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The jan/san sector has seen a considerable uptick in recent months. But while dealers
across the country have shifted focus to maximize opportunities, they have often had to
prospect in unfamiliar and sometimes unforgiving territory to source products
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EDITORIAL
As the pandemic rages on, in this issue we focus on
one of main categories that is providing some respite
in troubled times.
Jan/san (and PPE) sales have increased greatly
over the last few months, although sourcing product
has not always been straightforward. Our cover story
this month looks at the trials and tribulations faced by
some dealers in that regard. We also hear from Nick
Lomax, who heads up the jan/san division at S.P.
Richards, in our regular Supply Side feature about
how the wholesaler has been working to cope with
the massive rise in demand for product.
Both pieces confirm the view that jan/san and
PPE sales will continue to be a big part of the IDC’s
balance sheet in the future as the country gets
used to a “new normal”—whatever that means. It is
perhaps fitting, therefore, that our trade association
NOPA is formalizing closer ties with the worldwide
cleaning industry association, ISSA. There is some
information on this move in the NOPA News section
on page 26 and we hope to bring you a more
detailed update in next month’s issue, once the deal
is finalized.
The other thing that strikes me as I look through
both Winner’s Circle and the news pages is that,
despite the trying times everyone in the industry
(and indeed beyond) is experiencing, the IDC’s
generosity of spirit remains unbowed. The news
that this year’s Reinvent Hope campaign, led
by Stephanie Dismore of HP, has raised $12.5
million is truly fantastic; while elsewhere you’ll find
news on a number of other charitable efforts by
individuals, dealerships and industry associations.
This is testament to the inherent kindness of the
independent dealer community. It is something I am
continually impressed by and that we should all be
incredibly proud of. Keep up the good works!
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Kershaw’s celebrates 120 years of
success in Washington
Nowadays, it’s
hard to imagine
what doing
business was
like in 1900, but
that’s exactly
when Frederick
Kershaw
founded Western
Typewriter
in Spokane,
Washington.
The company
changed its name
to Kershaw’s Inc
in 1923 and remained in the family until 1962, when former employee
Wesley Melior acquired it.
Kershaw’s changed hands again in 1973, when Rudy Cozzetto—
father of current owner and president Diane Mangano—purchased
the dealership. Apart from a brief interlude from 1986 to 1990, when
Cozzetto sold Kershaw’s and then bought back the name, it has stayed
within the family. Diane and husband Damien, who serves as vice
president, purchased the company in 1993 and their daughter, Melissa
King, is now highly involved in the business, keeping it very much
family owned and operated for the foreseeable future.
Much has changed for the company throughout its 120-year
history, except for its unwavering commitment to stellar customer
service. Providing products and services to the Greater Spokane
and Northern Idaho communities, Kershaw’s is primarily an office
products and office furniture dealer. Due to the COVID-19 pandemic,
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Industry leader for over 90 years
The world’s most prestious rubber stamp
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Hand-crafted and tested by experienced stamp makers

The Xstamper truly is the king of rubber stamps

Learn more about the first and best
pre-inked stamp ever made

For more information contact your Xstamper rep
or visit: www.xstamper.net
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the office furniture category has
experienced a surge in requirements
for furniture for the home office—an
area Kershaw’s had eyed for expansion
for years.
As the past few decades have seen
accelerated change in the broader
industry, this has been fully embraced
by Kershaw’s. The most significant
transformation has been to develop the
business for the digital age, including
by creating and maintaining a website
and social media presence, and
building tech-based efficiency in its
warehouse, inventory, purchasing and
deliveries.
“Purchasers do not do business
the way the previous generation
did,” explained Diane. “They don’t
necessarily want to see a sales rep
every week, but want to quickly place
an online order and move on to the next
task. The office supplies buyer typically
has many duties for a company and
buying products must be easy. This is
where our unmatched level of customer

service excels.”
It is going the extra mile that sets
Kershaw’s apart. If a customer requires
something for the office, Kershaw’s will
(almost always) say yes. “We sold a
waffle iron this year,” elaborated Diane.
“If an office needs something, we will
find it for them. We do so many extra
things for our customers—whether it
be procuring unique items or offering
pallet pricing on paper, storing it and
delivering upon request. We offer a
keep-full service for supply rooms,
so they don’t have to worry about
maintaining inventory. When they call
and say, ‘Send me another box of my
envelopes’ or ‘that thingamajig,’ we
know exactly what to dispatch. Five
of our team members have been at
Kershaw’s for more than 25 years, and
our experience and knowledge of this
industry are so important.”
The company’s high standard of
expertise and commitment to customer
service have stood it in good stead
in recent times. At the start of the

pandemic, for example, Diane and
three other team members operated
Kershaw’s by themselves for 10 weeks.
Since becoming fully operational again,
marketing has been a top priority. “We
are reaching out to people differently
because so many of our customers are
still working at home,” explained Diane.
“We offer home deliveries and are
selling some items in smaller quantities.
We have also been keeping our fun
company personality in front of people
through videos on social media.”
Despite a successful transition to
digital and e-commerce—around
50 percent of sales are now online
and growing—Kershaw’s believes
face-to-face customer contact is
essential for business. “Our most
challenging job will be reminding
customers of why there is value in
person-to-person customer service.
They have been buying online for six
months now and we want them to know
when they are back, we will be here to
continue supporting them,” said Diane.

Arizona dealer helps provide aid to Navajo Nation
Arizona dealer GOS has donated 720 bottles of hand
sanitizer to help the Navajo Nation battle COVID-19.
GOS is located in Phoenix, approximately four hours’ drive
from the Navajo Nation. Upon learning of their plight in early
May, the dealership realized that it needed to help.
“By the middle of May, the COVID-19 infection rate on the
reservation was 2,500 per 100,000 residents,” said Patrick
McLaughlin, CEO at GOS. “This exceeded the infection rate
of New York City at its peak. In addition, about 30 percent
of the population in the Navajo Nation do not have running
water in their homes, which presents a challenge to maintain
proper hygiene.”
Like many independent dealers, GOS found it difficult
early in the pandemic to find sources of hand sanitizer, with
demand far outstripping supply. The team worked diligently
not only to acquire as much PPE as possible, but also to be
considered in where and how it was distributed.
“Once we learned of the need on the reservation, we
reached out to the Executive Association of Greater Phoenix
(EAGP) for help,” added Patrick. “EAGP is made up of over
100 of the premier companies in the state and within hours
we had five different offers to get the hand sanitizer up to the
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Navajo Nation. Debbie Hillyard with Mercy Care in Arizona
told us about MD Helicopters’ weekly COVID-19 relief flights
out of Mesa, so we reached out to them the next day. They
asked two questions: how much the pallet weighed and
how early we could get it to the Mesa airfield. We had the
pallet on the tarmac by 9:00 and within 24 hours of reaching
out to MD, the delivery was on its way. I can’t say enough
good things about MD Helicopters. Everyone was down to
business, focused and professional.”
To learn more about MD Helicopters’ COVID-19 relief
flights, watch this video.
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Expansion for Louisiana dealer
GBP Direct, Kenner, Louisiana has
been expanding its business in all
directions. In August, it completed its
acquisition of Premier Office Products,
headquartered in Baton Rouge,
increasing its presence in the market.
According to Cody Durbin, sales
and business development manager
for GBP Direct, Premier brings great
relationships with local companies
that would take years to develop; while
GBP provides the Premier team with
tools to service their customers through
multiple locations within multiple states.
Premier customers now also gain
access to GBP’s interior designers for
furniture projects, more products and
lower-cost goods.
“We know that for all of us to remain
competitive in this quickly changing
industry, we have to combine our
sales volumes and lower our costs
of operating within the same areas,”
said Cody. “With Premier, we are now
able to remove the repetitive costs
of both companies having websites,
phones, back-end computer systems,
overheads etc. Additionally, as we
combine delivery routes within our area,
we are filling up our trucks with more
stops and eliminating the overlaps that
were previously there as two separate
companies.”
GBP will also be opening a new
state-of-the-art distribution center in
Baton Rouge by the end of the year.
The facility is around 7,000 square
foot (sq ft), with room for additional
expansion if required, compared to the
current distribution center of 4,000 sq
ft. “Our Baton Rouge and North Shore
sites serve as cross-docks to receive
goods from our 20,000 sq ft corporate
location in New Orleans, which holds
our stock, along with supplies from the
wholesalers. We receive and merge
those orders daily and deliver to
customers from there.”
The distribution center is fitted for the
“new normal” with dedicated areas for
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videoconferencing and office layout to
accommodate social distancing and
sanitizing standards. There has also
been a push to become eco-friendlier,
including more natural light and use
of LED lighting, Wi-Fi smart devices to
lower energy consumption, and plans
to consolidate printing and other areas
to reduce plastic waste.
“Currently, GBP and Premier are
operating in two locations located
about 25 minutes apart, so our new site
will bring everybody under one roof
and provide the synergies we planned
for,” said Cody. “The entire Premier
staff joining GBP provides us increased
coverage in the greater Baton Rouge
market, which is very large and spread
out. The three locations and bigger
team make us a very significant player
in Louisiana.”
GBP’s ambitions do not stop there,
however. Cody revealed the company
is in discussions with several dealers
about joining GBP Direct: “COVID-19
has accelerated the challenges
many dealers are facing. Our goal
is to relieve them of the pressures of
running a business and let us handle
those headaches while they get back
to selling. It is important to Randy
[Durbin, owner and president of GBP
Direct] that we continue investing in the
remaining dealers, so we can capture
the talent, industry knowledge and
customer relationships before losing
them all to a national company or
elsewhere.”
INDEPENDENT DEALER

FSIoffice recognizes
teacher heroes in
North Carolina

FSIoffice, Charlotte, North Carolina,
has rebranded its Teacher of
the Year promotion as “Teacher
Heroes.” This change aims to
highlight those educators who are
not only doing an amazing job, but
also going above and beyond in
their efforts to educate and inspire
students during the pandemic.
FSIoffice is asking people in its
communities to nominate teachers
who are making extra efforts to
reach students during the crisis.
From each week’s nominations,
FSIoffice chooses the Top Six
Teacher Heroes of the Week, who
all receive a large box of PPE and
school supplies. The top six are
then voted on through FSIoffice.
com/teacherheroes to identify an
overall weekly winner, who wins
$1,000 in school supplies.
Once the five weekly winners
have been selected, FSIoffice
chooses one as the Teacher Hero
of the Year, who wins an additional
$1,000 prize in school supplies.
“Teachers not only teach, but
also provide a safe space for many
students,” said company CEO Kim
Leazer. “During the pandemic, that
secure space has been removed
from children’s lives. Not only has
this situation affected students, but
those exceptional teachers who
understand and really care have
been burdened with exploring how
to ensure that students can learn,
but are equally protected and fed.”
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You’ve Protected Your Family,
What About Your Business?
It’s time to move to the cloud
It’s no longer news that the economy has become very unpredictable. That’s
why a reliable and secure business system is more important than ever. You
and your team deserve to have all process in one place, and your customers
deserve to have protected data. There are a lot of stressful things right now.
Your business management system shouldn’t be one of them.

Learn about our cloud-based ERP solutions and how they can
automate and protect your business.
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Texas educators win with
Perry Office Plus
Perry Office Plus of Temple, Texas held a giveaway for
customers to nominate a local educator to win a HON
SmartLink storage cabinet. The campaign was designed
as part of Perry’s furniture marketing for the second half of
this year, which highlights different products with a related
giveaway.
“Each of the furniture consultants sends an email out to
their contacts. We don’t promote it anywhere else—it’s strictly
for past and current furniture customers. In August, we asked
customers to nominate a worthy educator to receive the
storage cabinet,” said Perry Office Plus marketing manager
Bonnie Johnson.
The winner was Fran Smetana, principal at Raye-Allen
Elementary, who then held a draw among her schoolteachers
for the cabinet.
At the end of August, Perry also partnered with U Brands
to promote its dry erase calendar boards with a related
giveaway, again centered around local educators. “Our
vendor rep helped us put together a great prize package,

and we received many entries for both teachers entering
their classrooms and others nominating their favorite
teachers,” said Bonnie. “It’s amazing to see the exceptional
lengths our local educators have gone to during this time and
it’s just another example of their dedication to our kids and
our community. These giveaways are just a small way we can
show our support and get some of the community engaged
in that effort.”

Acquisitions for Hummel’s in New York

Hummel’s Office Plus has made two acquisitions, both in its home state
of New York. The most recent addition to the portfolio is Workplace
Central-Albany, a division of regional reseller Workplace Central, which
is headquartered in Pennsylvania.
The newly acquired business will remain at its Latham office, near
Albany, but will rebrand to Hummel’s, with all of Workplace Central’s
staff being retained. The deal takes Hummel’s Central New York
employee base to nearly 100.
“The merging of our two companies is a great story for Central New
York,” said Hummel CEO Justin Hummel. “We are proud of the history
of both companies and remain focused on bringing the very best
solutions to our customers while they procure their business products.
Workplace Central president Norman White added: “We believe this
merger is in the best interests of our customers and employees. We
have been happy to provide superior service in the Capital region over
these many years and are confident that, under Hummel’s leadership,
that tradition will continue.”
The second recent purchase is not a fellow dealer, but Smart
Shoppers Club of Central New York. This is a locally owned and
operated coupon book that offers discounts and deals to hundreds
of businesses in the Mohawk Valley area, where Hummel’s is
headquartered.
The transaction was effective August 1, 2020 and Liz Droz, former
owner of Smart Shoppers, will now retire after managing the business
for more than 35 years. The acquired company will trade under the
Hummel’s Office Plus brand.
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Texas dealer claims
Steelcase Premier
Partner status

McCoy Rockford of Austin, Texas has been
named a Steelcase 2019 Premier Partner
recipient. Out of 750 Steelcase dealers
across the United States and Canada, only 42
authorized dealers achieved Premier Partner
certification level in 2019.
The status means McCoy Rockford has set
itself apart as an extraordinary partner through
significant growth in sales and alignment of
Steelcase’s goals with its own for a valuable
customer experience.
McCoy Rockford president and CEO Ken
Beaver said: “We are very proud to announce
that McCoy Rockford earned Premier
Partner status with Steelcase for 2019. This
honor recognizes our leadership among its
world-class dealer network. As the future of
the office continues to evolve, we stand ready
to help our customers and industry partners
understand, design, outfit and manage their
office space needs.”
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One Point featured in Pennsylvania newsletter
One Point, Scranton, Pennsylvania, was
recently included in NEPA Newslines as
a Member Spotlight. Each month, the
Northeastern Pennsylvania Alliance (NEPA)
features a member in its newsletter, and in
August it was the turn of One Point.
The article highlighted One Point’s free
delivery service to local communities and
its charity committee, One Point of Light.
“Being a member of NEPA provides
us with the opportunity to participate in
improving the quality of life in the region,
enhancing services and supporting our
community’s job growth,” commented
One Point marketing coordinator
Molly MacDonald. “It is an honor to be
featured in the newsletter and this shows
that NEPA considers us as a valuable
member.”
Referring to the charitable work
undertaken during the pandemic, Molly revealed
that One Point of Light has donated PPE products to local organizations.
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New CEO for New
York dealer
Millington Lockwood,
Cheektowaga, New York, has
announced a new CEO. The
dealer’s long-time president
and CEO, Michael Bonitatibus,
will retire at the end of this year,
transitioning to an advisory role on
January 1, 2021.
Succeeding him is a company
veteran and current CFO, Joe
Conley, who will become just
the sixth leader in Millington
Lockwood’s 136-year history.
Before assuming the role of CFO
in 2002, Joe was an account
executive for the firm for almost
seven years. Previous to this, he
was merchandise warehouse
manager for Minor League
Baseball team the Buffalo Bisons.
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Virginia dealer
relocates showroom

Guernsey, Inc Office Supply, headquartered in
Sterling, Virginia, has relocated its Interiors by
Guernsey (IBG) showroom to a brand-new space.
Located less than a mile away from the original site,
the new showroom is much bigger, enabling more
complete product offerings to be displayed.
According to executive vice president Phil Allin in a
blog post, “customers can see and feel their workplace
dreams come true.” There is a full-sized classroom,
with six Zones of Learning; and the Chantilly Café,
showcasing coffee brewers and breakroom options.
“This place brings furniture alive far better than any
brochure could. With all the natural lighting coming
through and a big library of color palettes and textures,
we guarantee we can wow anyone who comes through
the front doors,” said Phil.
The new IBG showroom is operational and open for
appointments. Social distancing and health and safety
protocols are all in place, and the number of people in
the building at any one time will be limited.

GET BACK 2 BUSINESS WITH
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Turning Local
Independents
into National
Superheroes
“We joined AOPD in
2002 in order to secure
Regional and National
accounts. Since then,
everything has
changed for us.”
Andrew Atkinson
Preferred Business
Solutions
Dallas, TX

Join AOPD’s network of independent dealers
where small businesses are superheroes.
Visit aopd.com/andrew to continue
reading why he chose to join AOPD
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SECRETS of success
Supply Chimp, New York, NY
There’s definitely something different
about Supply Chimp. To begin with,
while most companies start out with
a physical presence and then turn to
e-commerce, Supply Chimp did just
the opposite.
“Isaac [de la Fuente] was a
schoolteacher in New York City and
needed some supplemental income,”
explains president Kris Colt. “So
in 2006, he started selling paper
shredders through Google. I joined the
company about six months later. Since
Isaac was still teaching, I basically ran
the company for a year and I noticed we
were getting orders from the Defense
Department, the TSA, the FBI and the
CIA. I started looking to see if there was
a program that would make it easier to
sell to government agencies. That was
how we were introduced to the world
of GSA. We got our first government
contract in 2008, near the end of the
fiscal year, and the orders flowed in. It
was like Christmas in September and
we knew we were onto something.”
Today, government contracts account
for about 80% of Supply Chimp’s
business.
Another Supply Chimp distinction is
its unusual moniker. “Initially, we were
named Mono Machines,” Kris recalls.
“‘Mono’ means ‘monkey’ in Spanish
and machines were what we sold. But
it never really caught on; we all wanted
to change the name and the logo.
In fact, when we rebranded in 2016,
we were going to dump the monkey
altogether. But when we asked a lot of
our customers why they bought from
us, one of the things that kept coming
up was, ‘We like the monkey.’ I don’t
know if it was because it was something
unique, but we heard this over and over.
So we kept the monkey and rebranded
as Supply Chimp.”
While Supply Chimp was inevitably
disrupted by COVID-19, like nearly
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every business, Kris says the company
ultimately fared reasonably well—in
part thanks to its attitude: “When
something big changes the industry,
like COVID-19 or Staples’ acquisition of
Essendant, rather than complain about
how bad it is, we think, ‘How can we
support our company and our team?
Is there an opportunity to do good or
increase revenue?’”
Two other factors also worked in its
favor. “We have medical and janitorial
divisions, and we are a virtual company,”
explains Kris. “All our employees had
home offices already, so we weren’t
really affected by logistics.”
But that’s not to say that the pandemic
didn’t present some challenges for the
company.
“One thing that hurt was the change
in spending behavior,” Kris says.
“Customers working from home would
tell us to deliver to their companies, but
no one was there to accept the delivery.
Also, they were buying different things,
not the same commercial office or
school supplies, so July and August
were down a little. But it’s the end of
the fiscal year, so people are starting to
spend their budgets.”
Kris has nothing but praise for those
in the IDC that have made it this far:
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Year founded: 2006
Number of employees: 60
Key management team:
Isaac de la Fuente (CEO), Kris Colt
(President), Kim Tollefsen (Director
of Operations)
Percentage of sales online: 20%
Products carried: Office supplies,
janitorial, medical, furniture, food
service, power tools, industrial,
technology
“Congratulations to all of you who have
survived. It’s been a wild five to 10
years—things have changed so much!”
And he has strong convictions on
exactly what is needed to continue to
thrive in the future: “Anyone who wants to
exist two, five or 10 years from now needs
a vision and a plan. Those who are just
going day to day, crisis to crisis, will not
survive. It’s hard. As leaders, we want to
plan, but we often get stuck in the doing.
Before we know it, a year has passed and
we are still stuck doing. Things change,
and you may have to pivot; but if you
keep your vision and a plan for how to get
there in mind, you will be okay.”
And what about the plan itself? “I like
the quote from John Maly, former CEO of
Paul Mitchell International, who once told
me, ‘Whenever you have a really big idea,
stop and ask yourself: is there an even
bigger idea you might be missing?’”
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If you have news to share - email it to
news@IDealerCentral.com

ISG confirms Industry Week 2021
Independent Supplier’s Group (ISG) has
announced that Industry Week 2021 will
take place in Las Vegas next March.
“Industry Week ’21, powered by
ISG,” will run from March 22-26, 2021
at Caesars Palace hotel and casino.
ISG says the largest business product
industry event of the year will bring
together its members, suppliers and
industry partners for a week-long
agenda. The event will feature, among
other things, a general session,
educational seminars, peer networking,
one-on-one dealer/supplier meetings
and an exhibitor trade show.
ISG chairman Dave Guernsey said:
“We believe it’s so important to get
together face to face, collaborate and
share ideas. So mark your calendars
for late March in Vegas—a world-class
location for a world-class event.”
Meanwhile, EPIC Business

Essentials, the national accounts
organization owned by ISG, has
announced record total sales for the
first half of 2020.
While it didn’t provide a figure, EPIC
said H1 sales were 30 percent higher
than the same period last year, despite
the general downturn in the market
brought about by COVID-19. EPIC
moved quickly after the outbreak of the
pandemic to help dealers grow in the
high-demand PPE category and also
lowered its fee structure with the launch
of a model called EPIC 2.0.
“The EPIC team has worked diligently
in the first half of this year to secure
new business avenues for our dealer
members,” said EPIC managing director
Scott Zintz.
“Our ability to source and sell hard to
find PPE items, add new furniture lines
to our offering and secure a significant

number of new customers via our Omnia
Partners public sector contract has kept
us on a positive sales trajectory despite
challenging economic times.”
EPIC has added over 30 new dealer
members in 2020 and is optimistic
for the rest of the year. It also has
secured three new state government
partnerships since the beginning of
2020 and is in discussions with several
others via a new effort to expand
beyond its current public sector offering.
Commercial and federal government
opportunities also continue to thrive,
it said, thanks to the increased sales/
training support and significantly lower
fee structures of EPIC 2.0

Reinvent Hope campaign raises $12.5 million

Despite the incredibly challenging
environment faced by fundraisers, this
year’s business products industry’s
Reinvent Hope campaign has raised an
incredible $12.5 million for City of Hope.
The 2020 Reinvent Hope effort
culminated in mid-September with a
SEPTEMBER/OCTOBER 2020

virtual Spirit of Life Gala to celebrate the
fundraising work of HP Inc’s Stephanie
Dismore—this year’s Spirit of Life
Honoree—and her team.
With a number of online events
taking place, such as a wine tasting,
golf and a silent auction, plus up to
$25,000 in matching funds donated by
WB Mason, the gala itself raised nearly
$1 million.
In addition to Dismore, presenters at
the gala included Greg Gibson, general
manager at International Paper, and
the 2021 National Business Products
Industry Spirit of Life Honoree. He
was joined by Robert Stone, CEO
of City of Hope; City of Hope patient
INDEPENDENT DEALER

speaker Laura Watts, who delivered
an inspirational message; Scott Light,
executive viced president of packaging
and cellulose at Georgia-Pacific and
chair of the National Business Products
Council; and HP’s general manager
of U.S. consumer and cupplies cales,
David Lary.
In a year that has witnessed a
global pandemic, various natural
disasters and social unrest, City of
Hope praised Dismore’s “inspiring
leadership” in helping to raise such a
phenomenal amount.
Well done to all those involved in
fundraising initiatives and to everyone
who made donations.
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It could be the fact we’ve
been around for decades. Or
because we truly care about
our customers, and work to
create products that help
them look good.
Whatever the reason, if you’re
a loyal Boise Paper customer,
you’re in good company.
If you haven’t tried Boise
Paper, now’s the time – see for
yourself what makes us the
#1 selling office paper brand in
the United States!*

*Source: The NPD Group / U.S. Total Channel Tracking Service / Technology Paper / Jan 2016 – Jan 2020. Boise Paper, Quality You Can Trust and X-9 are trademarks of
Boise White Paper, L.L.C. or its affiliates. For more information on Boise Paper’s trademark use, go to: http://boisepaper.com/terms-of-use/.
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Dochelli named ISSA president
elect as event goes virtual

Essendant’s Harry Dochelli had been elected to the role of vice president/
president elect on the board of directors at cleaning industry association ISSA.
Following a recent election, the ISSA board for 2021 will be led by incoming
president Steve Lewis of surface cleaning tools manufacturer Golden Star. The
appointed individuals are as follows:
• Vice president/president Elect: Harry Dochelli, Essendant
• Executive officer: Mercer Stanfield, Brame Specialty
• Manufacturer director: Matt Urmanski, Essity
• Distributor director: Greg Truitt, Imperial Dade
• Building service contractor director: Valerie Burd, ABM.
Dochelli is therefore in line to become president of the ISSA board in
2022. The new board members will officially take office at the ISSA general
business meeting.
That meeting will be hosted online, following the association’s earlier
announcement that its ISSA Show North America 2020 is to run as a purely
online event following a surge in COVID-19 infections and continued travel
restrictions. It will take place between November 16-19, 2020.
As Lindsay Roberts, group director of ISSA Show North America, explained:
“Our mission statement doesn’t change as we connect as a united industry this
November. Every opportunity is still in front of us; it will just look and feel a little
different. As we drew closer to the show dates, it became clear a virtual event
was our path forward.”
She continued: “We’ve all had to adapt this year, and the ISSA Show is no
exception. This industry is resilient and positive, [and] I believe we’ll take full
advantage of the new opportunities that lie in front of us. We’re excited to build
something effective and engaging for the industry we serve.”
The show will feature virtual exhibits, product showcases and a new product
gallery. There will also be a conference program and networking opportunities
via online chats and webinars. More details about the show and how to sign up
are available here.
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AOPD
welcomes two
new dealers
National and regional accounts
network AOPD has announced
the approval of two new dealer
members by its board of directors.
The first is Office Express Supplies,
headquartered in Hialeah, Florida. The
second is Stinson’s, headquartered in
Bakersfield, California.
Family-owned and locally operated
Office Express Supplies has been
serving commercial businesses
in South Florida for over 32 years.
“Randy Garcia and his team will
bring AOPD back into the Southeast
Florida market in a big way. AOPD
is excited to be working again with
Office Express Supplies to expand
each other’s business in this dynamic
area,” said AOPD executive director
Mark Leazer.
Founded by Ben and Mary Stinson
in 1947, Stinson’s continues to be
family owned and operated. “We
received an opportunity to participate
in a bid process that required national
distribution and the AOPD network
was a natural fit to meet the need.
We are extremely impressed with the
professional and timely response from
the AOPD team,” explained company
president Ben Stinson.
Leazer added: “We are excited to
be entering the Bakersfield, California
market again. The last time AOPD
covered this market well was in the old
days, when Eastman was an AOPD
member and covered half of the West
Coast. In fact, Ben Stinson has already
put us through our paces working
together on a new bid even before
our initial training session. They are
jumping in with both feet already! We
are looking forward to working with
Ben and the Stinson team now as part
of the AOPD family of dealers.”
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Of all the
reasons
to buy
Hammermill,
one rises
above the
rest.

Made in America.
Hammermill paper has been made right here in the United States since 1899,
when our company was founded. Today, we employ thousands of American
workers. That’s thousands of additional reasons to buy your paper from us.
© 2020 International Paper Company. All rights reserved. Fore, Hammermill, and Paper for Life are registered trademarks and Hammermill trade
dress is a trademark of International Paper Company. All other trademarks are the property of their respective owners.
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New SPR enhances dealer platform
Wholesaler S.P. Richards has replaced its Dealer Services
portal with a new resource called SPR Advantage.
Dealer Services originated over 20 years ago, allowing
customers 24/7 access to inventory information through a
simple website and reducing reliance on the telephone for
information about products. The site evolved to provide more
resources, including returns, orders, order history, invoices
and downloadable files.
As more customers used the site, they desired more
functionality and had several suggestions regarding what
they would like to see on the site.
SPR has used that feedback to ensure the new site is user
friendly. It selected a pilot group of 26 resellers to test it with
their workloads over a two-week period.
“We have taken customers’ comments and improved
the user experience,” explained Christie Pruett, SPR’s vice
president of information technology. “We are deploying an
agile approach, which will allow us the flexibility to roll out
continuous improvements from the feedback we continue to
get from our customers as they use the website.”
When resellers log into SPR Advantage, they will find all
the functions of Dealer Services, but with new features and
a streamlined experience enabling them to place orders as
quickly as possible. Users will have the option of customizing
how they access their usual functions. They can create
their own dashboard with their most common tasks, such
as national or regional stock checks, order details or order
history, etc.
Meanwhile, the wholesaler opened its new distribution
center in Chicago at the tail end of July.

The 200,000 sq ft, hi-tech facility uses goods-to-person
warehouse automation and Multiple Modula vertical lift
modules featuring laser-guided put-away and picking, and
employs nearly a mile of low-energy usage conveyors that
route completed cartons to more than 100 sort destinations.
There is also a pallet rack area that provides more than
eight miles of storage, including an aisle of drive-in racking
which handles more than 90 truckloads of product. A
no-touch takeaway conveyor the length of three football
fields handles all recycling in the facility.

ECI’s Connect 2020 canceled

ECI has decided to cancel its Connect 2020 event.
The conference was due to take place in Las Vegas from
November 16-19.
“After much consideration and deliberation, we have
decided that it is in the best interests of our customers and
SEPTEMBER/OCTOBER 2020

employees to cancel this year’s Connect conference in Las
Vegas,” said an ECI statement. “Despite our best efforts to
ensure the safety and security of all attendees, continued
concerns about the spread of COVID-19 and travel
restrictions have made this decision necessary.”
The firm added: “We know how important the Connect
conference is for training on your software, learning about
new technologies and networking with peers and the ECI
staff. With that in mind, we are committed to continuing to
offer training sessions and additional webinars, and will
continue to share best practices for growth during these
difficult times.”
With Connect running on a biennial schedule, the next
conference is scheduled for November 8-10, 2022. It will take
place at the Gaylord Rockies Resort & Convention Center
near Denver, Colorado.
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More than paper.
Peace of mind.

Made using wood fibers from responsibly managed North American forests, Domtar
EarthChoice® Office Papers lets you make a statement about your commitment to the
environment. This dependable everyday paper runs smoothly on copiers, laser printers
and inkjet printers. Plus, it is Forest Stewardship Council® (FSC®) certified by NEPCon,
a partner of the Rainforest Alliance.

Visit domtar.com/earthchoice to learn more.
FSC® C001844
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COE Distributing receives accolades;
president and CEO recognized

For the seventh consecutive year, COE Distributing is recognized on Inc. magazine’s
prestigious Inc. 5000 list of the fastest-growing private companies in America.
The national distributor and manufacturer of office furnishings climbed 54 spots from
last year to rank 4,396 on the 2020 listing, showcasing an impressive three-year revenue
growth of nearly 75 percent.
The 2020 Inc. 5000 ranks U.S.-based, privately held, for-profit and independent
companies according to percentage revenue growth when comparing 2016 and 2019.
“I couldn’t be prouder of the COE team, our stellar performance and phenomenal
growth,” said J.D. Ewing, COE’s president and CEO. “It’s humbling to be honored
among the many amazing companies on the Inc. 5000 list and gratifying to see our hard
work pay off, as COE has now been in this elite group seven years running!”
For complete results of the Inc. 5000, including company profiles and an
interactive database that can be sorted by industry, region and other criteria, visit
www.inc.com/inc5000.
Meanwhile, COE has also been awarded a Top Workplaces 2020 honor by the
Pittsburgh Post-Gazette, ranking 21 of 57 small companies recognized on the list.
The whole list highlighted 92 Pittsburgh-area companies of various sizes and
industries based solely on feedback from employees who rate their workplace culture
through a third-party survey.
“One of our largest focuses over the past several years has been on allowing team
members to really grow within the business,” said Ewing. “We’re developing leaders at
all levels of the organization and this recognition in the Top Workplaces program shows
our employees value our efforts to grow with everyone’s input.”
Meanwhile, Ewing himself has been chosen as a finalist in Ernst & Young LLP’s 2020
Entrepreneur Of The Year program.
Entrepreneur Of The Year is one of the preeminent competitive business awards for
leaders of high-growth companies. Ewing is among 26 finalists selected from nearly 100
nominations within the East Central region of the United States by a panel of independent
judges.
Award winners will be announced during a special virtual event on October 7, 2020.
This year, entrepreneurs who have provided extraordinary support to their communities,
employees and others during the COVID-19 crisis will also be recognized for their
courage, resilience and ingenuity.
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Victory acquisition
for Carlyle Group

Global investment firm
The Carlyle Group is to
take a majority stake in
Victory Innovations, the
Minneapolis-based maker of
electrostatic sprayers used
to disinfect offices, aircraft,
schools and other businesses.
Demand for Victory’s
cordless electrostatic sprayers
has risen steeply as a result
of COVID-19. Carlyle said its
investment will accelerate the
company’s growth trajectory.
“As more and more
businesses grasp the need
to not just clean surfaces,
but disinfect them, we see
tremendous growth opportunity
for Victory,” said Vipul Amin,
a managing director at The
Carlyle Group. “Its highly
effective technologies are
more cost effective, use less
disinfectant and operate faster
than alternative disinfecting
methods.”
One of Victory’s selling
points is that its sprayers can
be used across a wide variety
of end markets. Schools and
hospitals were among the
first to adopt the technology,
followed by an increasing
number of other businesses
and industries, from airlines
and hotels to gyms and
professional sports.
The transaction is expected
to close by the end of
September 2020.
PAGE 20
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More than
tables...

Safe

SAFE-T SCREENS and BARRIERS add extra protection from contagions
in workplaces and learning environments. With several materials like Clear Plexiglass,
Polycarbonate, Frosted Acrylic, or PET and various mount options, it’s easy and
economical to retrofit safety screens in any existing furniture. All panel options are
available in standard or custom sizes and are easy to disinfect and clean.
SpecialT.net

888-705-0777
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Highlands signs up Durable in North America
Business products
manufacturer
Durable has
entered into a sales
and marketing
agreement with
Highlands for the
U.S. and Canadian
markets.
Durable said the
partnership, which
comes into effect
on October 1, 2020,
would strengthen the business and help it grow “to the next level.”
“The North American market offers a great deal of potential for Durable’s
wide range of products. Highlands is a partner for us because we get sales,
marketing and e-commerce expertise for various distribution channels from a
single source,” said Mike LaSpisa, Durable’s North America managing director.
Durable, which is celebrating its 100th anniversary this year, has had a
presence in North America since 2001 and has its regional headquarters in
Chicago, Illinois.
Highlands COO Gordon Christiansen commented: “Because of my European
background, Durable is well known to me as a successful company across
Europe. When we had the opportunity to talk about how we could partner with
Durable in the U.S. and Canada, it was exciting to introduce them to all of the
various services Highlands offers.”

Digital approach key in B2B, says Gartner
Global research and advisory firm Gartner has suggested that 80 per cent
of B2B sales interactions between suppliers and buyers will occur in digital
channels by 2025.
The next five years will see an exponential rise in digital interactions between
buyers and suppliers that breaks traditional sales models, according to
Gartner. This is because 33 per cent of all buyers desire a seller-free sales
experience—a preference that climbs to 44 per cent for millennials.
“As baby boomers retire and millennials mature into key decision-making
positions, a digital-first buying posture will become the norm,” said Cristina
Gomez, managing vice president for the Gartner Sales Practice. “As customers
increasingly learn and buy digitally, sales reps become just one of many
possible sales channels. Because of this, sales organizations must be able to
sell to customers everywhere the customer expects to engage, interact and
transact with suppliers.”
Gartner research shows buyers typically spend only 17 per cent of their time
meeting with potential suppliers when they are considering a purchase. With
less customer face time, virtual selling via digital channels will predominate.
“Sales reps will need to embrace new tools and channels, as well as a new
manner of engaging customers, matching their sales activity to customers’
buying practices and information collecting needs,” added Gomez.
SEPTEMBER/OCTOBER 2020
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OPWIL’s virtual
Thurby is a winner
Unfortunately, the original fundraising
event the Office Products Women in
Leadership (OPWIL) committee had
planned to celebrate the Kentucky
Derby could not take place, due to
COVID-19.
However, a virtual event was
organized in its place, which took
place on September 3 and raised over
$47,000 for City of Hope.
The event was a Thurby, a
time-honored tradition where friends
and family get together to celebrate
the Kentucky Derby, which is held the
Thursday prior to the race.
The fundraiser included a mixology
lesson, which taught participants to make
a classic Mint Julep; a short history of the
Derby; as well as the opportunity to play
the ponies with some virtual horse racing.
In addition, there were presentations
from Stephanie Dismore, this year’s
City of Hope Spirit of Life Honoree; and
Jennifer Smith, OPWIL member and
CEO of Innovative Office Solutions.
“The OPWIL Thurby Happy Hour
supporting City of Hope was truly
a collaborative success due to the
amazing support of many industry
players,” said OPWIL’s outreach chair
Tricia Burke. “It was a bit daunting doing
all this virtually… but the investment of
time, talent and treasure by many made
this possible. “
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3M names Consumer group head, wins lawsuit
3M has announced a
leadership change at its
Consumer business group,
the $5 billion division which
includes its office and
stationery products.
Paul Keel, a 16-year
3M veteran who became
executive vice president of
Consumer in March 2019
following a business sector
realignment, is leaving the
company “to pursue other
interests.”
Taking over in the role is
Jeff Lavers, an exec who
has spent his entire career at
3M, joining the manufacturer
in 1987. Lavers, 57, was
most recently vice president
of the Automotive and
Aerospace Solutions division

within the Transportation
and Electronics business
group. Prior to that, he led
the Construction and Home
Improvement Markets
division, the largest unit
within Consumer.
“Jeff is a highly
accomplished leader with
a demonstrated track
record of delivering results
throughout his career,”
said CEO Mike Roman.
“He is an ideal leader for
our Consumer business,
having successfully led our
Construction and Home
Improvement business,
along with heading our
corporate marketing and
sales organization earlier in
his career.”

Meanwhile, a California
court has ruled in favor of
3M against several defendants
involved in a fraudulent
scheme to sell fake or
defective N95 face masks at
inflated prices on Amazon.
In the federal case brought
by 3M against defendants KM
Brothers, KMJ Trading, Supreme
Sunrise and Mao Yu, and
third-party Zhiju USA, the court
issued a stipulated consent
judgment and permanent
injunction that prohibits the
defendants’ fraudulent activity
as alleged by 3M.
3M has set up a website that
provides tips on how to spot
fake products, as well as other
information on its efforts to fight
face-mask fraud.
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Veritiv appoints new CEO

Print, publishing, packaging and facilities supplies
distribution group Veritiv has appointed Sal Abbate as its
new CEO, to succeed Mary Laschinger.
This follows the announcement that Laschinger—
appointed Veritiv’s first CEO when it was created in 2014
following the merger of xpedx and Unisource—is retiring,
effective September 30.
Abbate has been Veritiv’s COO since the beginning of the
year—a role in which he was responsible for all packaging
and facility solutions commercial operations, Vertiv Canada
and all the distributor’s supply chain operations.
“At Veritiv, we’ve been on a path to strategically transform
into a leading packaging solutions company and I am
excited to lead our organization as we embark upon the next
phase of our strategy,” he said.
Laschinger’s departure also leaves a vacancy for chair of

Katun introduces
color toners

Katun Corporation has announced the
introduction of Katun Performance color
toners in North America.
Forty-four Katun Performance
color toner part numbers have been
introduced for use in Canon applications,
primarily a range of Canon ImageClass
machines. These Katun toners provide
dealers with OEM-equivalent color
reproduction and image quality, at
significant cost savings.
Meanwhile, two new color toner sets
are available from Katun for Toshiba
machines. Cyan, magenta and yellow
toners are available for use in Toshiba
e-STUDIO 2515AC /3015AC / 3515AC /
4515AC / 5015AC-series machines. Also
available are cyan, magenta and yellow
toners for use in Toshiba e-STUDIO
2505AC / 3005AC / 3505AC / 4505AC /
5005AC-series applications. Each color
toner set provides high-quality color
reproduction, OEM-equivalent yields
and OEM-equivalent performance.
These Katun products, along with
many other new products, may be
ordered by phone, fax or email, or via
the Katun Online Catalog at
www.katun.com.
SEPTEMBER/OCTOBER 2020

the board. This will be filled by Steve Macadam, the former
CEO of EnPro Industries, who joined the Veritiv board in
February 2020.

Henkel invests in soap and sanitizer
Global consumer brands maker Henkel has announced a $23 million
investment in its North American manufacturing facilities.
This major investment will provide new equipment and improvements that will
enable additional production of the Dial brand of liquid hand soap and hand
sanitizers at its Geneva, New York and West Hazleton, Pennsylvania sites.
To support new lines, which will contribute about 45 to 55 percent of total
production at the Geneva facility, the company will be creating 180 new jobs
at the plant. The location in Geneva, acquired by Henkel in 2018, will also
be rebranded from Zotos Professional to Henkel. This move will reflect the
expansion of its operations beyond professional hair care products to supply
essential products like antibacterial soap and hand sanitizers.
The expansion includes a $17.3 million investment in new equipment and
technology at the Geneva facility to support production of hand sanitizers and
foaming hand wash, plus $2.5 million at the West Hazleton facility. Henkel has
also invested $3 million in additional equipment to support on-site production
at both sites.
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Amplivox upgrades popular 3230
Multimedia Lectern

AmpliVox Sound Systems has upgraded its popular 3230 Multimedia
Lectern series with custom colors and finishes, optional rack rails for
securely mounting electronic components and a number of accessories,
including a rechargeable battery pack to power an AmpliVox sound
system.
“The new options and accessories give the 3230 even more style and
substance for today’s complex multimedia presentations,” said AmpliVox
CEO Don Roth.
The 3230 series offers six standard colors: mahogany, oak, maple,
walnut, cherry and black. There are also 10 premium colors available,
including beechwood, dark gray and ivory. The lectern’s edge band trim is
now also available in 10 colors, such as gold, silver and red.
The 3230M series offers built-in rack rails, in standard sizes up to 16U,
that will securely mount a wide range of electronic equipment. It is made of
scratch-resistant melamine with radius corners and skirted base.
To learn more about AmpliVox Sound Systems’ products, visit Ampli.com.

EDspaces 2020
goes digital
The Education Market Association (EDmarket)
has decided to change its EDspaces 2020
show to a virtual event.
Scheduled to be held November 11-13
in Charlotte, North Carolina, the executive
committee voted to move to a digital platform
for this year’s show due to the ongoing
pandemic. The next physical event will take
place in 2023.
According to the association, the
online conference will include numerous
opportunities for engagement,
thought-provoking presentations and space
to connect with peers, exhibitors, dealers and
educators from around the world.
All registered attendees will also have
on-demand access to the recorded education
sessions and content for an extended period
after the live event has concluded.
“We carefully considered many factors
before making this decision to move to a
digital conference, and we’re confident this
is in everyone’s best interests from a health
and safety perspective,” said Angela Nelson,
president of stages learning materials and
2020 EDmarket chair.
For further information visit EDspaces.

Xerox expands aftermarket range

Print specialist Xerox has introduced a new line of toner supplies for
other OEM brands.
XET cartridges are compatible with laser devices from nine different
printer brands—Brother, Canon, HP, Konica Minolta, Kyocera,
Lexmark, Sharp and Toshiba—and come with a full lifetime warranty.
Called Xerox Everyday Toner (XET), the products appear to be
going head to head with “cheap clones and no-name bargain
brands.” Xerox is touting the chemicals in its toner and the plastics
used, saying they meet or exceed industry standards for global safety
and environmental compliance.
“You’ll get all the performance, reliability and safety you’ve come to
expect from Xerox, but without the associated costs of cartridges from
original manufacturers,” the company said on its XET webpage.
SEPTEMBER/OCTOBER 2020
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NOPA News

Greetings from NOPA—not
your typical summer vacation!
By Mike Tucker, NOPA Executive Director

From March through May, NOPA
was front and center of the industry,
providing breaking news and
guidance as the COVID-19 pandemic
unfolded. The association provided
details on the latest guidelines from
the CDC, the CARES Act and other
stimulus/recovery loans, as our
economy became another victim of
the pandemic.
From June through August,
however, NOPA was mysteriously
quiet. What happened?
First of all, there was very little
new information to share regarding
government assistance; most who
had applied for loans had received
them and were busy managing their
businesses, working to stop the
bleeding and find new opportunities
to bolster their firms.
While this was happening, NOPA
was also exploring new ways to
serve and support the industry in the
pandemic-ravaged economy and
beyond. The NOPA board signed
an agreement to partner with ISSA,
the worldwide cleaning industry
association. This partnership will bring
a bonanza of new programs and
benefits for our members. Some of
these new benefits include:
• access to members-only tools and
resources;
• discounts on events, workshops
and webinars;
• industry newsletters, whitepapers,
standards and benchmarking
reports; and
• eligibility for employee benefits,
including health insurance.
Stay tuned for additional details
regarding the launch of these
new programs and how you can
participate.
SEPTEMBER/OCTOBER 2020
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STIMULUS UPDATE
Senate Democrats block Republican
COVID-19 relief proposal
By Paul Millerr

The Senate failed to move forward on a
scaled-down $500 billion Republican
COVID-19 relief measure, reducing the
chances that Congress will approve
another package before the November
election.
Fifty-two of the 53-member GOP caucus
voted for the proposal, which the Senate
Republican leadership saw as a win after
weeks of internal division. But 60 votes
were needed for the bill to advance and no
Senate Democrats voted in favor.
With the November elections just
weeks away, the Senate will vote on a
scaled-down Republican COVID-19
relief proposal that may prove the last
chance for Congress to address the
crisis before voters head to the polls.
While the GOP proposal almost certainly
won’t receive the 60 votes needed to
move forward in the Senate, Republican
leaders are hoping to get at least 51 votes
for the package in an effort to show party
unity and pressure Democrats. Senate
Democrats have dismissed the $500
billion proposal as nothing more than
a political stunt and are urging Majority
Leader Mitch McConnell and the White
House to take much more aggressive
steps to address the economic and
public health problems caused by the
pandemic.
The Republican initiative comes as talks
between the White House and Democratic
leadership remain at an impasse. Treasury
Secretary Steven Mnuchin, one of the
White House’s chief negotiators, cast
doubt this week on whether Congress
would pass another COVID-19 relief
package and instead seemed focused on
making sure that federal agencies remain
open past September 30.
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The stakes are high for both parties,
with the November election less than 60
days away and only a short window left
before lawmakers go home for a final
stretch of campaigning. Meanwhile,
hundreds of Americans continue to die
each day from the virus, while the U.S.
economy remains moribund.
When the House returns to
Washington it’s unclear whether stalled
negotiations between Mnuchin, Speaker
Nancy Pelosi and Schumer will resume.
Republicans are hoping that Pelosi will
face pressure from moderate House
Democrats to make new concessions.
But so far, Pelosi and Schumer are
showing no signs of coming down
from their price tag of $2.2 trillion, a key
sticking point with the White House and
Senate Republicans. The White House
initially proposed a top line number
of $1 trillion for a new relief package,
but Mnuchin has since signaled the
administration is willing to go up to $1.5

trillion. Pelosi again rebuked the Senate
GOP’s efforts and gave no indication
that Democrats planned to downsize
their funding demands.
However, Pelosi insisted that
COVID-19 talks would not end with the
GOP’s likely doomed vote, arguing that
Republicans would be forced to make
concessions amid mounting pressure
from officials back home.
The Senate Republican proposal
being voted on Thursday would
provide $300 per week in increased
federal unemployment benefits through
the end of December, another round
of funding for the Paycheck Protection
Program and liability protections for
schools, businesses and healthcare
providers during the pandemic—a
top priority for McConnell. While the
GOP proposal is largely symbolic, it
took weeks for Republicans to unify
around a single plan. McConnell and
Senate Republican leaders introduced

the $1 trillion Health, Economic
Assistance, Liability Protection and
Schools (HEALS) Act in July, but a
large faction of GOP senators opposed
that bill, citing the federal deficit. The
bill includes some provisions from the
HEALS Act, but is estimated to cost
closer to $500 billion.
McConnell faces pressure from
vulnerable Senate Republicans, who
don’t want to go home without voting
on another relief package. Schumer,
though, derided the GOP proposal
as nothing more than a “check the
box” vote to give cover to Republican
incumbents. Democrats are pushing
for McConnell to let the Senate take up
the House’s nearly $3.5 trillion Health
and Economic Recovery Omnibus
Emergency Solutions Act, which
would provide $600 in boosted weekly
unemployment benefits, another round
of stimulus checks and nearly $1 trillion
for state and local aid.

IT’S LIKE HAVING
THIS GUY
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CUSTOMER’S FILES.
If your customer’s business were destroyed by an office
fire, would their most important documents be safe?
The Phoenix family of products provides on-site fire and
water protection for your customer’s files, and keeps their
business running even after a disaster. They worked hard
to build their business, so we won’t let it go up in smoke.
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The jan/san sector has seen a considerable uptick in recent months.
But while dealers across the country have shifted focus to maximize
opportunities, they have often had to prospect in unfamiliar and
sometimes unforgiving territory to source products
By Heike Dieckmann
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To say dealers have had a tough few
months would be an understatement.
During a period in which sales of many
traditional office products fell off a
cliff, the jan/san category—along with
PPE—provided a beacon of light in
dark times. But with the opportunity
and the extraordinary demand
have come enormous challenges.
Sourcing, availability, cash flow and
pricing volatility are just some of the
watchwords in that context.
For many dealers, the jan/san
and broader facilities category
already provided a solid revenue
stream pre-COVID-19. Oakland,
California-based Blaisdell’s Business
Products, for example, has been
selling jan/san for about 10 years.
Pre-pandemic, it accounted for about
12 percent of revenues – now that
stands at 30 percent. Iowa’s Storey
Kenworthy, meanwhile, reports sales
increases of 67 percent in its facilities
category, a space it has been in for
around seven or eight years.
Typically, PPE now constitutes a
sizeable part of this broad category.
So, combined, have these products
made up for losses in traditional OP?
In short, no; but they’ve certainly
helped. There are also some profitable
components in these segments, which
are very much here to stay.

Shortages

But all this demand has led to the
obvious: severe supply shortages. Jon
Rossman, president of Chuckals Office
Products in Tacoma, Washington,
says: “The early demand for all types
of PPE, jan/san and facilities products
was unlike anything we had ever
encountered. In March and April, there
were challenges in every aspect of
the supply chain. Wholesalers and
suppliers were working day and night
to try to keep up with demand, and still
couldn’t do it.
“The main issue, in my opinion, has
simply been consistency of product
availability and messaging on when
SEPTEMBER/OCTOBER 2020

products will be available. Everything
we were used to was thrown out the
window; we had to improvise and pivot
when it came to telling our customers
about availability, back-order
timeframes and overall product
content. We also went from essentially
stocking just paper and a few other
SKUs to stocking about 30 more
products almost overnight. It doesn’t
sound like a lot, but it has certainly kept
us busy.”
Frank Hoard, director of facility
supply channel at Independent
Suppliers Group (ISG), refers
specifically to vendors when
summing up the situation: “The
vendor community has expanded
considerably. As manufacturers could
not meet the pandemic demand,
new suppliers have stepped in with
alternative products to help bridge the
gap between supply and demand.
Also, traditional jan/san manufacturers
have moved their efforts into making
items that will sell. For instance, we saw
a major trash liner manufacturer start
making disposable gowns.
“From a wholesaler perspective,
they have been slow to react and we
have seen them have to say ‘no’ to
business because they are bound by
certain contractual relationships. This
forced the IDC to move toward more
self-sufficient and unorthodox supply
chain options.”

Nightmare supply chain

There is no doubt that the supply chain
has seen unprecedented pressures.
As Lincoln Dox, vice president of
Storey Kenworthy’s supplies division,
says: “Initially, product was difficult
to source and highly risky due to long
lead times, poor transparency and
communication, and the need to pay
cash upfront.”
He adds that vendors have been
mixed in their quality of support and
even trusted suppliers were unable
to source product in a timely fashion:
“A large manufacturer overreached,
INDEPENDENT DEALER

overcommitted and burned our
dealership to the tune of several
hundreds of thousands of dollars. It
refused to make any concessions or
provide any relief, and went radio-silent
in the communication until we
escalated.”
The perception among dealers is
that they’ve been left behind somewhat
in the battle to secure much-needed
product, with brand manufacturers—
perhaps understandably—prioritizing
pandemic first responders and, a little
further down the line, the retail giants.
Finding credible new sources
of supply has been a phenomenal
obstacle, but was unfortunately
inevitable. Working with unknown
vendors has also required substantial
deposits and upfront payments
(although this has by no means
been restricted to new supply
partners)—something that only dealers
with strong balance sheets can afford.
Add considerable price volatility and a
high risk factor into the equation, and
it’s no surprise that David Guernsey at
Virginia-based Guernsey describes
the scenario as a “truly Wild West
environment for dealers”.
Bob Mairena, CEO of Office Solutions
in Yorba Linda, California, seconds
that sentiment: “The reality is that we
had to fend for ourselves and build
new relationships, as we couldn’t rely
on vendors that we had been aligned
with for years and years. It was a very
entrepreneurial environment, where
you had to buy and sell and make
decisions incredibly quickly. You could
have a quote for a truckload at this
price, call back 10 minutes later and
either that truckload would be gone
or the price would have escalated by
another 10 or 20 percent. It was that
quick. And you had to make decisions
with cash in the bank, because you
needed to make sure that you wired the
money in advance to vendors.
“I know a lot of independent dealers
were burned by that process, because
they wired money and often the
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product didn’t follow,” he continues.
“For us, luckily, that didn’t happen,
as we tried to put in safeguards
wherever we could. But it was always
a risky proposition to wire $100,000
in advance to a vendor that we didn’t
have a long-term relationship with,
hoping that the product would be
delivered in a couple of truckloads.”

Split opinions

Whether the wholesalers—obviously
a vital link in the chain— covered
themselves in glory during these
testing times is very much in the
eye of the beholder. Blaisdell’s CEO
Margee Witt is complimentary about
S.P. Richards (SPR), referring to the
wholesaler as a great partner that
helped it source PPE products: “They
were nimble and able to bring some
much-needed items relatively quickly.”
Chuckals’ Rossman also has nothing
but praise for its partner: “SPR was,
and still very much is, a major reason
for any success that we have had

throughout the pandemic. Don’t get
me wrong, we have had some very
good individual sales achievements;
but SPR has really put its best foot
forward for us throughout this whole
ordeal. As soon as we could get our
legs underneath us, the wholesaler
attended all of our sales meetings,
providing timely information about
when products would be available and
helping us procure specific products
that we could turn into revenues very
quickly. There is not a day that goes by,
even today, that I am not talking with
either our account manager, business
development manager or general
manager. It has really been excellent to
work with all of them.”
Office Solutions has been a sizeable
player in the jan/san category for
the past few years, mainly as a
result of the acquisition of Gale
Supply Company—an independent
janitorial supply dealer based in Los
Angeles—in 2015. This commitment to
the category over the years resulted in

both new and stronger alliances with
vendors and a close relationship with
first call wholesaler Essendant. But
neither has substantially helped during
COVID-19—certainly not for PPE,
which Mairena explains was an existing
but “insignificant” proportion of the
business pre-pandemic.
Sourcing the products in demand
was difficult, to say the least. “We are a
non-stocking dealer, so we rely heavily
on our wholesaler’s sourcing ability and
supply chain,” continues Mairena. “At
the height of demand, the reality was
that we needed truckloads of sanitising
gels, wipes and gloves, not just a
pallet. We had to source all these items
directly; otherwise, we wouldn’t have
been able to capture the opportunity
as it presented itself. Hopefully, we
can retain that market going forward,
because we’ve forged relationships
with new vendors as the ones that the
wholesalers endorse left us in the lurch.
Not just us, but the wholesalers as well,
I hasten to add.”
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Vendor criticism

GOJO is one brand that is often
mentioned in this context—not having
enough product for the wholesalers
and seemingly cutting out dealers
of every size completely. The
manufacturer—best known perhaps for
its Purell hand sanitizer range—freely
admitted that it was completely
overwhelmed in the early days; it ran
at full capacity, ramped up production
and prioritized distribution of key
products to hospitals, first responders
and critical infrastructure providers.
The same applied to other operators
such as Kimberly-Clark Professional,
Clorox and RB.
While dealers still report
considerable shortages of Purell,
there has otherwise been a slow return
to some kind of normalcy in supply
terms; but the stresses at the height
of the pandemic have taken their toll,
notably from a financial point of view.
Says Dix: “High demand and low
supply have resulted in considerable
price gouging for items like
gloves—a horrific product segment,
incidentally. We also learned some
expensive lessons where we grossly
overpurchased on some items. Where
they could, the wholesalers and ISG
have done well in holding the line on
costs and minimizing volatility.”
Where entities like ISG—
sometimes in conjunction with the
wholesalers—have also done well,
aside from aiding with supply issues,
is on the educational front. This
included much-needed advice and
information on the Small Business
Administration’s $660 billion Paycheck
Protection Program; weekly COVID-19
bulletin emails; townhall meetings
to share ideas, best practices
and opportunities specific to the
pandemic; and product-oriented
presentations highlighting new and
relevant COVID-19-related items.
Product knowledge and expertise
have become particularly important in
the jan/san and PPE fields, given the
SEPTEMBER/OCTOBER 2020

types of raw materials involved and
the regulatory requirements.
With the shift in product focus
has also come a shift in customers
for dealers. Rossman explains:
“We have experienced a lot of the
business coming from other essential
businesses and municipalities.
Police, fire and emergency services
have been a very large segment of
business for us.”
And as Andrew Atkinson, president
and CEO at Preferred Business
Solutions in Fort Worth, Texas, says,
breaking down customers into specific
product groups is now a thing of the
past: “All customers are now jan/san
customers.”
The same is true for PPE. And much
as the types of products in the basket
have changed, so too have ordering
volumes and frequencies. Where
Chuckals operates, for instance, the
working from home trend prevails
and will likely do so for some time.
This, says Rossman, has led to
inconsistencies in sales, which seem
to fluctuate like never before: “We
have days of very few orders and days
that are record setting.”
Many dealers are offering home
deliveries currently—an incredibly
difficult and costly undertaking that
probably is not feasible in the long
INDEPENDENT DEALER

term. As Blaisdell’s Witt explains, a
remarkable 20 percent of its sales are
now generated via the home/remote
worker office.

Lessons learned

Everybody INDEPENDENT DEALER
spoke to for the purpose of this article
agreed on one thing: the need to throw
out the rulebook and be agile. A real
can-do attitude also helps enormously
in weathering this heavy and
protracted storm—especially as there
are no sustainable signs yet that good
times are just around the corner again.
Yes, jan/san and PPE have been a
lifeline for dealers; as have in many
instances the technology and home
office furniture categories. But even
combined, they have in no way made
up for the deep losses, particularly in
traditional OP and breakroom.
Says Rossman: “As an organization,
we have learned a ton about ourselves,
as well as the employees we have
invested in. I would argue that the
largest lesson we have learned is that
growth and comfort do not co-exist.
This was something I mentioned to
our team a number of years back,
but I am not certain that we all bought
into it. Now we understand this better
than ever. Change, along with some
challenges, will be how we continue to
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grow. It is not always going to be pretty,
but we will survive and thrive as long
as we continue to work hard and get
uncomfortable.”
Witt agrees: “In mid-March, our sales
plummeted by 65 percent. We’ve
clawed our way back, but revenues
remain down by about 25 percent.
California has been a particularly
tough market, as our governor will not
open the state. We’ve learned that
being nimble and able to change our
processes within a short period of time
has allowed us to survive these difficult
days. We also believe that keeping up
communication with our customers
has been invaluable. We hope that
once the shelter in place order is lifted
entirely, business will start to normalize
again. That said, we are hearing from
many customers that they don’t plan to
return to the office until mid-2021.”
That means, much as
COVID-19-related products are here
to stay, so too is the need for home
deliveries in some capacity. This
obviously depends significantly on
the geographies involved. Storey
Kenworthy’s home state of Iowa
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didn’t have the same shelter in place
rules that, say, California did—hence
Blaisdell’s aforementioned high
proportion of home deliveries—so
residential drops were never in quite as
much demand, according to Dix. But
whatever end of the spectrum they are
on, financially it doesn’t make sense
for the vast majority of dealers to go
down that route—it is quite simply too
expensive.
Mairena has also been considering
what the working from home trend
actually means for independents—not
only from a business point of view, but
also as regards the lifestyle and culture
of dealers themselves: “Everybody
is waiting to see what the new work
model is going to be. Companies like
Google can potentially have everybody
working from home. But dealers are all
about camaraderie and teamwork—
their unique culture and value system
are important, not necessarily what
they do. But how do you have a
culture and value system working
from home? People don’t just work for
a paycheck; they choose to work for
small and medium-sized businesses
INDEPENDENT DEALER

like ours because it’s fulfilling to work
with people they love and care about.
It’s a family environment and the glue
that makes them want to come back to
work. How do we successfully recreate
this environment when the time comes
to get our people back into the office?
It’s certainly something I think about
when I ponder over the future of Office
Solutions and many other like-minded
independent dealers.”
Coming from someone who’s been
through his fair share of ups and
downs and has ultimately grown
through all of them, Guernsey’s
assessment is a somber, but quietly
confident one: “It will take all of 2021
for us to get back to 2019 sales
volumes. The Guernsey organization
has been around for five decades;
we’ve seen a lot of downturns in the
economic cycle, in terms of bubbles
bursting with a recession to follow—
one referred to as a great recession.
But I’ve seen nothing that compares
to this pandemic. COVID-19 is testing
us all in ways we’ve never been tested
before. That being said, we look
forward and we build back.”
PAGE 34

HT ANK

Winner’s Circle CONTINUED FROM PAGE 4

!
U
O
Y

Congratulations to OPWIL
and HP for the virtual
Kentucky Thurby Happy Hour
Over $47,000 raised for City
of Hope including $20,000 of
matched funding from HP.

Thank you to our sponsors
Platinum Sponsors

Mike
Maggio
Premier Sponsorship
Sponsorsopportunities available.
Contact Janet.bell@opi.net
for more details.

jim o’brien
Mixologist Sponsor

tricia burke

Supply Side

KEEPING THE SUPPLY
CHAIN MOVING

The COVID-19 pandemic has upended
life as we knew it since March this
year and keeping the supply chain
moving freely to provide the essentials
required to mitigate the spread of the
diseasehas been paramount.
So how, did S.P. Richards (SPR) rise
to the multiple challenges posed by
an unprecedented increase in certain
products such as PPE and health and
hygiene items? senior vice president
of jan/san sales Nick Lomax reveals
how the wholesaler responded to the
responsibility to ensure continuity of
service and supply of goods.
“It was March before the impact
of what was happening really hit us.
During that month, we—like many other
businesses—saw an incredible spike
in the sale of all types of cleaning and
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hygiene products,” he explains.
“The good news is that we were in a
really strong position at that time up to
about mid-March. Our jan/san business
literally doubled from March 2019 to
the same time in 2020 because of this
enormous run on our inventory.”
At this point, anything cleaning and
disinfecting-related, especially from
leading brands such as Clorox or RB,
was flying off the shelves and inventory
just evaporated. “We entered a whole
new world of allocation by the suppliers
of these SKUs,” says Lomax.

Safety first

Safety Zone and Impact Products,
which was still part of SPR at the time,
provided a “huge amount” of guidance
during this pivotal stage. However,
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the team had no option but to seek
alternative sources of supply, which
presented new issues in terms of
registration and compliance. “At the
rapid pace this was happening, it’s
easy to make a mistake and we’ve seen
examples of that in the industry. We
take this extremely seriously and have
an obligation to make sure that we’re
only distributing safe products. I believe
we’ve done that,” Lomax explains.
He credits SPR’s robust global
sourcing team for swiftly obtaining
products such as face masks, visors
and desk screens to assist customers
in getting through the crisis. Sourcing
compliant and reliable product wasn’t
the only predicament: navigating
a broken supply chain generated
additional problems during this phase.
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Lomax explains that the first wave
of face masks, for example, came in
via air freight, which drove up prices.
However, he says that since those
early days of the pandemic, pricing has
become moderated as these kinds of
goods are now more easily obtainable
as they are being put back on ships.

Staying power

Significantly for the IDC, Lomax
believes that PPE products like face
masks, as well as hygiene items
such as disinfecting wipes and
hand sanitizers, which were once
peripheral to the business supplies
industry, are sustainable and the
long-term outlook for the category is
really good. “Education on proper
handwashing techniques and
workplace wellbeing, hygiene and
safety will drive consumption over the
next several years. Yes, there will be
some moderation but, as an example,
I’m convinced disinfecting wipes will
likely be requested in every single
workplace going forward, as will
certain other items and cleaning and
safety procedures.
“Even if COVID is eradicated at
some stage, I’m sure that from now
on you’ll see people wearing masks
during the normal cold and flu season
every winter—that’s never happened
before in the US or indeed in many
other countries. Same with their use in
airports and aircraft—many of these
formerly niche items are here to stay.”
SPR has been a strong jan/san
distributor for many years, although it
may not necessarily have been viewed
as such. This has now changed. “We
are absolutely a jan/san and safety
wholesaler—it’s become the largest
part of our business in a mere few
months,” says Lomax. And it’s turned
out to be very welcome, offsetting
not only the secular decline in other
traditional OP categories, but also the
impact of vacant offices as a result of
the vast majority of employees working
from home across the country.
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Agility and speed

Lomax believes SPR has responded
to the challenges presented by the
sudden and massive demand for
PPE, cleaning and safety products
and assisted the IDC in every way
possible. “Have we been perfect?
Probably not, but has anyone in
these odd times? I think for the most
part dealers would say that we’ve
shown great agility and speed and
really helped them when they were
struggling,” he says.
Part of SPR’s strength lies in having
a dedicated jan/san team connected
at every level and across the country.
According to Lomax, the business
development managers (BDMs) are
jan/san technicians who know about
disinfecting versus cleaning versus
sanitizing. They are qualified to talk
about dwell time and know when
someone should wear gloves when
handling a particular product.

“Part of the reason we created this
BDM strategy 10 years ago was to
become a trusted source and counsel
to our customers as they were starting
to enter this category. Of course, during
the first few months of the pandemic,
the BDMs weren’t able to physically go
and see customers. But I dare say, they
worked harder than ever before—on
the phone or via videoconferencing—to
provide guidance, answer questions,
and so on.”
He adds that this is a point in time
for “all hands on deck” and where
the first call/second call wholesaler
comes in. “In this challenging and
unprecedented environment, we
have an obligation to society to help
keep people healthy. So, if a dealer
buys something from a competitor,
I cannot be overly upset about that.
We’re in this together to service the
needs of all our customers, not just a
fraction of them.”
Nick Lomax

INDEPENDENT DEALER

PAGE 37

Alicia Raeburn
Warehouses beyond
capacity

Anthony Hansen

As the last line of defense in the furniture chain
of custody, installation teams are trying to
save the day while protecting their bottom line.
How are they handling the pressure to perform
despite the worldwide pandemic?
The commercial interiors industry runs
deep and wide. From architectural
and interior design to facility
construction and delivery, there are
countless hands and minds that
create space and give it meaning.
And while most major players were
deemed essential businesses
throughout the initial phases of the
COVID-19 pandemic, it was not (and
still is not) business as usual.
This new reality also applies to
installation teams across the country,
whose critical skillset is required
prior to client occupancy. As their
project partners’ challenges gain
momentum and magnitude, installers
are navigating this new reality with
notable calm, great agility and—quite
frankly—an increased cost of doing
business.

Manufacturing shutdowns

Commercial furniture and architectural
wall system production encountered
a series of setbacks over the last
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few months. As countries battled
COVID-19, raw materials were
affected and the supply chain was
hindered. The supply of products from
overseas and parts to manufacture
domestically was sporadic at best.
This resulted in extreme lead times
and delayed orders early in the
pandemic. Installers had less product
arriving at their warehouses, which
meant less product to install on site. In
instances where large floorplates were
being populated, strategic planning
with the furniture dealer and client
was necessary to accommodate short
shipments.
This, of course, caused (and
continues to cause) a ripple effect:
new plans and installation drawings
are needed, additional handling
and trip charges are incurred, and
short-term furniture rental options are
investigated to ensure that clients can
move in on time. Issues with product
availability continue to wreak havoc on
schedules and logistics.
INDEPENDENT DEALER

A perfect storm has manifested in
warehouses across the country. As
manufacturer assembly lines restart,
products are shipped to installer docks
with little regard to installation date. And
there they sit. Much product cannot be
installed due to city or building-specific
shutdowns, or is held in limbo as
dealer partners work with clients to
revise floorplans per ever-changing
recommendations. Meanwhile,
warehouses fill with new inventory.
Concurrently, extraordinary amounts
of existing product are returning to
installation warehouses as clients
S-P-R-E-A-D O-U-T to make way for
socially spaced floorplans. Some of
that product is noted for disposal, but
the majority is earmarked for long-term
storage. Warehouses and the staff
to manage them come with very real
costs for installation companies.

Staffing for the unknown

Perhaps one of the greatest challenges
for installation teams is that there is zero
planning power in a pandemic. How
does a company ensure adequate
manpower at a time when projects are
cancelled indefinitely or rescheduled
daily? At locations with multiple trades
working, if even just one person exhibits
symptoms, the entire site is shut down.
This affects critical timelines and
effectively removes multiple installers
from scheduling for days as they are
tested and cleared for COVID-19. Crew
headcounts must also be reduced to
ensure social distancing.
End dates for schedules rarely
change. Any hiccup with staffing due to
the pandemic during construction can
force installation companies to enlist
second and third shifts. This, of course,
comes with additional overhead and
labor costs, which are rarely accepted
without demur by the client.
Installers are literally the backbone
of commercial interiors. Ensuring a
healthy workforce that can withstand
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the peaks and valleys in scheduling
during the pandemic is paramount.
This leads nicely to the next
challenge…

Flattening the curve

Installation companies must do their
part to help flatten the curve around the
country. Unlike furniture dealers and
manufacturing partners, installers are
in the field and their risk of exposure to
sickness is amplified. Significant steps
must be adopted and practiced without
exception to safeguard employee
health and livelihoods and overall
company reputation. Considerations
and implementation of the following
may vary based on geography:
• Mandatory PPE: Face masks should
be worn consistently and constantly
in the field, as well as in warehouses/
corporate offices. Masks must cover
both mouth and nose.
• Daily temperature checks: Each
team member should complete a
daily health survey and have his or
her temperature taken. If symptoms
are present, self-isolation is required
until the team member is tested and
cleared of COVID-19.
• Contact tracing: Thorough
documentation of workers and site
visits should be maintained, so that
a contact tree and communication

can be implemented quickly if an
employee tests positive.
• Minimized interaction: Drivers at
an installation company are critical
links between office/warehouse
and field teams. To reduce the risk
of contamination between groups,
drivers should perform contactless
delivery services. They should
refrain from entering client buildings
or company warehouses. Paperwork
should be digital in nature.
• Disinfection and sanitation: Product
leaving a client site should be
disinfected by the client before
loading. Upon product arrival at a
warehouse for disposal or storage,
additional disinfection should occur.
Team members who handle product
should do so wearing gloves in
addition to face masks.

Cost of doing business

All partners in the built environment are
feeling the pressure to perform and are
absorbing additional costs to remain
operational during the pandemic.
The challenges outlined in this article
have real financial implications for an
installation team and can include the
following, depending on company size
and location:
• printing costs for revised installation
drawings;

Anthony Hansen is director
of marketing at Installation
Specialist Inc. (ISI)
Established in 1973, ISI is
Chicago’s largest commercial
interiors installation company. It
installs, receives and delivers,
and provides asset management
services for commercial furniture,
architectural walls, window
coverings, millwork and other
interior products. ISI consistently
sets the bar for expertise,
professionalism and best practices
among peers.
ISI is an active member of Facilities
Services Network, an international
group of independent installation
firms which sets new benchmarks
for performance and value in the
management, installation and care of
contract furniture.
• additional wages to provide
COVID-19 training, conduct
additional safety meetings and
perform daily health screenings;
• increased PPE line items, including
thermometers, face masks or shields
and gloves;
• sanitation costs for product leaving
sites and/or being disposed of;
• warehouse overflow rental costs;
• second and third shift installer wage
premiums; and
• carrying costs for delayed/unpaid
invoices as clients conserve cash.

Where do we go from here?

Installation teams everywhere are
leaning on each other to share best
practices and navigate the choppy
waters as a united team. In addition,
dealers and manufacturers are
adapting and evolving to improve
the furniture specification and
fabrication chains. Without an end to
the new protocols implemented due
to COVID-19, installation companies
must focus on accuracy and efficiency
to weather the storm. The industry will
change. But against all odds, it will
SEPTEMBER/OCTOBER 2020
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The other day I was scrolling through
Netflix when I stumbled upon a new
series, Get Organized with the Home
Edit. It was based on an interior
organization business that had
launched via Instagram and is now
doing well enough for itself that it has
its own Netflix show, organizing the
closets of celebrity guests like Reese
Witherspoon.
How glamorous it all looks; how
successful the company must be.
It’s a perfect example of the narrative
we’ve been taught about social media
in recent years: if you can make it
on social media, you can make it
anywhere.

Given these staggering figures, it
makes sense to aggressively target
social media. But does this mean
that tried and true email marketing is
dead? Far from it.

Spoiler: email marketing is
alive and well

Let’s go ahead and get this out of the
way: email marketing is still alive and
well. Scrolling through the promotions
tab on a Gmail account on any given

morning is a testament to this. Sure, it’s
trendy to build an entire business off
an Instagram account, and plenty of
people are making a great living doing
this; but it comes with a different set of
risks. While it may be less glamorous,
email marketing is still one of the most
important tools out there.

Why choose email?

With the ability to reach billions of
users on social media platforms and

TV shows aside, there are numbers
to back this up. According to a
recent report from DataReportal,
Facebook dominates the social media
landscape, with more than 2.5 billion
registered users. YouTube sits right
behind it, at 2 billion. TikTok has
quickly climbed to 800 million users
in roughly three years since its global
launch.
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Google still reigning as king of the
internet search realm, what’s the point
of investing in email marketing? Emails
may feel old school, but that is exactly
why they work. They are the digital
world’s version of tucking a handwritten
note into product packaging. Email
feels personal because it is personal.
It’s one of the few contact-to-contact
forms of marketing still in use.

Specifically, email is
effective for the following
reasons.

Email lists are yours forever
Every social media platform is a
business, just like yours. They are
subject to the same risks and the same
pitfalls. No matter how big they are or
how many people use them, they could
go bankrupt tomorrow. While email
marketing platforms can fold, the list
you generate is yours forever. If you are
using a company to manage your email
marketing and it closed tomorrow, it
wouldn’t matter. All those clients would
still be yours; you’d simply be emailing
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them via a different source. If Instagram
shut down tomorrow, you would lose
every single follower without ever being
able to get them back.
You control how they work
When it comes to email lists, you decide:
how often, to whom and when. You can
target digital marketing campaigns
and ads on other platforms, but you
are always at the whim of the owner of
that platform: visibility ultimately comes
down to its algorithms and rules. With
email, you control the design of each
email, how often your list receives it and
who gets to see what. No other platform
offers this same control.
Quality over quantity
If you’re looking to blast out information
quickly, there’s little doubt that you
should use social media. But if you’re
in the business of generating quality
leads—meaning the people who are
actually looking to buy your products and
services—email is much more efficient.
Having 100 buyers on a list is often much
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more valuable than having 100,000
random viewers who have little incentive
to learn more about your product.
Email is universal
The numbers behind social media are
truly mind blowing. Having billions
of users on a single platform is not
something to overlook. But while most
people have social media accounts,
nearly everyone has an email address.
Email remains the universal language
of marketing: the one tool that almost
everyone on the planet knows how to
use and chooses to utilize.
Ultimately, social media is a force
and search engine optimization is
hugely important; but at the end of the
day, email marketing is still the only
digital marketing source that is truly
yours. This alone makes it one of the
strongest marketing tools today.
Alicia Raeburn is a content marketing
strategist at Fortune Web Marketing.
To find out more visit
www.fortunewebmarketing.com
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TB?

By Tom Buxton

The word “hate” is harsh and overused,
especially in our current environment;
but it is the best description of what
I have felt about marketers and their
wares over the years. My expressing
this opinion is good for you in two ways:
• You already know that I won’t be
trying to sneakily sell you on my
abilities in the marketing space,
because obviously I don’t have any.
• What I say may contain a bias, but
at least you will know the reason for
my animus and the weaknesses I
see in many independent dealers’
marketing strategies that have led
me to this confession.
My first experience with marketing
was back in the 1990s, when flyers
were king and just reproduced the
same pictures with different company
names on them. I remember that
some prospects and customers
wondered if they could buy direct
from the people who put out the flyers
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and cut out the middleman—me.
The prices varied from too low to
outrageously high, so flyers and
catalogs with list prices or lists with a
line through price were created.
Also, the products were only updated
about every three months. Did you read
that carefully? If we had waited three
months for flyers to be created about
PPE (and who could have even defined
PPE six months ago?), sales would
have dropped through the floor even
more than they did.
Sorry—I am getting ahead of myself.
I hated marketing because of “canned
flyers” while I was an independent
dealer; but when I temporarily became
part of the “evil empire” at Corporate
Express, I learned to hate marketing
even more. I worked for the strategic
account sales team at headquarters
and some very odd things happened
between the marketing and sales
divisions. Every once in a while, the
head of marketing would come over
and ask my boss at the time to let him
INDEPENDENT DEALER

have some of our budget money to
“enhance” his marketing, because they
had run out of funds.
The vice president of marketing would
talk about how their promotions were
causing something I had never heard
of before in the marketing context: “lift.”
It meant that they thought they had sold
more of a certain product to our current
customers because of the way they
positioned the item in a flyer or on our
website. The sales gains were not huge
by any means, but the marketing team
were very proud of their work—which
is why words like “lift” made me “hate”
marketing and marketers even more
than before! As a proud (emphasis on
the word “proud”) sales professional
and high-level sales manager, I knew
that the sales department was what
was causing sales growth, and that
marketing was just a waste of money!
So it makes me sad to admit that
things have changed. Artificial
intelligence and other tracking software
remind me regularly that I need a new
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Tesla, even though I only looked at one
once online. We all have examples
of how our slightest whim becomes a
recurring highlight on our homepages.
But there are other more positive
and less annoying techniques that
marketing professionals are using to
grow sales in our world. One dealer
I know has the marketing manager
meet with the sales reps each week
to create customized flyers, email
blasts and contests, while highlighting
success stories based on what
the reps are discussing with their
customers. Those stories and the
successes they demonstrate have
inspired other prospects—sometimes
from hundreds of miles away—to
begin purchasing specific products
and even furniture from the company
that created the marketing. With the
right marketing focus and/or team
customizing your company’s image
and communications, growth is highly
probable at a time when in-person
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visits are at an all-time low.
To reiterate: marketing ploys like the
one I described, where your homepage
becomes an advertising hotspot, are
not fun. These practices don’t make
me happy; but the fact that they exist
indicates the depth of knowledge
that marketers can gain these days.
Moreover, the most profitable office
products dealers I know are using
creative marketing to grow, even over
the last six months. So, I need to ask a
challenging question: should you be
spending more on marketing than you
ever have before?
My answer is a definite yes—and
remember that I don’t claim to be a
marketer. If you follow my suggestions
from last month’s column concerning
maximizing the productivity of your
best reps, the money to pay for
a marketing person or program
might just appear in your profit/loss
statement. I believe you must invest
in what is successful, and dedicating
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a much larger portion of your sales
budget to marketing is almost a
no-brainer. It will give you a better
chance at growth during the pandemic
than simply continuing to rely on
salespeople who are stymied, at least
to some degree, by their inability to
connect with prospects and customers
in person. To summarize: I am a sales
guy and it almost kills me to admit it,
but sales success in 2020 and beyond
will involve more of a balance between
sales activities and marketing efforts
than ever before. Grrrrrr!
In addition to serving as national sales
manager for AOPD, Tom Buxton,
founder and CEO of the InterBizGroup
consulting organization, works with
independent office products dealers
to help increase sales and profitability.
Tom is also the author of a book on
effective business development, Dating
the Gatekeeper. For more information,
visit www.interbizgroup.com.
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ARE YOU SPENDING
By Troy Harrison

YOUR MANAGEMENT TIME
OR INVESTING IT?

I can spot a Tom Hopkins disciple
(or for that matter, a disciple of a Tom
Hopkins disciple) from a mile away.
They use “sales words,” like calling
a contract “paperwork” or calling the
price an “investment.” In today’s world,
the effect is like slapping a wet towel
across the face of your buyer, letting
them know that they are dealing with a
“Salesperson.” But that’s not the topic
of this article.
You see, the word “investment”—
together with its closely related word,
“spend”—has a heavy bearing in the
world of sales management.
According to Webster’s Dictionary,
“invest” means “to expend money with
the expectation of realizing a profit or
material result.”
“Spend” means “to pay out money in
buying or hiring goods or services.”
Note the difference? When you
“spend,” it’s without an expectation of
achieving a profit. And in more than 15
years of managing salespeople and
coaching other sales managers, I can
state this as fact: far too many sales
managers spend their time, when they
think they are investing their time.
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To start with, understand that most
sales managers spend their time
working with, or on, the bottom tier of
their salesforce—usually, in an attempt
to raise low performers up to a level of
basic competence (quota) so that they
won’t have to fire them.
“But, Troy,” you say, “that’s natural,
isn’t it? My top guys don’t need my
time and some of them may not want
me messing with them. Therefore,
I can improve the skills of my
bottom-tier salespeople and impact my
salesforce’s performance that way.”
This is almost invariably the
response; and sometimes it’s even the
correct way of looking at the situation.
However, this is where we return to
the old question of whether you are
spending your time or investing your
time. Here’s a simple checklist to help
you understand which is which.

made joint calls with him three years
ago. Back then, he was teetering on
the edge of being released. Since then,
the manager had made a project out of
him, dedicating at least half a day each
week to working with him. So what
was the result? Well… nothing that I
could see. His skills hadn’t improved to
any measurable level. He still was not
asking the right questions, fumbling his
presentations to customers, missing
buying signs and probably burning
sales left and right. Yet his numbers
were just sufficiently higher that he
was no longer in danger of being fired.
We’ll get to the “why” of his numerical
improvement in a moment; but first,
here’s the moral of this story: if your
salesperson’s skills are improving
when you work with him or her, you
are investing your time. If not, you are
spending your time.

After a work session with a rep, do
the rep’s skills improve?
This might seem obvious, but for many
sales managers, it’s not. I recently had
the opportunity to make joint calls with
a client’s salesperson. I had previously

Are your joint calls focused on
teaching the salesperson how to
sell, or just on helping him or her get
the deal?
Here’s the “why” of the above point.
It’s true that the salesperson’s
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numbers had improved. The
reason—which the salesperson
admitted at the end of the day—was
that the sales manager was joining
enough important calls that more
deals were getting closed. Of course,
the reason for this was that the sales
manager was basically closing them
himself—taking over the sales calls
and making the deals happen. If you
do this, you might think that you’re
doing your job and benefiting the
company; but you’re not. You’re only
benefiting yourself and your rep—and
then only in the short term.
If you’re staying silent during joint
calls and using them as a coaching
opportunity, you’re investing your
time. If you are selling, you’re
spending your time.
If you took your hands off the
salesperson, what would happen?
Back at the office, I then began probing
the salesperson’s sales and activity
records for the past three years,
and cross-referencing them with the
sales manager’s vacation and travel
schedules. I bet you already know
what I found. When the sales manager
wasn’t there, the salesperson’s activity
levels dropped by nearly half—and
the salesperson rarely sold when the
manager wasn’t there. While this was
disappointing to the company’s owner,
it was what I expected to find by this
time. The manager was simply doing
much of the work for the salesperson.
If, after some length of time under
your tutelage, the salesperson can
function independently, you have
invested your time. If not, you have
spent it.
PIPped at the post
In the review meeting with the company
owner and the sales manager, I gave
my analysis of the situation (pretty
much as above, but with specifics
included). I was asked by the sales
manager if the salesperson should be
put on a performance improvement
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plan (PIP) (probation). I said, “That’s
up to you. But,” turning to the business
owner, I said, “The sales manager
should definitely be put on a PIP.” Both
jaws dropped.
“Here’s why,” I explained. “You (the
sales manager) have told me that
you’ve spent at least four hours per
week over the past three years with
this person. That’s over 600 hours
of your time. You’ve done that not to
improve the salesperson’s skills or
performance—they haven’t changed—
but to save yourself from having
to make a transition and, perhaps,
because you liked him so much. That’s
an incredible misuse of time and
resources, considering that you have
seven other reps who do not receive
that level of attention. You should be
put on a PIP and then how you handle
improving your own performance is up
to you.”
Harsh? Maybe. But the truth
is that the sales manager had
become emotionally involved to a
high degree and had abdicated
his sales management duties in
favor of basically being a part-time,
uncommissioned sales rep. Sales
managers do this every day without
realizing it. If that’s you, stop!
Coach trip
But what about the other part of the
objection above: that your top reps
just want to be left alone and not to
be messed with? Maybe that’s true in
some cases. Rarely, however, do a
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strong relationship and time spent with
a top rep fail to produce dividends.
If you get out and work with your top
people, you may find easily coachable
moments that will produce success—
and if you improve a top rep once, they
will always want to work with you. The
reason is simple: your top reps are the
ones who always want to improve; who
always want to sell more and produce
more. If you can help them do it, that’s
a good investment of your time.
To truly start investing your time,
rather than spending it, follow this
one simple guideline: apportion your
coaching (and make it coaching, not
selling) time evenly to all your mature
reps, top to bottom. Granted, new
and ramping reps take more time, as
they should; but if you divide yourself
equally among your mature reps, you’ll
find out that your time is probably
better invested with your top people.
And that will make everyone smile.
Troy Harrison is the author of Sell
Like You Mean It! and his new book,
The Pocket Sales Manager. He is
a speaker, consultant and sales
navigator. He helps companies
build more profitable and productive
salesforces with his cutting-edge
sales training and methodologies.
For information on booking speaking/
training engagements, consulting
or to sign up for his weekly e-zine,
call 913-645-3603, email Troy@
TroyHarrison.com, or visit
www.TroyHarrison.com.
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Marisa Pensa

PANDEMIC PROSPECTING
& SELLING SERIES

By Marisa Pensa

Picture this: it’s 2:00pm on a Tuesday
afternoon. You’ve got a virtual
appointment with a big prospect
who seems like the perfect fit for your
product. You take a deep breath,
start up your Zoom meeting and
wait… and wait… and wait some
more. Any minute now, they should
be joining.

Sound familiar?

In today’s virtual world of selling, this
is a common scenario for many sales
professionals. No-shows frequently
happen—whether because the
prospect had an unexpected
emergency or because their
calendar was simply overbooked
with competing priorities.
As meetings increasingly move
online, here are four tips both to
prevent virtual no-shows and to
respond to them when they do
happen.
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Prevention

1. Confirm the appointment the day
before or the day of the meeting
In field sales, we’ve long been told not
to confirm a meeting in advance. But in
virtual sales, confirming in advance is a
must.
Your buyers are busy. They are
overbooked and overwhelmed. They are
looking for ways to free up their time and
remove meaningless meetings from their
calendars. Your job as a salesperson is
to make them want to attend the meeting.
Make it easy for them to accept the
invitation and join the meeting.
2. Send the meeting link
Whether it’s on Zoom, WebEx, Google
Hangout or Microsoft Teams, add the
meeting link to your calendar invite
either the day before or the day of the
meeting. This gives you a legitimate
reason to reach out and confirm the
meeting in advance.
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3. Ensure an agenda is in your invite
This provides purpose and clarity: you’re
setting the tone and letting your prospect
know what to expect. This increases
the likelihood of them showing up to the
meeting, because they know exactly
what it is for and can come prepared.
After all, you have done your part to
prepare a meaningful meeting for them.
4. Set an alert when you send your
calendar invite
On most calendar invitations, like Gmail
or Outlook, you can set a reminder or
alert to go off five to 10 minutes before the
meeting. Use this feature as an added
reminder to notify your prospect that your
meeting is coming up. This is a great way
to help keep the meeting top of mind and
prevent no-shows.
These four steps will help you be
proactive in your efforts to prevent
virtual no-shows, but you still need to be
prepared if and when they happen.

»
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In the event of a no-show,
here’s the timeline I follow:

Five minutes later
Pick up the phone and call your
prospect. Despite your best efforts,
things happen and people may forget
or need to cancel. If they don’t pick up,
here’s a sample voicemail you can leave:
Hi John. This is Marisa Pensa. I’m on
the Zoom link for our 10:00am this
morning and wanted to make sure you
had the link. If a phone call would be
easier today, you can call me back
on 678-574-6072. Otherwise, I’ll wait
another five minutes in case you’re in
another meeting that’s running over.
See you shortly online or call me on
678-574-6072. Thank you.
10 minutes later
Send an email as a follow-up to
your voicemail message. Suggest
alternative times to reschedule. Your
email should say something like:
Hi John. I’m assuming something
unexpected came up at our meeting

time and certainly understand that
things can come up completely out
of your control. As an alternative to
today, below are two options for us to
meet later this week.
Option 1: Date/time
Option 2: Date/time
Please let me know what works
best and I’ll send an updated
calendar invite. Thank you.
Two days later
Send a video message via email using
a tool like Vidyard or Soapbox. This is a
great way to re-engage your prospect
and add a personal touch. Your video
should be a minute and a half or less.
Use it to share the value you can
bring—for example:
Hi John. I tried to reach you by phone
and email, but thought I would get a
little creative and try video. I’ve been
thinking about your [struggle with X,
plan to achieve Y] and I’ve got a few
ideas that may make a difference.
Let’s definitely reschedule: I’d like to

talk through this with you and share
with you what I had prepared for our
meeting. Below this video, you will
see in my email two time proposals. If
these don’t work, let me know better
options for connecting.
Talk with you soon!
You can’t wait forever for a prospect.
After you’ve taken these steps,
schedule a task in Acsellerate, Sales-i,
Salesforce or your chosen CRM system
for two weeks later and lay low.
As a sales professional, you only
have your time and your accounts.
Make the right decisions on how much
time to spend on which accounts.
Remember, your time is valuable too!
Good selling to you!
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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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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