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EDITORIAL
Continuing the theme from last month’s editorial 
musings, I love how the quote at the end of this 
month’s Anniversary Dealer story (directly to 
the right of this column) not only does credit to 
the folks at Friends Office, but also sums up the 
feeling at many dealerships in the IDC. 

This is a channel that thrives on the close 
working relationships between family, friends, 
customers, suppliers and communities. Sure, 
as with most families, we don’t always see eye 
to eye—and there may be some fierce rivalry 
going on—but more often than not, we realize 
that we have to work something out for the good 
of the group.

That makes it all the more of a pity that the 
opportunities for our group to get together 
have been so severely limited in the last year 
and a half. That is also why it is such a joy 
that the situation is finally starting to change. 
A few in-person get-togethers have already 
happened and over the next few weeks we 
have the Office Partner Gathering in Tampa, 
Florida (see page 18), which is always a 
wonderful occasion, and then in November—
just across the panhandle—we have the debut 
edition of ISG’s Industry Week in Orlando (see 
page 34).

Of course, I’m not suggesting for a second 
that the prime motivator for these events is 
to solidify business relationships, broker 
deals and take advantage of the educational 
programs on offer. But, that said, it will also be 
good to meet up, say hello and perhaps (with 
full respect to social distancing comfort zones, 
of course) share some food or a beverage or 
two with our colleagues. Isn’t that also what 
families are all about? »

In 1991 Ken Schroder bought EBM Inc, selling business machines 
in Findlay, Ohio. He immediately brought his best friend and former 
college roommate from the University of Toledo, Dale Alt, into the 
business to join him.

After a successful first few years, Ken and Dale were looking to 
expand their horizons and purchased Friends Inc, a retail operation 
trading as Friends Office Products, which at the time was owned by 
World War II veteran Captain Don Friend, and started trading under the 
Friends name. (EBM and Friends officially merged in 2003.)

The success continued and Ken and Dale built a new warehouse in 
Findlay, which would serve as their company headquarters. In order 
to ensure they could provide customers with the best possible service, 
Ken and Dale looked to acquire new businesses to augment their 
product offering.

Ohio dealer celebrates 
30 years with customer 
appreciation days

WINNER’S
CIRCLE

(l-r) Ken Schroder, Dale Alt and Peg Schroder
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In total, Friends has made almost a dozen acquisitions 
over the years, strengthening its office supply and machines 
business, while also adding furniture and jan/san expertise 
along the way. In 2000, the decision was made to become a 
purely business-to-business supplier, so Friends closed its 
six retail outlets.

In 2006, in recognition of the changing times, the 
company—now trading as Friends Business Source—
launched its e-commerce website, www.friendsoffice.com. 
Ken’s wife Peg joined the business around the same time and 
today works as COO, handling logistics and warehousing. 
Ken acts as CEO/CFO, “focusing on the numbers,” as he puts 
it; while Dale is CIO, looking after the technology. In June this 
year, Kim Belknap joined as director of sales, drawing on over 
25 years’ experience at Office Depot.

Another rebrand in 2015 saw the name change to simply 

Winner’s Circle CONTINUED FROM PAGE 2

FriendsOffice, reflecting the importance of the web address 
in the current business world. The company now has five 
locations spread across its home state, serving customers 
in Ohio and parts of Indiana, Michigan and Pennsylvania. It 
employs 86 full-time members of staff.

To celebrate its first 30 years in business, Friends organized 
a series of customer appreciation days in four of its locations. 
Twelve key vendor partners attended the event, offering free 
samples and product demonstrations to guests, with furniture 
supplier HON and wholesaler S.P. Richards acting as the 
major sponsors.

“They were a huge success,” said Ashley Barger, who 
helped organize the events. “They all went very well, which 
was a blessing given the situation with COVID-19. We weren’t 
sure whether people would come to a live event, but they 
did. We had more than 250 people between the four events 
enjoying the food and drink, which was fantastic. We also 
have to thank all the vendors for coming on the roadshow with 
us to all four locations.”

The icing on the cake was a surprise presentation to Ken 
and Dale at the end of the final event, which took place in 
the very warehouse that the pair built at the beginning of 
their Friends journey. They were both given a bottle of locally 
produced bourbon and a wooden cutting board inscribed 
with the Friends’ 30th anniversary logo and a quote 
from a speech given by Dale in 2019 at the company’s 
Thanksgiving luncheon: “There are those we call friends and 
then those we call family; and sometimes there are Friends 
who are just like family.”

Business Essentials (BE) of Grapevine, Texas has acquired 
Matthews Office City of Fort Worth, Texas.

Initially, the dealership will continue to trade as Matthews 
Business Essentials, but the plan is to bring it fully under the 
BE brand in the not-too-distant future. Given the proximity 
of the two dealerships, there is little geographical gain for 
BE; the deal simply adds to its existing customer base and 
increases distribution density.

Matthews Office City was founded in 1986 by Steve 
Staples, who will be retained on a short-term basis before 
retiring. All of Matthews’ staff have been offered positions at 
BE and its owners, Marty Beck and Chris Crumpton, expect 
most to take up the offer. 

“We’ve known Steve for quite some time and have been 
talking about this deal for the last couple of years,” said 
Marty. “Hopefully, all the staff are coming over, to the extent 
that they have all been invited; but there are a couple of 
delivery folk who might find the commute a little too much.”

While Matthews was not active in any sectors that BE did 

not already cover, the deal will bring some new categories 
to Matthews’ customers, such as printing and promotional 
products. It will also contribute to BE’s existing scale in its 
Dallas-Fort Worth operations.

“The whole thing with this deal is that you have got to get 
bigger,” explained Marty. “That is the state of the market at 
present and that is the way it is for everybody!”

The deal marks BE’s second acquisition in the space of just 
under a year, following its purchase of Firmin’s Office City in 
November last year.

Business Essentials acquires fellow Texas dealer
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Tempe, Arizona-based dealer IQ Total Source has made its 
second acquisition in three months following an agreement 
with OP Supply in Houston, Texas.

The deal will increase IQ’s presence in the Houston 
market, where it opened a second corporate office in 2010; 
and will see a number of key team members from OP join 
IQ, including owner Ryan Tafelski, who will become vice 
president of sales.

“I’ve known Ryan for some time now and for a few years 
we’ve been discussing the potential for our two companies 
to integrate,” explained Bryan Freund, IQ’s co-founder and 
chief sales officer. “This is one of those situations whereby 
we are truly better together.”

The deal was finalized on October 1 and OP Supply has 
now transitioned into IQ Total Source. In addition to the staff 
retained, OP’s buildings will be kept on in the short term, but 
their leases will not be renewed and gradually the facilities 
will be merged into the existing IQ sites. 

“The deal adds customers and adds expertise,” explained 
Bryan. “It greatly increases our delivery density, which being 
in a distribution area like ours is massively important. We will 
also be able to leverage Ryan’s expertise in inside sales, 
which will complement our existing outside sales program 
very nicely.”

“My original experience in the industry was with an 
independent dealer and I was fortunate enough to help them 
become one of the largest dealers in the IDC,” added Ryan. 
“I cut my teeth with inside sales and worked hard to master 

that skill. My goal is to translate what I’ve learned to the IQ 
team to help them drive that portion of their business. I’m very 
excited and looking forward to the future together.”

The deal follows IQ’s acquisition of Office Advantage 
in San Diego, California, reported in the July issue of 
INDEPENDENT DEALER.

Arizona-based IQ Total Source acquires in Texas

Minneapolis, Minnesota-based 
Innovative Office Solutions has made 
another acquisition.

Joining the Innovative fold is 
Northern Business Products, a Duluth, 
Minnesota-based dealer that serves 
customers in Minnesota and Wisconsin. 
The addition of Northern takes the 
number of Innovative locations to 14 
and it now employs more than 300 staff.

The collaborative acquisition will bring 
the two companies together under the 
Innovative name, with the people and 
services of Northern Business Products 
joining Innovative alongside Northern’s 
former owners—brothers Jim and Mike 
Farrell— who will stay on as regional 
leaders at the expanded company.

“This [transaction] will combine two 
of the strongest remaining independent 
office solutions dealers in the Upper 

Midwest and will enable us to provide 
even more services and solutions to our 
customers, and new opportunities for 
our employees and supplier partners,” 
said Innovative CEO Jennifer Smith.

“Northern Business Products has 
spent decades providing exceptional 
customer care throughout northern 
Minnesota and Wisconsin,” added 
Mike Farrell. “We’re confident that as 
part of Innovative, our customers can 
expect this continued level of service 
with the addition of many more options 
in products, technology and services. 
Just as important, our employees will 
benefit from being part of a company 
that puts their winning culture to work 
every day for their people.”

Minnesota dealer adds to fold

Jennifer Smith

(l-r) Bryan Freund and Ryan Tafelski
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SoCal contract 
furniture dealer 
expands into 
Dallas-Fort Worth
Southern Californian office interiors and 
contract furniture dealer Tangram has 
announced its acquisition of BKM Total 
Office of Texas, marking its expansion 
into the Dallas-Fort Worth (DFW) area.

BKM Total Office, a Steelcase 
Premier Partner in 2017, has been 
active in the DFW region for over two 
decades, operating in four locations 
with 48 employees, who have received 
rollover contracts via Tangram. The 
head office in Dallas will become 
Tangram’s regional headquarters.

Tangram brings expertise in 
healthcare, education and commercial 
spaces to the DFW market, and will 
be led by president and CEO Joe 
Lozowski; Amber Jones, vice president 
of sales; and CFO Nick Greenko. 

“DFW represents one the 
fastest-growing metropolitan areas in 
the world,” said Joe. “We are eager 
to work with the local commercial 
real estate and design community to 
develop amazing workplaces.”

“BKM Total Office of Texas has been 
a market leader and prominent voice in 
the Steelcase dealership network since 
2002,” added Paul Smith, chief marketing 
officer of Tangram. “We look forward 
to building on the relationships and 
partnerships it has developed to continue 
to build a lasting brand and organization.”

“The contract furniture industry is 
innovating quickly, requiring scalability, 
access to modern tools and resources,” 
said Amber. “Over the past 20-plus 
years, we have built a strong marketing 
and sales organization in Southern 
California. We are excited to implement 
what we have learned to better serve 
the DFW region.”

The company looks forward to 
expanding its reach throughout the 
DFW metroplex through ongoing 
investment and recruitment of strong 
regional talent.

New York dealer honored for service to social enterprise
Harrison J. “Chip” Hummel III, chairman 
of Mohawk, New York-based dealer 
Hummel’s Office Plus, has been 
presented with an Emeritus Distinction 
Award by the board of Human 
Technologies Corporation, on which he 
sat for over 30 years.

Human Technologies is a social 
enterprise committed to enhancing 
the quality of life of people with 
disabilities and those facing barriers 
to employment through the creation of 
meaningful employment opportunities 
for them. A social enterprise is an 
independent business that exists 
to deliver a specific social and/or 
environmental impact, with all profits 
reinvested back into the company to 
fund the mission.

While Chip was on the board of 
Human Technologies, it grew from a $2 

million organization to a $40-$50 million 
organization. 

“I was on the board for 31 years,” 
explained Chip. “I became involved 
after our company was doing an 
installation at the (then) new offices 
around 34 years ago. I met some 
remarkable people and it made me 
realize how every individual has a 
tremendous value. So, I went to the 
CEO at the time and told him that if 
a board seat were ever to become 
available, I would love to learn more 
about the organization. A couple of 
years later, a seat became available 
and the rest is history.”

Chip served in various roles on the 
board, including as president and on 
the finance committee. “I had a vision 
when I took my place on the board of 
how the company could have been and 

I hope that I was instrumental in helping 
set the path for that future,” he said. “I’m 
honored to have served the company, 
but it is now time to hand my board seat 
to the next generation.

Chip Hummel (right) is presented with the 
Emeritus Distinction Award by company 
president Timothy J. Giarrusso »

https://htcorp.net/
https://htcorp.net/
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MEMORIAL GOLF OUTING 
HOSTED BY ESSENDANT & STAPLES
OCTOBER 6, 2021 
The Memorial Golf Outing will be held at Harborside 
International Golf Center on Wednesday October 6, 2021. 
Specifi c golf packages also include invitations to a Virtual 
Spirit of Life Gala Watch Party (including wine tasting) on 
October 7, 2021 from 4:30 pm – 6:00 pm CST at Navy Pier.

VIRTUAL SPIRIT OF LIFE® GALA
OCTOBER 7, 2021
This year’s event will feature a virtual wine tasting and 
silent auction, as we proudly recognize the 2021 Spirit of 
Life® Honoree, International Paper’s Greg Gibson, and the 
culmination of the Sustain Hope campaign. Enjoy this unique 
Spirit of Life® celebration from the comfort of your own 
home—or anywhere you choose!

For more information visit cityofhope.org/nbpi

Join us in celebrating the 2021 “Sustain Hope” campaign honoring Greg Gibson! 

OCTOBER 6 & 7, 2021
HONORING GREG GIBSON

VP AND GM, NORTH AMERICAN PAPERS, INTERNATIONAL PAPER

CIT Y OF HOPE’S NATIONAL BUSINES S PRODUCTS INDUSTRY

MEMORIAL GOLF OUTING
& SPIRIT OF LIFE ® GALA

*Due to COVID-19, ALL scheduled events are subject to change or cancellation. The safety of our donors, guests, patients and staff 
remains our highest priority. We thank you for your continued patience and support of City of Hope during this time. 

For more information, visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

CityofHope.org

K E Y  E V E N T S  O N  T H E  C A L E N D A R *
THE MEMORIAL GOLF CLASSIC (October 6) hosted by STAPLES & ESSENDANT at Harborside Int’l, Chicago, Illinois

VIRTUAL SPIRIT OF LIFE® GALA (October 7) Virtual Event & Virtual Gala “Watch Party”

BOB PARKER MEMORIAL GOLF OUTING (October 17 to 18) hosted by STAPLES at Kiawah, South Carolina

SPINITAR GOLF FOR HOPE (November 8) at Yorba Linda Country Club, Orange County, California

Honoring Greg Gibson
Vice President & General Manager, 
North American Papers

2 0 2 1  N AT I O N A L  B U S I N E S S  P R O D U C T S  I N D U S T R Y  C A M P A I G N

35 iDealer NBPI Ad SEP.indd   135 iDealer NBPI Ad SEP.indd   1 9/14/21   3:20 PM9/14/21   3:20 PM

http://www.cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=
http://cityofhope.org
http://www.cityofhope.org/nbpi
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Texas dealer looks to help “Perry Good Causes”
Central Texas dealer Perry Office Plus 
is looking to kickstart a new initiative in 
which employees are given paid time 
off work to serve as volunteers in their 
local community.

To get the ball rolling, staff at Perry 
recently responded to a call for help 
from an organization in Temple, Texas, 
home of the Perry headquarters. Feed 
My Sheep acts as a resource for the 
homeless, including a cafe that serves 
hot lunches and offers packed lunches 
every day and breakfast when it can. 
It also offers other services, such as 
helping people get IDs or find housing; 
and it runs a reunification program that 
helps people get bus tickets to reunite 
or stay with their families.

“My husband HB, our kids and I have 
been involved with Feed My Sheep 
pretty consistently for about the last 
nine years,” said Lynnsay Macey, 
customer support manager at Perry. 
“So when they didn’t have anybody 
who could serve, we asked [company 

owners] Debbie and Harry if that was 
something they’d be interested in the 
company getting involved with; and 
they said yes. We asked the staff and 
had a pretty good turnout: we had eight 
employees who came along and some 
brought family members to help.”

The hope with the new initiative—
which the dealership is calling the 
“Perry Good Cause” campaign—is 
that other employees will now suggest 
other organizations that are also in 
need of support. 

“Feed My Sheep is something that 
my family is passionate about; but I 
know that all of our employees have 
organizations that they are passionate 
about as well, and we would like to 
be able to give them some time to 
go and serve throughout the work 
week,” explained Lynnsay. “We were 
hoping to do it in 2020, during our 
100th anniversary, and weren’t able to 
after COVID-19 hit. But it’s even more 
important now to connect with and 
serve our community.”

Michigan dealer wins entrepreneur award
Lansing, Michigan-based dealership DBI-We Do Office was 
celebrating at the beginning of October after being named 
Business of the Year at the 27th annual Greater Lansing 
Entrepreneurial Awards. 

The awards are organized by 517 Magazine, published by 
M3 Group. A panel comprised of seven local business leaders 
reviews nominations based on the positive impact that local 
entrepreneurs have had on the Greater Lansing region and 
chooses winners in five broad business categories.

“If the traits of a successful entrepreneurial enterprise are 
passion, confidence and determination, the leadership at DBI 
has exemplified those characteristics tenfold over the years,” 
read a statement in 517 Magazine. “It’s why the organization 
received the honor of Greater Lansing Business of the Year in 
the 2021 Greater Lansing Entrepreneurial Awards.”

“After 35 years, my biggest joy and source of fulfilment 
has been to see hundreds of people who have experienced 
success from being a part of DBI,” said George Snyder, 
co-owner, president and CEO of DBI. “I owe every success 
to the efforts and leadership of our winning management and 
employees. I humbly accept this award on their behalf.” 

(l-r) Steve Klaver and George 
Snyder, co-owners of DBI

http://www.feedmysheeptemple.org/
http://www.feedmysheeptemple.org/
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SECRETS of success
Latsons.com, Sulphur Springs, Texas
Latsons.com started in Sulphur Springs, 
Texas, in the 1940s as a newspaper 
before becoming an independent office 
supply dealer in the late 1980s. Yet in 
2012, when Mike Horne bought the 
company where he had worked since 
graduating from college in 2000, he 
figured he’d soon be closing the print 
business.

“A lot of people thought print was 
dead, and I thought so too,” he says. 
But by 2018, the company had enough 
print sales to open a separate print 
division. So why the comeback?

“What has helped our print production 
has been promotional products,” 
Mike says. “We do banners, badges, 
drinkware—anything with names on it. 
The speckled mugs they call ‘camping 
mugs’ are hot right now.”

In fact, the printing and promotional 
sides of the business are both hot—so 
much so that they had their best 
year to date, despite the pandemic. 
“COVID-19 had a huge impact on our 
office products sector and, initially, the 
other sectors as well, although we sold 
a lot of janitorial products,” says Mike. 
“But starting in June 2020 through the 
end of the year, our furniture, print and 
promotions sales started recovering 
and went way up. Our print and 
promotions division had the best year 
it ever had. Overall, we were down 10 
percent for the year, but that was a lot 
better than I thought it would be.”

According to Mike, there 
were two main reasons for the 
better-than-expected bottom line: 
“We do a lot of business with school 
districts. Their budgets are set ahead of 
time and they have to use them before 
the end of the year. Plus, the schools 
were given a lot of COVID-19-related 
money by the government to spend.” 
And with businesses and schools now 
reopening, 2021 sales are up in all 
sectors, he adds.

Rural reasons
While Latsons.com’s print and 
promotional sales have accelerated to 
account for an estimated 30 percent of 
total sales, traditional office products 
remain the leader at 55 percent. Mike 
attributes part of the resilience of the 
office supply sector to location.

“I hear a lot of dealers say sales of 
copy paper are down,” he says. “Not 
for us; we are selling more of it. I think 
part of the reason is people want to go 
digital, but many are still using copy 
paper they scan and shred. Also, we’re 
in a rural area and the technology 
hasn’t quite caught up. A lot of our 
schools still use print. I like to say, ‘We 
are about an hour out of Dallas and 10 
years behind’—which, in cases like 
this, can be a good thing.” Although 
the company is keen to show that it has 
moved with the times: “The reason we 
changed our name to Latsons.com 
was to try to move our clients to the 
online platform,” adds Mike.

Amazon and technology 
According to Mike, Amazon has 
been a significant factor in the overall 
challenge posed by technology. 
“I think keeping up 
with technology can 
be tricky for all small 
businesses,” he says. 
“We’ve always had 
competition, but we 
had more customers 
who ordered from us 
no matter what. Now, 
Amazon consumer 
spending patterns 
have changed 
commercial buying 
and lowered order 
size and thresholds. 
People expect 
websites to have 
Amazon-like features. 

Number of employees: 10 
full-time, 1 part-time
Key management: Mike and 
Mallory Horne, owners; Irma 
DeJesus, office products manager; 
Jessica Akers, print manager
Percentage of business  
online: 70%

You have more younger buyers who 
do everything online and expect 
you to be open 24/7. One of the best 
things we did was start letting people 
text me. Many people don’t want to 
wait or pick up the phone. They want 
to email or text.”

Looking ahead
Mike is optimistic about the future of 
the industry and offers this advice 
for continued success: “Diversify; try 
to keep up on technology; and don’t 
lose that personality that makes you 
different from Amazon. Get involved 
within the communities in which 
you work and live. A lot of people 
don’t realize how important small 
businesses are to communities. 
There’s a statistic that for every $100 
spent at small businesses, $83 stays 
local. Amazon doesn’t contribute 
to communities. I hope the younger 
generation will realize this. We need to 
get the word out.”

Mike Horne 
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Shipping Labels

There are shipping labels, and then there are Avery 
Shipping Labels. We’ve built a solid reputation in the 
business, with labels featuring a variety of shapes, 
sizes and innovative features—all backed by our 
smudge-free, jam-free guarantee. And with free 
design templates on Avery Design & Print, it’s easy to 
customize your labels for a professional look. 

©2018 Avery Products Corporation. All Rights Reserved.

To learn more visit avery.com/ship

PACK. LABEL. SHIP.

http://www.avery.com/ship
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If you have news to share - email it to  
rowan@IDealerCentral.com

»

The board of directors of Independent 
Suppliers Group (ISG) has given the 
green light for Industry Week ’21 in 
Orlando, Florida, to take place (see 
preview page 34).

The dealer group’s board evaluated 
all of the variables in play to be able 
to host Industry Week ’21. It voted 
unanimously to move forward with the 
event, taking place November 7-12 at 
the Orlando World Center Marriott.

The decision comes as recent data 
from the Centers for Disease Control 
and Prevention (CDC) shows the 
number of new COVID-19 infections 
trending downwards, both in the US as 
a whole and in Florida.

ISG also pointed to the numerous 
public health experts and studies 
that have shown in-person events 
such as trade shows—which are 
held in a controlled environment 
and require pre-registration—are 
not a major driver of COVID-19 case 
counts; nor can they be classified as 
“superspreader” events.

With both ISG and the venue taking 
the health and safety of delegates very 
seriously, appropriate safety measures 
will be implemented that follow CDC 
and state guidelines. For more on 
the Marriott’s Commitment to Clean 

initiative and its enhanced cleaning 
protocols, click here.

It is strongly recommended that 
Industry Week ’21 attendees are 
fully vaccinated or have a negative 
COVID-19 test result 72 hours prior to 
their arrival in Orlando. While Florida 
does not currently require masking, ISG 
will be providing masks, hand sanitiser 
and wipes at the registration desk. It will 
also be handing out colored stickers to 
indicate each person’s comfort level for 
social distancing.

For more details on Industry Week ’21 
and how to register, click here.

ISG Industry Week going ahead

Xerox has continued its expansion into IT services 
with the acquisition of US-based firm Competitive 
Computing (C2).

C2 was founded in 1993 and serves customers 
throughout the New England region and across 
the United States. It offers a variety of digital, cloud 
and managed services and has been recognised 
as “Best for Business” in IT services in the state of 
Vermont for the past two years.

Xerox said the addition of C2 would expand 
the OEM’s reach and help accelerate growth in 
its offering to SMB customers. It follows similar 
acquisitions last year of ITEC Connect, a leader in 
IT services in the UK; and Digitex, an IT services 
provider in Canada.

Xerox acquires IT  
services company The ISSA Show Innovation Awards, an annual program celebrating 

the cleaning sector’s most innovative products and services, are 
open for voting until November 12.

This year, there will be four Industry Choice Awards, five 
Innovation of the Year Award Honorees and one overall Innovation 
of the Year Award. Winners will be announced during the ISSA 
Show North America, taking place from November 15-18 at the Las 
Vegas Convention Center, Nevada.

The four winners of the Distributor Choice Award, Residential 
Cleaning Choice Award, Manufacturer Representative Choice 
Award and Facility Service Provider Choice Award will be 
announced on November 16 during the keynote address. 

The five Honoree Awards and the Innovation of the Year Award 
will be presented during the Innovation Award Ceremony on 
November 18 at the Innovation Showcase.

For more information on the full list of finalists and how to cast your 
vote, visit the ISSA website.

Voting open for ISSA Innovation Awards

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
https://clean.marriott.com/
https://industryweek21.cventevents.com/event/23bf2094-2ef2-4228-8998-cc43dfe6d67c/summary
https://www.issashow.com/en/home.html
https://www.issashow.com/en/home.html
https://www.issashow.com/en/industry/innovation-awards-program/cast-your-vote.html


AVERY INDUSTRIAL SOLUTIONS

Convenient labeling solutions engineered for tough  
heavy-duty environments

Print onsite using your standard laser or inkjet printer

Access hundreds of easy-to-use Avery templates  
and designs online

FOR A COMPLETE LIST OF AVERY INDUSTRIAL
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NeoCon, the largest commercial interiors 
trade show, finally took place during 
the first week of October, following the 
cancellation of the 2020 event and the 
rescheduling of this year’s show.

While visitor numbers to NeoCon were 
below half of previous shows—close 
to 20,000 this year compared to over 
50,000 normally—those who attended 
were treated to plenty of keynote 
addresses, seminars, innovative 
designs and new products.

Keynote speakers included 
Chicago architects Jeanne Gang and 
Jackie Koo, and entrepreneur and 
best-selling author Frans Johansson. 
The educational program also included 
special presentations as well as virtual 

CEU seminars, which are available 
on-demand on the NeoCon Hub until 
November 6.

The main theme of the show revolved 
around the future of work and the shared 
spaces of tomorrow, with manufacturers 
showcasing new products that address 
major trends including sustainability, 
biophilia, neurodiversity, adaptability 
and evidence-based design.

NeoCon 2021 marked the re-launch 
of the Best of NeoCon Awards. Now 
in its 30th year, its winners were 
announced at an in-person awards 
ceremony and saw DARRAN Furniture 
walk away with the Best of Competition 
award for Honey, a groundbreaking 
furniture system.

A total of 97 awards were presented 
in 52 categories that ranged from 
acoustics to lighting, upholstery, flooring 
and furniture.
THE WINNERS INCLUDED:
Acoustics & Privacy—Work Pods
• Gold: SnapCab—Work+
Furniture—Collections for Collaboration
• Gold: Watson Furniture Group—

Watson Haven
Furniture—Seating: Conference
• Gold: Andreu World—Capri Executive
Furniture—Seating: Ergonomic 
Desk/Task
• Gold: Teknion—Essa
Furniture—Seating: Modular
• Gold: Allsteel—Jetty:Mod
Furniture—Tables: Conference
• Gold: Davis Furniture Industries—Tavo
Furniture—Tables: Height-Adjustable
• Silver: Nucraft—Two4Six Media Table
Furniture—Tables: Task
• Gold: Steelcase—Elbrook Table 

Collection
Furniture—Work from Home 
Solutions
• Silver: Otelier—Eat-Work Table
Furniture—Workplace Accessories
• Gold: HALCON—HALO Hand 

Sanitizer Station

NeoCon 2022 will take place from  
June 13-15.

NeoCon showcases the latest trends

GBC, a member of the ACCO family of brands, has added a new product range to its line 
of commercial, office and personal shredders. The AutoFeed+ Shredders encompass 13 
models engineered with auto feed technology, which allows users to stack up to 750 sheets 
into the feeder, close the door and walk away while the shredder does all the work. 

 As with all GBC shredders, the AutoFeed+ Shredders are designed to provide customers 
with peace of mind. Models are P4 or P5 security rated and feature super-crosscut and 
micro-cut technology that shreds confidential documents, credit cards and more into 
unreadable particles. In addition, all larger models include a pin code lock to provide an extra 
layer of security in shared spaces.

  “GBC’s number one goal is to be the most innovative and dependable brand in the 
marketplace, and we couldn’t be more excited to announce the addition of GBC AutoFeed+ 
Shredders to our lineup of high-quality, high-performance shredders,” said Lori Conley, vice 
president, office products and licensing at ACCO Brands. 

For more information visit www.accobrands.com.

GBC introduces new shredder line

»

https://neoconhub.com/
https://neocon.com/programming/best-of-neocon/winners
https://neocon.com/
https://www.accobrands.com/
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Domtar Paper is proud to announce the 
Lettermark™ collection of papers. Whether 
maintaining a fast-paced, high-volume 
printing environment, beginning your next 
strategic endeavor or capturing a creative 
idea, trust the options in the Lettermark™ 
brand as your everyday paper of choice.

Lettermark™ helps you make your mark on 
the world. Where you take it from there is 
up to you.

Elevate Your
Everyday Printing

Visit domtar.com for more information.

http://www.domtar.com
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Office Partners looking forward to Florida gathering
Buying group Office Partners’ Annual Gathering will 
recommence this year, following a break in 2020, at the 
Tampa Airport Marriot, Florida between October 24-26.

Despite being a slight smaller affair than previous years, 
the event still promises to be a great success, with all the 
regular one-on-one dealer/vendor meetings and social 
occasions of previous years.

The opening night welcome receptions are planned 
for outside and attendees will be given different-colored 
armbands of either green, yellow or red to indicate their level 
of comfort with close contact. 

Monday morning will see Office Partners president 
Matthew Hebert address the dealer attendees while the 
vendors set up their tables, ready for the one-to-one sessions 
to start in the afternoon.

A gala dinner on Monday evening will then be followed on 
Tuesday morning by the remaining one-to-one meetings, 
and an early finish is planned so dealers and vendors can 
get home easily.

“We are looking forward to seeing everybody,” said 
Hebert. “It is a little smaller this year, but not by much. We are 
still getting great participation from the dealers’ side: we have 
around 10-15 new dealers coming. We had to slim down the 
vendor side a little so we could spread everybody out a bit 
more. It’s time to try to get back to and see how everything is 
going. We have to figure out what we can do together, while 
making sure everybody is comfortable.”

Independent wholesaler Supplies Network has won two 
awards—Best Managed Print Infrastructure Provider 
and Best Innovation—as the Managed Print Services 
Association (MPSA) announced the winners of its 2021 MPS 
Leadership Awards.

The Best Managed Print Infrastructure Award recognizes the 
program that provides the necessary components to develop 
a holistic, successful MPS solution. It’s the seventh time 
Supplies Network’s mpsSELECT program has won the award.

Meanwhile, Supplies Network’s Barcode Select program 
was recognized for the Best Innovation Award. This category 
is intended to spotlight a company, product or process that 
can genuinely be hailed as an innovation for the industry.

“We are extremely proud to be recognized by the MPSA 
in the Best Managed Print Infrastructure Provider category,” 
said Sarah Custer (immediate right), Supplies Network’s vice 
president of services and solutions. “We remain extremely 
committed to delivering the best possible MPS experience 
to our partners and this award validates our efforts. Many 
thanks to the MPSA for this award.”

Ted Gruener (below right), vice president of sales at 
Supplies Network, added: “We are thrilled to win the Best 
Innovation award for Barcode Select. We’ve put great energy 
into this program to help our partners tap into and capitalize 
on the tremendous opportunity the barcode print market 
represents. We are grateful and honored to receive this 
recognition from the MPSA.”

 

Supplies Network scoops two MPS Awards
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Products contain an antimicrobial agent incorporated into the plastic that protects  
the products themselves by suppressing growth of bacteria. These products do not protect 
users or others from disease-causing bacteria, viruses or germs.

Item # Description Point Size Ink Color Qty.
Stick Ballpoint penS    
BICGSAMP81BK BIC® PrevAGuArd™ round StIC® BAll Pen 1.0MM BlACK 8 Ct
BICGSAMP81Be BIC® PrevAGuArd™ round StIC® BAll Pen 1.0MM Blue 8 Ct
BICGSAM11BK BIC® PrevAGuArd™ round StIC® BAll Pen 1.0MM BlACK dZ
BICGSAM11Be BIC® PrevAGuArd™ round StIC® BAll Pen 1.0MM Blue dZ
BICGSAM60BK BIC® PrevAGuArd™ round StIC® BAll Pen 1.0MM BlACK 60 Ct
RetRactaBle Ballpoint penS    
BICCSA11BK BIC® PrevAGuArd™ ClIC StIC® retrACtABle BAll Pen 1.0MM BlACK dZ
BICCSA11Be BIC® PrevAGuArd™ ClIC StIC® retrACtABle BAll Pen 1.0MM Blue dZ
BICCSAP60eCBK BIC® PrevAGuArd™ ClIC StIC® retrACtABle BAll Pen 1.0MM BlACK 60 Ct
BICCSAP60eCBe BIC® PrevAGuArd™ ClIC StIC® retrACtABle BAll Pen 1.0MM Blue 60 Ct
RetRactaBle StyluS/Ballpoint penS    
BICCSSA11BK BIC® PrevAGuArd™ ClIC StIC® StyluS retrACtABle BAll Pen 1.0MM BlACK dZ
BICCSSA11Be BIC® PrevAGuArd™ ClIC StIC® StyluS retrACtABle BAll Pen 1.0MM Blue dZ
Gel penS    
BICrGGAP4BK BIC® PrevAGuArd™ Gel-oCIty® Gel Pen 0.7MM BlACK 4 Ct
BICrGGAP4Be BIC® PrevAGuArd™ Gel-oCIty® Gel Pen 0.7MM Blue 4 Ct
BICrGGA11BK BIC® PrevAGuArd™ Gel-oCIty® Gel Pen 0.7MM BlACK dZ
BICrGGA11Be BIC® PrevAGuArd™ Gel-oCIty® Gel Pen 0.7MM Blue dZ
Mechanical pencilS    
BICMPCMAP4 BIC® PrevAGuArd™ MedIA ClIC™ MeChAnICAl PenCIl 0.7MM  4 Ct
BICMPCMA11 BIC® PrevAGuArd™ MedIA ClIC™ MeChAnICAl PenCIl 0.7MM  dZ

Treated To Help  
Protect the Pen/

Pencil Against  
Bacteria Growth

PrevaGuard is a registered trademark of Koozie Group.  
©2021 BIC USA Inc.

™
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Independent Suppliers Group (ISG) has announced a 
significant year-on-year increase in its second quarter rebates.

The group’s Q2 2021 rebates total more than $6.2 million, 
a jump of almost 40 percent on the same quarter last year. 
The distribution was scheduled for September 16.

In addition to the Q2 rebates, ISG has once again issued 
a “patronage dividend” to its shareholders of record, with 
the total amount exceeding $1.18 million. This distribution 
was made on September 15.

ISG Chairman Jordan Kudler said: “These strong 
rebate and dividend distribution amounts exemplify 
those benefits of participating in the direct buy programs 
that ISG provides to its members. Earlier this year, I had 
called for unity among our members. Standing behind our 
supplier partners, buying direct and selling brands deliver 
results—and distributing $7.38 million to our membership 
is proof positive.

“I encourage our members and vendor partners to join ISG 
for Industry Week ’21 this November, in Orlando, Florida, so 
we can build on this momentum moving forward.”

ISG distributes millions  
to members ECI Software Solutions is consolidating its managed print 

services (MPS) offerings into a single brand.
The technology provider has announced Printanista as its 

go-forward MPS offering for the office technology market. This 
will bring together its existing print management products, 
FMAudit, PrintFleet and Print Audit. 

According to ECI’s press release, Printanista will give 
print professionals “scalable, cloud-based access to device 
service alerts, business reports and integrations to reduce 
service delivery costs, improve supply fulfillment and increase 
efficiency and profitability.”

“Over the past year and a half, our customers have 
faced many obstacles, as offices moved to a hybrid model 
and remote work required them to rethink their business 
strategies,” said Laryssa Alexander, president, ECI Field 
Service Division.

“It was important for us to develop a solution that enables 
office professionals to adapt to the market and remain agile 
no matter what new challenges emerge. Printanista takes 
the best of our three market-leading device management 
solutions and delivers the most optimal solution possible for 
the office technology industry as we look toward the future.”

ECI revamps managed print proposition

 Introduce Yourself with C-Line Badges 
or Name Tents.  Great for Tradeshows, 

Meetings, Social Events & More!

Inspiring Organization Since 1949

• A full line of badges, kits and accessories
    to meet your identification needs.

• Personalize your space or identify
    people, places and objects with name
    tents and holders.

THE PERFECT WAY 

Hello!Hello!TO SAY

Order Today!          (800) 323-6084           c-line.com   

Check out our Check out our 
new digital new digital 

catalog!catalog!

https://www.c-lineproducts.com/shop-by-product/badges-identification.html
https://www.c-lineproducts.com/shop-by-product/badges-identification/name-tents.html
https://www.c-lineproducts.com/shop-by-product/badges-identification.html
https://www.c-lineproducts.com/
https://www.c-lineproducts.com/catalog.html
https://www.c-lineproducts.com/
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*Precise is the #1 Selling Rolling Ball Pen Brand/The NPD Group/Retail & Commercial/US Dollar Sales/Data on file.

Delight in the details with America’s #1 selling rolling ball pen.  

The precision tip, ultra-smooth ink and unparalleled writing 

performance of the Precise V5/V7/V10 will help you craft  

every exquisite detail with a precise, clean line every time.
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Workplace furniture manufacturer Steelcase has had a new CEO 
and chief revenue officer as of October 4.

As predicted in the May/June issue of INDEPENDENT DEALER, 
Sara Armbruster has taken the CEO role, succeeding company 
veteran Jim Keane, who will retire early next year.

“Organizations are exploring the new ways work is happening 
and we’re at the center of those discussions,” she said in a press 
release. “We believe the office continues to be critical to culture and 
innovation—and we believe better is possible.”

Another important change is the promotion of Allan Smith to chief 
revenue officer. Smith is a long-serving Steelcase exec—having 
joined the firm in 1991—and has held a variety of key roles over the 
years, including vice president of global marketing from 2013 until 
his appointment this week.

Industry News CONTINUED FROM PAGE 20

Executive changes at Steelcase

HP Inc has launched a unified print and PC offering 
aimed at hybrid working.

HP Work from Home is described as “a simple 
solution for IT leaders to securely and easily deploy 
and manage HP PCs, printers and supplies to a 
distributed workforce.” The service includes:
• PC and print hardware delivered to the home or 

office;
• auto replenishment of ink and toner supplies;
• remote diagnostics and next-day business 

support.
HP expects to add cloud security management 

and secure print path capabilities by the end of 
year. It said this would allow IT administrators to 
gain visibility and simplify the management of 
essential security settings for remote devices.

“Hybrid work is here—and it’s here to stay,” said 
George Brasher, HP’s global head and general 
manager, print services and solutions. “HP Work 
from Home is a workforce-centric approach 
aligned to the way people work today.”

Sumeer Chandra, global head and general 
manager, personal systems services, added: 
“While there are a lot of benefits to hybrid work, 
there are also a lot of challenges. With this 
combined offering, CIOs and IT managers can 
easily procure, deploy and manage PCs and 
printers, plus ink or toner, no matter where the 
workforce is located.”

In a blog post, Brasher referred to “The Great 
Resignation”, with 11.5 million US workers quitting 
their jobs between April-June 2021.

“With so many workers seeking new 
opportunities, employers must go above and 
beyond to attract and retain top talent,” he wrote. 
“Companies must offer perks that fit the way we 
work now, […and] one of the most valuable perks 
employers can provide is at-home technology that 
goes beyond the basics.”

He pointed to research that shows only 20-25 
percent of companies pay for or share the cost 
of kitting out a home office despite 80 percent of 
employees believing it’s the duty of the employer to 
provide any materials needed to get the job done.

“Against this backdrop, fully managed print 
and PC services have the potential to be a 
huge differentiator for employers navigating a 
competitive talent pool,” he argued.

HP targets hybrid 
workforces

US janitorial, food service and packaging supplies distributor 
Imperial Dade has announced its tenth acquisition for 2021.

The distributor has bought janitorial supplies and packaging 
firm Mailender in what represents the 42nd acquisition under the 
stewardship of Robert and Jason Tillis.

Established in 1936 and headquartered in Cincinnati, Ohio, 
Mailender is run by Ken Mailender and Andrew Abel.

“The acquisition of Mailender provides us with a foothold in the 
large and growing Cincinnati market, which is key as we expand 
geographically and grow nationally with our customers,” said 
Imperial Dade president Jason Tillis.

Financial terms of the private transaction were not disclosed.

Imperial Dade acquisition trail continues

https://www.linkedin.com/pulse/era-hybrid-work-perk-sets-companies-apart-george-brasher/
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FASHIONMAT®

DESKTOP CUBE 
ORGANIZERS

STACKABLE 
WALL FILES

©2021 Deflecto, LLC | Indianapolis, IN FOR MORE GREAT PRODUCTS VISIT  DEFLECTO.COM

Floor protection designed to complement your sense of style that 
feels uniquely you.

HOME AND OFFICE ORGANIZATION 
SOLUTIONS YOU NEED

MAKE THE SPACE YOUR OWN.

Durable floor protection 

that can help extend the 

life of your flooring and 

make moving around your 

workspace easier.

http://www.deflecto.com
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IOPFDA launches new 
furniture committee

IOPFDA News

For many years, IOPFDA existed as two separate associations: National 
Office Products Alliance (NOPA) and Office Furniture Dealers Association 
(OFDA).

The OFDA division of the association was made up primarily of aligned 
furniture dealers/manufacturers and had a board heavy with leadership 
from Herman Miller, Haworth, Steelcase, etc. OFDA also held an annual 
event in Las Vegas, which featured training programs and speakers from 
all facets of industry, with significant attendance from the architectural and 
design communities.

Over time, interest and membership in OFDA declined as larger 
manufacturers developed and preferred proprietary training for their 
dealers. Today there are still a few aligned dealer members; but most of 
IOPFDA’s members (90 percent) are mid-market furniture dealers.

Over the past year, I have spoken with many of the dealers and 
manufacturers that are members of the mid-market family. I believe there is 
a real need for mid-market programs to help dealers improve the operation, 
efficiency and profitability of their furniture divisions. Manufacturers and 
service providers are challenged in their ability to deliver information on 
their products, processes and best practices to this class of customer. Our 
committee believes IOPFDA can help fill this void.

We have assembled a team of industry experts made up of dealers, 
manufacturers and reps. This group will meet monthly to discuss 
mid-market opportunities and problems and provide training, education, 
networking and guidance to help dealers be more successful.

Committee members include:
Charles Forman EVP sales/marketing Independent Supplier Group
J.D. Ewing  Chairman & CEO COE Office Furniture Distributor
Brad Armacost President Contract Furniture Professionals
Tom Triplett Vice president Triplett Companies
Alan Byrd President Complete Office Supply
Ian Hicks VP sales Special T
Mark Hill President PVI Office Furniture

The committee will have its first meeting 
in October to discuss, rank and begin 
developing its agenda:
• Technology

• Cybersecurity 
• Digital marketing
• Website content
• Social media tools

• Government advocacy
• Buy America Act
• Labor, tax, tariff issues
• Small business loans
• Big Tech/Amazon

• Business management education/tools 
• Professional development
• Supply chain management
• Project management

• COVID-19/pandemic strategies
•  Global Biorisk Advisory Council 

certification
• Trends in architecture and design
• Antimicrobial products

• How to expand in new verticals
• Healthcare, food service, federal, etc.
• Adding AV to your projects

• Surveys
• Solomon Coyle
• Dealers Choice
• Other

• Group health insurance
• Do most furniture dealers currently 

have a group option?
• Strategies to solicit membership of 

manufacturers and dealers
• Messaging to dealers: webinars, 

blogs, interviews, sponsored ads, 
newsletter

• What programs do aligned dealers 
have that mid-market dealers need?

The members of this committee are smart, 
resourceful and understand what it takes to 
succeed in the mid-market. I’m confident our 
furniture members will find great value in the 
programs developed by this group. 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://mdp.issa.com
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Let’s go back a few years to a 
time when the General Services 
Administration (GSA) said it needed 
to change its procurement buying and 
selling processes in order to become 
more effective, and that streamlining 
these practices was critical to better 
meet the needs of the government 
customer. A lot of you will remember 
the days of the Federal Strategic 
Sourcing Initiative (FSSI) and the 
government’s plans to have this 
become the ordering platform of the 
future. Sound familiar?

I know I remember those dark days. 
It was a program that nearly tore the 
industry apart. GSA went from being 
a procurement process that relied 
on competition to one that relied on 
picking winners and losers. In so doing, 
it pitted winning small businesses 
against losing small businesses. In 
the early years, FSSI was a financial 
goldmine for those that received the 
contracts. You had GSA mandating 
purchases from these contract holders 
aggressively marketing this program 
to federal agencies. But just ask those 
that won rounds three or four how FSSI 
is working out for them now. When 
GSA moved away from mandating 
agencies to use these contract 
vehicles, FSSI became just another 
in a long line of failed federal buying 
programs. GSA is now onto the next 

big thing it believes will revolutionize 
the federal procurement process. The 
problem with this philosophy is that 
the government is trying to model itself 
after the commercial market and when 
it does that, it is setting itself up for 
failure.

The federal government is not, nor 
can it be, designed to model itself after 
the commercial market. If it could, you 
would need to eliminate the thousands 
of procurement rules that make up 
GSA today. This would mean few, if 
any small businesses would be able 
to compete for business with the 
federal government. Today’s arcane 
procurement rules make it possible for 
small businesses to compete for large 
contracts that, if the model was strictly 
based on competition, they would lose 
out on. 

“Why open old wounds?” you ask. 
Well, GSA is back at it again. This time, 
its actions will have a long-lasting, 
damaging impact on our industry and 
small businesses if we can’t make 
immediate changes to its current online 
marketplace pilot program.

Since the beginning of the 
conversation about the need for the 
government to streamline its buying 
processes (again), IOPFDA was out 
front calling on GSA to implement a 
plan that includes multiple platform 
options as well as protocols that 

would protect proprietary information 
of those resellers the government 
is relying on to provide goods and 
services to agency customers. I will 
credit GSA for taking two years to 
listen to industry before implementing 
the current online marketplace; but 
our fears were justified then and 
have now been confirmed by the 
General Accountability Office’s 
(GAO) September 2021 report issued 
to the House of Representatives 
Committee on Armed Services, titled 
GSA Online Marketplaces: Plans 
to Measure Progress and Monitor 
Data Protection Efforts Need Further 
Development. A fancy title that 
means GSA has failed to implement a 
strategic plan to protect critical data 
provided by trusted suppliers; and has 
given Amazon, Overstock.com and 
Fischer Scientific free rein over the 
government market and the suppliers 
selling on this platform.

In fiscal year 2021, National Defense 
Reauthorization Act language was 
included that required GAO to 
review GSA’s ability to monitor the 
compliance of providers with data 
protection requirements. The findings 
are unsurprising, but very troubling: 
GSA has turned control over the 
marketplace to three commercial 
providers, which also sell their 
products on these same platforms.

By: Paul A. Miller, IOPFDA legislative counsel

GSA’s Wild, Wild West of procurement 
and the future of its online marketplace

»

https://www.gao.gov/products/gao-21-104572
https://www.gao.gov/products/gao-21-104572
https://www.gao.gov/products/gao-21-104572
https://www.gao.gov/products/gao-21-104572
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What is clear from GAO’s review 
is that GSA does not have a good 
grip on the platforms; nor does it 
have a strategic plan in place to 
use the data it is collecting in a way 
to meet any agency goals or to 
measure progress. It’s trying to build a 
commercial platform for a government 
marketplace, which is designed to be 
somewhat inefficient because of all 
the procurement rules it has in place. 
In doing so, it is putting control in the 
hands of those that own successful 
commercial platforms. It’s like putting 
the fox in charge of the hen house. We 
all know how that story ends.

In its review, GAO found that 
Amazon, for example, allows 
employees to look at aggregate data 
from specific resellers and says it does 
audits to see that employees are using 
this data appropriately. What’s missing 
from this process are any protections 
to ensure reseller data is not released 
to the public or sold to any competitor. 

Audits are hollow and meaningless 
without a real penalty for using this 
data. Once the data is out in the public, 
there is no recapturing it or making a 
reseller whole. Although GSA appears 
to be monitoring platform providers 
on a quarterly basis, the report makes 
clear that GSA’s plan does not address 
or offer any actions it will take for two 
critical data protection requirements:
• protections against the unauthorized 

release of nonpublic data or 
information and compliance with a 
cybersecurity standard; and

• data protection requirements for the 
general prohibition against using 
third-party supplier information for 
pricing, marketing or other purposes.

The current GSA plan is unlikely to 
detect or prevent unauthorized data 
activity from occurring, according 
to the GAO’s report. This revelation, 
again, is unsurprising; but it is very 
concerning.

IOPFDA and others continue to voice 
their fears to GSA over these issues, 
as well as GSA’s failure to test all three 
platform models, as required by law. 
IOPFDA continues to work with key 
members of Congress on these issues; 
and with GAO’s report, we see an 
opportunity for Congress to dive deeper 
into these concerns during congressional 
hearings before GSA awards future 
contracts to platform providers.

Data protection must be a top priority 
for GSA and Congress. Today, current 
data protection measures do not 
sufficiently protect the proprietary data 
of resellers. IOPFDA is continuing to call 
on Congress to immediately address 
these concerns. Our priority is to create 
solutions that protect your data from 
being sold to the public or used by 
a platform provider to put you out of 
business. We will keep pushing until 
significant changes are made.

The million-dollar question is: will GSA’s 
online marketplace be the next FSSI?

IOPFDA News CONTINUED FROM PAGE 26

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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The education sector is becoming increasingly important for 
many independents. With a name like the Knowledge Tree, 
it should come as little surprise that up to 97 percent of this 
independent dealer’s business comes from the educational 
sector. Of course, the school buildings in Memphis, 
Tennessee—as everywhere—were closed for much of 2020 
by the pandemic. So it is also little wonder that the dealer’s 
sales of school office supplies were down by as much as 
60 percent at one point. Yet the company recovered half 
of that, ending up down only 30 percent in one of the most 
challenging years independent dealers have ever faced.

What cut the company’s deficit in half? According to 
Knowledge Tree president Andy Gattas, it was a mix of 
products—albeit different than those sold in past school years. 
“PPE was a huge help,” he says. “We sold a lot of face shields. 
Teachers are communicators, and kids learn by seeing 
their faces and lips. We sold pallets and pallets of dry-erase 
lapboards because every child needed one when students 
were learning from home. In the classroom, they would share. 
The same was true with pattern blocks and alphabet tiles. We 
also sold flashcards, workbooks and the alphabet line that 
goes around the room. Teachers still decorated the room for 
online learning. Furniture was another huge help. Fortunately, 
we had a lot of projects already booked.”

Brian Kerr, president of Kerr Workplace Solutions, 
Elizabethtown, Kentucky, says that 40 to 50 percent of the 
company’s sales are to the education sector. He explains 
how the company weathered the pandemic shutdown with 
furniture sales and schools planning ahead for what they 

would need to reopen: “We sold a lot of furniture; it was a 
good time to outfit new schools or remodel old ones. And we 
were blessed that we were able to shift our business to PPE 
and find vendors that could source spray, wipes, etc. We 
were selling Lysol to schools by the truckload and shipping 
skids of wipes. The schools weren’t open, but they were 
getting ready.”

Mike Horne, owner of Latsons.com, Sulphur Springs, 
Texas, had a similar experience: “Schools were spending 
money on furniture. A lot of schools saw the shutdown as an 
opportunity to upgrade when there were no people there.”

According to most dealers selling to the sector, schools’ 
budgets are set in advance and are used before next 
year’s budget.

Back to school
With most schools now returning to in-person classes, sales 
for the 2021-22 school year are soaring—in part thanks to the 
COVID-19 relief packages.

“This year, we picked up three to five new schools,” Kerr 
says. “The federal funds to help since COVID-19 are being 
given to the state to allocate to the school systems. One school 
system bought all the school supplies for every student K-12, 
so the students didn’t have to buy any. Several schools are 
using the funds to remodel and get all new furniture.”

Gattas agrees: “The COVID-19 relief packages were 
designed to help public, private and charter schools, and 
were given to the state to determine how to divvy them up,” 
he explains. “It’s complex on how this was decided; but in »
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some cases, the financial help was 50 percent more than the 
school’s budget—and in one case, the school received three 
times the amount of its budget. Last year was our worst ever 
and this year is turning into the best we’ve ever had.”

The government assistance wasn’t only for buyers. “We 
were lucky enough to get government financial help, which 
was a huge blessing,” says Amanda Liezert, vice president 
of customer relations with Tierney Office Products. “We didn’t 
have to let any of our employees go and I am proud to say 
we have recovered and are growing.” She attributes the 
company’s survival to the post-shutdown trend of customers 
buying local: “Everyone knows people who have lost their 
jobs, and I think people are starting to realize how important 
it is to have local work and to work with local businesses.”

Horne says 60 percent of the company’s office products 
and printing business is with K-12 schools and local colleges. 
His experience with the government’s pandemic funding 
was slightly different. “We bought items we thought the K-12 
schools would need—PPE, hand sanitizer and so on,” he 
says. “But the schools got special COVID-19 funding and had 
to buy those products from the Texas Equipment Association, 
and told us they couldn’t buy those products from us. So we 

had to switch gears. We created school supply take-home 
packets for students who weren’t ready to go online or didn’t 
have internet access, to tide them over until they figured 
things out. We also could sell take-home PPE kits with small 
sanitizers, wipes and so on to programs for younger children 
like Head Start. So we created take-home packets for them 
and printed the school district on them.”

Print personalization has also been big for Midwest Single 
Source, Wichita, Kansas, where 15 percent of total sales are 
to the education sector.

“Our biggest sellers to education are T-shirts with logos, 
followed by other apparel, from uniforms to sports jackets,” 
says Midwest Single Source president Kevin Ulwelling. 

“It slowed down when people weren’t in the building, but is 
picking up now that schools are open and sports teams are 
playing. A lot of the items we sell are already out of stock.”

Technology: a principal role
According to Ulwelling, his company’s increased sales 
of personalized apparel and other items can be partially 
attributed to technology. “About 40 percent of our sales to 
the education sector are online,” he says. “Probably the 

             
Will you miss out on Back-To-School supply list business in your area? 

NOW 
is the time to get your local schools signed up! 

Contact us to learn how 
FriendsOffice in Ohio, Tierney’s in KC,  

Kennedy in N.C., and Circle in Indy 
generated over $195,000 in BTS sales last season! 

A turnkey software program allowing  
Independent Dealers  

to create, price, build, and ship 
BTS School Supply Kits for Elementary School Students 

JKILIES@CLASSKIT.COM 
866-723-6574 

 

mailto:jkilies%40classkit.com?subject=
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latest and greatest creation for us in this area has been 
school stores. Teachers and administrators can choose 
what they want. They can personalize items and schools 
can control the school brand, such as the logo and only 
offering the school colors.”

Liezert has had similar luck with online customized 
class kits. “The class kit program allows each teacher to 
customize what they want in the kit for their grade,” she 
explains. “If a teacher wants a five-star notebook versus a 
more generic one, it can be ordered. This allows teachers 
to get what they want and the orders get approved all 
online. We put the kits together for each grade and with 
each student’s name on it, so it can be sitting on their desk 
the first day of school.”

Gattas estimates 40 percent of Knowledge Tree’s sales 
are online, whether through online ordering or email. 
He says he also sold a lot of technology accessories to 
teachers working from home, such as keyboards, digital 
cameras and lights. However, he says that the company is 
not expecting these sales to continue and does not stock 
these items, relying instead on S.P. Richards.

Kerr is similarly lukewarm about technology sales: “Most 
schools have their own in-house IT departments and have 
contracts so they can buy iPads, computers and copiers 
cheaper direct from the manufacturers. We sell various 
copiers, but schools don’t use one brand. It depends on 
what brand a particular school principal likes.”

A is for Amazon 
While Amazon has impacted nearly all sectors of office 
product sales, few have been hit harder than education. 
Gattas’ description of the mega online retailer speaks 
volumes: “Amazon? Satan incarnate!” he says. “Brick and 
mortar stores have been fighting the trend toward Amazon 
for 15 years, but it became the default during COVID-19. 
I think it will continue. When people want something, they 
go to Amazon. Even if it is not the cheapest, it is perceived 
to be by most people—including many teachers and 
school purchasers.”

Gattas believes his company’s new close-out procedure 
proves his theory: “We have a store that sells educational 
toys around Christmas along with our other school and 
office supplies. But toys aren’t like copier paper; toys that 
are hot this year will not be the next. Previously, we would 
mark these down in the store. Now we up the price and 
sell them on Amazon. Of course, we have to cover our 
Amazon costs; but we still make more.”

Kerr believes the media has helped foster this 
perception: “Amazon announces one or two-day delivery 
and it’s all over the news. Dealers in our industry have 
been offering next-day delivery and no-hassle returns for 
15 years, and we are not on TV.”

Horne feels similarly, but thinks some of the blame 
belongs in-house: “We’ve been delivering next day for 20 
to 30 years, but we struggle with how to promote it. We are 
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terrible about telling our customers what we do. There are 
things we’ve done for 10 years, and yet schools will say, ‘I 
didn’t know you did that.’”

The good news is that many independent dealers have 
found ways to fight back by offering what Amazon so far 
does not. “Schools can order regular copy paper from 
Amazon,” says Ulwelling. “But our reps deliver and take it 
inside and put it in the area where it belongs.”

Kerr believes the best weapon against Amazon is direct 
communication. “I noticed sales were down at one school 
district and I went and met with the superintendent,” he 
says. “I explained how we give back, supporting the 
band and sports and how Amazon does not. I explained 
how a lot of times, Amazon is not the cheapest. The 
superintendent apologized. He met with the finance 
person and we got the business back. Often people at the 
C-level are not aware where a purchaser is buying or if 
there’s a vendor change. Before long, 60 to 70 percent of 
the business has switched. We monitor our business for 
30, 60, and 90 days and look for variances. If we see the 
volume decrease, we call and ask to find out why. That’s 
important.”

Liezert says Tierney’s superpower against Amazon is its 
customer service and the peace of mind that comes with 
it. “We are very relationship driven,” she says. “We treat 

people the way they want to be treated. There’s a type of 
customer Amazon does well with; but the people we do 
best with are looking for consistency and good customer 
service. They are not the type who want to jump online 
and push a button. Our customers can relax with us. They 
don’t have to audit every invoice.”   

Liezert provides an example of the kind of loyalty the 
company’s consistently good service breeds: “We have a 
three-year contract with one of our larger school districts 
that has a two-year option to extend. At the start of the third 
year, I reached out and the school superintendent said, ‘We 
have no interest in putting it out to bid.’ Before this, the district 
worked with Amazon and stopped.  I attribute this to the 
relationships we have and our consistency.”

Navigating the road to future success
Ulwelling has seen significant changes in the educational 
market. “Schools have become much more budget 
conscious—there’s more watching of the dollar,” he 
observes. “They get three bids and many take the lowest 
price. Spending patterns have also changed. There’s been 
distributor consolidation and purchasers are using one 
source. There’s also been consolidation of schools and 
now more teachers can purchase what they want for their 
classroom. This can be good and bad. We’ve lost some »»
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consistent business and have gotten new business.”
Liezart agrees there’s been a change in the education 

market, but has a different perspective on what that looks 
like. “Education has definitely changed in the last decade,” 
she says. “The educational market has grown and created 
lots of opportunities. We had consolidation, but now, new 
schools are popping up everywhere. There are a lot of 
RFPs and RFQs with a chance to get whole districts versus 
individual schools.”

Gattas divides the future into interim and longer term. 
“Right now, there’s a lot of money out there,” he says. “We’re 
seeing a lot of education systems tearing down old schools 
and building new, so we are seeing a huge spike in furniture 
sales. Longer term, the challenge will be internet purchasing. 
Purchasers are younger and lean toward purchasing online. 
If a dealer isn’t positioned for this, it will be lights out.”

Ulwelling believes the diversification that has kept Midwest 
Single Source going will become increasingly important 
moving forward. “Dealers need to diversify; it’s what’s kept 
us afloat,” he advises. “There is not as much paper and toner 
being used, and the number of items schools are buying 
is dwindling. Dealers need to understand budgets are 

shrinking. It’s about finding ways to increase spend.”
Horne agrees: “The most important thing a business can 

do is diversify. If you stick solely with office products, well, 
everyone knows the trend.”

Kerr suggests the answer is a combination of new and old: 
“The Internet and good business relationships are the future.”

Liezert would concur that the key is—and will continue 
to be—relationships, along with a can-do attitude: “We 
got into the educational sector because a friend of mine’s 
child attended a school that was working with a competitor 
to supply class kits. Two weeks before school started, the 
supplier said it couldn’t fill the order. The school contacted 
us and asked if we had the supplies and could supply the 
items. We got everything the school needed before school 
started. Word spread and we picked up seven schools from 
that one action.”

Lisa Veeck is the owner of Clean Communications, a 
full-service content-generating firm specializing in the office 
products, cleaning, maintenance and healthcare fields.  
She can be reached at lisa@cleancommunications.biz  
or 773-484-7412.

mailto:lisa%40cleancommunications.biz?subject=
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ISG Industry Week

The early part of the week sees 
one-on-one meetings for ISG’s Pinnacle 
members, with general registration 
opening on Tuesday November 9 and 
a Giveback Event taking place for 
local children’s hospitals and youth 
organizations, sponsored by ISG’s NEXT 
Young Leaders Group. 

The education program starts on 
Wednesday (see below), and will 
include panel discussions, seminars, 
an ISG members’ meeting and the 
general session, which will include the 
presentation of the 2021 North American 
Office Product Awards. On Wednesday 
evening, wholesaler S.P. Richards will 
host its general session. The evening 
concludes with a welcome reception 
featuring a number of fundraising 
events for City of Hope, including the 
opportunity to have fun and win prizes 
playing mini-golf and a cornhole toss.

Thursday morning begins with 
sessions led by Essendant and the 
Business Solutions Association (BSA), 
which run concurrently. The Essendant 
session will see its customers attend a 

Q&A with the wholesaler’s president, 
Harry Dochelli, who will be joined by 
Tim Engstrom, senior vice president of 
supply chain; Helanie Fisher, senior vice 
president of merchandising; and Kevin 
Casey, senior director of marketing. 
Meanwhile, the BSA session will feature 
a presentation by Brandon Isner, leader 
of market research and insights at 
CBRE Econometric Advisors, for BSA 
members only. These sessions will be 
followed by talks from the presidents 
of both wholesalers on the future of 
the industry, which will be open to all 
manufacturers and their representatives.

The conclusion of the seminar 
program is then followed by a special 
lunch, during which both the ISG 
Supplier and BSA Awards will be 
presented. Attendees will also hear 
about City of Hope’s latest advances.

In the afternoon, the tradeshow will 
take place, offering dealers a number 
of money-saving show specials and 
giving one lucky dealer the chance to 
win $5,000 by taking part in the Tickets 
to Treasure promotion, in which raffle 

tickets are awarded by trade show 
exhibitors for meaningful conversation 
had at their booths.

Those raffle tickets then go into a draw 
that will take place on Thursday evening 
at the gala closing event—A Night in 
Havana: Esta’ Volao!—which will take 
place at the Cuba Libre restaurant and 
rum bar. The party will feature fantastic 
Cuban food created by resident chef 
Guillermo Pernot, a variety of rum-based 
cocktails, upbeat Latin music and even 
a cigar-rolling demonstration!

The week wraps up on Friday 
November 12, with shuttle buses 
supplied to return attendees to Orlando 
International Airport.

SEMINAR PROGRAM
WEDNESDAY, NOVEMBER 10

8:00-10:00
DIRECT BUY CLINIC
Presenters: Charles 
Forman, EVP of sales 
and marketing, ISG; 
Jill O’Neill, VP of 
merchandising, ISG; 
and a panel of ISG 
members

Plan to arrive at Industry Week 2021 just 
a little early for this “must-attend” panel 
on Wednesday morning. The panel 
will consist of some of our members’ 
savviest purchasers, who will explain 
how they manage the purchasing 
function within their dealerships to 
maximize their profits.
Topics to be covered include: 
• The basics of buying
• Inventory calculators
• Improving cash flow and gross 

margins
• The balance between stocking and 

buying wholesale
• Maximizing direct buy programs
• The best use of working capital 
• Success stories from our members
All directed at making more money for 

your dealership!

NEXT MONTH SEES THE LONG-AWAITED ARRIVAL OF 
INDUSTRY WEEK ’21, POWERED BY ISG, AT THE ORLANDO 
WORLD CENTER MARRIOTT, ORLANDO, FLORIDA.

»
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SUNDAY, NOVEMBER 7
2:00pm - 6:00pm  Registration Desk Open

MONDAY, NOVEMBER 8
7:00am - 6:00pm  Registration Desk Open
8:00am - 12:00pm  Pinnacle One-on-One 

Meetings
12:15pm - 1:00pm  Pinnacle Lunch
1:15pm - 2:30pm  Pinnacle One-on-One 

Meetings
2:45pm - 5:15pm  Pinnacle Peer Exchange
6:00pm - 8:00pm  Pinnacle Dinner

TUESDAY, NOVEMBER 9
7:00am - 7:00pm  Registration Desk Open
7:00am - 8:00am Pinnacle Breakfast & 

Updates
8:00am - 12:00pm  Pinnacle One-on-One 

Meetings
12:00pm - 1:00pm  Pinnacle Lunch
1:00pm - 6:00pm  Pinnacle One-on-One 

Meetings
5:00pm - 6:30pm  Giveback Event, sponsored 

by HON and NEXT

WEDNESDAY, NOVEMBER 10
7:00am - 6:00pm  Registration Desk Open 
7:00am - 8:00am Breakfast
8:00am - 10:00am  Direct Buy Clinic 
8:00am - 6:00pm  Exhibitor Tradeshow Booth 

Setup
8:00am - 1:30am Pinnacle One-on-One 

Meetings
10:15am - 11:15am NEXT Peer Exchange 
10:15am - 11:15am Seminar Sessions
11:30am - 12:15pm  Lunch
12:30pm - 1:45pm  ISG General Session & 

NAOPA Awards
1:45pm - 2:00pm  Break
2:00pm - 3:30pm  ISG Member Only Meeting
3:45pm - 5:30pm  Pinnacle One-on-One 

Meetings
3:45pm - 4:45pm  Seminar Sessions
5:00pm - 6:00pm  S.P. Richards General 

Session
6:30pm - 8:00pm  Welcome Reception & City 

of Hope Fundraiser

THURSDAY, NOVEMBER 11
7:00am - 2:00pm  Registration Desk Open
7:00am - 8:00am Breakfast
8:15am - 9:15am Essendant General Session
8:15am - 11:45am BSA Forum
9:15am - 9:30am Break
9:30am - 10:30am Seminar Sessions
10:45am - 1:45am Seminar Sessions
12:00pm - 1:15pm  Lunch, City of Hope 

Presentation & Awards
1:30pm - 5:00pm  Tradeshow
3:00pm - 3:15pm  Break
5:30pm - 11:30pm  Exhibitor Tradeshow Booth 

Teardown
6:30pm - 9:30pm  A Night in Havana

FRIDAY, NOVEMBER 12
5:30am - 12:00pm  Departures

THE WEEKS AGENDA
Who Should Attend: Purchasing 
Managers, Purchasing Staff, 
Owners and anyone involved in 
making profitability and purchasing 
decisions for your dealership

10:15-11:15
GAINING MARKET 
SHARE THROUGH 
INSIDE AND 
OUTSIDE SALES
Presenter: David 
Cain, director of 
sales, S.P. Richards

This session will focus on strategic 
thinking and how to close more 
business and retain customers in 
your market. Learn how to reinvent 
your sales team and others in your 
organization to become a stronger, 
more focused force to be reckoned 
with, and increase your sales.

It’s time to get back to work and 
gain market share faster than the 
competition. The following topics will 
be discussed, along with strategies to 
incorporate inside and outside sales 
and marketing: 
• Retooling
• Inspiring
• Training
• Marketing
• Prospecting
• Closing
• Building
• Inspecting
• Winning

David Cain has 30 years of experience 
in building highly effective sales and 
marketing approaches. He will explain 
how to form and modify synergies 
between a variety of methodologies 
that incorporate low-cost marketing, 
sales training and teamwork. He 
will also discuss how to find great 
salespeople, train the team you 
have and enhance your brand. 
Learn how to begin adding more 
customers in other channels through 
product diversification. While larger 
competitors try to reinvent themselves, 

we will stay the course and fly under 
their radar, taking their accounts from 
the bottom up.  

You’ll hear some straight talk about 
ending complacency and challenging 
the status quo. It’s our time!
Who should attend: sales, 
marketing and purchasing

10:15-11:15
NEXT PEER EXCHANGE
Presenters:  Members of the NEXT 
committee
It’s a meeting IRL: NEXT Meetup and 
Peer Exchange—“Are you NEXT?”

The NEXT Young Leaders Group 
exists to identify and build the leaders 
of tomorrow within our industry. 
Specifically, we aim to connect, 
engage and evolve alongside the 
future leadership of the independent 
channel within the ISG dealer group. 
If you identify with our message and 
are looking to share your experiences 
and grow into the next stage of your 
career, then join us for a meetup. 

Meet with your peers from across 
the country. We’ll engage in brief 
exchanges discussing the hot topics 
and challenges in our industry over the 
past year, and kick-start connections 
that you can continue to foster and 
grow during our week together. Get 
involved with NEXT and grow together 
as we meet the challenges of our 
evolving careers. 
Who should attend: young, new and 
emerging leaders

10:15-11:15
CONTRACTED 
SELLING : 
A TURNKEY 
SOLUTION YOU 
HAVE BEEN 
WAITING FOR
Brian Stevenson, 

director, technology & managed 
services, ISG; and Tanya Ross, 
manager, partner development & 
technology, ISG
It is no secret that contracted selling »

OCTOBER 2021 INDEPENDENT DEALER PAGE 35



OCTOBER 2021 INDEPENDENT DEALER PAGE 36

ISG Industry Week CONTINUED FROM PAGE 35

Download the app at the show. It 
will have all you need to navigate 
the Industry Week, including a full 
agenda and related information, 
details of the seminar sessions 
and speakers, hotel 
and tradeshow floor 
plans, tradeshow 
exhibitor list 
and much 
more!  

is here to stay. The key questions are 
how do you get into it and how do you 
maximize contracted selling for your 
company’s success?

IIn this session, we will unpack the 
ideas below to help you evaluate the 
best next steps for your company and 
find how to make contracted selling 
part of your company’s future to beat 
the competition:
• Contracted selling is growing 

beyond toner
• Understand the market and the 

opportunity
• Discover the right partnerships to 

generate recurring revenue
• Understand what your customers 

are looking for and how you can help 
simplify their business.  

Who should attend: business 
owners, VPs of sales and CFOs

10:15-11:15
DIGITAL 
PROSPECTING TO 
WIN
Presenter: Rick 
Lambert, founder & 
CEO of selltoWIN.
com

Looking to supercharge your 
prospecting efforts with industry 
specific strategies your sales team 
can use right away? Then look no 
further! In this fun-filled session, Rick 
will use real world examples to show 
you how to book more appointments by 
avoiding common prospecting pitfalls, 
with field-proven best practices now 
used by North America’s top imaging 
dealers. 
Highlights:
• 2021 prospecting stats and facts
• Are you prospecting to win? 

(Self-assessment)
• Phone prospecting templates that 

work
• The ultimate prospecting email
• Pro LinkedIn engagement strategies
TThis session will focus 100 percent 
on creating new business sales 
opportunities. It’s “must-see” for 

GET THE APP
business owners and sales leaders

BONUS: Each attendee will receive 
Rick’s 2021 Digital Prospecting 
Playbook to unleash your team’s sales 
potential right away!
Who should attend: business 
owners, sales leaders, marketing 
leaders

15:45-16:45
COMPETING 
AGAINST AND 
SELLING THROUGH 
AMAZON
Presenter: Charles 
Forman, EVP sales 
and marketing, ISG

Selling on Amazon can be an 
opportunity and/or a challenge; but 
whatever way you approach it, you 
need to make sure you understand 
the rules of engagement. We have 
members who are benefiting from 
both—so attend this panel of your 
peers and hear them discuss how they 
are WINNING in the age of Amazon.
Who should attend: owners, sales 
managers and sales reps

15:45-16:45
STATE OF THE 
FACILITIES 
CHANNEL—2022 & 
BEYOND
Presenter: Frank 
Hoard, director 
facility supply 

channel, ISG; and a panel of ISG 
members
Are you wondering where the facility 
supply market is going or what areas 
you should be focused on for the near 
and long-term future? This interactive 
seminar will feature ISG members from 
various backgrounds that can help 
you determine where you should focus 
your efforts in the sourcing, marketing 
and sales of facility supply items. 
Your questions can be posed to the 
panelists to determine the real-world 
trends they are seeing in their regions 
and with the customers they service. 

Join us in this conversation and we 
will certainly address some of your 
questions on the future of the facility 
supply channel.
Who should attend: principals, 
purchasing, sales managers and 
facility supply-focused members

15:45-16:45
RESILIENT SELLING 
AND EMBRACING A 
BALANCED SALES 
APPROACH
Marisa Pensa, 
president, Methods 
in Motion

Take a moment to consider these 
recent stats: 
• 44 percent of organizations state they 

have effectively adapted their sales 
process to align with how buyers 
want to buy during COVID-19. These 
organizations have seen 9 percent 
higher win rates over the past quarter 
and 5 percent increases in revenue 
attainment (source: Korn Ferry).

• 33 percent of B2B buyers do not 
want to meet face to face with a 
buyer. That number climbs to over 40 
percent among millennials and Gen Z 
(source: Gartner Report).

IIn reflecting on these stats, how has 
your dealership adapted its sales 
process over the past 18 months? 
Research tells us that virtual selling isn’t 
going away—and face-to-face meetings 
aren’t either. The telephone, email and 
social media all have a role to play in 
reaching prospects and customers. »
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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 
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But how do you sort it all out? 
In this panel discussion, we will 

explore a mix of tools to use to achieve 
a balanced selling approach and 
discuss how select ISG members are 
adapting their sales approaches to 
today’s environment. Recent survey 
results and trends we are seeing prove 
that inside sales are growing. At the 
same time, face-to-face meetings still 
play a critical role, along with some 
combination of in-person meetings, 
phone calls, video calls, video emails 
and more. 

The evolution of sales challenges us 
to be more flexible and resilient than 
ever. Just as a good cook experiments 
with new ingredients and fine tunes 
great recipes, we will help you think 
about your recipe for success. Join us 
for insights and a fresh perspective 
to nourish and grow your business in 
2022 and beyond. 
Who should attend: owners, 
principals and sales managers

15:45-16:45
GROW YOUR 
POST-COVID 
SALES WITH 
EPIC BUSINESS 
ESSENTIALS
Wednesday, 
November 10th

Presenter:  Scott Zintz, managing 
director, EPIC Business Essentials
This session will include presentations 
from EPIC’s Scott Zintz, a panel of 
EPIC certified dealers and an Omnia 
Partners trainer specializing in public 
sector strategy. We will discuss the 
following topics:
• Public sector growth via Omnia 

Partners and its recent expansion 
of said contract to include furniture, 
technology, janitorial supplies and 
more.

• How you can best offer the CHAMPS 
and Premier GPO contracts in your 
local market, and why healthcare 
accounts are moving away from the 
big boxes.

• The launch of EPIC’s new Hybrid 
Commercial account platform, 
allowing dealers to maintain a 
regional/national account on 
their own websites without the 
need to worry about unprofitable 
dropshipping business or managing 
a network of other dealers to deliver 
for customers.

• What is new with the federal 
government and its online platform 
initiatives.

Who should attend: owners, sales 
managers and marketing

THURSDAY, NOVEMBER 11
9:30-10:30
THE OIL IN THE 
GEARS: HOW 
GOOD CONTENT 
POWERS ONLINE 
MARKETING 
STRATEGIES
Presenter: Jennifer 
Rae Stine, president 

and founder, Fortune Web Marketing
Expertise. Authority. Trust. This is not 
only the basis behind Google’s E.A.T. 
principle, but should be the basis for 
every piece of content you generate 
online. Content in the digital marketing 
space can encompass:
• Landing pages
• Blog posts
• Social posts
• Email copy
• Product content for e-commerce
• Buying guides and “how-to”s
• Ad copy (social and Google Ads)
• Case studies and whitepapers
• Videos
• Custom imagery across all mediums
• Everything you portray on your 

website
• And more....
The list is endless... and it all begins 
there. How are you telling your 
story? What are you producing for 
search engine optimisation? What 
information can you provide that 
your customers will find valuable? 
How are you establishing yourself as 

trusted subject-matter expert? More 
importantly—how are you presenting 
this content to your audience? 

In this session, get expert advice 
from an industry marketing professional 
and your ISG peers: what works, what 
does not and how to adapt it to the 
digital marketing world today.
Who should attend: owners, sales, 
marketing

9:30 -10:30
BE AT YOUR BEST 
EVERY DAY: FIVE 
PRINCIPLES TO 
CONSISTENT SALES 
SUCCESS
Presenter: David M. 
Fellman, president, 
David Fellman & 
Associates

Whether it’s your full-time job or just 
one of the many hats you wear as 
an owner or manager, you are a 
salesperson. The question is: are 
you really functioning at your best in 
that role every day? It’s easy to get 
sidetracked; to develop bad habits and 
even bad attitudes. It’s not always easy 
to maintain your enthusiasm and your 
commitment to growing your business.

TThis fast-moving session will help 
you to reboot through five guiding 
principles:
• Have a business-building attitude: 

It’s been said that success in selling 
is 50 percent knowledge, 50 percent 
skill and 90 percent attitude. Don’t 
worry about the fuzzy arithmetic—it 
doesn’t add up, but it still speaks the 
truth. This segment will help you gain 
(or regain!) positive attitudes and lose 
negative ones. It will also help you 
develop a business-building plan.

• Be all about customer service 
and customer maximization: 
Everyone strives to provide 
exceptional customer service, but 
how do you know that you’re really 
accomplishing it? This segment 
will provide you with a measuring 
process. It will also take you beyond »



OCTOBER 2021 INDEPENDENT DEALER PAGE 39

Winner’s Circle CONTINUED FROM PAGE 4

http://www.zebrapen.com


OCTOBER 2021 INDEPENDENT DEALER PAGE 40

ISG Industry Week CONTINUED FROM PAGE 38

customer service to customer 
maximization and making sure that 
you get maximum value from every 
customer relationship. 

• Don’t make it all about price: “All 
they care about is price.” That’s 
what salespeople say about buyers. 
“All they talk about is price.” That’s 
what buyers say about salespeople. 
The fact of the matter is that too 
many salespeople are the guilty 
parties here, pretending they’re 
selling on value when, in reality, they 
are making it all about price. This 
segment will help you avoid some 
all-too-common strategic mistakes 
and teach you how to handle price 
objections more effectively when 
they do arise.

• Time really is money—pay attention 
to how you’re spending it: This 
segment will provide real-world time 
management strategies to help you to 
get more done every day. You’ll learn 
to plan and prioritize more effectively. 
You’ll also learn the difference between 
interruptions and opportunities. 

• If you have bad customers, do 
something about it: What defines a 
bad customer? It’s simple—they’re 
more trouble than they’re worth! But 
that doesn’t need to be permanent. 
This segment will teach you how you 
can often change customer behavior 
for the better—and what to do if it 
turns out you can’t.

Who should attend: salespeople, 
especially outside salespeople, 
including owners and managers 
who have “part-time” sales 
responsibilities

9:30-10:30
DEVELOPING A 
SUCCESSFUL 
FACILITY SUPPLY 
SOURCING 
STRATEGY
Presenter: Frank 
Hoard, Director 

Facility Supply Channel ISGand a 
panel of ISG members

Have you ever wondered, when it 
comes to facility supplies, where you 
should order a particular product? Do 
you go to your first call wholesaler; 
buy it from a facility supply-focused 
wholesaler; or go direct to a supplier? 
These questions and more will be 
addressed in this seminar with 
supplier panelists who will help you 
make the right decisions for your 
strategy. Variables that need to be 
considered, like how the changing 
supply chain landscape could keep 
you from holding too much inventory, 
will be discussed. Questions such as 
whether you do enough business to 
buy direct, who can help you make 
those decisions and more will be 
covered. 
Who should attend: principals, 
purchasing and facility-focused 
ISG members

10:45-11:45
GROWING AND CHANGING 
WITH THE OFFICE FURNITURE 
INDUSTRY: PAST, PRESENT, 
FUTURE
Presenter: TBC
Everywhere you look, things are 
changing; and the office furniture 
industry is no exception, as we 
uncover a greater understanding of 
the impact of COVID-19, the global 
economic downturn of the last year 
and the future of the office and 
workplace. Not all change is bad—in 
fact, the fundamental changes 
happening in how we do business 
in our industry are presenting many 
new opportunities to rethink what we 
provide our clients, strategize how 
we go to market and determine the 
greatest path to success and growth 
over the next decade.  

In this presentation, we’ll explore 
what the past year has taught us 
about our industry; how the present is 
impacting our business; and what the 
future of the office furniture industry 
looks like every day. Though we want 
a lot of the answers right now for 

marketing and business development, 
great success takes time to evolve 
and strategize. You’ll leave with ideas, 
tips and inspiration to help you and 
your organization not only grow, but 
thrive in 2021 and beyond.
Who should attend: business 
owners, sales leaders, salespeople, 
A&D reps, designers who may 
be involved in the sales process 
and anyone interested in what’s 
happening in the office furniture 
industry

10:45-11:45
MAKE THE MOST 
OUT OF YOUR ISG 
MEMBERSHIP
Presenter: Tom 
Ashburn, director 
of member 
development, ISG; 
and a panel of ISG 
members

This seminar is designed to help 
ISG members understand all of the 
programs and services the group 
provides. Some programs are older, 
but still provide many important 
benefits; while others are brand new, 
and you may not know how they work 
or the benefits to be gained by using 
them. We’ll take an in-depth look at 
many programs and discuss specific 
details on how they work for all levels 
of membership, no matter your size 
of dealership. Program topics that 
will be covered include the RDC, UPS 
and ASI programs, to name a few. If 
you’re looking for ways to enhance 
your return on membership or want 
to learn how other ISG members best 
use the group, this seminar is for you.
Who should attend: ISG member 
owners, purchasing and sales reps

10:45-11:45
TECHNOLOGY PRODUCTS—
PERFECT FOR YOUR VIRTUAL 
ENDCAP  
Presenters:  Brian Stevenson, 
director, technology and managed »
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Removes over 99.99% of Covid-19† 
 In a recent study, Fellowes®️ AeraMax®️ Pro AM3 & AM4 air purifiers  

demonstrated to eliminate COVID-19†, using a combination of smart  
and integrated technologies—only from Fellowes.

EnviroSmart™ PureView™

Patented EnviroSmart™ Technology uses dual self-

regulating laser sensors to measure sound, motion  

and air quality.

Seeing is believing - the best way to show your facility 

occupants that you are taking their health seriously is to 

show them! The invisible become visible with PureView’s 

patented sensor technology and real-time status display.  

It provides maximum peace of mind that the air you and 

others breathe is clean.

AeraMax Pro air purifiers feature patented, responsive technology.

†Fellowes AeraMax Pro AM3 & AM4 air purifiers demonstrated, through independent laboratory testing, to be effective in eliminating aerosolized concentration of SARS-CoV-2 by 
99.9999% through a single air pass test of the purifier. In addition, AeraMax Pro air purifiers reached 99.99% airborne reduction of a surrogate Human Coronavirus 229E in a 20m3 

test chamber within 1 hour of operation in a separate test.

Learn more by visiting Fellowes.com/air

AERAMAX PRO 2 AERAMAX PRO 3/4 AERAMAX PRO 3PC/4PC

http://www.fellowes.com/air
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services, ISG; Tanya Ross, manager, 
partner development and technology, 
ISG; and a special appearance from 
key technology partners
In this session we will discuss products 
your customers purchase every day 
that you might have overlooked: 
technology products. Your customers 
require them and will be purchasing 
them from your competitors, if not from 
you. This is a rapidly growing category, 
so why not add it to your offering? We 
will explore a few areas of technology, 
including:         
• Understanding how easy it is to add 

technology to your offering
• Examples of back-to-the-office and 

work-from-home solutions
• Where to source these products
• Easy add-ons for your virtual 

checkout
Who should attend: sales leaders, 
marketing and business owners

10:45-11:45
READY, AIM, FIRE: 
HOW TO CREATE 
A WINNING, 
EXECUTABLE 
STRATEGIC PLAN 
WORKSHOP
Presenter: Janet 

Collins, partner, TurningPoint 
Strategy
A workshop to help you take a breath, 
create a plan and make it happen. 
In that order. Strategic planning, 
done right, creates clarity and 
alignment with your team, and results 
in a concrete action plan to get the 
right things done. This session will 
leave you with more confidence in 
your future and practical ideas for 
intentional organizational growth. 

Most small businesses take the 
“Ready, Fire, Aim” approach: “Let’s 
just try stuff and see what sticks.” 
While experimentation is critical, 
without proper thought and insight 
it will leave you feeling chaotic and 
haphazard. Strategic planning 
combined with trial and error enables 
you to feel in control and on a path.  

The “Ready, Fire, Aim” approach 
actually worked well in the early days 
of the pandemic, when many dealers 
quickly pivoted successfully to new 
products and services without a whole 
lot of planning. Now that the dust is 
starting to settle, it’s a good time to 
step back, think strategically and 
make some choices about your future. 
You’ve heard the saying, “If you don’t 
know where you’re going, you’ll end up 
somewhere else.” 

Furthermore, is your board or other 
mentor suggesting you MUST have a 
strategic plan? Maybe you attended a 
session at an industry event implying 
every business worth its salt has 
one. Even well-meaning friends ask, 
“How on earth can you be in business 
without one?” But what exactly is a 
strategic plan? 

In this session, you’ll learn the 
difference between an operational plan 
and a strategic plan; the keys to effective 
planning; the importance of stakeholder 
input; how to engage your team in the 
process; and most importantly, how 
to make it actionable so it doesn’t just 
gather dust on the shelf. 

Unfortunately, many strategic 
plans fall short and nothing seems 
to change. Why? The two biggest 
reasons are the planning process itself 
and lack of execution. A good process 
inspires new ideas, collaboration, 
energy and engagement, and a 
renewed excitement for the future of 
the business. In the end, executing 
on a strategic plan involves change 
management and discipline to stay 
focused. 

In this session, you will explore the 
five biggest mistakes in planning and 
the 10 keys to creating an actionable 
strategic plan that aligns the leaders, 
enables intentional decisions and 
inspires action throughout the 
organization.
Who should attend: Dealer 
principals, owners and key members 
of the leadership team.



OCTOBER 2021 INDEPENDENT DEALER PAGE 43

Winner’s Circle CONTINUED FROM PAGE 4

AUGUST 2021 INDEPENDENT DEALER PAGE 43

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://industryweek21.cventevents.com
https://industryweek21.cventevents.com/event/23bf2094-2ef2-4228-8998-cc43dfe6d67c/summary
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Tom Buxton

A few weeks ago, I had the privilege of making cold calls 
in downtown Austin with a sales rep from Perry Office Plus 
named Danny Lowe. Yes, I said Austin—one of the few 
places in Texas that locked down almost completely during 
and after the pandemic. For several months, parking was 
extremely easy to find and most of the high-rise buildings 
were almost vacant, because no one was working on site in 
one of the most overcrowded cities you could ever visit.

We were pleasantly surprised that a current customer was 
willing to meet for an account review and since they were on 
the top floor of the building we were visiting, we made some 
introductory calls to businesses on our way up. I can hear some 
of you say, “How dare you intrude on prospects that you hadn’t 
set appointments with!” or “Wasn’t it rude and insensitive to try 
to talk to people that might be afraid of your presence?”

I promise not to become too political; but if you feel activities 
like in-person cold calling should remain off-limits as they were 
last year, what methods are you using to gain new business? 
If your reps prefer to use the phone or email and have gained 
customers in that manner, congratulations. But what I have 
seen in too many businesses is that cold calling—if it ever was 
an emphasis—has nearly ceased to exist; so if your reps are 
actually opening new accounts, feel free to stop reading now.

However, if your team is struggling with how, when and 
if to cold call, please read on. I have a few ideas about 
the subject from my recent experience in a “Mecca” for 
the working-from-home advocates. First, there seemed 
to be numerous people in all the offices we visited. Some 
employees (but not all) were masked; and if the company 
was concerned about face coverings, a sign stating the fact 
was prominently displayed.  

Our next observation was that most of the offices we visited 
or walked by had someone sitting in the front area. This was 
surprising to me, since I had guessed that if companies were 
using only “skeleton” onsite staff, they would be hard to find. 
Many offices were completely closed, and it looked like the 
tenants had moved or gone out of business; but there were 
more companies that had their doors open and employees 
available to do business.  

Here is the most exciting discovery we made. Every person 
we met with seemed to be very happy to talk to us. We were 
shocked. I don’t enjoy making cold calls and am aware 
that most front office personnel don’t like them either; but 
something was different. I suspect that there have been so 

few calls or visits of any kind made during the last 18 months 
that “gatekeepers” might actually miss the interaction with 
people—even sales reps. That idea sounds radical and even 
as I write it, I feel a bit crazy to say it; but who knows?

I should mention one more thing about our cold calls. 
We were not trying to sell them anything when we walked 
in. We didn’t say, “Our sanitizing wipes are cheaper than 
their sanitizing wipes,” or “I’ll bet we are better than your 
current supplier.” Those tactics have never worked for me 
and always make me want to gag. What we focused on 
was providing a small gift (yes, I gave away a purple pen, 
for those of you that have read my book ☺), a smile and the 
comfort that we were not going to stay a long time. We have 
reasons to make follow-up calls with each of the prospects 
we visited and are creating a marketing plan with 10+ 
touches to slowly move those prospects toward becoming 
customers.  

So, what plan does your company have to grow business 
during the rest of 2021 and into 2022? I am tired of hearing 
the excuses for not opening new business and hopefully you 
are too—whether you are a rep or a manager. Get moving! 
Stop assuming there is no path forward to growing your 
business. If you believe that, your business is dead already; 
you just don’t know it yet. Lastly, feel free to give me a call if 
you want to discuss the opportunities that are out there. Let’s 
find ways to encourage each other and grow in this business 
we all love.

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 

By Tom Buxton

LEADERS, DON’T LET YOUR SALES 
REPS GROW UP TO BE FARMERS
(TO BE SUNG TO THE TUNE OF “MOMMAS, DON’T LET YOUR BABIES GROW UP TO BE COWBOYS”)
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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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What changes have you made in the 
past 18 months out of necessity? Will 
you keep any of these changes as we 
head into 2022? 

The responses I’ve collected to these 
questions may or may not surprise you. 

In markets across the country, 
from Idaho to Utah, Oregon, Chicago 
and Tennessee, I’ve discussed this 
question with each of our panelists 
in preparation for the upcoming ISG 
Industry Week in Orlando, Florida this 
November. 

Each panelist I interviewed told me 
about what they did to strengthen 
and improve how their sales team 
engages, as well as what changes 
their company as a whole has made 
for the better and what changes they 
will continue to take with them into 
2022.  

Based on their responses, we’ve 
uncovered some key trends to 
share below:
• Our specialists learned to be more 

efficient with virtual. They’ve become 
more comfortable with the technology 
and are utilizing virtual meetings 
much more than they used to.

• Video is allowing us to do things we 
never would have done before. For 
example, we’re now doing video 
demos of equipment and it’s taking 
our demos to the next level!

• Customer service and other key 
“non-sales” roles were utilized to 
drive up sales in ways we never 
would have imagined.

• Virtual selling is here to stay and 
we are learning how to add it to 
our daily communication. One 
company president, who is sending 

weekly video emails to his team, 
said: “I can’t expect them to do 
something I wouldn’t do in my own 
communication.”

• Data was utilised far more to drive 
decisions daily and even hourly to 
guide buying/selling decisions.  

As one person I spoke to said: 
“Necessity is the mother of all 
inventions.” So true!

Based on the answers we received 
from our panelists, here are three 
ideas to keep in mind as you plan for 
2022 and beyond:
• Collaborate with your colleagues: One 

response we received stated how 
important “non-sales” roles were in 
driving sales. If you needed a reason 
to leverage your customer service 

by Marisa Pensa

SELLING IN 2022 AND BEYOND: 
KEY CHANGES TO THE SALES LANDSCAPE

»
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department or even delivery drivers, 
this is it! It’s so important to stay 
connected with colleagues who deal 
with customers. They have a different 
perspective, which is so powerful in 
understanding why a customer makes 
a purchasing decision or answering 
any questions they may have.

• Tap into your creativity: Virtual selling 
isn’t going away anytime soon. It’s 
here to stay and should be added 
as an essential ingredient in your 
recipe for sales success. This is 
especially true of video. Video is 
such a dynamic tool—whether it’s 
a video email, video demo or video 
meeting, it allows you to get creative 
by helping your personality shine 
through. For example, one response 
from our panelist was how their team 
was able to do something they never 
would have done before. They got 
creative and did a video demo of 
their equipment. 

• Use data, not gut, to drive decisions: 

With so much data available to 
us, it’s critical that we learn how to 
effectively and efficiently use it to 
guide decision making. For example, 
you can use your CRM to assess 
past customer buying behavior. You 
can use this information to develop 
a tailored approach to anticipate 
the customer’s needs. Based on 
what type of business they have and 
what they’ve previously purchased, 
you can prepare a personalized 
recommendation of what they could 
and should be buying next. 

How would YOU answer the 
questions What changes have you 
made in the past 18 months out of 
necessity? Will you keep any of these 
changes as we head into 2022?

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
http://www.methodsnmotion.com
mailto:marisa%40methondsnmotion.com?subject=
http://www.methodsnmotion.com
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I confess, I had an unusual childhood 
because my parents thought the sun 
rose and set on me. My (brilliant) 
parents thought I was wonderful, 
perfect and could do no wrong. It was 
their doting that helped me become 
successful in business: their constant 
praise gave me the self-esteem I 
needed to blaze my own trails instead 
of following the followers. I thank them 
for giving me the self-confidence 
necessary to start a moving company 
and develop several successful 
patented inventions. 

Because of my exceptional 
childhood, I believe that employees—
especially men—who receive regular 
praise from their bosses for jobs 
well done are more productive and 
more likely to stay with their company 
than those who don’t get that kind of 
positive feedback. I saw proof of this 
in my moving company. My partner 
and company president, who also 
happened to be my wife (at the time), 
never said “Please” or “Thank you” 
to our employees. According to her, 
it wasn’t necessary—she was the 
dictator and she never praised them 
either. 

On the other hand, I always said 
“Please” and “Thank you,” and 
praised them when they deserved it. 
As one of the owners, I believed my 
most important role was to provide a 
support function for our employees. 
I tried to help them become more 
successful by making their jobs safer, 

easier and more productive. I know 
they were more loyal, satisfied and 
happy because of the way I treated 
them. It’s kind of a no-brainer; but it 
always surprises me when I see other 
owners and business leaders pay little 
or no attention to this basic but critical 
human need. 

I gave our employees what my 
parents instilled in me: self-esteem 
and self-confidence. As it turned 
out, my efforts paid huge dividends. 
For example, over the 24 years that 
I owned my company, it was our 
employees who devised a better way 
to load a moving van, discovered a 
technique for moving blueprint file 
cabinets full safely with one of my 
patented inventions and found a 
more productive way to secure floor 
protection to carpet. 

Our employees knew I was willing 
to try anything to make their jobs 
better. They responded by giving me 
new ideas and were excited when I 
tried them out. Morale was high at our 
company, which I attribute in part to 
my appreciation and encouragement 
of our employees, who in turn took 
pride in their jobs and in the company. 
Happy employees make happy 
customers!

Unfortunately, some owners, general 
managers and bosses I know are 
like my former business partner: they 
don’t praise their employees for doing 
good work. I think they are afraid to 
compliment their employees for fear 

they will then ask for a raise or try to 
take advantage somehow.  

However, based on my good 
experience, I urge you to recognize 
and praise your employees. This will 
encourage and motivate them to make 
your company even more successful. 
There will always be one or two who 
will see your efforts as opportunities to 
take advantage; but in my experience, 
the benefits of treating employees well 
far outweigh the risk of treating them 
poorly. 

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

NO PRAISE, NO “PLEASE” AND NO “THANK YOU”!

Our employees devised a better way to 
secure floor protection

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=

