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Dealers expect positive growth in
2020 against a backdrop of changing
industry dynamics, unprecedented
change and growing anxiety
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EDITORIAL
Well, here we are… another decade another dollar. It
seems that over the last year or two in our industry life
has been moving pretty fast and, to paraphrase the
great Ferris Bueller, if you don’t stop and look around
once in a while, you could miss a trick.
Our cover story this month gives you a chance to
avoid doing just that, as our writer Michael Chazin takes
a look forward to the forthcoming year and examines
some of the trends, threats and opportunities that litter
the road ahead, with of course the help of some sage
advice from members of the IDC.
As I have mentioned a number of times before in this
column one of the greatest strengths of this channel
is the fact that so many of its members are willing
to collaborate and share stories and experiences
that can help their fellow independent dealers move
forward. Sure, there is still a great deal of healthy
competition between independents in some areas,
but most realize that the real fight is to be had with
Amazon and the big boxes.
Underscoring this point yet further are two other pieces
in this month’s issue. Firstly, Ed Katz offers ideas about
new ways of networking with people and companies
outside of our particular industry, as an alternative to more
traditional chamber of commerce-type organizations.
Secondly, Mike Tucker uses his monthly NOPA column to
republish a blog post by ImpactOffice’s Phil Scott about
one of his customer’s experiences with Amazon.
We see our role at INDEPENDENT DEALER as a
position of privilege to be able to help spread these
ideas to as wide an audience within the IDC as
possible, and to be able to help as many of you spread
your stories also. That is why both of the above pieces
end with calls for you to contact us or NOPA, with any
ideas, tips, best practices or just good old-fashioned
success stories as possible, so we can help spread that
message across the IDC. Happy New Year to you all!
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After 35 years, success continues
at Liberty Office Products

Before opening Liberty Office Products in Houston 35 years ago,
Sam Young was in the barter business. His customers were primarily
involved in the oil business and when the oil crisis hit, barter was one
of its first victims. Many of his customers required printing but when
he looked for a paper source, he could only come up with a supplier
of computer paper.
“We were struggling and I needed to see if I could sell computer
paper,” said Sam. He could and soon sales took off. “I sold the
barter business, and started selling computer paper,” added Sam.
Originally known as Liberty Data Products, the name was changed in
2000 once office supplies became a larger part of sales.
By the early 90s computer paper sales were declining as laser
printers became the accepted device for in-house printing. The
dealership started to sell a growing amount of copy paper. “There
was some margin in computer paper, but there was none in copy
paper,” Sam said.
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Throughout the 90s Liberty added various different
products that are still sold today, but the dealership
was not growing fast enough. That was when Sam was
first exposed to a catalog from S. P. Richards that had
end-user pricing. “All I had to do was start putting this
book in front of customers and we started selling office
supplies in 2000.”
As Liberty salespeople sold office supplies at the
beginning of this century, furniture sales then came
organically following customer enquiries. “We got into
furniture as S.P. Richards expanded its offering and
introduced the Lorell brand,” said Sam. The same process
saw Liberty start selling janitorial supplies, breakroom and
safety products.

Illinois dealer Egyptian
Workspace Partners merges
with St. Louis area IT
services firm

Egyptian Workspace
Partners, Belleville, Illinois,
has merged with Talis
IT Partners located in
Columbia, Illinois. Talis IT
Partners has more than
30 years’ experience
providing outsourced IT
services and consulting
for businesses in the St. Louis Metro Area.
“This partnership is a natural fit for EWP,” said
Brett Baltz, director of business development. “With
our goal of being a one-stop shop for everything
business, customers will have additional resources
available without adding additional vendor partners.”
The same pricing, services and people will
continue to serve customers of Talis IT Partners,
just under a new name. Along with managed IT
services, cyber security and cloud computing,
additional services are in the planning stages such
as managed print services, office automation and
integrated audio visual. The Columbia location has
closed and IT services will be offered from Egyptian’s
Belleville location.
“We have been discussing the coming together
of these two great companies and the timing of this
merger is just perfect,” says Geoff Baltz, managing
member of Talis IT Partners. “I am excited about all
of the additional resources this merger will bring to
our customers.”
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Today, the company has three outside salespeople whose
mission is to open new accounts and eight inside salespeople
charged with building and maintaining the relationship.
Six years ago Liberty started an internet only business—
Gorilla Office Supplies—which sells office supplies online.
Five years ago another initiative was started to sell to public
schools. The first year was developmental, but then school
sales started. “At this point I have several contracts with
buying co-ops and contracts with school districts,” Sam said.
As Liberty Office Products moves into the new year the
school business continues to grow and the dealership is
working on a new state contract to sell toner. “The toner
contract with the state is about seven months old, so there
are still a lot of folks to talk to about that,” said Sam.

Indianapolis-based Office360°
acquires Cardinal Workplace
Solutions of Kentucky

Office360°, Indianapolis, has acquired Cardinal Workplace
Solutions, Frankfort, Kentucky. With annual sales exceeding $20
million Cardinal is said to be the largest independently-owned
office products dealer in Kentucky.
Cardinal has served local businesses throughout Kentucky,
Southern Ohio, and Indiana for 65 years. The acquisition
retained all Cardinal employees and moved Cardinal
headquarters to Indianapolis.
“This acquisition expands our footprint and that was our
intention,” said Steve Nahmias, Office360° principal. “It allows
us to offer really good service through most of Kentucky.” With
the addition of Cardinal’s warehouse in Lawrenceburg, Indiana,
which serves the Cincinnati market, it opens southern Ohio to
Office360° sales.
“There is a huge opportunity for us to grow the Cardinal
business and compete with the big guys similar to what
we have done in Indiana,” said Steve. With well-developed
category sales of furniture, cleaning, breakroom and
promotional products available from Office360°, he added
there’s a strong possibility to increase sales to existing
Cardinal accounts.
Going forward, Kentucky operations will be known as Cardinal
Office360°. “Cardinal had a really good reputation there and we
don’t want to throw that away,” said Steve. Marketing strategy
beyond 2020 remains to be solidified.
With the addition of the Cardinal operations, Steve expects
Office360° to generate $70 million in sales in 2020. He said
management this year will focus internally to establish processes
and procedures for a larger organization. Making for an easier
transition, Cardinal was brought onto Office360°’s proprietary
ERP system from the start. “They are fully on our system and they
were from day one, so we can hit the ground running.”
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Florida dealer Apex Office
Products gives away a
Thanksgiving turkey dinner

Michigan dealer Kerr
Albert collects coats for
children in need

In 2019, Apex Office Products &
Furniture, Tampa, Florida once again
put on its “Thanksgiving Dinner
Giveaway”. “We do this every year as
a way to give back,” said Shannon
Evans, president. The contest ran from
November 5 through November 16.
The contest was promoted on
Facebook and salespeople and
delivery drivers added an active
word-of-mouth campaign. “It is an
engagement piece through social
media for our customers,” said
Shannon.
The winner received a card good
for one Turkey Holiday Dinner from
Publix. Shannon personally delivered
the card to the winning customer and
thanked them for their business. “It’s
just the right thing to do at holiday
time,” he said.

Once again Kerr Albert Office
Supply, Port Huron, Michigan,
held a Coats for Kids drive during
December. “We have done it for the
last four or five years,” said Ernie
Albert, president. “Our customers
jumped right in and helped us
through it, with a response that was
absolutely terrific.”
The drive was posted on Facebook
and there was also a display on
the floor of the Port Huron store. In
an attempt to attract attention to
the drive, Kerr Albert introduced a mascot—Walter Chrismoose—who was
introduced as a spokesman for the collection.
Coats were turned over to a local church, which distributed them to local area
schools. The drive began November 1 and in mid-November a customer from
Samaritas, which takes care of children in foster care, mentioned a need for
underwear and socks. A complementary drive was created.
Contributions exceeded expectations and plans are in place to conduct both
drives again next November.

FSIoffice, Charlotte, partners with NFL’s
Carolina Panthers to name 2019 Teacher
of the Season
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FSIoffice, Charlotte, along with the NFL’s Carolina
Panthers, are proud to announce that McKenzie
Fortner of G.E. Massey Elementary School in
Lincolnton, North Carolina, was named the 2019
Teacher of the Season. FSIoffice presented McKenzie
a check for $5,000 in school supplies on the field
before a Carolina Panthers game in Charlotte towards
the end of the season.
This is the 10th season FSIoffice and the Carolina
Panthers have presented this award, to recognize
deserving teachers in North and South Carolina. This
year’s competition drew nominations of over 1,200
teachers from 610 schools, twice the amount from the
previous season.
“We feel privileged to honor teachers in North and
South Carolina with this promotion where people in
their home-town communities have the opportunity to
nominate teachers that they feel go above and beyond
and deserve recognition for their hard work” said Kim
Leazer, CEO of FSIoffice.
“We congratulate McKenzie Fortner for the
dedication to her students and are happy to
recognize her contribution to educating children in her
community,” added Kim.
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PROTECT YOUR
ASSETS WITHOUT
BREAKING YOUR
BUDGET

PermaTrack™ Asset Tag Labels
Asset tags do more than identify your company’s assets—they give you an
extra level of security because you can track and monitor them. Now you can
create your own at just a fraction of the cost of custom printing services.
•

Customize and create on demand, directly from your laser printer

•

No minimum order quantities, long turnaround times or shipping costs
compared to using custom printing services

•

Available in a variety of sizes and materials, with a strong adhesive
to provide reliable tracking for the life span of your asset

To learn more, visit avery.com/assettags
©2020 Avery Products Corporation. All Rights Reserved.
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California dealer
California dealer
Blaisdell’s closes
Warden’s Office
Products relocates out 2019 on a roll
was a good year at Blaisdell’s
to expanded facility ItBusiness
Products, Oakland,

After occupying the same space in
downtown Modesto, California for
more than 40 years, ownership and
management of Warden’s Office
Products Center decided to combine
its two Modesto operations under
one roof. “The new location better
serves Modesto and surrounding
businesses and also helps us
trim costs and become more
efficient operationally,” said Joe
Cunningham, Warden’s president.
The new 31,000 square foot facility
in northwest Modesto accommodates
all departments, staff, and operations.
Moving services are part of Warden’s
offer, so the dealer actually moved
itself. “We broke down our warehouse
and rebuilt it,” said Joe. “The
showroom product that was at one
location was either liquidated or
moved to the new location.”
The new facility also includes a
state-of-the art 11,000 square foot
office furnishings showroom. “Clients
can see and touch the type and
quality of office furniture and décor
that they could consider utilizing in
their own businesses,” said Joe.
A celebratory ribbon cutting was
hosted by the Modesto Chamber of
Commerce in late October at a formal
open house hosted by Warden’s.
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California. In addition to turning
in record results and closing out the year with sales of roughly $40 million, the
dealership was also recognized by the San Francisco Business Times.
“We are one of the fastest growing private companies (91st) in the Bay
area,” said Mike Witt, chief operating officer. “We were also the 30th largest
woman-owned businesses in the Bay area and as far as family owned businesses
we were ranked 71st.”
Mike explained that next year’s results should show a big increase as that will be
the first time that results will reflect numbers from the dealership’s acquisition of
fellow Bay Area independent Give Something Back. “With all this growth, we were
able to give all 77 employees a raise this year,” said Mike.
Blaisdell’s also donated more than $70,000 to 15 different charities in 2019.
“On Giving Tuesday [December 3] Margee and I went to Children’s Hospital in
Oakland and donated a check for $15,000,” Mike reports.

Iowa dealer Storey
Kenworthy awards five
charitable grants
The Storey Kenworthy Foundation for
Giving Grant Program provides selected
non-profit organizations in the state of
Iowa with financial assistance to further
their programming in local communities.
“We seek to support organizations
whose mission aligns with our core
giving priorities and demonstrate fiscal
and social responsibility,” said Lincoln
Dix, vice president and community
engagement chair.
The Storey Kenworthy Foundation for
Giving awards five $5,000 grants per
calendar year within the scope of its core
giving priorities: Honoring our heroes,
medical research, children and education.
This year’s grants were awarded to
non-profit community partners who
were selected from a competitive field of
applications. Receiving the grants this
year were: Boys and Girls Clubs of Central
Iowa, Wildwood Hills Ranch, Oakridge
Neighborhood Services, Puppy Jake
Foundation and Tori’s Angels Foundation.
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Corporate Interior Systems, Phoenix,
Mississippl dealer OfficePro
holds a successful toy drive
took care of pet needs this
holiday season
OfficePro, Corinth, Mississippi, combined a printing
promotion with its holiday donation for pets for a
successful collection effort. Most everyone at
the dealership is a pet lover. With several animal
shelters as customers, visited regularly by OfficePro
drivers, it became apparent that the shelters had some
real needs.
“Our delivery drivers who go there regularly let us know
the hard time these shelters have right now,” said Lee
Hamilton, customer service and inside sales rep. “We
had some bad weather the last couple of months and a
lot of animals have been displaced; we just wanted to do
something.”
The collection began just before Thanksgiving.
Customers were asked to drop off needed items: pet
food, treats, laundry detergent, paper towels, cat/
dog toys and kitty litter, as well as gift cards from local
retailers. To help spur participation every donation
received a 20% discount on any new printing order
costing up to $250.

The holiday season brings out our giving nature. That was
especially true at Corporate Interior Systems, Phoenix,
where a toy drive was a resounding success.
“We partnered with our sister company, Marcus
Networking, which helped expand participation,” said
Elizabeth Tometich, marketing director. The dealership has
already worked with A New Leaf, the charity that accepted
the toys, on its Corn Hole tournament. “So my focus is the
more we do with one charity the more impact we can have,”
said Elizabeth.
A New Leaf is an umbrella organization that works with
individuals experiencing hardships. It provides housing
for the homeless, youth services, foster care, domestic
violence shelters and much more.
Toys were collected from employees and customers. The
idea was to get people in the community involved and the
effort was extremely successful. “We extended the deadline
and ended up with a roomful of toys,” added Elizabeth.

Indiana dealer Keller
Office Supply supports a
December food drive

In December, Keller Office Supply and Printing,
Martinsville, Indiana, partnered with its local Churches in
Mission location and served as a collection hub for its food
drive. “They just asked if we would be one of their spots to
collect food donations,” said Chip Keller, owner. “I said we
would be happy to try and help.”
The food drive was posted on Facebook and as
customers entered the store they saw the collection box
in the front of store. “I have more than 1,500 Facebook
followers so the post got the word out here locally,” said
Chip. Customers that brought in a donation received a 10%
discount off any purchase.
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SECRETS of success
Buy on Purpose, Houston
Rebranding to Buy on Purpose
two years ago was one of the best
decisions Simon Lee, owner and
president, ever made. The dealership
had phenomenal growth in 2019 due,
in part, to the success of the new
brand and the impression it makes on
customers.
“Our strength is that we are one
of the only companies in the U.S.
office supply industry that donates 50
percent of profits,” says Lee. He says
that the story is strong and companies
that have a social giving aspect in their
DNA are attracted to the brand. “Our
prices are competitive for the Houston
market, but we’re not the lowest and we
don’t claim to be the lowest,” he says.
“So the brand, the story itself, is what
attracts people.”
With the rise of Amazon and other
online sellers, the Buy on Purpose story
becomes even more important. “If you
don’t have a strong brand and a strong
story that builds relationships, people
will undercut you for a penny,” says
Lee. “We are fortunate that we are not a
price driven company,” he adds. “We
are a story driven company.”
As the dealership moves into 2020
it is working to give its stories greater
emphasis in an effort to further engage
its customers. “We’re going to send out
more emails about stories rather than
sales,” he says. Additionally, when you
are story driven you have to back that
up with five-star customer service. In a
regular, twice-yearly customer service
survey, Buy on Purpose recently
received a net promoter score (NPS) of
84, compared to big-box competitors
that are typically rated in the 40s, Lee
reports.
Also contributing to its phenomenal
growth in 2019, Buy on Purpose
bought an e-commerce company that
sells office products online. Lee says it
is probably the fifth largest online seller
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of office products. The e-commerce
site will not be branded as Buy on
Purpose but will share its approach to
working with charitable organizations.
Whereas Buy on Purpose is very
strategic and only gives to a few
charities— Home with Hope, Elijah
Rising, Jesus Said Love and Living
Water international—the ecommerce
site has a much broader approach.
“They give to hospitals, they give to
cancer research, they give to pets;
they’re kind of giving everywhere,”
says Lee.
Following the acquisition, which
is expected to provide a large
sales boost to the organization, the
management team was reorganized
late last year. “We have a team that
oversees the e-commerce business
and a team that oversees Buy on
Purpose,” says Lee. The goal for
the year is a smooth
transition and to have
the vision for both
companies clearly
defined. “My main job
is to oversee these two
management teams,”
he adds.
The most important
product category at Buy
on Purpose is toner and
the dealership promotes
its own brand under
the Exact name. Each
box of toner carries the
giving story that is the
mark of the dealership.
“We have been doing
that for 12 years and
we have also arranged
for our e-commerce
company to sell Exact
toner,” he says.
Looking ahead Lee
believes that product
development and
INDEPENDENT DEALER

Key management team
members: Simon Lee, owner and
president
Products carried: Office Supplies,
Office Furniture, Technology, Jan
San, Breakroom and Promotional
Items.
Year founded: 2004
No of Employees: 13
Sales volume: $10M
% of total sales generated
online: 80%
www.buyonpurpose.com
innovation has to be faster than ever
before. He recalls that the wholesalers
were not prepared to sell iPhone X
accessories when the smartphones
were first released. “We didn’t have
cases, screen protectors or power
cords,” he says. He is working with
vendors to improve product availability.
“I hope other dealers are saying
the same thing so that they will be
more voices on this. I think it is a big
challenge in our industry.”
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LINK
Flexible Collaboration

LINK fosters learning and collaboration in continuously evolving workplaces and classrooms.
Available in several shapes and sizes in laminate or wood veneer finishes.

SpecialT.net
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888-705-0777
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If you have news to share - email it to
news@IDealerCentral.com

S.P. Richards sheds Canadian arm
Genuine Parts Company (GPC), has
sold the the Canadian operations of
wholesaler S.P. Richards (SPR) to
the Canadian multichannel operator
Novexco, to allow SPR to focus on its
core market.
“The sale of S.P. Richards Canada
allows us to focus our business on
the U.S. market,” said SPR CEO Rick
Toppin. “In undertaking this process,
it became clear that Novexco was the
best partner for our Canadian customers
and our employees. We will be
working very closely with the Novexco
management team to help ensure a
smooth transition for our employees,
customers and supplier base.”
SPR Canada garnered sales of
approximately US$50 million in 2019,
supplying office products resellers
across the country from five facilities
in Vancouver, Toronto, Calgary and
Edmonton.
It distributed more than 16,000

products, both branded and private
label. Novexco claimed the acquisition
would give its customers access to a
broader selection. SPR will continue
to have access to its private brands
across all Novexco customer channels
and markets in Canada under a
long-term agreement.
Novexco CEO Denis Mathieu said the
acquisition was complementary to his
group’s current distribution channel.
“SPR Canada’s warehouses in
western Canada will help us serve our
customers in the west, whereas our
existing warehouses in eastern Canada
will help reduce the delivery time to SPR
Canada’s customers in the east,” he
explained. “We are pleased to expand
our presence in [the market] and offer
an array of products and a robust
coast-to-coast distribution service.”
Genuine Parts CEO Paul Donahue
added: “We are very pleased to
complete the sale of S.P. Richards

Denis
Mathieu
Canada and take another step forward
in our strategy to optimize our portfolio.
Novexco is a leader in the industry and
an excellent partner for our Canadian
customers and our employees. We want
to thank the entire S.P. Richards team,
and in particular our team in Canada, for
making this transaction possible.”
The deal—whose financial details
were not revealed—was effective
January 1. Genuine Parts said it would
use the cash proceeds of the sale
“in line with its disciplined capital
allocation strategy”.

Delaware court rejects Essendant class action suit

The class action lawsuit that a number of its Essendant shareholders brought
against its former board of directors and Sycamore Partners alleging breach of
fiduciary duty has been dismissed by the courts.
Essendant shareholders filed the lawsuit in Delaware at the end of October 2018,
alleging the company’s board had failed to obtain the highest reasonable value for
the wholesaler by agreeing to be acquired by Staples’ owner Sycamore Partners.
The complaint also alleged Sycamore and Staples had aided and abetted the
Essendant board in these fiduciary breaches. A later amendment added a claim
against Sycamore for breaching its fiduciary duties as a controlling shareholder in
Essendant and against the Essendant board for aiding and abetting Sycamore’s
alleged breach.
In April 2019, the defendants moved to dismiss the claims. In his ruling made
at the start of this week, Joseph Slights, vice-chancellor at the Delaware Court of
Chancery, sided with the defendants on all counts.
The class action ruling does not affect a separate lawsuit filed against Essendant by
Genuine Parts. This complaint is also being heard in the Delaware Court of Chancery.
A motion by Essendant to dismiss was rejected by Slights last September.
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RESI

™

COLLECTION
AVAILABLE NOW

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.

www.safcoproducts.com

Industry News CONTINUED FROM PAGE 10

Xerox obtains $24 billion in takeover
financing, HP doesn’t blink

FriendsOffice joins the
AOPD fold

HP Inc has dismissed once again
John Visentin
Xerox’s attempts at a takeover.
Following last month’s news
that Xerox appeared to be on the
attack regarding any potential
deal between it and HP, the firm
issued a letter to HP’s board
of directors confirming it has
obtained $24 billion in binding
financing commitments for its
proposed takeover of the print
and PC giant.
The letter, signed by Xerox CEO John Visentin and addressed
to HP chairman Chip Bergh and CEO Enrique Lores, claims Xerox
had engaged in “constructive dialog” with many of HP’s largest
shareholders over the past few weeks.
“It remains clear to all of us that bringing our companies together
would deliver substantial synergies and meaningfully enhanced cash
flow that could, in turn, enable increased investments in innovation and
greater returns to shareholders,” he wrote.
Visentin continued: “But it also became clear from our dialog with
your shareholders that you and your advisors have been questioning
our ability to raise the capital necessary to finance our proposal. We
have always maintained that our proposal is not subject to a financing
contingency but, in order to remove any doubt, we have obtained
binding financing commitments (that are not subject to any due
diligence condition) from Citi, Mizuho and Bank of America.”
However, in a short response to Visentin, Lores and Bergh wrote:
“We reiterate that the HP board of directors’ focus is on driving
sustainable long-term value for HP shareholders. Your letter dated
January 6, 2020 regarding financing does not address the key
issue—that Xerox’s proposal significantly undervalues HP—and is not
a basis for discussion. The HP board of directors remains committed to
advancing the best interests of all HP shareholders and to pursuing the
most value-creating opportunities.”

The AOPD national and regional accounts
dealer network has announced that its board
of directors has approved the membership of
FriendsOffice, headquartered in Findlay, Ohio.
FriendsOffice has been supplying customers
for over 25 years and now boasts six locations
in its home state.
“On behalf of the board of directors and staff,
AOPD is pleased to welcome FriendsOffice
to the AOPD family of dealers”, said AOPD
executive director Mark Leazer. “Friends is
already very experienced in selling to national
and regional accounts and specific vertical
markets, especially healthcare. AOPD is excited
to bring Friends onboard to mutually grow our
respective business together,” he continued.

Chip Bergh

Crayola names new CEO

Children’s art and stationery products
manufacturer Crayola has appointed Rich
Wuerthele as its new CEO.
Wuerthele has more than 30 years’
experience in the consumer goods industry
and was most recently president of Newell
Brands’ home fragrance portfolio. Prior to
that, he was the CEO of Newell’s outdoor
and recreation business, which includes the
Coleman brand. He officially starts his new role
at Crayola January 16.
Hallmark-owned Crayola had been seeking
a new CEO after its former head Smith Holland
took on the job of president at the group’s
Hallmark Greetings business last July.

Enrique Lores

»
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The Permanent Marker Whiteboard Surface
It's time to expect more from your whiteboards and dry erase walls.
Let staining and ghosting be things of the past.

Post-it® Flex Write Surface

A

The permanent marker whiteboard surface. Backed by a 3 year
limited warranty.*
Item #

Description

Qty.

List Price

A MMM FWS3x2

Post-it Flex Write Surface, 3' x 2' Roll

EA

MMM FWS4x3

Post-it® Flex Write Surface, 4' x 3' Roll

EA

$111.76

MMM FWS6x4

Post-it® Flex Write Surface, 6' x 4' Roll

EA

$221.49

MMM FWS8x4

Post-it® Flex Write Surface, 8' x 4' Roll

EA

$294.09

Post-it® Flex Write Surface, 50' x 4' Roll

EA

$1419.39

B MMM FWS50x4

®

$65.23

B

Post-it® Flex Write Surface Accessories
Store markers, cleaning cloth and spray bottle in the accessory tray.
Item #

Description

Qty.

List Price

C MMM DEFTRAY

Dry Erase Accessory Tray, Holds up to 4 lbs.

EA

$11.25

D MMM DEFCLOTH

Dry Erase Cleaning Cloth, Washable

EA

$5.42

C

D

Contact your local office supply dealer for more information.
For a sample go to https://engage.3M.com/FlexWriteSampleIDC while supplies last.
* Limited Warranty: Product will be free from defects in material and manufacture when used as directed for indoor vertical applications only, for 3 years from purchase date. Not
covered: normal wear and tear, or damage from accident, misuse, alteration or lack of reasonable care. 3M will, at 3M’s option, replace or repair product or refund purchase price upon
receipt of proof of purchase. Warranty valid only for products sold in USA and Canada and gives you specific legal rights. You may have other rights which may vary from state to state or
province to province. To obtain warranty service in USA, contact 3M at 1-800-395-1223, and in Canada 1-800-364-3577. Limitation of Liability: 3M will not be liable for any loss or damage
arising from use of this product, whether direct, indirect, special, incidental or consequential, regardless of the legal theory asserted, including warranty, contract, negligence or strict
liability. Some states, provinces and countries do not allow the exclusion of limitation of incidental or consequential damages, so the above limitation or exclusion may not apply to you.
3M and Post-it are trademarks of 3M.
© 3M 2020.
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New owner
crowns Mutschler
at FireKing

Acme adds First
Aid Central in
Canada

Champlain Capital, new owner of
FireKing International, has appointed
industry veteran Jay Mutschler as
non-executive chairman.
The move will reunite the former US
Office Products (USOP), Corporate
Express and Staples senior executive
Mutschler with Warren Feldberg,
managing partner of Champlain, who
was previously USOP CEO. Previous
president Gary Weisman has also been
confirmed as CEO at FireKing.
“Our mission is to invest in good
companies that provide customers
with meaningful products and services
combined with a history of solid
financial performance, and FireKing fits
this mission perfectly,” said Feldberg.
“Jay and I will be working with Gary
and the FireKing management team
in a variety of collaborative ways,
including strategic planning, providing
capital for infrastructure, marketing,
acquisitions and accessing a network
of outside resources,” he added.
“We could not be more pleased
about Champlain Capital as our

Connecticut-based supplier Acme
United Corporation has acquired
the assets of First Aid Central,
a Canadian first aid and safety
supplier.
Headquartered in the Quebec
town of Laval, First Aid Central
has been operating since 2007.
It produces and sells a complete
line of first aid kits, refills and safety
products to a broad range of
industries and end users.
Acme has been in the first aid
business for more than 40 years and
has been growing in the category
over the past few years following the
acquisitions of Pac-Kit in 2011 and
First Aid Only in 2014, in addition to
its own PhysiciansCare brand.
The purchase price of First Aid
Central was not disclosed but Acme
said the acquisition was expected to
be accretive to earnings in 2020.
“We intend to use the Laval
location to expand production,”
confirmed Acme CEO Walter
Johnsen. “We believe our global
customers will benefit from local
production and service of our
product line in Canada.”

new owners; they understand our
business and believe in our mission of
providing the best records protection
for businesses and organizations
throughout the world,” said Weisman.
“Most importantly, Champlain has
committed to investing in our brand,
aggressively growing the business and
enhancing our leadership position.”
FireKing, which operates in more
than 80 countries, will continue
manufacturing at its current location in
Indiana, maintaining its status as the
only U.S. manufacturer of fire-resistant
filing cabinets.

Bunzl and Imperial Dade both
add to portfolios

Jan/San and facilities supplies distributors Bunzl and Imperial Dade have both
been on the acquisition trail.
U.K.-based multinational Bunzl has acquired Cleveland, Ohio-based
supplier Joshen Paper and Packaging. Established in 1988 and with annual
revenue of $300 million and facilities in 11 states, Joshen provides a full range
of not-for-resale goods—including cleaning, hygiene and office supplies—to
customers in the grocery sector.
Meanwhile, New Jersey-based Imperial Dade made two acquisitions in the
space of a few days. Firstly, it secured the business of Jan/San and foodservice
distributor Wagner, which had three facilities in western Texas. It then added
California supplier American Paper and Plastics to its platform, marking the 27th
acquisition by Imperial Dade since the private equity-backed takeover of the firm
by father and son team Bob and Jason Tillis in 2007.
JANUARY 2020
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Leadership change
at Diversey
Phil Wieland has been named
interim CEO of cleaning and hygiene
solutions giant Diversey. The move
follows the departure of Mark
Burgess who has resigned after just
over a year in the job.
In a press release, Bain
Capital-owned Diversey said Burgess
had resigned effective January 9, in
order to take a C-level role elsewhere,
although he will remain on the board
of directors for the time being.
Former Diversey Care executive
Todd Herndon has rejoined the Jan/
San supplier to take on the CFO role
vacated by Wieland.
Burgess, who replaced Ilham
Kadri at Diversey in December
2018, said the business had made

“great strides” in the past year,
“becoming a stronger and more
profitable and sustainable” company.
“Organizing the business around
more regionally-focused leadership
has allowed us to get much closer to
our customers and service them more

effectively,” he added.
Wieland noted Diversey’s
year-on-year constant- currency sales
growth in the third quarter of 2019
had been 3% and that EBITDA had
increased by more
than 20%.

The Only In-depth Sales and Operations

OFFICE MOVING TRAINING
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INSTITUTE IN THE WORLD
Now online and affordable to everyone
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NOPA
News
2019…
What a year!

By: Mike Tucker, president and CEO of NOPA

In spite of the seemingly incessant
industry churn, politics, climate
change, Amazon, etc., most of the
independents I’ve spoken with had
a successful 2019. Hard work, good
planning and a strong U.S. economy
helped dealers survive and thrive.
Most dealers still identify Amazon
as a serious threat to their business.
They recognize that Amazon isn’t
going away, but more importantly
they realize that with a plan you can
minimize the impact that Amazon is
having on your customers. Here are
a few suggestions for some building
blocks for a plan:
• Have a policy for price match
requests
• Have a list of probing questions
that your reps can use to educate
and reinforce the value of your
company
• Hold regular meetings with
employees to update and reinforce
this training
• Promote the features and security
of your website
• Talk about supply chain security
and counterfeits
• Educate/engage your elected
officials
Finally, it’s important to tell a
good story. Phil Scott, VP of sales
at ImpactOffice in Beltsville, MD,
recently provided a great example
on one of his social media feeds. I
thought I’d share it with you:
She cheated on us, but Amazon
Business couldn’t keep her happy!
She looked me straight in the eye,
without shame, and said, “I bought
those red Flair pens from Amazon,”
The uber-busy administrator
remembered they were out of her
DECEMBER 2019
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boss’s favorite pen and bought them
on a whim when buying something for
herself. “It seemed like a good price and I
needed them!” Here are the problems:
• They didn’t come the next day and sure
enough the boss asked about them.
• She then had to manually submit
the invoice from Amazon and cut a
separate check.
• The price was higher when you did the
math of the “unique” packaging.
• When it did arrive (according to
Amazon) she had to hunt down and
dig through the stack of FedEx/UPS
boxes to find the one containing the
pens. (by the way, the pens were fine,
but the box was mangled.)
• She then contemplated returning
them, but the idea of having to go back
online, print out a label, put it in a box,
etc., was just too much.

Then it hit her: “How many other people
in her office are doing the same thing and
wasting company time and resources
with rogue purchasing instead of buying
through preferred vendors?” We asked her
to send out a memo to all buyers reminding
them why they should stick with us and
pointing out we will save them precious
time and money because we offer:
• Free, consistent, next day delivery
• Deliveries made on company owned
trucks by company drivers
• Streamlined billing that assigns
purchases to proper billing/accounting
codes
• A procurement system that guides users
to purchase the most cost-effective,
locally stocked items
• Local sales and customer service that
will handle returns and other problems
with just a simple call or email

Their purchases have increased,
but when we go to visit, we still see
Prime boxes scattered around the
office. The battle against rogue
spending continues!
Independents, KEEP UP THE
GOOD FIGHT!
You do so many things better
than Amazon. You just need to
make sure your customers don’t
forget it. And please, if you have
a good Amazon story of your
own, we’d love to hear it! (mike@
iopfda.org).
Best Wishes for a Healthy and
Prosperous New year and thank
you for all you do to support
NOPA.

2020 Scholarship Application
Now Available
Created more than 50 years ago, the National Office Products Alliance (NOPA) Scholarship Fund
started with a $5,000 donation and has now awarded more than $2.5 million in scholarships to
deserving families of office products and office furniture dealers. Supported entirely through
individual and member contributions, the fund recognized 25 college students receiving one-year
scholarships for the 2018-2019 academic year.
Judged by an independent panel, not only are applicants scored for their academic success but for
their outside interests, extracurricular activities, community services and financial need. Any person
who is an employee or related to an employee of an Association member firm may apply.
Membership status is verified. Candidates must have graduated from high school or its equivalent
before July 1 of the year in which they would use the scholarship. Candidates must have an
academic record sufficient to be accepted by an accredited college, junior college or technical institute.
Students already in college or graduate school may also apply.
The deadline to apply is March 2, 2020.

To learn more, contact info@iopfda.org
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By Michael Chazin

Dealers expect positive growth in
2020 against a backdrop of changing
industry dynamics, unprecedented
change and growing anxiety.

Cover Story CONTINUED FROM PAGE 18
There is a good deal of uncertainty in
the air as independent resellers move
into 2020. The Essendant-Sycamore
deal hovers over the industry amid
dealer concerns. Numerous promises
have been made yet dealers remain
unsure of what benefits might accrue.
Almost simultaneously, buying groups
are merging and if the results seem
more universally positive, the overall
experience is reminiscent of the
wholesaler combination with things
moving along at what seems like a
snail’s pace.
The timing of the buying group
merger was far from ideal, according
to Phil Barnette, vice president sales
and marketing, EVOS, Chandler,
Arizona, as the Essendant deal was
so prominent and created a void in
the market while it was taking place.
“It is troubling to hear ‘We are working
on it’ from ISG and Essendant at the
same time,’’ says Barnette. “We have
a business to run, so in some cases
we have been forced to use third-party
companies to accomplish what
Essendant and ISG could be offering.”
EVOS is forecasting close to 15%
growth for the coming year, based
on a sales analysis developed using
category sales by Essendant. Barnette
sat down with his administrator and
compared in-house percentages with
the wholesaler’s. Chemicals offers a
great example: Essendant shows 8.2%
while EVOS is at 2.4%. “We did that for
every category; we figured in inflation
and it came to 14.6%,” says Barnette.
“If we want to grow quickly in 2020
we need to at least get up to industry
averages and then surpass them.”
Kerr Workplace Solutions,
Elizabethtown, Kentucky, went through
a rebranding and an acquisition
last August. “For us stabilization
is important and continued sales
growth is critical,” says Ed McCoy,
vice president sales and marketing.
Additionally he sees the need to
develop new talent and find new ways
to stay relevant. “We have to continue
JANUARY 2020

to penetrate our existing customers
with additional categories, products
and services. That’s critical. They know
us, they trust us. So that is one thing
we’re focused on and will continue to
focus on.”
Growth in 2020 is expected at
Egyptian Workspace Partners,
Belleville, Illinois, as well. “We are
looking at new product categories,
looking at acquisitions and looking to
expand our reach,” says Brett Baltz,
director of business development.
The dealership is examining
promo products as it works on two
acquisitions. [See this month’s
“Winners’ Circle” for the first of those
acquisitions.] “We’re not seeing
a lot of commercial development
for big furniture projects in 2020,
which is a little alarming,” he adds.
From a furniture project perspective
Egyptian is being forced to pursue
opportunities up to two hours away, in
Southern Illinois.
“We are anticipating a gross sales
increase of approximately 10%
to 15%,” says Paul Zimmerman,
president, Office Products Nationwide,
Portland, Oregon. The dealership
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is looking for sales growth in office
furniture and janitorial products.
“We do a pretty good job right now
but believe this is our growth engine
moving forward,” says Zimmerman.
“We have some pretty aggressive
programs in place to compete against
Staples and Office Depot. We have had
some reasonable success for the last
year and a half so we see that growing
even further.” The one soft spot might
be project sales. Zimmerman thinks
furniture project sales will be good but
not as good as 2019.

Partnering with Staples

Everyone seems to have an opinion
regarding the Essendant-Sycamore
deal. They range from highly favorable
to extremely unpopular; most everyone
is in agreement, however, that
projected price reductions have yet to
fully materialize.
“I think it’s genius,” says Derek
Hartsfield, managing partner, Gazillion
Office Products, Frisco, Texas. He
says he is unconcerned about security.
“Staples already knows who the
independent dealers’ customers are;
we can all buy the same lists.” He is
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more focused on customer acquisition.
“I think it is great if our fill rates go up
because we can pull from a Staples
distribution center and if we have
access to products that we don’t have
access to today.”
Other dealers are less optimistic.
“It’s good and bad,” says Baltz.
He contends that Staples and
independents have different strengths.
“There are some product categories
that we absolutely need that Staples
has, so we are really looking forward to
the Staples warehouses being added
to the Essendant facilities.”
“We think that there’s an opportunity
for Essendant to use Staples
warehouses for ADOT [Automated
Distributor Order Transfer],” says
Zimmerman. If the closest warehouse
runs out of HP toner or Smead folders
they could pull them from a Staples
facility. ”That would be helpful, but
we are absolutely not going to sell a
Staples branded product.” He says
that a lower cost of goods has been
promised but has yet to materialize.
“We have not seen lower costs but
would be encouraged if we did.”
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At JB Office, Chatsworth, California,
Julian De Salay, president and CEO,
takes a different position. He finds the
combination unsettling and thinks if
a customer buys a Staples branded
product, then what purpose does JB
really fulfill; they could buy it directly
from Staples. “I don’t want a lot of
distributors knowing who my clients
are,” he says. “I would rather pay a little
more for shipping or delivery and have
it controlled by me.”
“It would be awesome if Staples
could create an Amazon-like
environment that independents
could use to sell products,” adds De
Salay. He says that buyers across
the country probably are not familiar
with JB Office but they certainly know
Staples. “If Staples put together a
marketplace similar to Amazon, that
would be a great way to help dealers
out. That would be a way for the two
channels to work together and be
profitable together.”
There have been a few price
decreases, says Cindy Ciaccio, vice
president and COO, The Weeks
Lerman Group, New York City. She
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says that the dealership has been told
that compelling price reductions are in
process and still could happen. “What
I would actually like to see happen is
for Essendant to integrate with Staples’
search engine which seems to be
more robust,” she says. “Essendant is
working to understand what they can
secure technology-wise from Staples.”
Barnette suggests that the
Essendant/Staples arrangement might
have its biggest impact on product
availability. “If they truly bring us more
products that we can take to market
quickly, help us integrate those into
our marketing programs, we can win,”
he says.

Consolidation on steroids

There’s no question that office products
distribution is experiencing rapid
change, not the least of which is its
ongoing consolidation. “The merger of
IS, TriMega and Pinnacle is a positive
direction for the entire industry,” says
Baltz. With the amount of resources
that will be made available to members
it should be extremely beneficial for
dealers. “I’m optimistic that the people
who are in charge are going to sail the
ship in a positive direction for the IDC,”
says Baltz.
“We are fully in support of the merger
and have already found it to have
opened more programs and options
for us to leverage,” says Lincoln
Dix, vice president of sales at Storey
Kenworthy, Des Moines, Iowa. “We
are very interested in marketing tools.”
TriMega had a marketing program that
was retired a couple of years ago, so
the dealership is interested to find out
what ISG has to offer. The merger has
opened up some new vendors, and
Storey Kenworthy is eager to work with
them and pursue all the options they
make available.
Unsurprisingly delears identified
online competition that comes from
Amazon and similar sellers as one of
the biggest issues they face in today’s
market. “It’s a challenge, especially
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when there isn’t much loyalty from our
vendors,” says Zimmerman. The best
approach, he says, is to go back to
basics, build relationships and explain
the relevance of a one-stop shop. “We
explain how we are different and how
we can improve the service level for
our clients,” he says.
To convert these customers, a dealer
has to be good at explaining soft costs.
This approach presents an alternative
to customers as to why they should
do businesses with an independent.
“It can be a convincing argument if
you’re talking to the right person,” says
Zimmerman. To reach out to the right
person Nationwide uses LinkedIn data
to find purchasing managers, facility
managers and the like. “I can’t believe
that an office manager or purchasing
manager really enjoys comparative
shopping on four different web sites,”
he adds.
To stay competitive with online
sellers, Gazillion focuses on making
the shopping experience easy for
customers. The most recent website
refresh reduced the number of clicks
needed to place an order. Customers
can order off their smartphones
or tablets. With a fill rate at 100%
customers always get what they order
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and drivers place boxes exactly where
the customer wants them. “Our entire
focus makes it easy on the customer
so they don’t have to think about it,”
says Hartsfield.

Big box weaknesses

One of the biggest opportunities
Hartsfield sees for 2020 is to go after
the competition. “Customers who buy
from Amazon or Staples are a huge
market for us,” he says. “Amazon’s
product offering is very limited and their
prices aren’t better than ours,” Hartsfield
contends. He asks customers for their
last four invoices and then writes his
prices next to the Amazon price. “We do
it all day long every day and their prices
are not that good.”
If customers are especially
concerned about price, Hartsfield
offers them Essendant house brands,
which many buyers are not aware
of. Just offering better prices isn’t
enough to convert these customers
but Gazillion salespeople stick with it.
“It takes consistent effort to convince
them; one call, generally is not going
to do it,” he says. He says that 90% of
new account conversions take place
on the fifth call. “If I know that I just have
to build up my pipeline.”
INDEPENDENT DEALER

As Baltz sees it some of Amazon’s
prices are lower but a lot of their
prices are not. Amazon doesn’t
really offer any value beyond
the item being purchased so the
purchase is transactional. “if you’re
an independent dealer and all you do
are transactional relationships, I think
you are probably in trouble,” he says.
Dealers need to be out educating
customers and building relationships,
he argues.
Going forward the dependency
on online customers will only
increase. “They want to buy online
at a competitive price and receive
prompt deliveries along with
something special,” says Barnette.
“They want to be treated well and
shown that we care about them.”
Amazon doesn’t do that and neither
do the big box players. “We have to
give the perception of being priced
competitively and that’s why we make
sure anything we send out has key
commodity items priced at or below
market,” says Barnette.
To help establish mindfulness,
EVOS has started monthly campaigns
offering incentives to involve
customers. The December promotion
sent out coloring books, colored
pencils and a candy cane. The
materials were packaged along with a
document that read: “This time of year
is stressful. It’s proven that coloring
helps relieve stress. So here’s some
candy for you to enjoy the holidays
and take some stress off and color a
picture.”
This was the third month in a row
that something was sent out and
customers have started to notice.
The dealership has started to receive
calls and emails in appreciation.
Barnette says there is a place for an
independent that says. “I’m going to
be competitively priced, I’m going to
sell you things you need and I’m going
to go the extra mile. Then we are going
to go outside the box, and we’re going
to treat you like we care.”
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Growing online competition

It is not just the normal list of online
competitors that sell against dealers.
There are major manufacturers in
many categories that sell through
dealers but also sell direct. In some
instances the business might be
grandfathered; in many more situations
the manufacturers are just out for
additional sales. If dealers don’t find
this upsetting, they’re not paying
attention. “There’s not a lot we can
do about it because it is so difficult to
police,” says Ciaccio.
She has talked with vendors about
this and her purchasing team has
been in touch with the buying groups
to get them involved. “It we don’t get
that message out through the buying
group in a compelling way, we’re lost
on our own. Once you see it, you can’t
stop seeing it,” she says. “I think it is
becoming more commonplace.”
One proven way to offer an
alternative to online purchasing is
through a buy-local campaign. Weeks
Lerman can’t really do much with
traditional media as costs in New York
are sky high. Amazon deliveries are
also up there. A report from Rensselaer
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Polytechnic Institute reports that
deliveries to residential properties in
New York City tripled from 2009 to
2017, with at least 1.1 million packages
delivered daily. And online shopping
is still in its infancy, accounting for just
shy of 11% of all retail sales.
“Our manufacturing partners, aren’t
giving us tips on how to compete with
Amazon, because at the end of the
day, most of them are distributing
through Amazon,” says Dix. He
suggests that manufacturing partners
are giving independent dealers an
invaluable reality check.
When all is said and done they need
distribution. “They tell us they will
distribute through Amazon if the IDC
can’t give them the distribution they
need,” says Dix. He says that hearing
this is harsh, but it’s reality. The IDC is
a vital part of their business model but
in many instances manufacturers still
require wider distribution.

The best defense

One of the best defenses against
online competition is to get involved
with categories or products that don’t
lend themselves easily to online sales.
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Kerr Workplace Solutions has a strong
business selling furniture, copiers
and janitorial machines. You need a
service team for the copier business;
you can’t sell the product line without
one. “Clearly people in the B2B world
need these solutions and they want
people to come out and show them the
products,” says McCoy.
He also works with manufacturers
who help with onsite demos. “We
recently did a school training session
where we brought in a rep from a
cleaning chemical manufacturer and
we taught a group of janitors how
to properly strip and wax floors.”
Being the kind of partner that would
offer this service shows the value
that an independent dealer brings to
such situations. “This offers a great
example on how we can definitely
penetrate those markets and stay
relevant,” says McCoy.
Another ongoing industry trend is
consolidation in the dealer community.
”Honestly I think it has become the new
normal in our industry,” says McCoy.
Last summer Kerr Workplace Solutions
made an acquisition that moved the
dealership into the Louisville market
in a major way. “We had always been
there but only on a small scale,”
he says. There is an abundance of
customers, more salespeople are
available and drivers are based there.
“Now the challenge is how we leverage
that and use it to our advantage to grow
our brand.”
Acquisitions continue at Storey
Kenworthy and dealers have actually
approached the dealership with an
interest in selling out. “The ownership
has made it clear that we need
to continue to be ready for more
integrations,” says Dix. “Right now
there is a lot of interest from smaller
dealers, non-stocking dealers in
particular, to look for exit strategies if
they don’t already have a succession
plan in place.”
“It’s definitely an opportunity for
us,” says Baltz. He says that a lot
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of dealers have not made needed
investments to their business over
the past decade. Those are the
ones getting acquired. “We need
independent dealers to be strong,”
he adds. “As long as IDC members
are being acquired by other IDC
members, I think it is positive.”

Path to survival

The impact of acquisitions creates
bigger competitors for us, says De
Salay. “I think it is indicative of the
maturity of the market,” he says. He
contends that when larger dealers get
acquired by a big box company they
often lose a lot of what originally made
them successful. At the end of the day,
he suggests that realistically only the
strong will survive and he regularly
takes business away from his big box
competitors.
In the Dallas market, Staples
purchased a large independent dealer
last year. “Our phone hasn’t stopped
ringing because there is a certain part
of the population that wants customer
service,” says Hartsfield. He sees the
acquisition as a big opportunity for
the coming year and is focused on
taking customers away from what is
now a dealership in big box hands.
“Customers want the independent touch
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and they can’t get it from Staples.”
A strong competitive stance in
today’s market requires that dealers
take a look at the categories they sell
and make adjustments. “The continual
change leads to more technology and
janitorial items,” says De Salay. “No
matter how paperless you go you’re still
going to drink coffee, blow your nose,
sit at a desk and use your computer,”
he adds.
Storey Kenworthy has had a facility
solutions specialist on staff for the past
six years and that role has evolved over
that time. Originally the specialist did a
lot of training and coaching to elevate
the knowledge base of the sales team.
“Today, our Jan/San specialist helps
manage the category and works
with suppliers,” says Dix. “To grow
the category we have got to have
somebody that can talk to high-level
decision makers about facility supplies
for an entire office.”
To further its breakroom business
Storey Kenworthy has expanded its
brewer program and added a new
vendor—Aquabeve. The dealership
now also offers environmentally
friendly coffee pods as the Midwest
begins to embrace a more eco-friendly
approach. “Some of our larger
customers want to convert off the
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traditional Keurig and get into Pod
Packs because of the environmental
impact as well as some better price
points,” says Dix.
EVOS has expanded its offering
and is talking to additional distributors
who have items not readily available
from traditional suppliers. “I found a
company in New York that offers a
biodegradable coffee pod that our
wholesaler doesn’t carry,” Barnette
said. He continues to search out
providers that will assist him in
diversifying his product mix and help
him exceed his category goals and
objectives for 2020.
“We have really put a big focus on
our equipment,” says McCoy. This is
the third year that Kerr has offered the
IPC Eagle line of janitorial equipment,
including scrubbers, buffers and
ride-on machines for floor care. “We
are focused on that because it is a
service-oriented business and we have
a service team,” he says. Service after
the sale is the really important part of
selling this equipment. “So this and
copiers are categories that make sense
to be in.”

The role of technology

“Technology is critical to our growth
and our success,” says De Salay.
The more growth his business
experiences the more critical that
technology becomes. “If you are
going to focus on driving down costs
and providing the best products for
your customers, you’re going to have
to utilize technology,” he maintains.
There will always be competition from
real-world business as well as online
threats, technology can help level the
playing field.
Virtually every dealer consulted for
this article has either recently updated
its website or is working on an update
right now. “We made good investments
in technology and have a responsive
website that is mobile capable,” says
McCoy. The whole online experience
has to make it possible for customers
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to find what they need quickly, check
out and move on. ”It is no different
from us buying items in our personal
lives.” Drivers are all equipped with
JumpTrack which they access on their
smartphones, and the software has
made the delivery process quicker and
more efficient.
The success of the website is all
about content. “When you visit a
big box website the content seems
endless, but if you visit our site you’re
only going to see what our wholesaler
offers,” says McCoy. He believes the
combination of the buying groups
might prove helpful in this regard.
Egyptian is at work on a complete
transformation of its backend system
and is doing so without using a
traditional industry technology
supplier. Baltz contends traditional
tech suppliers are not fully equipped to
handle online threats. “We have gotten
away from the technology partners
who traditionally show up at industry
events,” he says.
A complete digital transformation
of the website is in progress. “The
website is going to be our number
one salesperson,” continues Baltz.
It is more than halfway finished
and should go live later in the first
quarter. Efforts are underway to
produce videos and add them to the
website to deliver messages more
dynamically.
Baltz is especially vocal on
offerings he would like to see from his
wholesaler. He says that he found the
last wholesaler show disappointing from
a content perspective. “I thought that
some of the breakout sessions actually
misinformed the dealer community.”
He says that organizers need to take
a step back and bring in more outside
partners who know what they are
doing. “When you go to a wholesaler
show there should be 10 vendors
offering email marketing and there
are none,” he says. The same is true
of vendors talking about online digital
strategy; they don’t seem to be around.
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There is also a downside to
technology. “Technology is an ongoing
threat in the form of malware, phishing
scams, spam and competition that is
able to better position their programs
and services,” says Dix. He says the
dealership is hammered every day;
on a weekly basis there can easily be
a dozen or more cyber-attacks. “We
have done a lot of work to educate our
customers and employees to train them
on what to look for.”

Get to the next level

Dealers are split on the value of social
media posts; some see them as
effective communications while others
are less sure. At Egyptian, Baltz is less
supportive. “We actually had a post go
viral last year,” he says. “it got a lot of
views but we got basically nothing in
return.” That result has the dealership
questioning how social media actually
plays into the business. “I think what
we will see is email and even text
messaging becoming more relevant.”
EVOS has been working with a
marketing company on all things
digital. That marketing organization
optimized Google searches so that
EVOS always came up high in results.
“We had them look at our Facebook
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page; we weren’t posting much and
now we post at least twice a week,”
says Barnette. In a little over two
months followers increased from
around 100 to more than 700. “As soon
as we get the Facebook platform the
way we want and we start to get reports
and analytics, then we will start on
LinkedIn,” he adds.
After a recent chamber of commerce
meeting, attendees asked Barnette
what EVOS did. He said: “The best
way I can tell you what we do is you
take any office, turn it upside down.
Everything that falls out, we sell.”
The market has a perception of what
an independent dealer can do and
that usually doesn’t include being
competitive with Staples or Amazon.
“All we have to do is say ‘Yes we are;
let us show you,’ one customer at a
time,” says Barnette. “Then we do all
that extra stuff that our competitors
don’t do.”

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.
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Supply Side

MATTERS
By Lisa Veeck

It should come as no surprise that
Brent Woods, senior national account
manager of the office products
division of BIC, believes brand names
matter. What may be less expected,
however, is the level of impact he is
convinced they can have on customer
relationships within the independent
dealer channel.
“Brand loyalty and brand recognition
are very important in today’s
market,” says Woods. “People trust a
respected brand name and are loyal
to consistent value. They know, for
instance, that each time they pick up
a BIC pen it is going to write the first
time and every time. I don’t want to
dis private label, but in many cases,
there are inconsistencies; they skip,
leak or dry out quickly. Customers
usually find that saving a few pennies
is not worth the dissatisfaction of many
nonbranded items.”
Woods theory sounds plausible and
perhaps not unexpected considering
he has been on the front line for BIC in
various sales capacities for more than
33 years. But how does it help the IDC?
“Independent dealers who sell
respected brand-name products
don’t have the frustrations that can
come with non-branded versions,”
Woods says. “They don’t have to deal
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with the returns and their customers’
dissatisfaction. They also have a
manufacturer who stands behind
the product, so if there is a problem,
the dealer can call their sales rep or
regional manager and get a solution.
Often with non-branded or private-label
products, the dealer doesn’t even know
who makes the items, or they may be
made in countries where, if there is a
problem, it can be virtually impossible
to find the source.”
Woods believes there are other
advantages to buying name brands for
the IDC. “Rebates can be the lifeline
for independent dealers and brand
manufacturers offer them,” he says.
“It’s one of the areas where BIC tries to
tailor programs specific to IDC needs.
On the other hand, private label is all
about price; there are no rebates.”
According to Woods, there’s another
key element missing from non-branded
sales: support: “Brands have people
behind them. There are national and
local reps and regional managers;
there are people you can contact with
questions and get answers. There
are knowledgeable people available
to offer support. The IDC has enough
challenges facing it, so support is vital.
At BIC, again for example, support is
always just a call away. “
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While Woods believes most
independent dealers carry BIC
products “in one form or another,”
the company is always open to new
dealers.
“Most independent dealers are
members of a buying group and if
they inquire about BIC through the
group, I or one of my regional reps will
get involved and contact the dealer,”
Woods says. “We can set it up so
the dealer can buy direct or through
a wholesaler if that is the business
model the dealer prefers. Either way is
fine with us; as long as they are selling
BIC is all that matters.”

Keeping up with today’s
tech times

While Woods is optimistic about the
future of the IDC overall, he believes
there are independent dealers that
will thrive while others could end
up closing their doors involuntarily,
depending on their actions in key
areas, the first of which he believes
is among the most needed—and the
most challenging.

»
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“It is paramount that dealers keep
up with technology,” he says. “We
hold one-on-one meetings once a
year with dealers and I always ask
them if they have someone on staff
running their websites. Surprisingly,
many don’t. Yet in today’s market,
you don’t just need someone; you
need a team. You need to make
ordering easy and increase customer
engagement. Some of the dealers do
virtual tradeshows where people can
see and experience products from their
desks; others use Skype for meetings
when it is too far for their reps to travel.
And it is not just about building and
maintaining an engaging website, one
that includes videos, contests—things
that make customers want to stay and
do business on the site—you need
a team that can also handle social
media and maybe some apps. The
reality is if you can’t communicate with
your customers through a smartphone
today, you can’t compete.”

Relationships rule

While Woods is passionate about
the need for dealers to upgrade and
maintain their technology, he is equally
convinced that the optimistic future
he envisions for the IDC rests in the
realm of relationships. It is also where
he believes the IDC—and BIC—has
a potential upper hand over such
powerhouses as Amazon.
“Like most manufacturers of our size,
we sell to Amazon,” he says. “We sell
to them and we all buy from Amazon in
our personal lives. It’s not wrong. It is
today’s world. We have to understand
it is a competitor that is there. We will
all lose some to Amazon but we will
gain some sales, too. For example, it
is not like customers are going to go
to Amazon for help. It has no inside or
outside sales reps. It is a website that
you order from based mostly on price.
In contrast, the IDC is all about support
and good, strong relationships.
The suppliers and dealers have a
stronger connection and the dealers
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Brent Woods (right) with BIC’s director
of sales/operations, Ron Weingarten
have closer connections with their
customers than say the big guys like
Walmart, Target or Staples. This type
of close connection is almost like family
or close friends and customers are
not going to cast it away, particularly
over time, to save a few cents. If
independent dealers are in the ball
park on pricing but have good service
and relationships they will be fine. The
human touch still means a lot today
and in my opinion that won’t become
antiquated any time soon—or ever.”

A four-pronged formula for
challenging times

“To some degree, there is the concern
of a takeover for most independent
dealers,” Woods admits. “Every week,
there are mergers and buyouts and at
some point many smaller dealers may
have to submit to the big guys.”
Woods does not believe, however,
selling is inevitable. He even has a
four-step program he says can prevent
such an outcome:
“Smaller dealers need to, one, hire
and retain quality people; two, they
need to invest in technology and, three,
they should belong to a good buying
group. If they put a check mark next
to these three things, with number
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four being building and maintaining
relationships, they can hit home runs.”
While his formula is direct, he knows
it is not quite as cut and dry—or as
easy—as it sounds.
“For some dealers, these steps may
require a reality check,” Woods says.
“They may need to take a good look
within themselves and their companies.
If they can’t do it themselves, they
should get outside help; they should
ask or survey their customers to find
out what they think the company is
doing right and what it could be doing
better. When you go to Amazon, you
read reviews. Reviews are important.
Reviews are customers talking to you
and others about that business. Some
dealers may find they need to change
some aspects of what they are doing
or even realign their business. Dealers
who won’t do this, who refuse to
change and remain in the status quo,
won’t make it. Those that are willing to
change as needed will thrive.”
Lisa Veeck is owner of Clean
Communications, a full-service
content, social media and website
auditing provider. She can be reached
at Lisa@cleancommunications.biz;
phone: 773-484-7412.
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IF YOU DON’T EMBRACE TRANSPARENCY,
IT WILL BE FORCED UPON YOU
By Troy Harrison

I’m constantly telling people that
selling has changed more in the last
ten years than in the previous hundred.
Sometimes, people ask me what I
mean. I explain that what has changed
selling the most is the accessibility of
information. Too often, we salespeople
tend to look at information as a
one-way street; technology has added
new tools to get our message out, to
prospect, to build relationships and to
research customers.
What we forget is that technology is
a two-way street. It also has allowed
our customers and prospects to do
a better job of researching us. They
can check us out. They can check our
companies out. And they can check
our products out. All without leaving
their couch or office chair. What’s
more, not all of that information is
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information we can control. Nervous
yet?
My selling career started in 1990. At
that time, for the most part, I and my
company controlled the information
that was widely disseminated about
us. My customers only knew about
me what I felt like telling them. The
messages they received about my
company and its products were those
that got out through our marketing
and advertising. Unsurprisingly, most
of what got out into the marketplace
was positive.
What wasn’t positive was spread
by the old “word of mouth” method.
You know the saying, “Do something
good for a customer and they’ll tell
one person. Do something bad to
them, and they will tell ten.” That’s not
ideal but it’s not disastrous, either.
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Although the “multiplier effect” of
those ten was often discussed (and
they tell ten, and those people tell ten,
etc.), in practice, you had to be pretty
bad at what you did to suffer serious
damage to your reputation from
customer service failures.

It’s not that way now.

Now, the person who has a positive
experience will tell one person. The
person who has a bad experience
will do their best to tell the entire
world, though social media. What that
means is that your entire operation,
your customer service practices
and your business practices can
be laid bare to all of your customers
and prospects with just a few clicks.
That isn’t necessarily a bad thing –
UNLESS you have a lot you’d like to
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hide. Here are some ways that can
happen:
Online reviews: When we think of
reviews, we think of things like Yelp
and TripAdvisor. That gives some
people a false sense of security;
they think that if they are not in the
restaurant or hospitality industries,
they are immune from reviews. Not
so. Virtually any business can be
reviewed on Google’s review pages,
for instance – which means that if
someone Googles your company,
whatever people are saying there is
visible. What is it saying about you?
A while back, I had occasion
to check the reviews of a heavy
equipment dealer that sold and rented
equipment. The very first review
was from a person who had rented
a bulldozer from them a few weeks
before. While renting, they broke a
cowl light off. They anticipated that
they would be billed for fixing it.
What they didn’t anticipate was that
they would be billed nearly triple
what it should have cost; in fact, they
called three other dealers to see
what replacing the light through their
service departments would cost to
verify the overbilling. Here’s what is
worse. They rented the same dozer
again, two weeks later – and the
cowl light had not been fixed. So, not
only were they overbilled, but the job
wasn’t even done. The dealer simply
gouged them. That’s out there in the
world forever. Do you think that might
be affecting their rental business? I do.
Moral of the story: check your reviews.
Product specs: Once upon a time,
salespeople were the repository of
all product information. If a customer
wanted to know the specs on a
particular product or machine, they
could either go through the process of
ordering a brochure (meaning calling
or writing someone) or they could get
a salesperson. It was a great time
for salespeople. The only things the
customer ended up knowing about
their products and services were the
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things that salespeople told them. As
you might imagine, that allowed us a
great deal of latitude.
Now, it’s not so. If you try to
misquote or omit, information about
your product, your customer can
quickly pull it up on their computer or
phone and correct you. So, when you
do quote specs, you’d better get it
right—or you’ll get called on it.
Your own social media: We like
to check customers out on social
media, but did you ever think that
they would be checking YOU out?
It happens frequently. Whenever I
send out a marketing message, I get
notifications that my LinkedIn profile
is being viewed by many of the same
people I just marketed to. I’ve seen
the same thing with salespeople who
cold call. Even if they don’t accept the
appointment, they will check you out.
What is your profile saying about you?
Even on a business platform like
LinkedIn, I see people taking stands
that are controversial, posting a lot of
unprofessional material and content,
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or even complaining about their
company and customers. That is just
dumb. If you do that, be aware that
you’re going to miss business when
(not if) people check you out. And
you might have some uncomfortable
questions asked of you.
The thing to remember is that, in
today’s world, transparency exists to
a degree never known before in our
profession, whether you like it or not.
There isn’t much that you can hide from
your customers and prospects, so you
might as well not even try. Remember:
You can either embrace transparency
or have it forced upon you.

Troy Harrison is the author of “Sell
Like You Mean It!”, “The Pocket Sales
Manager,” and a speaker, consultant,
and sales navigator. He 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.
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BUILD TRAFFIC ONLINE WITH THESE PRINCIPLES
OF SEARCH ENGINE OPTIMIZATION
By Kevin Rehberger

When it comes to improving your
search rank online, there are a few
things you need to do with your
website. As I’ve discussed in the past,
your site needs to work well on mobile
and you need to work on building
backlinks. To get the biggest boost of
traffic, you need to work on optimizing
your content for search engines.
When you are creating content,
there are a few basic optimization
principles you should adhere to.

Keywords are the backbone
of optimization
No matter what type of industry you
work in, keywords are the backbone
of search engine optimization (SEO).
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To attract the right people to your
website, you need to outfit your
content with suitable words and
phrases. To do this, you must do an
extensive amount of research on
keywords related to your business.
First, list all of the services and
products that are offered through
your business. From there, start listing
phrases and words that you think
people would search for online. To
find more specific phrases you can
use online tools like Google’s free
Keyword Planner.
You can also use Google’s search
suggest algorithm to find keywords.
By entering your words and phrases
into the Google search bar, you
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can get suggested terms that are
associated with them. The terms you
get are ones that people search for
when researching a specific topic,
which will in turn give you new ideas
for keywords.

Readability for mobile
users is crucial

Optimizing your website to work on
mobile devices is one of the most
important principles of SEO. And yet,
making a website mobile-friendly
involves more than putting together
a responsive design. You also have
to take the time to create content that
is readable on a large selection of
devices.
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One of the best ways to make
your content more readable is to
break it up into smaller chunks using
headers. Walls of text are intimidating
to people reading on mobile, so
breaking it up will make your content
more digestible.
Creating smaller paragraphs within
the sections will help as well, so don’t
be afraid to indent.
Finally, you should also use images
to give readers a break while they read
through your content. By employing
these tactics, your content will be
more approachable, and will perform
better on mobile.

Search engines focus on
the E.A.T. principle

When creating content online, you
should always adhere to the E.A.T.
principle. This stands for Expertise,
Authoritativeness and Trustworthiness.
This means you must be an expert
in your field, have authority in your
industry and show readers that you
are someone trustworthy.
Search engines like Google use this
principle to highlight content it deems
valuable. If your content is of low
quality or is too similar to the content
offered by other companies, you will
rank lower online.
To make sure your content gets
found, you must offer unique and
valuable content that people can’t get
elsewhere. By doing this, you show
that you are a figure of authority in
your industry and you will attract more
people to your website.

The main difference is that URLs
need to be shorter and more concise.
Shorter URLs are easier to read, and
search engines will have a much
easier time figuring them out.
Next, try to keep your URLs
completely lowercase. Issues
associated with this are rare, but it
would wise to avoid them anyway.
Finally, you should always try to
incorporate keywords whenever
possible.

Regular content audits are
required

The last principle of search engine
optimization is knowing when to audit
your content. Even if you create a
piece of content that gets you lots
of traffic now, you can’t guarantee
that it will do so forever. Content can
get outdated as time passes, so it’s
crucial that you go back and review
your content and make updates where
they’re needed.

To audit your content, you need to
make an inventory that highlights all
the content viewable on your website.
Review the content and use analytics
tools to see how well pages are
performing. If you find that a page isn’t
performing well, mark it down so you
know it needs to be updated.
Once everything is marked, work
with your team to make the proper
updates. This can involve revamping
blog posts, creating new title tags,
making redirects and adding new
internal links. Making updates such as
these is the key to extending the life of
your content.
Remember these principles as
you create content and you will see
a considerable improvement to your
website’s traffic levels.

Kevin Rehberger is a content strategist at
Fortune Web Marketing. To learn more,
visit www.fortunewebmarketing.com.

Search engines like
SEO-friendly URLs

Another way to optimize your content
is to put a lot of thought and effort into
your URLs. By improving the quality of
your URLs, you will improve visibility
for your website. Not to mention, it will
lead to a better experience for users.
Like title tags and meta descriptions,
URLs should accurately describe the
content being displayed on a page.
JANUARY 2020
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By Marisa Pensa

FIVE COPING
STRATEGIES TO
AVOID BURNOUT
Which of these lists would you like to describe you?
Option 1: Energized, invigorated, focused, passionate,
balanced, strong
Option 2: Run-down, sluggish, suffering from brain fog,
stressed, depressed, anxious
I’d choose Option One and I’ll bet you would, too. As we
start the new year and a brand new decade, I thought I
would shake things up a bit and write about a topic that is of
interest to us all.
Before writing Competitive Selling: The Guidebook to Being
Proactive in a Reactive World in 2019, I got about 70 percent
finished with a book focused on nutrition and good health for
the super busy professional. Notice I said “about 70 percent”
finished. I never completed the book for a number of reasons,
but it is still a topic I feel passionate about.
Besides being a writer, I’m also a passionate reader. I’ve
read countless books on business and the profession of
selling.
In my pursuit of living a balanced life, I’ve read an equal
number of books on improving nutrition, relieving stress and
strengthening relationships. I’m also an avid runner and
mountain biker. I travel for business most weeks and work
long hours, as you probably do, too.
A busy life can easily lead to burnout. Burnout is a very
real problem, but with focused daily habits, it can largely be
avoided. Here is my advice on how to do just that in 2020:
1. Get the list out of your head before you hit the bed
We’ve all been there. Your mind is racing and you can’t
sleep. One strategy that works is to make sure you compile
your master list for the next day before you hit the sack. This
can be done before you leave the office or even later in the
evening. It frees up your mind to truly rest and helps you
prioritize tasks much faster in the morning.
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One of my all-time favorite books on time management is
Brian Tracy’s book Time Power. The author boldly promises
you’ll learn how to get more done than you ever thought
possible. It’s a great resource. I think we can all improve in
this area!
2. What you track improves
Just like I would advise a salesperson to track their sales
activities, I would also suggest tracking your physical
activity and your food intake. The more conscious you are
of your daily habits the better you will do. Life is stressful.
Eating the right foods can help. They can truly be medicine
to the body and build up your immunity and stress
tolerance. One way to tap into more tracking this year is to
try out an app like MyFitnessPal (Although there are other
good ones available). Most nutrition gurus say for an active
person, your diet should be made up 40 percent carbs, 30
percent protein and 30 percent fats.
These percentages change drastically depending on
your fitness goals, health needs and doctor instructions.
Whatever the numbers are, how do you know if you are
hitting them if you don’t track them? Along with tracking
nutrition, track your exercise. Let’s get physical…every
single day. We have all seen the rise in sales of standing
desks and for good reason. Stand up and get moving!
3. Take your vacation time this year and lose the guilt
Without regular rest periods, your mind quickly fills up and
the hard drive of sound thinking can be disrupted. When
I started my business 16 years ago, my father-in-law, a
successful business person, told my husband and me to
get away every ninety days, whether we had the resources
or not. That’s something we’ve stuck to and it has paid huge
dividends in avoiding burnout and feeding our marriage.
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For me personally, taking a vacation is an act of faith. There
is always a long list of tasks to tackle and it never stops.
But give yourself permission to rest guilt-free. Come back
re-engaged and even more focused. Go ahead. Look at the
2020 calendar and plan your time off. If you don’t, it will be
2021 before you know it!

become very aware of how much time you are spending in
each area. For a salesperson, it is helpful to look at things
you do that are proactive versus reactive (often draining
activities). Make it a point to be more proactive this year in
the areas you are most gifted.

4. Get off the Complain-train
There is a great book by Jon Gordon called The Energy Bus.
In the book, he describes a great “No Complaining Rule”.
Aspire to hold yourself to this rule and encourage others to
do the same. Be conscious of this energy and time sucking
activity and stop it in its tracks! As the old hymn says, “Count
your blessings. Name them one by one.” Work on driving up
your awareness of how much there truly is to be grateful for!

Here’s one question to help you in figuring out those
gifts: What is something that you can do almost effortlessly,
without much planning, and still perform with excellence?
(Note: The “without much planning” is not advised but it’s
still a way to think of your most natural gifts!)
Remember, people love to do business with someone they
can tell loves what they do. Are you that person? Re-ignite
that passion, take good care of yourself and make it a
fantastic 2020!

5. Find passion in your work
You were gifted with certain skills, talents and abilities that
are uniquely you. Do you know what those are? The Gallup
Poll Strengths Finder is a great tool. Recognize those aspects
of the role you play in your company that give you the most
joy versus those that drain you. Know your body clock and

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.
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By Ed Katz

NETWORKING GROUPS
– A BETTER APPROACH
How do you feel about “networking
groups” where you meet weekly
or monthly and exchange or trade
leads? I don’t like them because I
have found that your leads often end
up in the hands of your competitors.
The problem with joining a networking
group is that most of the participants
belong to more than one group. To
participate in other similar groups, they
must furnish leads—often your leads.
Instead of joining a networking group,
I recommend working with other service
providers on an exclusive basis.
Here’s the process: On a
one-on-one basis, meet with other
types of service providers who
typically chase the same customers
as you do. For example, as an office
mover, I met individually with an office
furniture dealer, a telephone vendor,
an architect, an office space leasing
agent, a copier company and a
general contractor.

During the meeting, I proposed
working with each of them on an
exclusive basis and promised never
to share their leads with anyone else—
ever! What I’d ask in return was the
same confidentiality from them with the
leads I’d give them. I’d warn them if they
ever violated this trust or agreement I
would stop trading leads with them. If
they agreed, I’d tell them I would give
them “warm” leads—companies that we
had already contacted that confirmed
they were moving and, therefore, might
need their product or service. In return,
I required them to give me similar warm
leads and not merely lists of companies
that might be moving.
I developed this confidential “single”
relationship with one company from
each industry mentioned above. I
honored my pledge and gave each
of them my same “mined” leads on a
weekly basis. They, in return, gave me
their screened leads.

I did this at my moving company.
We shared leads exclusively with each
other. Because I was (probably) the
only one who had this one-on-one
arrangement with multiple vendors,
I got more than 30 great warm leads
each month. Since the leads we got
were “filtered,” I didn’t have to hire a
large telemarketing team to screen
hundreds of cold leads that were
nothing more than a list of companies
that had leases expiring. Instead, I
was given solid leads of companies
that needed our moving services. This
exclusive arrangement was our best
source of leads.

To learn about our IOMI® online office
moving training, please visit http://www.
officemoves.com/training/index.html
edkatz@officemoves.com 404.358.2172

What do you think of networking lead groups? Is Ed right or are they working for you? Drop us a note
(rowan@idealercentral.com) and we’ll run a follow-up story on dealers’ perspectives.
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JOI N US FOR TH E

2020

Reinvent Hope

C A M PA IGN

HONOR ING STE PH A NIE DIS MOR E OF HP

F

OR nearly four decades, the National Business Products Industry has helped raise more than
$200 million toward lifesaving cancer and diabetes research and treatment at City of Hope.

In 2020, help REINVENT HOPE with HP as Stephanie Dismore, NBPI Spirit of Life® honoree and senior
vice president and managing director of HP North America, leads our industry campaign in pursuit of
City of Hope’s mission to finding the cures to illnesses that impact so many we know and love.

S A V E T H E D AT E
2020 SKI FOR HOPE
PRESENTED BY SUPPLIES NETWORK
February 11 to 13, 2020
Vail, Colorado

2020 REINVENT HOPE campaign

2020 NBPI TOUR AND
HALL OF FAME DINNER

Honoring Stephanie Dismore
Senior Vice President and
Managing Director
HP North America

February 24 and 25, 2020
City of Hope, Duarte, California
Langham Huntington Resort,
Pasadena, California

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

CityofHope.org
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NOT A SUBSCRIBER?
Sign Up Now
NOT AN ADVERTISER?
Start Next Month
GOT AN ARTICLE IDEA?
We Want To Hear About It.
Call Rowan
703-531-8507
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