most aversions to purchasing 
pre-packaged kits stem from the desire to involve the 
student in the selection process as well as kit pricing,” 
said Leen Nsouli, executive director and office supplies 
industry analyst at The NPD Group.

Pre-packed school supplies gain 
traction says NPD

Katun Corporation, has announced the introduction of a 
raft of products in September. 

Katun Performance monochrome toner is for use in 
Kyocera 4002i / 5002i / 6002i series machines, with 
claimed OEM-equivalent image quality and yields. 
In addition, the firm has has expanded its range of 
toner cartridges for use in HP applications, with the 
introduction of toners for use in HP Color LJ Enterprise 
M553 printers.

Meanwhile, Katurn has introduced a waste 
toner container for Canon ImageRunner Advance 
6565-series applications the company says provides 
OEM-equivalent performance, ensuring quality and 
cost savings. 

Katun products may be ordered by phone, fax or 
email, or via Katun Online. Customers can access the 
Katun Online Catalog, or find Katun customer service 
contact information, at www.katun.com. 

Katun North America introduces toner 
and parts for multiple OEM applications

Enrique Lores

http://www.katun.com
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Book your place now at this unmissable event 
for leaders in the business supplies industry.

www.opi.net/GF2019 
Watch a video of a recent Global Forum at www.opi.net/gf-review

Sustainable products supplier Emerald Brand 
has announced the first U.S.-manufactured 
hot cups made from its Tree-Free technology.

The new, recyclable products, which will 
be available in the current quarter, are free 
from BPA, chlorine and fluorocarbons, and 
are printed with water-based ink. The firm 
also plans a 100% compostable Tree-Free 
single-wall hot cup that will come out in the 
U.S. later in the year.

“We will continue to expand the use of 
our Tree-Free pulp and Plant-to-Plastic 
technology to expand beyond the many 
products we already produce,” said Emerald 
Brand founder and CEO Ralph Bianculli, Sr. 
“A big part of our mission is to educate the 
supply channels on the merits of utilising 
these cost-effective 
materials which 
are radically 
changing the use of 
disposables.”

Lexmark has launched a new resource for 
dealers designed to equip them with vertical 
industry knowledge.

Named Lexmark Industry Advantage (LIA), the 
program will share market insights from a team of experts in areas such as 
government, healthcare, financial services, retail and manufacturing.

The aim of LIA is to help dealers at all levels build industry-specific 
knowledge in house, through educational resources and opportunities 
to engage with seasoned Lexmark industry consultants. The idea 
being to help dealers understand how customers rely on print in key 
business transactions core to their business, such as completing patient 
registration, printing bills of lading or keeping financial statements secure. 

Meanwhile, Tom Cavanagh has joined Lexmark as senior vice 
president, new business development, in a move designed to find fresh 
growth areas.

In the newly created role, Cavanagh will build and lead a global New 
Business Development division charged with leveraging opportunities for 
the vendor beyond its traditional imaging field.

Cavanagh joins Lexmark from Eastman Kodak Company, where he 
served as VP and Chief Customer Officer in the Intellectual Property 
Solutions Division, focused on advanced materials and 3D printing.

Lexmark offers vertical 
expertise, appoints new 
business SVP

Emerald Brand expands 
Tree-Free product line

View the outstanding programme for the OPI Global 
Forum at www.opi.net/gf2019 and learn how to 
transform your business in the digital age.

http://www.opi.net/gf2019
http://www.opi.net/gf-review
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NOPA News
Working together as 
an industry
By Mike Tucker

Last month I had the privilege of speaking at the Business 
Solutions Association (BSA) Forum in Minneapolis. The BSA 
group represents the manufacturers, manufacturer reps and 
wholesalers in our industry. BSA’s mission is “to provide a forum 
for the development of strategies and synergistic solutions to 
enhance the sale and distribution of business-related products 
and services.”

NOPA has worked very closely with BSA over the past year in an 
effort to develop and produce an industry week that would consolidate 
the numerous industry shows currently held by wholesalers and buying 
groups. Unfortunately, we were unable to reach a consensus and the 
project has been put on hold for the time being.

The BSA Forum featured a number of excellent educational 
sessions and speakers sharing insights and discussing topics 
such as:
l Balancing industry consolidation and marketplace expansion
l Office Depot’s federation
l Industry leading business analytics and CRM solutions
l Who controls brands? The owner or marketplace resellers
l Turning the tables on Amazon

In addition, two dealers were honored by the group. Yancey 
Jones, executive vice president of the Supply Room Companies, 
received BSA’s 2019 Legends of the Industry Award. Jennifer 
Smith, CEO and president of Innovative Office Solutions, received 
the association’s 2019 Leadership Award.

The mood of the event was very positive and upbeat. Ideas 
and insights were discussed and shared on the health of the IDC, 
industry consolidation and technology. 

Members of BSA’s board, dealer group leadership and 
others, led by BSA president Barry Lane of Avery, discussed the 
importance of cooperation and collaboration. A theme throughout: 
If dealers and their suppliers are to survive and thrive in our 
rapidly changing industry, we must work together.

NOPA will continue to play a meaningful role in this process for 
our members. Later this year, NOPA’s board and invited guests 
will participate in a strategic planning session for the association. 
Our last session was held in December 2017. The following issues 
were identified and ranked as important to the IDC:
l Amazon Education
l Consolidated Industry Week
l Association Health Care Plan
l Lobbying/Government Advocacy
l Benchmarking
l Value Proposition for Furniture Dealers
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As we prepare for our December 
meeting, I welcome your input. What 
is important to you and the success 
of your business? What can NOPA 
do to better educate and prepare 
you for the challenges you face 
daily? What’s missing in the support 
you get from your supplier partners?

I would also love to hear from any 
of you who are interested in serving 
on our board or participating on 
a committee. Thank you for your 
support of NOPA.

USTR Announces Additional Tariffs on Chinese Imports
On August 19, the United States Trade Representative (USTR) officially posted in 
the Federal Register a notice for products facing additional ten percent duty on 
imports from China – otherwise known as ‘List 4’.

The list includes multiple Harmonized Tariff Schedule (HTS) lines related to 
the office products industry. The tariffs will go into effect on goods “entered for 
consumption or withdrawn from warehouse for consumption” at 12:01 a.m. on 
September 1.

However, after meeting with agency officials and participating in a public 
comment process that elicited nearly 3,000 responses nationwide, NOPA scored 
a big victory by persuading the USTR to delay tariffs on select office products until 
December 15.

A more detailed breakdown of office products and effective dates for the 
additional duty can be provided by contacting NOPA Headquarters. NOPA will 
continue to push for permanent exclusion from any tariffs.

This is great news and continues to show the power of NOPA’s voice in 
Washington. NOPA will continue to push for issues that support independent 
dealers and create a level global playing field.

As a reminder, the exclusion process for List 3 tariffs will remain open on the 
USTR portal until September 30.

For more information contact Paul Miller, director of government affairs, at (703) 383-1330.

We are pleased to announce the most comprehensive salesforce performance study for the industry has been 
completed. The 2019 NOPA Salesforce survey is an invaluable business tool that presents accurate and timely 
industry information by which to benchmark your company’s salesforce practices and policies. Maintaining a 
thorough understanding of your business has never been more important.  
The National Office Products Alliance (NOPA) retained an independent research firm, Industry Insights, to manage 
this study. Your data remained secure and confidential at all times. 

Effective the week of September 23rd the following reports will be available to members 
on the NOPA website.
l  Full Industry-Wide Report – this report will include comparative ratios and company statistics of respondents 
based on key data segments – such as: All Respondents, Region, Full-Time Equivalent Employees, and any 
other data aggregation deemed relevant.

l  Company Performance Report (CPR) – this report will only be available for dealers who completed a survey.  
These are confidential, individualized reports of a participant’s operating statistics and profile characteristics 
shown alongside the appropriate industry comparatives (i.e., all respondents, FTEs, etc.). These reports provide 
respondents an easy means for interpreting their results since their own results are already calculated for them 
in a manner that is consistent with the industry calculations.

Thank you in advance for participating in this important study. Please let me know if you have any questions.

Mike Tucker, President & CEO, National Office Products Alliance, Phone: 410-931-8100

Completion of Industry Insights Salesforce Survey

If you have any comments, 
questions or would like more 
information contact Mike Tucker via 
e-mail at mike@iopfda.org or phone 
at (410) 931-8100.

mailto:mike%40iopfda.org%20?subject=


By Michael Chazin

Any dealer can successfully sell 
managed print services and open 
the door to increased tech sales. The 
category might be more involved than 
other products lines, but if done right it is 
likely to deliver solid new sales and profit 
dollars. The choice is yours. 
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MPS pioneer finds 
continued success 
Laser Resource, Grand Rapids, 
Michigan, started out remanufacturing 
HP laser toner cartridges. As the 
industry started to evolve early in this 
century, the company offered printer 
repair to complement toner sales. 
“Once we realized there was a value 
proposition in creating a system for 
clients where they could get supplies 
and services, we shifted into the 
managed print services business early 
in the 2000s,” says Adrian Lopez, Laser 
Resource president. 

The dealership covers the western 
part of the state and extends down 
to the middle of Indiana. “We directly 
support that region but we operate 
today in something approaching 30 
states through enterprise contracts,” 
says Lopez. That takes in companies 
with headquarters in western Michigan 
that have locations across the country.

Lopez compares the sales force 
selling MPS at Laser Resource to a 
Navy SEAL team. Like the SEALs, 
the handful of highly trained sales 
reps specialize in the full solution. 
“We challenge the status quo and do 
a holistic assessment of customers’ 
current environment and present them 
with innovative future states,” he says. 

Most MPS customers at Laser 
Resource are in the mid-market space 
and larger—some fall in the enterprise 
category. There are some smaller 
customers and the dealership added 
the HP Inc A3 copier line for that 
market. (A3 machines are designed to 
print letter, legal and ledger size papers 
and some smaller sizes like postcards 
and envelopes and typically take up a 
larger footprint than their more compact 
A4 counterparts).

“What we found is that it didn’t 
really drive us downstream in the 
SMB space,” says Lopez. “What it did 
was allow us to build a more holistic 
enterprise solution.” 

Laser Resource works with its 
customers to help them manage 

their IT networks in a meaningful 
and comprehensive way. As Lopez 
describes it, the current IT landscape 
is more complicated and has more 
moving parts than most people 
realize. “With our expertise we focus 
specifically in the print space where we 
are most effective and most valuable to 
those organizations,” says Lopez.

The dealership has partnered with 
HP for more than 20 years. Since the 
Great Recession, offerings have been 
driven largely by cost containment. 
“In the last three to five years we 
have seen a significant shift,” says 
Lopez. It is no longer enough to offer 
supplies and service from a break-fix 
perspective, he says.

“We’ve aligned with HP and its 
value proposition around solutions 
and OEM supplies,” he adds. In the 
last two years Laser Resource has 
become an OEM organization almost 
exclusively. “Which is ironic,” Lopez 
points out, “considering the company 
was founded to remanufacture HP 
laser cores.”

Managed print has also evolved 
with technology and in the case of 
the HP offering comes with a variety 
of solutions to enhance the customer 
experience. “HP has developed a 

solution called Smart Device Services 
(SDS) which brings some of the 
internet of things (IOT) to our clients 
and is creating innovation in a mature 
industry,” he says

SDS provides Laser Resource 
with the ability to monitor its clients’ 
infrastructure remotely. Data gleaned 
through the monitoring process 
provides analytics such as predictive 
maintenance, proactive maintenance 
and remote help-desk support. 

“We have found that by switching 
from remanufactured supplies to 
OEM supplies and leveraging these 
techniques, we have actually reduced 
our service call volume by 30 percent,” 
says Lopez. “We’ve also reduced 
our cost of goods sold by 30 percent 
due to higher yields and more reliable 
cartridges.”

One of the latest products offered by 
Laser Resource targets the security of 
printer networks. “People don’t realize 
that most printers are networked and 
they sit in a client’s IT environment,” 
says Lopez. HP estimates that upwards 
of 70 percent of printers globally have 
not had their firmware upgraded and 
are susceptible to incursions. 

There is a massive amount of 
vulnerability to IT networks according »



SEPTEMBER 2019 INDEPENDENT DEALER PAGE 28

Cover Story CONTINUED FROM PAGE 27

to Lopez. “We’re actually advising and 
helping our clients make sure their 
networks aren’t vulnerable due to their 
printing devices,” he adds. This is 
new for many organizations but even 
third parties that work on hacking have 
started to look at replication devices—
printers, copiers, scanners and 
multifunction devices. “We’re getting 
ahead of it to help our customers make 
sure they have policies to address 
these areas,” he adds. 

Every customer deserves a 
unique MPS solution
Fireside Office Solutions, Bismarck, 
North Dakota, has offered managed 
print services for close to a dozen years. 
The dealership is an authorized sales 
and service Hewlett-Packard dealer and 
generally leads with HP products. As for 
toner, Fireside has partnered with a local 
supplier and pushes that local brand 
whenever possible.

“HP has a new offering on some of its 
devices where toner cartridges have 
a higher yield,” says Chris Whalen, 
owner. The cartridges offer higher 

yields, but you have to be a certain level 
of HP dealer to qualify, he explains. 
Fireside has also been an authorized 
dealer for Kyocera for 30+ years.

Every MPS offering available from 
Fireside is scalable to the specific 
needs of the customer placing the 
order. “If it’s color, depending on 
the customer’s preference, we’ll use 
genuine HP,” says Whalen. If it’s 
primarily black-and-white the offering 
is usually the locally produced brand. 
“If for some reason the customer wants 
to switch to genuine HP, we’ll make the 
call at that point.” 

Any company is a prospect for MPS 
sales as long as there are at least a 
couple of installed copiers/printers. 
Companies with as few as two machines 
could be prospects. “It all depends on 
the customer,” says Whalen. 

“We can position a printer in 
somebody’s office for $19 a month, 
which covers so many prints along with 
the printer service and toner,” says 
Whalen. At that price point the machine 
is probably not new but reconditioned. 
“They don’t have to worry about the 

hassle,” he adds. “We essentially take 
care of everything for them.” 

Two salespeople sell machines, 
service and MPS. “They are always 
looking for these devices in offices 
they visit and trying to get a better 
understanding of how the customer 
handles service and supplies,” says 
Whalen. Separate teams sell supplies 
and furniture; Whalen encourages 
discussions between salespeople to 
identify cross-selling opportunities. 

“Leads can come in from any 
business segment. For instance, if 
the furniture division is working with 
a business moving to the area they 
always ask about technology and 
printing requirements”, says Whalen. 
When a supplies customer is identified 
as a volume buyer of copy paper he 
or she automatically becomes an MPS 
prospect. 

A recent MPS proposal for a local 
school district is indicative of the 
competition Fireside runs into on larger 
projects. “Five companies were bidding 
on it—Xerox Direct, HP Direct, a couple 
of other independent dealers and us,” 

»
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says Whalen. HP’s bid was straight HP 
and Fireside went in with a mixture of 
HP and Kyocera. “In my mind the only 
one that’s winning is the manufacturer,” 
he says.

When Fireside acquired a dealership 
two years ago that company offered 
a managed print solution that went 
through My Printer Manager. “There 
was no service work; it was just a 
transactional sale of toner,” he said. 
Once customers were signed up toner 
was shipped out when needed. “It was 
kind of a hands-off approach,” he says. 
A number of office supply dealers could 
enter the market in this way, but Whalen 
doesn’t see them as strong competition. 

“The success of our company rests 
with the success of our sales reps,” 
says Whalen. He says a win would 
be ten percent growth in his MPS 
business. With today’s competition 
coming from an increasingly diverse 
group of resellers any growth will be 
hard won.

MPS energizes dealer sales
With office supplies accounting for a 
stagnating portion of sales at Source 
Office & Technology, Denver, there was 

definitely a need to pursue different 
categories. “We looked at all of our 
transactional ink and toner business 
and wanted to move all of those printers 
and supplies under service agreements 
or MPS,” says David Sass, president. 
“That has been the primary focus for 
our dealership.”

For an office supply dealer that sells 
transactional ink and toner the primary 
competition is Amazon, says Sass. “If 
dealers continue to sell ink and toner 
in a transactional relationship they will 
ultimately compete head-to-head with 
Amazon,” he predicts. Source Office is 
doing everything it can to preempt that 
competition. 

At Source Office & Technology 
equipment sales and MPS are 
combined under the technology 
services category. No matter how it’s 
sliced, the category has become the 
fastest growing and most profitable 
portion of the business and it is up more 
than 30 percent year over year, says 
Sass. “It’s now a third of our overall 
revenue and growing more rapidly than 
any other category, including office 
supplies.” So far, roughly 80 percent 
of the ink and toner business at the 

dealership falls under some sort of MPS 
agreement. 

The dealership is now an authorized 
distributor for Hewlett-Packard, 
Xerox and Canon. Source leads with 
OEM HP supplies but will also sell 
remanufactured toner should the 
customer desire it. “We have built our 
own MPS program to provide our own 
proprietary brand and we choose to 
lead with HP,” says Sass. “HP gives us 
terrific discounts on supplies and they 
give us training for our service techs to 
repair HP devices.” 

A separate and specialized tech 
services sales team is required to sell 
MPS, according to Sass. “Rather than 
hire legacy copier industry sales reps, 
we target recent college graduates and 
have them complete a comprehensive 
13-week training program,” he says. 
The training program incorporates 
home-grown input as well as content 
provided by manufacturers. Recent 
college graduates tend to be competent 
with technology and are skilled at 
applying technology to solve problems 
for customers. “Copiers now incorporate 
artificial intelligence,” he says. “There’s 
a whole suite of apps that can be 
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downloaded from the user interface.”
Close to 90 percent of the time 

when equipment is sold a service 
agreement attaches to it. “We use our 
service agreements and our service 
technicians as a moat around our 
commodity-based ink and toner,” says 
Sass. That service agreement also 
provides a bridge from tech-based 
sales to all the supply categories 
offered by Source Office. 

One advantage of selling MPS is that 
the service appeals to virtually every 
size business. “We have agreements 
with Fortune 500 companies around 
the country, and we also have 
agreements with five-person offices,” 
says Sass. Almost any company 
has either a copier or printer in their 
facility and it is a great way to open a 
conversation. “Once we sell a copier 
or printer with an MPS agreement 
attached, we then sell them office 
supplies, furniture, coffee and janitorial 
products. MPS is a great leading 
category to establish relationships with 
customers.” 

Sass joined Source Office three 
years ago after time spent in the 
copier industry and brought with him 
techniques he had learned there. For 
instance, copier leases are a matter 
of public record and that data can 
be purchased and used to target 
customers that could be open to 
purchase MPS agreements. “Typically 
you want to send your salesperson in 
about a year before the lease expires 
to begin the conversation around a 
proposal for the renewal,” he says. 

In terms of growing the MPS 
category, every existing Source 
Office customer is a prospect for 
additional MPS sales. “Once you 
make that evolution, there are so many 
products to sell to this customer base, 
including printers, copiers and MPS 
agreements,” says Sass. 

“We have completed individual 
deals and installs that included 
more than 150 total copiers around 
the country,” he adds. As copier 

sales have greatly increased at the 
dealership, sales have expanded to 
production printing devices. Prices 
on these units have come down and 
sales are growing rapidly.

Next up, Sass is investigating 
3D printers, which are expected 
to account for $20 billion in annual 
sales in a few short years. He says it’s 
relatively easy to get copier service 
technicians certified on 3D printers and 
plans to do that. “What is so exciting 
about the technology services category 
is there are so many subcategories you 
can sell into that all offer double-digit 
profit opportunities,” he adds. 

Listen to customers for  
MPS success 
Copyfree Document Imaging and 
Solutions, San Gabriel, California, first 
started to work on its managed print 
offering close to ten years ago. Those 
early years were important to lay the 
groundwork; more recently MPS has 
gained additional traction. “Really it’s 
been in the last five years that we really 
understood what our value-add is,” says 
Roger Wei, principal with Copyfree.

So much of the competition for MPS 
business comes from manufacturers 
looking to sell machines that Copyfree 

has come to the party with a different 
strategy to ripping and replacing 
devices. “We’re not going to tell you to 
replace all the devices in your fleet,” says 
Wei. Instead Copyfree surveys customer 
needs and comes up with plans that 
align with the customer’s business goals 
and guides them through the process to 
reach those goals. 

Customers are drawn from all 
walks in terms of size and industry. 
The one common factor is that they 
all run through a lot of paper on a 
regular basis. Salespeople identify 
prospects and as they introduce the 
MPS concept, they uncover basic 
information that is turned over to an 
analyst in the back office who then 
develops a custom MPS plan.

Much of the success in selling MPS 
is a result of paying strict attention to 
customer wants. “We pay attention 
to what they’re saying and work out a 
custom solution based on what they tell 
us,” says Wei. The process results in a 
longer sales cycle as well as a longer 
implementation phase, but he says the 
extended time frame helps develop 
long-term relationships. 

According to Wei, the biggest 
challenge to a successful MPS effort is 
the underlying infrastructure needed »
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to support that effort. “As a smaller 
dealership we don’t always have the 
resources to implement our ideas,” 
he says, “but we make every effort to 
get the details right and have relied 
on ourselves for most of the back-end 
infrastructure.” A major portion of that 
equation revolves around supplies 
fulfillment. LMI Solutions is the major 
vendor Copyfree works with on its MPS 
offering. Knowledgeable employees on 
staff process the information received 
from the DCA—Data Collection Agent—
and work to supplement information 
received so it’s more meaningful.

“A lot of analysis happens on 
the back end; we make numerous 
inferences based on the data that is 
collected,” says Wei. The PrintFleet 
software provides basic information 
but it only goes so far. “You can set a 
threshold and say okay you’ve hit your 
limit and now we can ship the toner,” he 
adds. In a perfect world that’s a valid 
approach, but actually for most MPS 
users that doesn’t work. 

Thresholds work differently for 
different customers and different 
devices. “We had to figure out how to 
devise a system where we could really 
calculate individual customer needs,” 
he adds. Toner usage depends on 

much more than the threshold that 
is set in the software. Volume and 
page fill both need to be taken into 
consideration. “When you do toner 
fulfillment usually ‘days till empty’ is 
what you want to go off,” says Wei. That 
calculation is based on actual usage. 
A high-volume user might go through 
the same amount of toner in a couple 
of hours that a low-volume user would 
take months to use up. 

“This is the sort of analysis that LMI 
Solutions has been working on,” says 
Wei. The supplier is developing a 
separate system to take the information 
and perform needed calculations to 
best determine “days till empty”. LMI 
has partnered with Copyfree on the 
development of this software because 
as Wei explains: “we’re one of the few 
dealers that actually understands the 
details of toner fulfillment.” 

While MPS tends to be associated 
with mid-size and larger organizations, 
smaller businesses can also be 
targeted. Not that long ago there was 
talk in the industry about a magic 
number of devices that was needed 
to make an MPS offering worthwhile. 
“In more recent years we’ve been 
less worried about that,” says Wei. It 
really depends on the customer. If it 

has five devices they could be running 
high-volume jobs on all five. 

Wei is insistent that size doesn’t 
determine success in MPS and that 
even a smaller dealership can generate 
MPS sales. He points out that while 
vendors tout turnkey MPS solutions, 
there is really no such animal. “They all 
say we have the engine for you to run 
an MPS program, but in reality you have 
to understand the details,” he says. 
“You need to understand where you fit 
within MPS and how to propose your 
solution to the customer.” 

Lock-in toner sales  
with MPS 
MPS provides dealers with improved 
control of toner sales and it was that 
element that originally attracted Office 
Basics to start with MPS. Not that 
many years ago the handwriting on the 
wall suggested that the industry was 
moving away from transactional toner 
sales. “Foreseeing the erosion of toner 
sales was John Leighton’s impetus six 
years ago to look into this,” says Dan 
Riordan, director of sales for managed 
print services. Leighton is the owner/
president at Office Basics.

Office Basics has 25 sales 
representatives who sell the full line 
of products the dealership offers. 
“John has put specialists in place 
for furniture, janitorial products and 
an MPS category,” says Riordan. He 
is the specialist that works with all 
the salespeople to grow MPS sales. 
“Reps are trained to talk, identify and 
then bring me out to consult with the 
customer.” Riordan has been in the 
position for six years and came on to 
ramp up MPS category sales.

“MPS sales have evolved over time,” 
says Riordan. “Initially we started with 
Synnex and then moved to Supplies 
Network.” More recently Office Basics 
has transitioned to S. P. Richards for 
its MPS program. The wholesaler is the 
primary distributor that Office Basics 
uses for the majority of its purchases so 
the change made perfect sense. »
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DESK ORGANIZATION
Through combining minimalist design with natural functionality, Arc inspires a clean 
and calm environment in an oftentimes messy and stressful workspace. Each piece is 
purposefully crafted with an open aesthetic, creating an organized space and inspiring 
an organized mind. 

Arc File Basket
Make your important documents more 
accessible out of your file drawer with the 
Arc File Basket.
Available in green and gray (shown)

Arc Stackable Paper Tray
Organize your important documents, 
forms, and paperwork with the Arc 
Stackable Paper Tray.
Available in green and gray (shown)

The essentials bundled together to 
complete your workspace. Includes pencil 
cup, letter sorter, and tape dispenser.
Available in green and gray (shown)

Arc Starter Kit 

U Brands, a Smead company
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The MPS offering available from 
Office Basics sets up a software-driven 
contractual arrangement for customers 
to purchase toner. “We show them the 
benefits of a managed print solution 
in terms of the software benefits that 
provide them with reporting and 
accountability,” says Riordan. Then 
toner orders are fulfilled automatically. 

In addition to Hewlett-Packard 
machines Office Basics also sells Xerox 
and Lexmark. For machine service 
Office Basics works with several 
providers including the Xerox National 
Service offering, a national third-party 
provider as well as a local authorized 
service provider. 

“Because we are not tied to one 
manufacturer, we can truly go in and 
ascertain what’s best for the customer,” 
he says. “Whether it is a Xerox, HP or 
Lexmark offering we have a solution for 
all environments.” The final determinant 
rests on the relationship with the 
customer and that customer’s belief that 
Office Basics is truly working for them.

There are any number of competitors 
in the market that have their sights on 
the same business. In order to get there 
with any customer Riordan competes 
using any number of variations “We all 
want that print count; we want the toner 

and the monthly billing,” he says. “We 
have OEM and compatible offerings. 
We can truly sit in front of a customer 
and say, ‘let’s work together and find 
out what’s important to you’.” 

For the longest time the desktop 
printer and standalone copier were 
two different worlds, says Riordan. 
“Those processes have all combined 
and copier dealers have become 
well-versed at not only targeting 
copiers but going after desktop printing 
as well,” says Riordan. The leading 
competition for MPS tends to come 
from copier dealers, he says. For the 
past decade copier dealers have 
educated the consumer on the benefits 
of moving their print traffic to more 
efficient copiers. 

Office Basics has the ability to sell 
copiers as well as MPS. The goal is 
to reach prospects first and explain 
that the offering includes both A-3 
copiers as well as desktop units. 
“That’s probably our biggest strength, 
and we are getting the word out to 
our customers,” says Riordan. The 
message is that Office Basics has 
a complete offering of machines, 
supplies and services to meet any 
reproduction requirements. “We tell our 
customers that we have a print solution 

that we will tailor to their needs, while 
being extremely price competitive,” 
says Riordan. 

MPS provides customers 
with lower-cost, improved 
functions 
Eakes Office Solutions, Grand Island, 
Nebraska has had a copier sales 
division for a long time. Early in this 
century the head of the division, 
Doug Gallaway, suggested that the 
dealership could provide better value to 
customers by consolidating their output 
devices. “The idea was to replace 
high-dollar devices such as printers 
with more cost effective and functional 
copiers,” says Mark Miller, Eakes 
president. 

The goal was to eliminate printers 
when possible, keep them when 
needed and then add more copiers 
to the mix. “Ultimately that is how 
MPS works,” he adds. “You take a 
total ownership view to a company’s 
business.” The offering met most of 
the requirements of a typical managed 
print services type of agreement. 
Only thing was, the term hadn’t been 
invented yet!

The offering separated Eakes from its 
copier competitors as no one else in the »
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market offered anything similar. “To this 
day the premise is largely the same,” 
he adds. “Get rid of higher per click 
devices in favor of lower cost ones that 
give the customer better functionality 
for a lower price.” 

At Eakes, MPS is sold by office 
supply salespeople as well as copier 
representatives. “The copier reps are 
expected to sell some MPS programs 
every month,” says Miller. Supply reps 
sell a scaled-back MPS program solely 
based on printers. The supply side 
program is referred to as MPS Silver 
(OEM) or Gold (Reman) and essentially 
includes printers and toner. 

From its beginnings Eakes’ copier 
division has represented Sharp 
equipment and has also added the 
Ricoh line. Early on HP printers were 
used to complement Sharp copiers in 
MPS offerings and they continue to be 
combined, says Miller. More recently, 
both Sharp and Ricoh have added 
standalone printers to their lines to 
allow for a single source MPS solution. 

“Were still married to the prototypical 
multi-function printer (MFP) 
manufacturers for copiers, such as 
Sharp and Ricoh,” says Miller. At the 
highest levels, success with MPS 
requires that dealers have an MFP 
offering, he says. “Without MFPs, true 
MPS doesn’t work as well.” 

Miller contends Sharp and Ricoh see 
MPS as the path to improved hardware 
and toner sales. “They’re very 
interested in the sale of photocopiers 
via MPS,” says Miller. “They know it 
is important.” He suggests that’s why 
Sharp introduced a printer line; so it 
would have a printer to complement 
its MFPs in the MPS world. “They know 
they sell more MFPs when a dealer 
sells MPS,” adds Miller. 

That principle holds true for sales of 
MPS at the dealership. Photocopier 
reps who sell hardware don’t have 
specific MPS goals, but know that they 
need to sell MPS. “For them to sell an 
adequate amount of product, they have 
to sell MPS and they know that,” says 

Miller. Most businesses, regardless 
how small, have a copier and a printer. 
Therefore, almost all businesses are a 
prospect for MPS. “In our copier world, 
if it includes both printers and MFPs, 
it’s MPS,” says Miller.

Competition started to heat up in the 
middle of this decade, but Eakes has 
managed to continue to stand out. More 
often than not competition comes from 
independent copier dealers as, these 
days, almost every copier dealer has 
an MPS program offering according to 
Miller. Many manufacturers also have 
direct sales initiatives that include some 
form of MPS. 

Eakes offers its Smart Print Program 
in which businesses can lease 
machines and pay on a price per click 
basis. Eakes has worked with a local 
bank for its leasing needs for the past 
20 years and it has been competitive 
on rates. “They’re better than most 
of the big boys, which is really a 
competitive advantage,” says Miller. 

The next evolution of MPS has 
already begun and now includes 
workflow, account control and 
document management software. 
When an MFP scans a document, it 
becomes digitized. Software tracks 
document usage and manages its 
digital movement through the workflow. 
Any company with an accounts 

payable division, for example, needs 
to store and track invoices as they 
get approved at various levels. As 
the document moves through the 
organization it is no longer paper but 
has become digital. 

Recognizing that document 
management software is quickly 
becoming a critical part of MPS, Eakes 
recently created its Technical Services 
Division. This division is responsible for 
all document management software 
along with many other technical 
services its customers demand such 
as install, integration and functionality 
of many different software products. 
Eakes, for example, says it is one of the 
nation’s top-selling dealers of PaperCut 
software, which manages print and 
copy output.

Miller suggests that larger, more 
advanced MPS companies must 
provide these document management 
services. “The base offering of copier 
output, print output and now document 
management software has really 
become the industry standard for 
MPS,” says Miller.

Michael Chazin is a freelance writer 
specializing in business topics, who has 
written about the office supply business 
for more than 15 years. He can be 
reached at mchazin503@comcast.net.

mailto:mchazin503%40comcast.net?subject=
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Social media is a powerful tool for 
online businesses. Millions of people 
use platforms like Facebook and 
Twitter, so there are plenty of people 
you can market to. The challenge 
is that there are thousands of other 
companies trying to attract those 
people too. Your goal is to improve your 
organic reach so more people read 
your social media content.

Use these five tips to improve your 
social media marketing efforts:

Optimize your social 
profiles
To improve the performance of your 
social media content, take the time 
to optimize your social profiles. By 
tweaking your profile in the right 
ways, your pages will rank better 
on search engines and on their 
respective platforms.

Use the same profile image on each 
of your social media pages to keep 
your brand consistent across the 
internet. Research strong keywords 
associated with your business, and 
incorporate them into your content, 
including your profile descriptions. 

Also, make sure your descriptions 
properly convey what your business 
offers.

Finally, make sure your social media 
pages link back to relevant pages on 
your website. That way, you can direct 
new followers and convert them into 
paying customers. Design these links 
to be trackable to so you can see how 
many leads are being generated.

Develop an upload schedule
To get the most mileage out of your 
social media posts, you should create 
an upload schedule. Due to various 

circumstances, not all your followers 
can view your posts as soon as they 
go live. To ensure that your posts get 
strong engagement soon after they go 
up, see when most of your followers will 
be online. 

You will need to learn more about 
your target audience to do this. Use the 
analytics tools provided by your social 
media platforms to see when people 
are viewing your posts. Use this info to 
create a schedule that highlights the 
best time to upload each day.

Your ideal upload time may change 
as you gain followers, so keep 

by Kevin Rehberger

EXTEND YOUR SOCIAL REACH: 
FIVE ESSENTIAL TIPS FOR 
SOCIAL MEDIA MARKETING

»
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reviewing your analytics. If you notice 
any changes, make adjustments to 
your schedule to accommodate.

Use high quality visuals
Having strong copy is important, but 
your posts will not stand out without 
good visuals. People find visuals 
attractive, so posts that have images 
will make a larger impact than ones 
that only have copy. Take the time to 
create high quality images to go with 
your social media posts. If you do not 
have a camera, you can still use your 
smartphone’s camera.

It is important to note that you cannot 
use every image you create on each 
social media channel. Every website 
has a unique aspect ratio, so an image 
that looks good on Facebook may look 
blurry on Twitter. Do research ahead 
of time to make sure your image is the 
right size.

Videos are also effective tools on 
social media, since you can use 
them to showcase your products and 
services. People spend a lot of time 

watching videos, so posts that use 
them will get more engagement.

Interact with your followers
You can also get organic reach on 
social media by interacting with your 
audience. By engaging with your 
followers, you are showing them that 
you care about what they have to say. 
This increases engagement on your 
posts, and encourages outsiders to 
interact with your content.

When people comment on your 
posts, take the time to respond to them. 
If someone asks you a question about 
your content, answer it as soon as you 
can. You should also create surveys 
and polls to get feedback about 
products and services you offer.

Show your audience that you are 
listening and the performance of your 
social media content will improve 
dramatically.

Have something to 
announce? Go live!
Another way to extend your reach on 

social media is to do livestreams. If you 
need to share a big announcement, 
going live is one of the best ways you 
can do so. Doing this allows you to 
connect with your audience, since 
viewers can interact with each other 
and discuss your announcement.

In fact, Facebook’s algorithm 
highlights posts that get people 
talking, so streams have a high chance 
of getting shared on the platform. 
Another benefit is that your stream will 
appear on the top of users’ feeds when 
you go live. Followers who are just 
logging on will see you are live, and 
will likely tune in to see what you are 
announcing.

As businesses become more 
competitive on social media, try to 
keep your followers engaged. After all, 
you do not want to lose your audience 
to the competition!

Kevin Rehberger is a content 
strategist for Fortune Web Marketing. 
To learn more, visit https://www.
fortunewebmarketing.com.

https://www.fortunewebmarketing.com
https://www.fortunewebmarketing.com


SEPTEMBER 2019 INDEPENDENT DEALER PAGE 38

I answered the phone this afternoon, 
and an earnest voice said, “Hello, 
Mr. Harrison? This is Chris (last 
name eliminated), and I’m your new 
representative with (Company X). I’m 
calling to introduce myself and to see 
if we could set up a time to chat, so I 
could learn about your business and 
we could see if (Company X) could do 
more for you.”

Company X is a vendor with whom I 
have done business for six years. I’m 
loyal to them because they provide 
a service that helps me a lot. I spend 
quite a bit of money with them and 
I’m sure that when Chris looked at my 
account, he figured he had a pretty 
solid customer and a good sales call. 
That’s why I’m sure that my response 

was a huge surprise to him (and it 
might be to you as well).

“I’m sorry, Chris, but that wouldn’t be 
a good use of my time or yours,” I told 
him. Chris was clearly shocked, so I 
decided to explain more fully. “You see, 
I get a call just like this every six months 
from your company. About every six 
months, more or less, I have a new 
rep who wants to spend time being a 
‘resource’ for me. I’ve had several of 
these conversations and I just don’t 
have the time for another. I’m already 
buying what I need from your company, 
so there’s no upsell potential for you. I 
wish you the best, I have your contact 
information, and if I need you, I’ll call.” 

He said, “Well, I do appreciate your 
candor.” I told him, “I’m not trying to 

be rude. I’ll tell you what—call me 
on your one-year anniversary and I’ll 
give you all the time you want.” Chris 
was disappointed—but I meant what 
I said. And I doubt, based on past 
performance, that I’ll get that call on his 
one-year anniversary.

Turnover in sales is a sales killer and 
a relationship killer. Sooner or later your 
customers get tired of hearing, “I’m 
your new salesperson.” Or, for those 
salespeople that jump jobs and are 
saying, “I’m now with a new company,” 
your customers get tired of that, as 
well. In both cases, credibility and 
relationships are the victims.

The reason I wouldn’t speak with 
Chris was exactly as I told him—it 
wouldn’t be a good use of my time. 

By Troy Harrison

TURNOVER:  
THE SILENT SALES KILLER
How turnover drains your profits and opportunities

»
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History shows that by the time he’s 
getting it figured out, he’ll be gone, 
and I’ll be getting a call from yet 
another new salesperson. I like to train 
salespeople—but only when I’m paid 
to do so.

Here are the raw facts: There is 
a learning curve for salespeople in 
any job. Stats say that salespeople 
reach basic competence in six 
months, become profitable for the 
hiring company between Month 12 
and Month 18, and don’t reach full 
productivity until Year Three or Year 
Four. When salespeople change jobs 
inside that three-year window (or 
worse, the one-year window), that tells 
me that they don’t know what it’s like to 
reach full productivity.

Ultimately, excess turnover is a 
problem for our profession, but there 
are a few things that salespeople, sales 
managers and company owners can 
do to curb it.

For salespeople:
• Stand and fight: There are many 

“stated” reasons for salespeople 
short-timing on a job; however, the 
main reason is that things get a bit 
tough and the salesperson bails. 
Sales isn’t always an easy career 
but the best, most successful 
salespeople fight through the 

problems and emerge victorious on 
the other side.

• Stop chasing shiny objects: One of 
the biggest reasons for turnover is 
that salespeople chase. What do 
they chase? Shiny objects. Or, to put 
it another way, the new opportunity 
that seems oh-so-much-better than 
the current job. More money, better 
technology, different territory, etc. I 
recently interviewed a guy who said 
that he was a ‘chaser of the best 
technology in my space at any given 
time.’ This was to explain six job 
changes in the last ten years, none of 
which produced significantly better 
results or income. Don’t get me 
wrong; I know that there are times 
when the only way to advance your 
career is to make a change—but 
those changes should be infrequent 
and well thought out.

For sales managers:
• Hire smart: Too many hires are 

simply future turnover in the making. 
Sales managers lacking a good 
basis or tools for hiring simply do 
“gut hires” that don’t produce results. 
Lower turnover is the result of good 
hiring practices.

• Coach before firing: Once you 
have hired someone you owe it to 
yourself, as well as to your hire, 

to give them every reasonable 
opportunity to succeed. That means 
that termination should be a last 
resort, not a first; the first resort is 
to troubleshoot and coach your 
salesperson’s performance. Only 
when you can honestly look at 
yourself in the mirror and say that you 
gave them an honest shot should 
you terminate. I would be remiss 
if I didn’t mention that both hiring 
and coaching are well covered in 
my Unconventional Guide to Sales 
Management audio course.

For company owners:
• Take a long term approach: Building 

a quality sales force isn’t something 
that happens week by week, or 
necessarily quarter by quarter. It’s 
something that happens over the 
long haul. In the case of the sales 
rep that contacted me, I’m sure that 
ownership or upper management 
has set up a set of standards that 
basically wash out new sales reps 
after about six months, hence my 
frequent calls from new reps.

• Hire a quality sales manager: Quality 
sales managers have the skills 
of coaching and improving sales 
performance; they are drivers of the 
sales effort rather than passengers. 
If that’s not your sales manager, it’s 
time to rethink (and maybe invest in 
coaching or training for that person).

Turnover has many costs, but it doesn’t 
have to be a sales killer. The right 
approach to building a sales force can 
greatly reduce turnover—which puts 
profit on your bottom line.

Troy Harrison is the author of “Sell 
Like You Mean It!”, “The Pocket Sales 
Manager,” and a speaker, consultant, 
and sales navigator who helps 
companies navigate the Elements 
of Sales to reach sales success. To 
schedule a free 45-minute Sales 
Strategy Review, call 913-645-3603 or 
e-mail Troy@TroyHarrison.com.

mailto:Troy%40TroyHarrison.com?subject=
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There is a lot in life we can’t control: 
taxes, gas prices and the driver 
that pulls right in front of you 
driving 30 mph on a 45-mph road. 
In sales as well, we can’t control 
how our industry is trending, what 
pricing others chose to charge to 
win business and where potential 
customers ultimately choose to buy. 
However, there are three things that 
every competitive salesperson can 
control, and the quicker you can get 
them under control the faster you’ll 
see an impact on your sales.

1. Competitive salespeople 
can control the words  
they say.
Have you ever thought back on a 
sales conversation and wished that 
you had explained something better 
or asked different questions? While 
learning from our mistakes can be 
great, the sales advantage will always 
go to the salesperson who can say the 
right thing at the right time while under 
pressure to perform.

Proper planning goes a long way 
toward ensuring that you have the 

right things to say or the right questions 
to ask when pressed by the prospect. 
Ask yourself the following questions and 
practice your responses to them to help 
prepare you for your next sales meeting:
• What are a couple of examples 

of clients that have had a great 
experience working with your 
company?

• Tell me about a customer who stopped 
ordering from you and their reason for 
doing so.

• The difference in your price is not all 
that different from what we currently 
are paying now. Why should we 
go through the hassle of changing 
vendors?
These questions are just a small 

sample of what we can expect when 
meeting with prospective customers, 
and we have two choices on how we can 
handle them: We can be reactive and 
attempt to think on our feet, or we can 
be proactive and have answers already 
thought out for these and other tough 
questions and objections. By preparing 
in advance, we’ll make sure that we 
always say the right words every time.

By Marisa Pensa

THREE THINGS A 
SALESPERSON CAN CONTROL

»
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2. Competitive salespeople 
control their time.
Salespeople only have two inventories: 
their time and their accounts. We have 
to make decisions constantly to spend 
the right time on the right accounts. We 
also must decide how much time we 
will spend being proactive or reactive. 
How we decide to spend our time 
each day can have a big impact on the 
results that we achieve.

Let’s say, for example, you decided 
that at the end of each day you 
would make one more prospecting 
phone call before you shut down your 
computer and went home. No matter 
what happened over the course of the 
day, no matter the wins or the loses, 
you committed to just one more call. 
If you could keep that commitment 
every day, (even allowing for vacation 
time) you would create more than 
200 additional prospecting touches 
over the course of a year. How many 
new accounts, new contacts and new 

opportunities could you create with an 
extra 200 calls a year?

We don’t always have time to make 
an extra 10 or 20 calls each day, but 
we all have time for just one more call. 

3. Competitive salespeople 
control their metrics.
Great salespeople know their metrics. 
They can stop at any point in a month 
or a quarter and evaluate how the 
numbers are trending. They understand 
what is tracked is improved. We all 
want the end result (sales/revenue) but 
great salespeople know that the daily 
habits and incremental progress toward 
specific metrics create the outcome 
they are seeking. 

Think about metrics this way: If 
your son or daughter came home 
with a C in a class you can’t will that 
C to turn into a B. You can, however, 
establish metrics around how many 
hours are spent studying, homework 
being turned in and the activities that 

produce the better grade. 
It is the same with activities and 

metrics that produce our own desired 
outcomes. Know the numbers that 
drive your results and work to improve 
the ratios. 

As you can see, there are some 
things that are in your control and 
others that are totally out of your 
control. Next time something happens 
totally out of your control—like a slow 
driver cutting you off—instead of 
saluting them with a #1, focus instead 
on what IS in your control. You are 
the captain of your own ship! Take 
control of what you can and watch 
your results follow. 

Marisa Pensa is founder of Methods in 
Motion, a sales training company that 
helps dealers execute training concepts 
and create accountability to see both 
inside and outside sales initiatives 
through to success. For more information, 
visit www.methodsnmotion.com

/methodsnmotion /Marisa Pensawww.methodsnmotion.com

THE NEW DEFINITIVE BOOK ON PROSPECTING

Now
Available

The �rst book in the competitive selling series

http://www.methodsnmotion.com
http://www.methodsnmotion.com
https://www.amazon.com/Competitive-Selling-Guidebook-Proactive-Reactive/dp/1733853103/ref=sr_1_1?keywords=competitive+selling&qid=1568639871&sr=8-1
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For more information on 
OPWIL visit www.opwil.com 

OPWIL 
OPWIL is an international 
community for high achieving 
professional women in the 
office products industry. Our 
members are passionate 
about learning, education, and 
mentorship, and seek to 
advance their careers by 
networking and sharing with 
other women leaders and 
leaders-to-be in the industry. 
Executive members benefit 
from mastermind forums, 
private industry networking 
events, and the annual 
leadership retreat.  

At this year's retreat, connect 
with your Mind, Body & Soul at 
the beautiful Q Center in St. 
Charles, IL, right after the 
Spirit of Life Gala Dinner in 
Chicago. Enjoy a relaxed 
weekend of networking, 
education, and mindfulness 
with other office products 
women business leaders. 
There will also be time to take 
advantage of all the activities 
on the 95 beautiful acres of 
the Q Center. 

4th Annual 
OPWIL Fall  
Retreat 

EMPOWERING 
WOMEN 

SEPTEMBER 27-29, 2019 
SAVE THE DATE 
Our fourth annual retreat will take 
place right after the City of Hope Spirit 
of Life Gala just outside Chicago at the 
Q Center in St. Charles, IL, September 
27-29. It promises to be both a great
networking and revitalizing event.
Register at www.opwil.com

 Hope to see you there! 

     

SOLD OUT

http://www.opwil.com
http://www.opwil.com
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GOT AN ARTICLE IDEA? 
We Want To Hear About It.

Call Rowan 
703-531-8507
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