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EDITORIAL
Reading the story (directly to the right of 
this editorial) about the 45th anniversary of 
Midwest Single Source, you cannot help but be 
reminded about the core strengths and defining 
features of those who succeed in the IDC. 

I guess you could try to sum it up with the 
word “entrepreneurship,” but I’m not sure that 
really goes far enough to do it justice. Sure an 
entrepreneurial spirit is important; but so are a 
boundless energy, tenacity and, perhaps most 
importantly, imagination.

Entrepreneurial spirit gives you the ability 
to see potential markets and understand 
how to deliver what customers need. Energy 
and tenacity allow you to continue to work 
hard, in sometimes challenging conditions, to 
ensure that your plans have the best chance 
of success. Finally, imagination gives you the 
ability to see how to do things differently, find 
new ways to solve old problems and create 
new markets.

It’s pretty clear that John Osborne had all 
those qualities in spades when he opened 
Forms Management all those years ago—from 
the initial overhaul of the way he drew up the 
forms, allowing him to build a customer base, 
to the realization that base might also buy 
more than just forms from him, and the forward 
thinking to stay ahead of the technology 
curve—not only in areas in which the company 
already did business at the time, but also in 
new categories and sectors that he felt were 
ripe for expansion.

The IDC is packed full of guys like John, 
who see opportunities where others don’t, 
particularly during times of adversity. That is 
what makes it such a special place. »

When John H. Osborne started working in the business forms industry 
back in 1976, it only took him a matter of hours before he realized things 
could be done differently, so he started his own company—Forms 
Management in Wichita, Kansas.

“There was a lot of manual work involved, sitting down with 
customers, ruler and protractor at the ready, drawing out the lines. 
John had the knack of finding a way to do things better,” says Kevin 
Ulwelling, president of Midwest Single Source (as the company is now 
known). “He figured out that when the customer had maybe 20 different 
forms, there was a way to condense those down to around five or 10. 
That was what set John—and at the time, Forms Management—apart 
from the competition and his customer base grew very quickly.”

Kansas dealer celebrates 
45 years in business

WINNER’S
CIRCLE
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Like so many others in the IDC, John was also a 
consummate entrepreneur. While he was out visiting 
customers, he realized he already had a relationship with them 
and wondered what else he could sell them to extend that 
relationship. Within a few years, he had expanded his Kansas 
footprint with the addition of offices in Topeka and Hutchinson; 
and with the acquisition of Beal Office Supply in 1988, the firm 
added business supplies to the mix. A further acquisition of 
Goldsmith’s Office Supplies in 1990 further strengthened that 
part of the portfolio. The firm also has offices in Oklahoma City, 
Oklahoma.

It was shortly after that in 1992, and in order to reflect the 
dealership’s new range, that the name of the company was 
changed to Midwest Single Source. Later in the decade, 
expansion continued with the opening of a digital print center, 
occupying space that had formerly been the retail portion of 
the company offices in Wichita.

Further diversification followed early in the new millennium 
with the addition of promotional items and a mailing division, 
the latter through the acquisition of a company named Alcazar. 
As Kevin points out, all of these moves were prompted by 
John understanding what it was that his customers wanted.

“John has always said that our customers have dictated the 
direction we’ve taken over the last 45 years—from those days 
with a protractor and a ruler to today, when we are doing our 
own screen printing, direct mail and embroidery in house,” he 
explains. “Our customers brought us here, based on how we 
saw the market developing and to fulfill the needs they have.”

John moved full time to Florida seven years ago, but is still 
involved in all key decisions, with Kevin running operations 
day to day together with chief financial officer Angela Williams. 
The business now breaks down pretty evenly, with around 25 
percent coming from traditional office supplies—including 
furniture, breakroom and jan/san; 25 percent from corporate 
apparel; 25 percent from print and promotional items; and 25 
percent from mailing equipment. Midwest has grown from the 
three employees John originally employed to a current staff of 
around 50 and it is still highly focused on customer service.

In Kevin’s view, another reason for the dealership’s 
continued success is the fact that it has always tried to stay 
ahead of the curve in terms of technology. Examples include 
the purchase of an iGen digital printer back in 2008—which 
allowed the firm to break away from the large runs associated 

Winner’s Circle CONTINUED FROM PAGE 2

with offset printing and offer shorter quantities and order on 
demand—or the recent investment in software that allows it 
to build bespoke webstores for each of its clients, making the 
ordering process far simpler.

“I think we were very early to market in a lot of different areas 
in our industry,” he claims. “We invested heavily in technology, 
which has really stabilized us today. We have full turnkey 
control over a lot of the things our customers order, from the 
corporate sites taking the orders to controlling the turn time on 
many items due to our in-house production capabilities.”

Kevin suggests that diversification should be on the front 
burner for all dealers, and that it’s always important to be able 
to step back and evaluate how different areas of the business 
are performing.

“No idea should be too crazy,” he says. “A lot of the time, we 
get stuck in our little niche and tell ourselves, ‘We can’t do this’ 
or ‘We don’t do that.’ We need to change our mindset to ‘How 
can we do that?’ or ‘How can we expand this and make that 
better?’—and maybe sometimes we just have to accept it’s 
time to not do certain things anymore; it’s time to cut that part 
of the business off, because it’s not going anywhere. It can be 
scary, but sometimes it’s necessary.”

https://register.gotowebinar.com/register/1739018793438915853
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A&B Business Solutions of Sioux Falls, South Dakota has 
been presented with the 2021 Guardian Award by Avera 
Healthcare.

Avera is one of the primary healthcare providers in the 
Midwest. The award is given once every other year and 
honors a corporate partner, organization or foundation that 
has demonstrated loyalty to Avera through its philanthropic 
support, volunteerism, corporate giving and engagement.

A&B is a long-time supporter of Avera and last year stepped 
up to help after the COVID-19 pandemic stretched resources 
in the healthcare sector. The dealership donated $100,000 to 
help establish the Avera Heroes Fund in order to help support 
frontline health workers and the patients in their care.

The award was presented by Bob Sutton, CEO of Avera 
Health, and Dzenan Berberovic, Avera’s chief philanthropy 
officer, to A&B owners Lizette and Dennis Aanenson at Avera 
Quality Congress at the end of August.

“Dennis and Lizette Aanenson have been loyal business 
supporters for nearly two decades,” Avera said in a press 
statement. “From hospice to the Avera Heroes Fund, their 
example of corporate giving sets an example for others  
to follow.”

South Dakota dealer recognized by Midwest healthcare provider

Quality Built Since 1962

Organized 
Environments

Made 
EASY.

Cabinets  • Bookcases • F i l ing • Shelving • Lockers

Left to right: Dzenan Berberovic, Lizette and 
Dennis Aanenson, and Bob Sutton 
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Industry Week ’21
Nov. 7-12, 2021

Orlando World Center Marriott
Orlando, FL

industryweek21.cventevents.com

You won’t want to miss it! 

The first industry event with everyone…the largest dealer group in 
the world, two major wholesalers, industry partners and experts! 

■  Valuable Educational Seminars – Learn about new sales 
opportunities, hear about new marketing strategies, find new 
ways to maximize your margins, and so much more!

■  Supplier Tradeshow – Over 100 Exhibitors including new 
suppliers, Show Specials and most importantly, opportunities 
to increase sales in new product categories. 

■■  Networking – Hundreds of ISG Members, suppliers and 
industry partners will be in attendance. 

■  ISG General Session – Learn about all that’s going on in our 
ever-changing industry from our expert panelists, moderated 
by OPI’s Steve Hilleard.

■  ISG Member Meeting – Hear how ISG Members have 
survived and thrived this last year. 

■■  Pinnacle One-on-One Meetings – Member/Supplier 
interactive live meetings.

■  Wholesaler Meetings – Hear the latest from S.P. Richards and 
Essendant, about what they are doing today and their plans 
for the future. 

■  BSA Forum – Action-packed half day educational program 
for BSA Members. 

■■  Giveback Event, City of Hope Fundraiser and Fun! 

REGISTER TODAY!

NOV. 7 – 12
ORLANDO, FL

ISG RDC Program Provider
Premiere Sponsor

Registration
Openis now

Plan to 
Join Us!

http://www.industryweek21.cventevents.com
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Ohio dealer rewards school employee
Amy Fisher—a major accounts manager at Friends Office, a dealership based 
in Findlay, Ohio—last month presented the award for Classified Employee of 
the Year to Ronnie Romero, a post-baccalaureate intervention specialist at the 
University of Findlay College of Education.

The presentation took place at the Findlay City Schools Convocation, just 
before the start of the new term. Amy presented Romero with the award and a 
check for $1,000 provided by Friends Office.

“It’s great to be able to support our local educators,” said Ashley Barger, 
communications manager at Friends Office. “We have been sponsoring these 
awards for seven years now and Amy, who looks after the account for Findlay City 
Schools, was the lucky person chosen to present the award this year.”

The presentation capped a busy month for Friends philanthropically, as it also 
sponsored a hole at the Findlay-Hancock County Chamber of Commerce annual golf 
outing and donated and printed the wrist bands for the local Flag City Balloon Fest.

This month, Friends Office is holding a series of customer appreciation days 
as part of the celebrations for its 30th anniversary, which we will cover in a future 
issue of INDEPENDENT DEALER.

Nebraska dealer 
makes acquisition

It’s back to school season, which means dealers around the country 
are helping schools and students assemble the necessary supplies.

Many dealers also go out of their way to help less fortunate 
students by donating to backpack programs such as that created by 
the Life Community Church in Snoqualmie, Washington, supported 
by NuLeaf Office Solutions in nearby Issaquah.

Back in June, Nuleaf’s Missy Cudworth saw an ad asking for help 
filling backpacks for 200-plus children and knew the dealership 
could help out.

“Our local backpack program, Helping Hands Ministry, is run 
through the Life Community Church,” said Missy. “They also 
provide children on the free school lunch program with food 
staples for the weekend throughout the year. I asked the director of 
Helping Hands what items she could most use and she mentioned 
needing lined paper for 
all grades and scientific 
calculators for their middle 
schoolers, so we donated 
111 packs of paper and 
25 calculators; plus we 
had miscellaneous school 
supplies, such as pencil 
boxes, binders, report 
covers, pens and notepads 
that we had as overstock in 
our office, so those went to 
good use as well.”

Washington dealer helps local 
backpack program

Nebraska-based independent reseller Eakes 
Office Solutions has made another bolt-on 
acquisition.

The latest deal for Eakes involves MoneyWise 
Office Supply, a 25-year-old operation that 
is headquartered in the Nebraska town of 
Scottsbluff. It serves the office products, furniture 
and cleaning supplies needs of businesses in the 
west of the state and eastern Wyoming.

“I want to thank the Scottsbluff community 
for their incredible support over the years. I’m 
confident in Eakes’ ability to take care of all 
of our loyal customers moving forward,” said 
MoneyWise owner Cindy Hamon.

Although Hamon will be retiring at the end 
of September, sales representative Amy 
Westphal and the MoneyWise delivery staff will 
be joining Eakes.

“Cindy and her team at MoneyWise have 
provided a high level of customer care to the 
Scottsbluff area. We look forward to continuing 
that tradition while expanding products and 
services in the area,” said Eakes CEO Mark Miller.

Eakes Office Solutions now has 14 office 
locations across Nebraska, serving Nebraska, 
Wyoming, Colorado, South Dakota, Iowa and 
Kansas.
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www.ecisolutions.com   |   How business gets done.

Technology Fuels 
Business Growth
ECI’s Margin Accelerator program is proud to help 
dealers realize extra GP dollars with integrated 
end-consumer pricing matrixes proven to increase 
gross margins while maintaining customer loyalty.

Learn how Andy Richter of Richter Total Office  
increased gross margins by 1.5% using Margin Accelerator.

Business really isn’t very fun if you’re not 
making money.”
Andy Richter, Richter Total Office“

READ ANDY’S STORY

https://resource.ecisolutions.com/c/margin_accelerator_richter?x=xsw_oh
http://www.ecisolutions.com
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SECRETS of success
Office Solutions & Services,  
Missoula, Montana
For Kevin Huguet, president of Office 
Solutions & Services in Missoula, 
Montana, the secret of success is 
community. “Nobody can be the 
cheapest, but we can be more than 
competitive with anyone. Sales should 
be about value,” he says. “We provide 
customers with next-day delivery, 
no-hassle returns, 30-day payment 
options and the chance to keep their 
dollars contributing to the local tax 
base. These are all benefits of buying 
local. The dollars our customers spend 
with us stay right in the community, 
compared to the dollars spent at 
Staples or Amazon. Who knows where 
those dollars go. And most of the time, 
their deliveries are no longer next day.” 

Kevin suggests it’s up to 
independent dealers to talk up 
this competitive advantage. 
“The opportunity is still great for 
independent dealers who are willing 
to work hard to get the message out to 
the business community that they can 
get all they need from them,” he says. 
“If they have a good story to tell and the 
drive to get the message out, they will 
be able to compete into the future.”

Stalled but not stopped
Kevin admits that the COVID-19 
pandemic “was pretty concerning in 
all different areas. For copiers, people 
were not making decisions with so 
many unknowns and when no one 
was in the office.” These uncertainties 
also impacted breakroom and office 
supplies.

However, it was not all doom and 
gloom: “Some projects in our furniture 
division were going already, so that 
was helpful. Also, PPE took off and we 
were able to find sources for things 
like hand sanitizers and disinfectant 
wipes.”

Maintaining staff levels was another 
win. “My goal was to not lay anyone off or 
cut wages during the pandemic and we 
were able to accomplish that,” explains 
Kevin. “Most of our team members have 
been with us for 10-20 years.”

The pandemic also underlined 
another company objective. “Online 
sales are extremely important and 
our goal is to continue to increase 
our online presence,” says Kevin. 
“The pandemic changed everyone’s 
expectations. The main way people are 
ordering now is online. Luckily we have 
a robust site that’s easy to use. It was 
headed that way already, but there will 
be more and more online in the future. 
Our job is to make sure it’s easy for 
customers to click on our solutions on 
our site. If they’re looking 
to talk with a local person, 
they can still call us any 
time to get professional 
help from local people 
who have been doing this 
for a very long time.”

But being there for 
those in need requires 
more than just phone 
service and will continue 
far beyond the pandemic. 
“When the pandemic 
started, we had 60 cases 
of trial-size hand sanitizer, 
so we started donating 
them with orders,” recalls 
Kevin. “We also had 
salespeople drop off 
almost 3,000 containers 
of disinfecting wipes to 
various nonprofits. We 
always try to donate to 
different charities in the 
community we live in to 
help people who need 
help.”

Number of employees: 20
Key management:  Kevin Huguet, 
owner/president; Darla Nokleby, 
chief operating officer
Percentage of business  
online: 55%
Key business partners:  
S.P. Richards

A bright horizon
Kevin predicts a rosy future for those 
independent dealers with the right 
mentality: “Independent dealers need 
the drive and will to succeed, and the 
mentality that you are just as good as 
non local online sites. You also need 
to stay busy, getting out there to build 
relationships. The more people you 
know, the more business you get. It’s 
that easy. I believe in our local family 
business and it will continue to thrive 
well into the future; it’s always been a 
very competitive business and we’ve 
always proven we can compete.”
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Engineered 
for what’s next™

Through its zero deforestation commitment, FSC certification, and 
partnerships with the Arbor Day Foundation and local landowners, 
HP Papers is ensuring forests are here for generations to come.
Learn more at: www. hppapers.com/na/sustainability

FSC-C168336

Don’t
just
print...

Be
impactful

A Story of  Restoration, Renewal, and Recovery

Responsible. 
Renewable. 
Restorative.

©2021 HP Inc. and Sylvamo Corporation. All rights reserved. HP is a registered 
trademark of HP Inc. and is used by Sylvamo Corporation on license from HP Inc. 
ColorLok, ColorLok Technology and logo are registered trademarks and 
“Engineered for what’s next”, Premium32, Premium28, Premium24, BrightWhite24, 
All-In-One22, MultiPurpose20, Office20, Copy&Print20, and EcoFFICIENT are 
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Council®, FSC® and the FSC logo are trademarks of Forest Stewardship Council. 
Sylvamo Corporation is an FSC certified company FSC-C168336.

https://www.youtube.com/watch?v=UVeaBdKqAuA
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If you have news to share - email it to  
rowan@IDealerCentral.com

»

The Business Solutions Association 
(BSA) has announced its three 
award winners for 2021, which will be 
presented at a BSA luncheon to be held 
on November 11 during Independent 
Suppliers Group’s (ISG) Industry Week 
in Florida.

Former Essendant executive Joe 
Templet has been named as the 
recipient of the 2021 BSA Legends of 
the Industry award.

Beginning his career at Procter 
& Gamble in 1968, Templet joined 
the office products industry in 1982, 
when he was appointed national sales 
director at Parker Pen. Three years later, 
he moved to United Stationers (now 
Essendant) and the rest, as they say, 
is history. He became an iconic figure 
at the wholesaler, finally retiring in 2020 
after 35 years of service.

“Since 1982, Joe Templet has made 
an outstanding contribution to our 
industry,” said 3M’s Travis Kaste, the 
current BSA president. “He has inspired 
and mentored many people over the 
years in our industry by setting the 
standard for managing and maintaining 
excellent customer relationships. He 
truly is a legend of the industry and we 
are pleased to honor him with BSA’s 
Legend of the Industry award.”

Meanwhile, the Lifetime Achievement 
Award will be presented to Bill Cardone. 

Cardone started in the office products 
industry in 1987 as a field sales rep 
at UPG, a division of Esselte. In 1993, 
he was promoted to Midwest regional 
manager and moved to Chicago, 
eventually becoming national accounts 
manager for the IDC and buying 
groups. Five years later, he went to work 
for At-A-Glance, where he was vice 
president of commercial sales. He spent 
17 years there, through the merger with 
Westvaco and the eventual sale of the 
company to ACCO Brands.

In 2015, Cardone moved to GOJO 
Industries, where he was commercial 
sales director for GOJO’s office channel. 
In 2018, he joined TOPS Products, which 
by then owned Pendaflex (renamed 
after the sale of Esselte Brands), 
where he is currently vice president of 
commercial sales.

He is also a City of Hope Hall of 
Famer and has been instrumental in all 
fundraising events through the IDC and 
wholesalers.

“Bill has invested his entire career 
in the office products industry and 
has been a strong advocate for the 
importance and significance of American 
entrepreneurship, family businesses, the 
IDC and peer groups,” said 3M’s Travis 
Kaste, president of the BSA.

He added: “This industry is fortunate 
to have him as a champion for over 35 

years and counting. Bill is one of a kind 
and truly embodies the characteristics 
of a ‘lifetime achiever’, and we are 
pleased to honor him with BSA’s Lifetime 
Achievement Award.”

Finally, S.P. Richards (SPR) CEO Mike 
Maggio has been named as this year’s 
recipient of the BSA Leadership Award.

The Leadership Award honors 
those individuals who have displayed 
dedication and longevity to the industry, 
business acumen, forthrightness and 
integrity, while having a cooperative spirit.

“Mike has been a leader in all channels 
of the industry for over 41 years. He 
is clearly a leader in our industry and 
exemplifies each characteristic of this 
honor,” said Kaste.

Maggio began his career with his 
family’s independent dealer business 
in New Jersey. He then spent 14 years 
at SPR before taking over as CEO of 
regional wholesaler ActionEmco in 
2004. After spending a short time out 
of the industry after ActionEmco was 
sold, Maggio joined The Supply Room 
Companies (TSRC) in 2010 and, three 
years later, became president of buying 
group TriMega. When TriMega merged 
with Pinnacle Affiliates and ISG, Maggio 
became CEO of the combined ISG entity 
group. He then led the 2020 buyout of 
SPR in partnership with his great friend 
and former TSRC boss, Yancey Jones.

Three IDC stalwarts named in BSA awards

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
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City of Hope provides events update
There have been some important changes to the National 
Business Products Industry’s (NBPI) City of Hope calendar, 
including its Spirit of Life Gala in October.

With the recent variant-related surge in COVID-19 cases, 
the NBPI has reassessed its plans for both its upcoming golf/
business outings and the Spirit of Life Gala. After feedback 
from a large number of event hosts and executive leaders on 
how best to proceed, it has been decided that events with 
largely outdoor formats and historically manageable levels of 
attendance will still take place as scheduled. However, for the 
large indoor 500-plus attendee Spirit of Life Gala, to be held 
on October 7 in Chicago to honor Greg Gibson of International 
Paper, the difficult decision has been made to switch to a 
virtual gala (including a wine tasting) at 4:00pm Central Time.

A number of in-person NBPI and City of Hope committee 
and council meetings planned for October 7 will still take 
place. There will also be an outdoor virtual gala watch party for 
a limited number of guests.

The NBPI said it will continue to monitor the evolving 
COVID-19 statistics, outlook and guidance, and provide 
further updates as necessary.

www.ssiop.com | 905–939–1080 | sales@ssiop.com

SSI has been adding one new money-saving feature after
another for more than 40 years.

That's a long history
of bright ideas.

At SSI, we're continually adding new features and improvements to help independent
dealers control costs and boost profitability. It's just one of the reasons more dealers
are upgrading to our software. Find out what SSI can do for your business.

http://www.ssiop.com
mailto:sales%40ssiop.com?subject=
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SPR names new SVP/CIO and recognizes suppliers

Wholesaler S.P. Richards (SPR) has 
named Christie Pruett as its new senior 
vice president and chief information 
officer following the retirement of Brian 
McGill.

McGill retired at the end of August 
after more than 34 years with the 
company. He began his career at SPR 
in 1987 as a young programmer and 
developer, gradually working his way 
through the ranks before spending the 
last 10 years overseeing the entire IT 
department.

“Brian has been a trusted advisor and 
expert in all things IT and SPR related,” 
said Mike Maggio, CEO and president 
of SPR. “His knowledge of our company 
has been invaluable as we launched 
the new SPR. Yancy Jones and I are 
grateful for his wisdom and patience.”

Pruett joined the wholesaler in 
2007 as a package applications 
manager. In 2012 she was promoted to 
director of applications and in 2015 to 
assistant vice president of application 
development.

Announcing her promotion, Maggio 
commented: “Yancey and I could not 
be more pleased that Christie has 
accepted this new role, in what is an 

exciting chapter of SPR’s long history.”
Meanwhile, after an 18-month hiatus, 

SPR recently hosted its annual supplier 
summit and Heritage of Hope Golf 
Tournament at the Rosen Shingle Creek 
hotel in Orlando, Florida. The company 
raised over $350,000 for City of Hope. 

At the Supplier of the Year Awards 
dinner, which took place during 
the summit, SPR recognized the 
industry’s commitment to the City of 
Hope and honored its suppliers for 
their accomplishments during the 
past year. Nick Lomax, SPR’s senior 
vice president of jan/san, presided as 
master of ceremonies for the evening, 
which concluded with the presentation 
of the following awards:

• The Supply Chain Excellence 
award was given to AEP/ZEP for 
its proactive communications and 
quick response in shipping inventory 
when requested to any of SPR’s 
distribution centers throughout the 
pandemic.

• The Innovation Excellence award 
went to Deflecto for the rapid 
development of acrylic countertop 
barriers, face shields and signage 

that helped resellers provide 
customers with what they needed 
to keep their staff safe and doing 
business.

• Avery won the Marketing Digital 
Excellence award for its clear 
go-to-market strategy that adapted 
to the pandemic and the new realities 
of marketing in digital media.

• The Outstanding Sales Professional 
award went to Phil Leckinger of 
Sourcing Partners. Lindsay Eierman, 
vice president of supply chain at 
SPR, who presented the award, 
commented: “His unwavering 
support extended into long nights 
and weekends, finding sources 
of face masks and thermometers 
during the pandemic, clearing 
container after container of 
FDA-regulated products on our 
behalf and so much more. We 
celebrate his heart and partnership 
with this award.”

The final presentation of the evening 
was Supplier of the Year. This went to 
Kimberly-Clark Professional, which was 
recognized for engaging with SPR’s 
teams in the field. »
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Sales and marketing agency Highlands will now market Reckitt’s new Lysol Pro 
Solutions business.

Reckitt (which is the new trading name for the Reckitt Benckiser Group) 
announced the Lysol Pro Solutions B2B brand in July. It is described as a 
“science-led, business-to-business offering that helps companies of all types and 
sizes to protect customers and staff from the spread of illness-causing germs.”

Essentially, Lysol Pro Solutions is a value-added service that is backed by 
the well-known and trusted Lysol brand. Highlands, as Reckitt’s exclusive sales 
partner for the US, will take the new program to 
market. This will mean visiting key distributors 
for presentation to their customers, as well as 
approaching large enterprise customers directly.

“Highlands is honored to be the exclusive 
sales partner for Reckitt in the US,” said Bob 
O’Gara, CEO of Highlands. “We’ve collaborated 
successfully with Reckitt for many years. The 
good news for our distribution partners is that if 
we win a large end-user contract, they win too, 
as we need their supply chain and customer 
management expertise.”

For more information, visit https://
thinkhighlands.com/lysolpro-hosp/

Highlands adds Lysol Pro business

The acquisition spree of jan/san 
distributor Imperial Dade shows no 
signs of letting up.

The latest company to join the 
Imperial Dade fold is Randik Paper, 
a supplier of cleaning and hygiene 
products and services headquartered 
in California, about 95 miles east of 
San Francisco. It is one of several 
businesses purchases Imperial Dade 
has made in California over the past 
couple of years and represents the 
39th acquisition under the stewardship 
of Bob and Jason Tillis.

Imperial Dade 
keeps growing

https://thinkhighlands.com/lysolpro-hosp/
https://thinkhighlands.com/lysolpro-hosp/
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Visitors to next month’s NeoCon show in Chicago will have to go through 
a COVID-19 screening process, it has been announced.

The leading workplace design and furnishings event normally attracts 
tens of thousands of attendees and is taking place this year at Chicago’s 
theMART from October 4-6. It has now been confirmed that all visitors, 
exhibitors and staff of the 2021 show must provide proof of COVID-19 
vaccination or a negative COVID-19 test within 72 hours of the event in 
order to receive a badge to access the NeoCon floors.

theMart has partnered with Health Pass by CLEAR, an app that 
facilitates COVID-19 screening. People who have registered and 
completed the process before September 8 will receive their show 
badges by post. Otherwise, badges will need to be collected onsite 
during the event.

A number of initiatives have already been taken to ensure a safe, 
healthy and comfortable in-person NeoCon 2021. For example, 
theMart has achieved ISSA’s GBAC Star accreditation, air filtration and 
circulation have been improved, cleaning protocols have been stepped 
up, and low-contact and social distancing measures are in place.

A state-wide mask mandate for indoor settings came into force in 
Illinois on August 30. Therefore, as things currently stand, all those 
entering theMART will be required to wear a mask. Those who prefer not 
to attend will be able to take advantage of a hybrid program that includes 
an online event platform.

More details about NeoCon’s COVID-19 screening can be found here.

NeoCon announces COVID-19 protocols
Following its proposed split into two separate 
entities, The ODP Corporation—the holding 
company of Office Depot in North America—
has published details of the company names 
and their respective CEOs.

In an August 24 press release, ODP said it 
continues to “make progress” with its plans and 
expects to complete this transformation in the 
first half of 2022.

It also confirmed the names of the two 
entities post-spin-off, as well as the names of 
their CEOs.

The first entity will be named The ODP 
Corporation and will consist of several 
operating companies, including the contract 
sales channel of ODP’s Business Solutions 
Division (which will be renamed ODP Business 
Solutions) and its new technology platform, 
Varis. Both will be owned by ODP, but will be 
operated as separate companies. ODP will also 
continue to own the global sourcing operations 
and other sourcing, supply chain and logistics 
assets. Current CEO Gerry Smith will continue 
to serve as CEO of The ODP Corporation 
following the split.

The second, Office Depot Inc, will include the 
spun-off business comprised of around 1,100 
Office Depot and OfficeMax retail locations and 
the officedepot.com consumer-facing website. 
After the transaction, this business will be led 
by Kevin Moffitt, currently chief retail officer at 
ODP.

“While ODP and Office Depot will be 
separate, independent companies, it is 
anticipated that they will share commercial 
agreements to allow them to continue to 
leverage scale benefits in such areas as 
product sourcing and supply chain,” ODP said.

The transaction is still subject to certain 
conditions, including final approval by ODP’s 
board of directors, opinions from tax counsel 
and a favorable ruling by the US Internal 
Revenue Service on the tax-free nature of the 
separation. It does not require the approval of 
ODP’s shareholders.

ODP continues to move ahead with its 
spin-off plans against the backdrop of ongoing 
negotiations with Staples owner Sycamore 
Partners about a combination of the two 
resellers’ retail operations. 

ODP provides post-split info

»

https://neocon.com/attend/covid-screening
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ACCO Brands has appointed Tom Tedford as its chief operating 
officer (COO) and named his successor for the role of president of 
North American operations.

As COO, Tedford will have full responsibility for the sales, 
marketing and operations of all the company’s businesses and 
products worldwide. He will start his new job on September 1 and 
continue to report to CEO Boris Elisman.

Tedford joined ACCO in 2010 and held the positions of 
president of US office and consumer products and senior vice 
president of corporate marketing and product development. He 
took over as president of ACCO Brands North America—which 
includes the Kensington brand and the Canadian business—in 
February 2018.

“Under Tom’s leadership, ACCO Brands North America has 
successfully managed channel, product line and technology 
transitions, as well as trade wars and pandemic-related 
challenges,” said Elisman. “During his stewardship, we gained 
share in our core brands, grew sales in consumer-oriented 
channels, maintained strong operating margins and won several 
‘Best Employer’ and ‘America’s Safest Company’ awards. His 
track record of success, coupled with his deep understanding 
of our business, will serve us well as he takes on his new global 
responsibilities.”

Tedford commented: “We have tremendous opportunities for 
growth worldwide, both in our existing categories, as the world 
recovers from the pandemic, and in new categories, as we 
expand our recently acquired PowerA business to new customers 
and geographies.”

ACCO has selected an external candidate to succeed Tedford 
at the head of its North America division. Roxanne Bernstein 
will start in the role on September 7. She joins the business from 
Crystal Farms Dairy, a subsidiary of Post Holdings. A former 
captain in the US Army, Bernstein has held a number of senior 
sales and marketing roles at Fortune 500 companies such as 
Kraft Foods, Kellogg’s and Post Consumer Brands.

Promotion at ACCO for Tedford

COE Distributing has again been ranked among the 
Pittsburgh region’s 50 fastest-growing privately held 
companies by The Pittsburgh Business Times. 

To qualify for this award, companies were required 
to have at least $2 million in revenue in 2018. The 
Fast 50 were then ranked by the percentage of 
revenue growth during a three‐year period, from 2018 
to 2020. COE achieved nearly 25 percent growth 
in sales in that timeframe, joining a prestigious list 
of flourishing companies from diverse industries 
including healthcare, logistics, home building and 
legal services. 

Companies making this year’s list charted 
impressive growth leading up to the pandemic and 
maintained their momentum despite the impacts of 
COVID‐19 on 2020 operations.

COE thrived during the pandemic by remaining 
nimble. Temporarily pivoting into manufacturing and 
changing its marketing focus, COE met the demand 
for products to make offices safer and help people 
work from home more comfortably and efficiently. 
Big shifts allowed COE to remain relevant during the 
pandemic, not only avoiding layoffs, but also hiring 
new staff and achieving its highest revenue months in 
company history.

“Our team rose to the challenge of COVID‐19 
in a big way,” said CEO and chairman of COE 
Distributing, J.D. Ewing. “It’s especially significant to 
be recognized for our growth in such a challenging 
and unusual economic time, and we’re very proud of 
what we’ve achieved and where we’re headed.”

Ewing says the ability to deftly adapt to rapidly 
changing market conditions will be COE’s formula 
for success as the world moves forward from the 
pandemic. COE restructured its executive team, 
made significant investments in e‐commerce 
strategies and doubled down on its commitment to 
employee engagement in 2021 to create a path for 
sustainable and explosive growth.

COE has been recognized among Pittsburgh’s 
fastest‐growing companies by The Pittsburgh 
Business Times since 2013. Regularly lauded for its 
profitability and strong company culture, COE also 
has been recognized as a Pittsburgh Top Workplace 
by the Pittsburgh Post‐Gazette and featured eight 
times on the Inc. 5000 list of the fastest‐growing 
companies in America.

COE Distributing makes 
ninth appearance on list of 
fastest-growing companies

Industry News CONTINUED FROM PAGE 19
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navigator-usa.com

Multipurpose
The natural choice if you’re looking for an office 
paper to meet all your printing needs, plus great 
performance for high volume printing.
20lb | 24lb 

Need a versatile paper? Want outstanding images for your documents? 
Looking for a sustainable but efficient solution? 
Whatever your printing needs, there’s always a Navigator paper for you.

Eco-Logical 
The eco-logical choice for everyday use 
that guarantees both excellent printing quality 
and outstanding green credentials.

Recycled 
Made from select, high-quality recycled fibers, 
Navigator Recycled is based on the 3R concept of 
sustainability while ensuring premium Navigator quality.
20lb

Platinum
Watch graphics and images pop up from 
the page in all-new levels of image 
definition, brightness and color contrast.
20lb | 24lb | 28lb | 32lb

JUST
ONE ANSWER: 
NAVIGATOR
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Launches New 
Technology Committee

IOPFDA News

You can’t run your business without technology: enterprise resource planning 
(accounting/purchasing/sales/customer relationship management) systems, websites 
and e-commerce portals, cloud versus on-premises infrastructure, cybersecurity 
measures and so on.  That said, most business owners are not technology experts. They 
hire, or rely on, outside experts to tell them what they need and how much it will cost to 
install and maintain.

Many, if not most, dealers view technology as a necessary evil and not an opportunity 
to save money and improve the operation and efficiency of their business. Trying to 
keep up with the newest technology and how it can help or harm your business is an 
overwhelming commitment. IOPFDA believes this is an area where the association can 
be a valuable resource for its members.

We have put together a group of industry experts, with different skills and 
competencies. The team will meet regularly to discuss tech topics relevant to the various 
channels in our industry and produce white papers, blogs, webinars and roundtables to 
keep dealers informed and educated.

The committee members are:
Steve Nuelle President ABM Federal
Donna Snyder President GOPD, LLC
Brian Bowerfind President, distribution & NET 1 Div. ECI Solutions
Lloyd Wood Enterprise sales GfK Etilize
Brian Stevenson Director of technology ISG/Intec
Steve Noyes Senior vice president Clover Industries

The committee will have its first meeting in September to discuss, rank and begin 
working on topics of importance to our members:
• Cybersecurity:

•  Internal systems (key vulnerabilities/risk mitigation by priority)
•  Insurance 
•  Federal (contractual) cyber-requirements (ex: CMMC)

• Digital marketing
•  Website construction/management/optimization
•  Website content (targeted messages versus one size fits all)
•  Social media tools 
•  E-commerce (portal) capabilities
•  E-competition (ex: Amazon)
•  Countering counterfeiting (avail resources)

• Resources: 
•  IOPFDA Resource Library
•  Free vs. “pay to play”

• Member engagement
•  Establish priorities (based on “needs” and return on investment)
•  How (and how often) to communicate

I’m excited to be working with this group and truly believe it can have a major impact 
on our industry. Stay tuned for updates and let me know if you have any questions or 
suggestions for the team.

Mike Tucker, executive director, mike@iopfda.org »

mailto:mike%40iopfda.org?subject=
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What if you could save 30% on

health insurance for your business?

MAYBE  I T 'S  T IME  FOR  A  CHANGE .

MEMBERS RECIEVED

$750K 

IN PREMIUM REFUNDS

Receive essential benefits at lower cost to you.

Customizable plans that fit your business and employee needs

National guaranteed issue rates with �0 deductible

Receive up to 80% of premium refunds

Virtual medicine program as low as �16 a month

 

"We were pleasantly surprised at how affordable it was, which

made this program a great financial decision for us." 

-Member Company

GET A QUOTE

Visit mdp.issa.com or call 847-982-3455.

http://www.mdp.issa.com


SEPTEMBER 2021 INDEPENDENT DEALER PAGE 24

IOPFDA News CONTINUED FROM PAGE 22

According to the US Small Business 
Administration, there are 30.2 million 
small businesses in the United States. 
Small businesses today make up 99.9 
percent of US businesses, employ 47.5 
percent of the workers in the United 
States—or 58.9 million people—and 
have created a net 1.9 million new jobs 
since 2015. These are impressive stats 
from the economic engine that drives 
the US economy; but in Washington, 
these numbers are missing their mark.  

When was the last time you can 
remember that Washington went to 
bat for you? I know the quick answer 
might be: when the country shut 
down in 2020 due to COVID-19. Yes, 
Congress did immediately pass the 
Paycheck Protection Program (PPP); 
but did that really save you? Don’t get 
me wrong—the PPP loans were a nice 
lifeline; but the design was flawed and 

only helped you for weeks, not months 
(or even years).  

Small businesses become a major 
focus in election years, when we see 
all the television ads talking about how 
this candidate or that candidate has 
been watching out for small businesses 
their entire careers. But once they get 
elected, they seem to forget all about 
us. Even during a global pandemic, 
it looks like now Congress is set to 
abandon us when we need it most. 
The argument in Washington today is 
the economy is getting stronger and 
more people are going back to work, 
so there is no need to continue to 
provide help and support to industry. 
The economy may in fact be doing 
better, but not for all industries. There 
are still industries struggling because 
of actions taken by Congress that have 
hurt and, in a lot of cases, have forced 

a large number of small businesses to 
close their doors for good.

Industries like the office products 
industry haven’t fully benefited 
from economic recovery. There 
are lots of reasons why; but when 
people continue to work remotely, 
businesses may not be ordering 
the supplies and furniture they 
were pre-COVID-19. When the 
government incentivizes people not 
to work through overly generous 
unemployment benefits, you can’t 
expect industries across the board 
to recover. We have had a hard 
time getting workers back to work. 
This has set our recovery back. We 
understand the need to provide 
benefits to those who lost their jobs 
during the pandemic due to no 
fault of their own. However, what 
Congress did was incentivize people 

By: Paul A. Miller, NOPA legislative counsel

Congress Set to Cut Off Key 
Funding for Small Businesses

»



SEPTEMBER 2021 INDEPENDENT DEALER PAGE 25

to sit on the sidelines because they 
could potentially make more money 
from the federal government versus 
their job. It’s hard for any industry 
to recover when its competitor is 
the federal government, which has 
unlimited resources and no need to 
balance the budget. 

Now, Congress is preparing to 
eliminate another key benefit to 
small businesses. Prior to leaving for 
the August congressional recess, 
the Senate passed a $1 trillion 
transportation reauthorization bill. 
To help pay for this new spending, 
the bi-partisan group of senators 
included language that would end 
the Employee Retention Credit (ERC) 
starting October 1, 2021, versus the 
original January 1, 2022 date. This 
may not seem like a big deal, but I 
assure you it is.

What is the ERC? 
The ERC is a refundable federal payroll 
tax credit designed to encourage 
businesses to retain their employees 
through the COVID-19 pandemic. 
This credit was enhanced in the 
Consolidated Appropriations Act, 
2021. The number of employees does 
not affect credit eligibility, and it is 
claimed on Form 941 of the employer’s 
quarterly federal tax return.

Eligible employer 
The ERC applies to any private-sector 
business or tax-exempt organization 
that carries on a trade or business 
that either:

• was fully or partially suspended due 
to orders from the federal or state 
government limiting commerce, 
travel or group meetings due to 
COVID-19; or

• experienced a significant decline in 
gross receipts during any quarter 
compared to that same quarter in 
2019. This is defined as a 50 percent 
decline in any quarter during 2020 
and a 20 percent decline in 2021.

Shutdown orders
These are orders, proclamations 
or decrees issued by the federal 
government or a state or local 
government limiting commerce, travel 
or group meetings due to COVID-19.

Suspension of business
A business is deemed to be fully or 
partially suspended if an appropriate 
governmental authority imposes 
restrictions on the its operations, 
causing the business to be:

• fully suspended (i.e., it must cease all 
operations); or

• partially suspended (i.e., it can 
continue to operate with some, but 
not all normal operations).

Qualified wages
Compensation provided to employees 
from March 13 through December 
31, 2020: For businesses with 100 or 
fewer full-time employees in 2019, 
all employees could be used in the 
credit calculation. For businesses with 
over 100 employees, the credit was 
available only for employees who did 
not provide services.

Compensation provided to employees 
from January 1 through December 
31, 2021: For businesses with 500 or 
fewer full-time employees in 2019, all 
employees can be used in the credit 
calculation. For businesses with over 
500 employees, the credit is available 
only for employees who are not 
providing services.

Maximum credit per employee
• 2020: 50 percent of qualified wages 

up to $10,000 per year—$5,000 per 
employee.

• 2021: 70 percent of qualified wages 
up to $10,000 per quarter (Q1, Q2, 
Q3, Q4) —$28,000 or $7,000 per 
employee per quarter.

You might also be saying that this 
is only cutting off the ERC two months 

early, so it’s not a big deal. But it’s 
not that simple. When you are talking 
about an industry that really hasn’t 
enjoyed full recovery, the ERC is critical 
to ensure we can keep our teams 
employed. The ERC has allowed us to 
keep key employees on our payroll as 
we look at new ways to compete in the 
rapidly changing marketplace. Without 
it, we will continue to see a slower 
recovery for our industry.

Congress will argue that the ERC is 
no longer needed and those resources 
need to be put into programs 
that help drive new employment 
opportunities. This is a shortsighted 
view of the ERC. Instead of ending 
the ERC, Congress should have 
extended it for another year. As we 
see increased number of COVID-19 
cases and deaths, we can expect 
another slowdown of the economy. 
We already have seen the start of that 
with the lower-than-expected August 
employment numbers. As more 
businesses delay bringing people 
back to the office until 2022, we will 
continue to see a decline in our road to 
recovery. And with “experts” predicting 
inflation in late 2021 or early 2022, this 
will again impact our ability to recover. 
This is why extending, not cutting, the 
ERC is so important to the IDC.

Our fate isn’t sealed yet; but I will 
be honest with you—this is an uphill 
battle. When Congress returns in 
September, we will see the House vote 
on the Senate package. IOPFDA has 
been spending the summer months 
talking to key members in the House of 
Representatives about extending the 
ERC for at least another six months. 
We have asked independent dealers 
to write their members of Congress 
sharing with them what the ERC means 
to their business and their ability to 
keep their employees on the payroll. 
Time will tell what our real value is in 
Washington. With your help, we can 
be heard. We need to flex our muscles 
and let Congress know now is not the 
time to abandon the job creators.

IOPFDA News CONTINUED FROM PAGE 24
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Few, if any, product categories offered 
by independent dealers were hit harder 
than breakroom supplies during the 
pandemic. David Guernsey, president 
and CEO of Guernsey Inc. in Dulles, 
Virginia, sums it up in simple terms: 
“If you drive down the main streets of 
Washington, D.C., all you see is empty 
parking lots. If there are no workers in 
the workplace, there are no people in 
the breakroom. You can’t make it more 
complicated. Until people come back 
into the offices to work, you’re going to 
see distressed sales.”

Guernsey reports that breakroom 
sales plummeted from 27 percent of 
the company’s total sales in 2019—a 
record high—to 11 percent or less in 
2020. “And it’s looking like 2021 is not 
going to be a lot different,” he predicts.

Dan Schmidt is vice president and 
sales director of Great River Office 
Products, St. Paul, Minnesota. He 
says breakroom supplies account 
for between 12 and 15 percent of the 
company’s total sales. He admits 2020 
was a challenging year, but is far more 
optimistic for 2021, based on the sales 
the company is already experiencing. 
“Beverages were the hardest hit by 
the pandemic,” he says. “We sell a ton 
of Gatorade, pop/sodas and Keurig 
cups. People are not back in the office, 
but we’ve still seen sales coming 
back threefold. It started increasing 
in May and since then it’s been going 
gangbusters.”

But how can breakroom sales be 
booming if offices remain largely 
empty? According to Schmidt, this 
stems from appreciation—and 
weather: “Employers want to provide 
those employees who are coming into 
the office with things that make them 
and the breakroom more comfortable. 
Employers know a lot of people who 
are working in the office are working 
doubly hard, so they want to take care 
of them. Employers want workers 
to know they are appreciated. Also, 
there’s been a huge heatwave in 
Minneapolis—we’ve had 25 days 

straight where the temperature 
has been over 90 degrees. Large 
manufacturers are providing workers 
with Gatorade in 20-ounce jugs and 
buying pallets of water. They know 
keeping workers hydrated keeps 
productivity up, especially when what 
they need to do so is right there and 
they don’t have to go out and buy it.”

For Strive Workplace Solutions in 
Portland, Oregon, breakroom sales 
accounted for about 10 percent of its 
sales in 2019—a figure that fell some in 
2020. So how is 2021 shaping up? Until 
more offices open up, says president 
Jeff Lurcook, it will remain hard to tell, 
especially given Strive’s specialty: 
“Our claim to fame when it comes to 
the breakroom is fresh fruit. Produce 
companies cater to restaurants and 
grocery stores, but they aren’t set up to 
do breakrooms. We are.” 

The company wasn’t always a fruit 
seller, though. “I had a client who said 
to me one day, ‘If you carried fresh 
fruit and could deliver it, I’d be happy 
to give you my jan/san business,’” 
recalls Lurcook. “It turns out, every 
Sunday, she would have to go to 
Costco and buy fresh fruit for the office 
breakroom. Then, she’d have to get 
up early Monday morning to be sure to 
beat everyone to the office so the fruit 

would be there when the other workers 
arrived. I told her, ‘We can do that. Give 
us your jan/san and I will get you your 
fruit.’ Then I had to go back to the office 
and figure out how we would do it.”

And figure it out they did. Once a 
week, a Strive employee would go 
to Costco and shop for the account 
and deliver it Monday morning. Word 
spread and the company now has a list 
of loyal clients who order by Thursday 
for a Monday morning fruit delivery—or 
at least, that was the schedule 
pre-COVID-19.

“Before the pandemic, our sales of 
fruit were reaching $10,000 a month 
and it was relatively new—we were 
just getting rolling,” says Lurcook. “We 
have not sold a single dollar’s worth 
since the pandemic started.”

Will things pick up once more 
office workers return? Lurcook is 
unsure, given the growing trend 
toward individual wrappings: “We 
hope fresh fruit won’t disappear 
from breakrooms. I mean, bananas 
have a peel. But single wraps are 
the trend; and a lot of our orders are 
for raspberries, strawberries and 
blueberries. How do you single wrap 
them? It would be tough to wrap single 
servings and it would increase the 
cost dramatically.” »
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Individual focus
According to Lurcook, fruit isn’t the 
only edible facing possible breakroom 
extinction.

“Bulk nuts are another thing that 
went away,” he says. “We sold a lot of 
85-pound boxes of them. But bulk nuts 
are exposed to air and are poured into 
dispensers. You even see people open 
the containers and pour nuts back in. 
Sealed, single-serve containers might 
still be sold, but I don’t see bulk coming 
back.”

Schmidt has likewise noticed a move 
away from bulk. “Individually wrapped 
items are popular, especially for things 
like stir sticks and utensils,” he says. 
“No one wants bulk for anything that is 
going to touch food.” But getting these 
items isn’t always easy: “Manufacturers 
need to wake up, as individually 
wrapped is what’s coming down the 
pike. I don’t think you are going to see 
any more bulk and manufacturers are 
not keeping up with the trend.”

Lurcook believes individually 
wrapped items will remain a major 
trend: “The biggest change in product 

is to individual servings. I know a lot of 
customers had communal refrigerators 
where people would bring their own 
food. I don’t see that happening 
anymore. Some may switch to vending 
machines, but employers are going to 
pare down and be more selective in 
what they offer.”

But Guernsey sees the trend in 
breakrooms veering in the opposite 
direction, toward the more elaborate. 
“Employers are choosing different 
products and different equipment,” 
he says. “They are upgrading their 
breakroom offerings. Single-serve 
Keurig is giving way to more complex 
variety and fancier coffee machines.”

Why? “It’s all about the perks,” 
he suggests. “Employers are trying 
to bring people back with spiffy 
new breakrooms. I don’t think the 
breakroom alone has enough influence 
to get people excited about coming 
back to the office. But it will have a 
positive impact and is considered 
a perk. We are seeing employers 
dressing up their breakrooms and 
buying new equipment and furniture 

to make them more comfortable. The 
breakroom is no longer just a place to 
get a cup of coffee or water: employers 
are going to considerable effort to 
dress it up; to make it more appealing 
and a place to meet and greet new 
people. In the past, the average 
medium to medium-large company 
had a breakroom with some soft drinks, 
table snacks, maybe a refrigerator. 
Generally speaking, they were pretty 
blasé. Now employers are looking to 
make them more exciting. They are 
using color, better furniture and better 
configurations.”

Guernsey explains that the company 
recently built a whole café in its 
showroom to display what a breakroom 
could look like and received a 
phenomenal response as a result.

Supply chain woes
According to Schmidt, the traditional 
supply chain is struggling with some 
of the new breakroom trends that 
have emerged from the pandemic. 
“Companies are asking for different 
products than before, “he says. “They 
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want flavored waters, different snacks 
and candy, chips, and other salty 
things. Vistar is doing a good job of 
keeping up, but traditional wholesalers 
are dropping the ball, because they 
don’t carry fresh food or give long 
enough expiration dates. I recently 
had a customer who called to say that 
the Land of Lakes cream she ordered 
had an expiration date of 60 days from 
when she received it. She said that 
wasn’t enough time to use up what 
she ordered. The cream only carries 
a three-month expiration date, so I 
suggested she cut back her order to 
be sure it would stay fresh. Wholesalers 
don’t do that. They don’t check 
expiration dates like we do and they 
need to get fresher product.”

For Lurcook, the main issue with the 
traditional supply chain is pricing and 
availability. “We stock 12 and 16-ounce 
juices, sodas, energy drinks, napkins 
and plates, and other items with high 
turnover,” he says. “But wholesalers 
don’t offer competitive pricing on a 
lot of breakroom items. Of course, we 
use a lot of items from wholesalers. But 
some customers want Costco brands. 

So once a week, we do a Costco 
replenishment run and stock it in our 
warehouse to keep us from having to 
go and fill one order. Our customers 
know we mark it up, but they like the 
convenience. And I use ‘Costco’ as a 
generic term; in some of our states, we 
use Costco, in others Sam’s Club—but 
definitely a wholesale club warehouse.”

Amazon apathy
Interestingly, when it comes to Amazon 
and breakroom supplies, these players 
are not worried.

“We haven’t run into any real 
competition from Amazon and don’t 
consider it a threat in this area,” 
says Lurcook. “I don’t know how well 
Amazon does perishables or expiration 
dates. Plus, the prices are always in 
flux and product availability is not set 
up for commercial. Plus, they don’t 
have the inventory. If a customer says, 
‘I need 4,000 of these and found them 
on Amazon for this price,’ I go on 
Amazon and see it only has 40. So, 
I will match the price on those 40. If 
Amazon has the quantity, it will come 
in 12 boxes from six different vendors 

over two weeks. That is not what 
customers want. I used to lose sleep 
over Amazon, but not now because 
it doesn’t offer what we offer, and 
it doesn’t have the knowledgeable 
customer service and sales reps who 
are responsible for our success.”

Schmidt is equally unperturbed: 
“We are the only wholly locally owned 
office products company in the Twin 
Cities. I tell customers that when they 
buy from Amazon, they are buying from 
third-party vendors, so they might as 
well buy from us and buy local. That’s 
really important and since COVID-19 a 
lot of people get it.”

While Guernsey agrees, he’s 
more in the “never say never” camp: 
“Breakrooms require specialty 
environment. We buy, repair, even 
hook up the water and electric to the 
equipment. Amazon doesn’t. At some 
point, it may do that, but it is not a big 
factor now.”

Breaking down the door
Schmidt suggests that breakroom 
supplies are also a great way to get 
a foot in the door of a new client. 
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“We use breakroom supplies to get 
new accounts all the time,” he says. 
“When you talk to people about office 
supplies, they get glassy-eyed. I 
purposely go in and say, ‘Any pop or 
bubbly water you want, we will stock it 
for you,’ and we get other business as 
a result.”

Guernsey agrees: “We recently 
cracked NBC Studio, getting it as a new 
client through its breakroom. We went 
after them, telling them we could supply 
the latest equipment and supplies to 
add excitement to their green room, 
where guests wait before they go on 
television. We are talking about real 
high-end machines. NBC interviews 
important people, but we get to make 
those important people happy.”

Breaking into the future
While no one has a crystal ball, 
Guernsey predicts that “when it comes 
to breakrooms, it is not going to be 

‘same old, same old.’ The breakroom is 
always going to be a part of the office, 
but in the past it was an afterthought. 
In the future, it will be a much more 
meaningful place. Otherwise, I would 
not be getting orders for $5,000 and 
$10,000 machines, like the one I just 
ordered.”

And Schmidt thinks the products 
themselves will change: “Customers 
are now buying pop and drinks we 
haven’t seen in years, like Hawaiian 
Punch and Fresca. There may be more 
demand for fresh fruit; and while there’s 
no demand for it right now, I think a 
trend that will be coming next summer 
is canned ice coffee.”

So what are their tips for those 
looking to break into or expand their 
breakroom offerings?

“Don’t go halfway,” advises 
Guernsey. “If the customer says, ‘We 
want to install a better breakroom. We 
have 500 square feet, but we are not 

sure what it should look like,’ do it all—
design, installation, etc. Companies 
want the breakroom to be something 
special now, not just a ‘We’ve got to 
have one’ item. In fact, I just got an 
order for a pinball machine.”

 “Be good at watching what turns and 
expiration dates,” suggests Lurcook. 
“Be competitive by carrying items 
direct from a vendor. Go to Costco 
or whatever shop is local to get your 
customers what they want.”

“Find and build good relationships 
with a grocery wholesaler and be 
flexible,” says Schmidt. “Don’t rely just 
on what wholesalers sell. Breakroom 
success relies on supplying what 
customers want and like. And watch 
trends. Go into the office; make 
sales calls. Look to see who is using 
the breakroom. Is it office people or 
warehouse people? See what they are 
drinking and eating. Then offer to stock 
those products.”
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Paper made right.
© 2021 International Paper Company. All rights reserved. Hammermill and 99.99% JAM-FREE, and Copy Plus 
are registered trademarks and the Hammermill trade dress is a trademark of International Paper Company.

Do business right with 
paper made right.
With quality paper for any business application, plus a 99.99% 
JAM-FREE® Guarantee, Hammermill® is right for your company. 
Because it’s sourced from sustainably managed forests, it’s right 
for the planet. It’s even made right here in the U.S. Now that’s 
doing business right.
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What is EAT?
In the world of websites and 
Google analytics, EAT stands for 
“expertise”, “authoritativeness” and 
“trustworthiness”. It is not a specific 
algorithm, but rather a concept and 
principle found in Google’s Search 
Quality Guidelines. To establish EAT 
guidelines, Google utilizes thousands 
of humans to manually review various 
webpages and report on their quality. 

E Expertise: How knowledgeable is 
the author/site owner on the subject 
matter?

A Authoritativeness: How credible is 
the website publishing this content?

T Trustworthiness: How trustworthy is 
the website publishing this?

In today’s world, you cannot just 
pop up on Google overnight as the 
top-ranking webpage for a search. 
To rank well in page quality, you need 
to nurture your brand and provide 
expertise, authority and trustworthiness 
on a regular basis. As you look to 
enhance your website’s organic 
search results rankings, Google’s EAT 
concept should be top of mind.

Establish expertise
When someone comes to your website, 
they are looking for solutions, expert 

advice and content that is useful to 
them. This content needs to be free 
from errors (both grammatical and 
factual) and provide the answers to 
their questions. Use your analytical 
tools to understand your audience’s 
search terms and what content is 
keeping (or not keeping) them on your 
site. Focus on what the user wants 
and how they want it—do they prefer 
videos, infographics, case studies or 
something else?

As you provide content, make 
sure that it matches your main page 
expertise and that you have easily 
accessible credentials such as author 
biographies. 

Use real authors instead of a generic 
“ABC Office Supply” as the author. 
Create author bios with your (or a 
team member’s) expertise and publish 
content under those authors. The bio 
doesn’t have to be long – first and last 
name, title at company and job role, 
explanation of expertise, and then 
something fun about the person (a 
hobby or unique fact).

Looking to further increase your 
expertise? While contributing to 
Forbes, the Washington Post or 
Business Insider would give you instant 
credibility, contributing and getting 
quoted by smaller publications can 
boost your credibility as well. 

Show your authority
Authoritativeness builds on expertise 
and considers the authority of the 
creator, the authority of the content 
itself and the authority of the website as 
a whole.

One way to strengthen your authority 
is through link building. Google’s 
PageRank algorithm was built with links 
as one of the biggest factors affecting 
ranking. When other sites or people 
share your content or provide links 
to your website, it shows Google that 
you are an authority on the subject. 
This includes social media: every 
time your company is mentioned on 
social media, you are improving your 
chances of ranking higher. Consider 
writing blogs or articles that others in 
the industry can share or link to boost 
your authority. 

Another way to increase authority 
on your site is to seek known experts 
within the industry and ask them to 
guest post. Ensure that their name and 
credentials are listed on the page.

Being interviewed on a podcast, 
guest blogging and receiving awards 
are additional ways of building 
authority for local businesses. 
Networking locally, such as being an 
active member of your city’s chamber 
or sponsoring local organizations, can 
help you find these opportunities.

By Liz Fernandez

EAT – HOW TO GIVE GOOGLE WHAT IT WANTS

»
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Links in business directories and 
other well-known sites in your market 
are also key to building local authority. 
Make sure that you are tracking these 
citations and that your name, address 
and phone number are consistent 
across all listings.

Establish trust
Establishing trust is necessary, but 
how can you do this online? 

Testimonials and reviews from past 
clients are one of the top methods to 
establish trust. Potential customers 
want to see solid reviews before 
taking the plunge. Make sure you are 
incentivizing your clients to write these 
reviews, not only on your website, 
but also across social media and 
third-party websites. Make sure to set 
up Google Alerts so that when you or 
your company are mentioned, you can 

thank the person who commented or 
address any issues they may bring up.

Other areas of your website that 
provide trust are your contact 
page, a terms and conditions page 
and an easy to find privacy policy. 
Additionally, someone that comes to 
your site to potentially purchase goods 
from you will want to see a transparent 
refunds and returns policy. Nobody 
wants to be deceived, and Google will 
ding you for it.

Security is also a major factor in 
complying with Google’s E.A.T. 
principles. If you have not yet migrated 
your website to HTTPS and obtained a 
secure socket layer certificate, put that 
on the TOP of your to-do list.

As for your content, make sure that 
you do your research well and cite your 
sources. Providing credible sources 
will continue to enhance the trust your 

readers/customers have in your 
company.

THE CUSTOMER  
COMES FIRST
Remember, building expertise, authority 
and trust is important both to Google 
and to customers. Having a trustworthy, 
authoritative presence online will 
not only help your search engine 
optimization, but will also make potential 
customers more confident in making the 
leap to current customer. Remember, 
your website and every page associated 
with it have one purpose—to benefit the 
customer. Give your customers what 
they want, and you will be giving Google 
what they want as well.

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

http://www.fortunewebmarketing.com
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Over the next few months, office 
product, furniture and janitorial 
dealers will have the opportunity 
to meet virtually or in person with 
representatives from multiple 
manufacturers. AOPD and ISG Group 
are both planning annual meetings 
that will enable dealers to expand their 
product horizons and learn about new 
and existing items that are being sold 
in the marketplace. AOPD’s meeting is 
in October and ISG has scheduled its 
Industry Week for early November.

However, there is a major challenge 
for many vendors and it does not relate 
to COVID-19 (although that could also 
present some issues). Many dealers 
don’t do much research before the 
meetings to determine how a particular 
vendor (or “business partner,” to use 

AOPD’s term) might be able to help 
them grow their business. “We have 
seen it all before,” or, “These products 
just won’t work for my customers,” are 
complaints I often hear when dealers 
discuss vendor interactions.  

We will address the first complaint 
later; but to counter the claim that 
products don’t work for customers, I 
would like to provide some examples 
of how “progressive” dealers have 
been highly rewarded for introducing 
new products. (Please note, I have no 
arrangement with and do not represent 
either of these manufacturers.) The 
first example is a product from a 
company called Ottlite (www.ottlite.
com), which manufactures lighting 
and sells germ-killing lamps and 
moisture-free cleaning boxes for cell 

phones. At least one of the wholesalers 
carries its products and early this 
year Ottlite’s entire North American 
inventory was bought by one dealer 
for a large customer or customers. 
This is the strange part: I have shown 
the two products to numerous other 
dealers in my travels, because I own 
them and use them, but I am not aware 
of any other dealer selling very many. 
In our germophobic world, wouldn’t 
these products be worth mentioning to 
customers?

More dealers are selling the next 
product category, but even more will 
be purchased due to the appearance 
of the COVID-19 Delta variant. I am 
speaking of Fellowes’ AeraMax and 
AeraMax Pro series purifiers (www.
fellowes.com). Numerous dealers have 

By Tom Buxton

VALUING VENDORS

»

http://www.ottlite.com
http://www.ottlite.com
http://www.fellowes.com
http://www.fellowes.com
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sold multiple thousands of dollars of 
these amazing products and demand 
is drastically increasing again. Is your 
company part of this or are you like one 
group I met that said, “Our customers 
just aren’t interested in air purification?” 
Wait a minute! Are your reps actually 
speaking with the right stakeholders 
and asking pertinent questions? 
Because air purification is all over 
the news. Also, did you know that the 
Fellowes representative will make the 
call for you if you can’t make it yourself? 
Every company in our channel should 
be chasing this opportunity because 
more CARES Act money has just 
been released. Most cities, counties, 
schools, states and even some 
nonprofits are “rolling” in cash that they 
must spend on virus mitigation. This 
is why you should meet with vendors, 
because these and most other 
manufacturers, and their rep groups, 
can help you help your customers 
improve the safety of employees and 
customers as we attempt to move back 
toward normal.

I have given two examples of 
products that have great potential 

because of the current COVID-19 
situation; but other manufacturers 
still sell, and customers still buy, 
paper, toner, pens, pencils, binders, 
desk accessories, calendars, toilet 
paper, ergonomic devices, furniture, 
dilution systems, plastic bags and 
even paper clips. Being a product 
“geek,” I can tell you that there are 
advancements in many of these 
lines of business and vendors still 
sell hundreds of millions of dollars 
through distribution to end users.

So, back to the first argument against 
meeting with vendors. It is true that 
in some cases, you may have heard 
most of what they are sharing at a prior 
meeting. But I wonder if you can find 
one saleable idea/item in every single 
discussion you or your associates 
have with vendors. Also, meet with 
manufacturer representatives, but 
challenge them! Ask them where 
their products are most viable and 
necessary. Be prepared with a list 
of the SKUs that you are selling to 
find out if there might be something 
that could be less expensive, more 
efficient or both. Most vendors have 

new products, new applications for 
older SKUs or questions that your sales 
reps can ask to expose needs. And 
vendors: if you don’t have anything 
new to share or questions to ask that 
will expose needs, create something. 
Dealers need your knowledge and 
support more than ever before if 
they are to grow in this changing 
marketplace. But you need to change 
too! No one has time for repetitive 
presentations or outdated ideas. 
Dealers and business partners need to 
work together more closely than ever 
for both groups to succeed during the 
rest of 2021 and beyond.

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.

http://www.interbizgroup.com
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Many office products dealers place 
strong reliance on metrics from 
traditional business intelligence (BI) 
solutions—including computations 
from sales history—on a daily basis. 

 These valuable metrics can 
provide a myriad of information at 
both the customer and company 
level. We won’t get into specific 
metrics, except to note it all boils 
down to numbers and trends that 
relate to the company—right down 
to individual customers and their 
product purchases. As dealers know, 
this information often presents itself 
in colorful, eye-catching graphical 
dashboards, which are easily 
understood by users at both the 
corporate and management levels, as 
well as by individual salespeople.

 
A NEED TO GO BEYOND 
TRADITIONAL BI
However, there is a need for dealers 
to go beyond the traditional use of BI 
and customer metrics and integrate 
this information with world-class 
customer relationship management 
(CRM) and customer experience 
systems. This can bring a number 
of additional benefits for many 
users, which stem from the following 
enhancements.

Customizable BI dashboards 
The results from expanded use of 
high-level CRM reporting can be 
quickly converted onto dashboards, 
yielding more varied and more useful 
customer metrics. As enterprise 
resource planning information is also 
integrated, the information available on 
daily dashboards is greatly increased. 
This is unlike the standard solutions 
provided by traditional BI systems.

Workflow automation 
Workflow automation can have a 
staggering impact on a company. 
Tedious, time-consuming, repetitive 
manual tasks are automated across 
multiple departments. Ongoing 
follow-up for new and existing customers 
throughout their journey does not fall 
through the cracks. This is one example 
of the many features of these enhanced 
systems that help reduce customer 
churn and can be instrumental in 
attracting new customers.

 Sales staff also benefit greatly, 
spending more time selling and less 
time on admin. It is estimated that 
salespeople can spend an average of 
two hours a day on tedious data entry 
and manual follow-up.

Automated call and email follow-up 
for customers and prospects leaves 

salespeople free to sell. Many sales 
tasks, such as pipeline management 
and lead nurturing, can also be 
automated on these systems, helping to 
maximize new customer development.

Predictive analytics: Artificial 
intelligence (AI) based insights, unique 
to your business, are available even 
where CRM data is limited or incomplete. 
The system can tap vast external data 
sources to analyze factors your own data 
doesn’t cover—and make predictions 
that enable you to make better decisions 
and focus on the highest-priority sales 
activities. A key use case here is for 
salespeople to gain greater predictability 
on the chances of success for ongoing 
leads and opportunities, and thus 
increase their deal close ratios.

Relationship intelligence
This technology is the ultimate virtual 
sales assistant. Entering a web 
address or email address facilitates 
a comprehensive understanding of 
customers and prospects. A broad 
range of social, news and business 
sources feed research directly into the 
CRM. As mentioned above, eliminating 
data entry frees up salespeople to 
spend more time selling and provides 
additional advantages that enhance 
CRM user adoption.

In summary, our message is to 
encourage dealers to go beyond 
traditional BI and adopt a CRM 
system that enables them to integrate 
automation and information use in a way 
that is tantamount to a digital revolution. 
Workflow automation can assist with 
everything from sales and marketing to 
overall customer management; while AI 
can provide information to help manage 
clients and prospects through an 
ongoing positive customer experience. 

Neil Saviano is the president of CRM 
International. For more information 
on the ideas discussed in this article, 
please click on the ad on page 4 
to register for CRM International’s 
upcoming webinar on the subject.

By Neil Saviano

BEYOND TRADITIONAL 
BI REPORTING
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IN ASSOCIATION WITH

Winner
The winner of the People’s Choice award will be announced during Industry Week ‘21, 

powered by ISG, taking place from 7-11 November in Orlando, Florida.
Vote now and help us reward a great product!

Vote now for one of the shortlisted products:
• 3M: 3M CLAW Drywall Picture Hanger
• 3M: Post-it Flex Write Surface
• 3M: Scotch-Brite One Step Disinfectant & Cleaner
• ACCO Brands: Kensington StudioCaddy with Qi Wireless Charging for Apple Devices
• ACCO Brands: Kensington StudioDock iPad Docking Station
• ACCO Brands: Kensington UVStand Monitor Stand with UVC Sanitization Compartment
• ACCO Brands: Kensington VeriMark Guard Fingerprint Key
• ACCO Brands: Leitz TruSens Z-3500 Smart Air Purifier
• Avery Products: Avery PermaTrack Metallic Asset Tag Labels
• C-Line Products: Chair Cubbies
• COLOP: e-mark
• Fellowes Brands: AeraMax Pro
• Ghent: Pointe Mobile Glassboard & Partition
• Newell Brands: Sharpie S-Gel Pen
• OneScreen: OneScreen GoSafe
• OttLite Technologies: OttLite Sanitizing Desk Lamps
• Special-T: CORE by Safe-T
• Special-T: LINK Flip & Nest Collaboration Table
• Victor Technology: DC830B 3ft Electric Height Adjustable Standing Desk
• Xebec: Xebec Tri-Screen 2

Vote Now

WHICH PRODUCT SHOULD BE THE 
PEOPLE’S CHOICE WINNER 2021?

More information at www.opi.net/peopleschoice2021

https://www.judgify.me/public-voting/NAOPA2021
http://www.opi.net/peopleschoice2021
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Picture this: you go to print a 
document and it automatically defaults 
to the printer you have set up in your 
office. If you want to print to a different 
printer, it takes extra work to change 
the settings. 

Or let’s say you buy a new phone. 
The phone has a default ringtone and 
notifications that are automatically 
turned on. It takes extra effort to go 
into your settings and change the 
ringtone or turn off certain notifications 
that you may not want turned on. 

There are defaults all around us.
The same is true in sales: we have 

our own default settings, where we 
naturally default to certain tendencies 
or certain forms of communication and 
touchpoints to connect with prospects 
and customers. For instance, sales 
professionals often default to sending 
an email instead of picking up the 
phone first. 

In fact, the executives and 
managers we have surveyed suggest 
that, on average, they get 100 emails 
to one phone call. Yet when we ask 
sales professionals how they initiate 
first contact with a cold opportunity, 
warm lead or referral, almost 50 
percent say they use email first.

BUT THAT DOESN’T ADD 
UP, DOES IT?
There are a lot more sales 
professionals defaulting to email for 
their first touch.

We all have default tendencies to 
overcome. These are repetitive—and 
usually subconscious—behaviors that 
can keep us from making a sale. 

That’s why I encourage you to 
change your default settings to pick 
up the phone and call first. If you 
need a little more inspiration, consider 
these five reasons to start using 

the phone as the first step in your 
multi-touchpoint sales process: 
1. Picking up the phone gives you 

a competitive advantage: You 
will differentiate yourself from 
your peers because so many of 
your competitors across a range 
of categories are focused only 
on prospecting emails and are 
neglecting the power of the phone. 
Remember: people are getting 100 
emails for every one phone call. Get 
creative and be different!

2. Voice-to-voice contact will 
help you create more personal 
connections: Even in the age of 
digital communication, picking 
up the phone and calling leads 
and customers is still relevant. 
Nearly two-thirds (57 percent) of 
C-suite executives say they value 
information from phone calls with 
sales reps, according to a Rain 

by Marisa Pensa

»
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Group Study. You can more easily 
establish a human-to-human, 
personal connection over the 
phone. When someone hears 
your voice, it makes you real—as 
opposed to an email, which could 
easily look like spam or a mass 
automated mailing. People want 
to buy from real people whom they 
can trust.

3. Using the phone to set 
appointments is more effective. 
One of the main reasons to get in 
touch with a prospect or customer 
is to set an appointment. Whether 
that’s to discuss a new category or 
new products, or to reach out to a 
new business in your community, 
using the phone versus email 
is a much more effective way to 
schedule an appointment. 

4. Leaving a concise and compelling 
voicemail will increase your 
chances of being called back: Even 
if you don’t connect on the first 

attempt, the phone gives you the 
ability to leave a voicemail. In fact, 
80 percent of calls go through to 
voicemail, according to RingLead. 
Being prepared to leave an 18-30 
second message will increase your 
chances of getting a response. 
It’s also a great way to introduce 
yourself and create intrigue before 
sending a follow-up email. 

5. Blending the phone with other sales 
communication tools will help you 
build creative momentum: When 
you break out of your default mode 
to try something different, you 
gain creative momentum to keep 
testing and trying new things. In 
fact, 57 percent of organizations 
are embracing hybrid sales and 
those that have are exceeding their 
revenue targets. (Source: HubSpot)

Remember, the phone is just one 
tool in your sales arsenal. Building 
an effective multi-touchpoint sales 

process means using all of the tools 
you have. 

Start with the phone. Leave a 
voicemail. Wait a few days and then 
send a personalized video. Follow up 
with an email and then try calling them 
again. Add a few LinkedIn touchpoints 
along the way too.

It’s really a matter of testing what 
works best for you and your sales 
process. Use all different forms of 
communication and touchpoints, but 
start with the phone and you’ll see 
your results improve.

Whether you’re selling virtually, in 
person or over the phone, good selling 
to you, IDC!

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.

Our updated Inside Sales Program will give the tools, tips, and hands-on coaching to
implement the power of both the phone and video throughout your inside sales process.

INSIDE SALES HAS EVOLVED. WHAT ARE YOU DOING TO KEEP UP?

Marisa@methodsnmotion.com www.MethodsnMotion.com (678) 574-6072

http://www.methodsnmotion.com
mailto:marisa%40methondsnmotion.com?subject=
http://www.methodsnmotion.com
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Whether you’re a furniture dealer or a 
seller of office supplies, you will benefit 
from enhancing your management 
bench strength by cross-training 
employees to fill every position at your 
company. 

Maybe you’re like me: I’m great at 
teaching operations, but at my core, 
I’m a salesman and not an operations 
manager. In fact, I hate operations—I 
don’t like hearing employees complain 
about not getting enough hours; or 
getting too many hours without a day 
off; or having to run the elevator all day; 
or having to work outside on the ramp 
in the heat or rain; or having to be off by 
a certain time; or not wanting to work on 
a job with a specific fellow employee; 
or needing more money or a loan. Did 
I mention that I really, really don’t like 
operations?!

So my worst nightmare came true 
when an operations manager quit 
without notice. Before I adopted the 
cross-training approach, guess who 
got sucked into the black hole of 
operations? That’s right: me. And I was 
miserable. Luckily, I stumbled onto the 
concept of building my management 
bench strength by cross-training 
employees to fill not just operations, 
but every job in our company, so that 
if anyone quit, got sick or went on 
vacation, someone other than me could 
step in and do the job.  

For operations, I cross-trained a man 
named Dexter, one of our supervisors, 
to take over the job when the need 

arose. Dexter—my savior, my lifeline, 
my insurance policy—stepped in 
and ran operations until we hired a 
replacement. Dexter started working 
for us around 1980 at the age of 
16 and is still working at Peachtree 
Movers, training newbies and running 
operations.

What do you do when someone quits 
without notice? Are you forced to take 
over bookkeeping, customer service, 
sales or operations? If so, I urge you to 
explore the process of cross-training, 
because it sure gave me my life back 
when I owned my company. 

As a postscript, our depth of 
management made it a lot easier to 
sell our company in 2000. The person 
who purchased my company was a 
former senior vice president of FedEx. 
Before he bought my company, 
he looked at more than 100 other 
opportunities. No other company had 
this infrastructure in place—there were 
no written procedures or cross-training 
of employees. The buyer stated that 
he rejected these other opportunities 
because if employees ended up 
quitting after the purchase, he would 
be left with just the hard assets: “I could 
always buy the hard assets for a hell 
of a lot less money than paying for the 
company’s assets and its goodwill 
that would be lost without its trained 
labor. Only your company, Ed Katz, 
memorialized every procedure and 
cross-trained key employees so that 
if I had to, I could replace them and 

maintain the high quality of service and 
customers.”  

As part of the sale, I agreed to stay 
on for a month after the closing and 
work for free during the transition of the 
“buyer taking over the business.” But 
to my shock, the buyer told me after 
just five days that he no longer needed 
me. I couldn’t believe it. My feelings 
were hurt; it was my baby—I started 
the company. I guess I had delusions 
of grandeur; but maybe, instead, it 
was a testament to the strength of our 
infrastructure and cross-training.

To learn more about the International 
Office Moving Institute (IOMI®) and  
its online office moving training, 
please visit www.officemoves.com/
training or contact  
Ed Katz, 404.358.2172,  
edkatz@officemoves.com.

By Ed Katz

BUILDING YOUR MANAGEMENT BENCH 
STRENGTH THROUGH CROSS-TRAINING

Dexter, my guardian angel

https://www.officemoves.com/training/index.html 
https://www.officemoves.com/training/index.html 
mailto:edkatz%40officemoves.com?subject=
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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

http://idealercentral.com
mailto:chris%40idealercentral.com?subject=
mailto:rowan%40idealercentral.com?subject=

