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EDITORIAL
As I have said many times before in this column,
there’s never a dull moment in this job!
We were just putting the finishing touches to
this issue, and I had started writing this column
about how wonderful it was to see so many
people at the Industry Week show in Orlando and
the fantastic atmosphere of camaraderie that
pervaded the entire event. (See page 12)
I was also going to mention the numerous
conversations I had with people (such as Dave
Guernsey, pictured to the right of this column)
about what the future of the industry is going to
look like in post-pandemic America.
Of course, no one really knows. But suggestions
were made about how best to serve a hybrid
workforce, potential categories that might take off,
new verticals to be explored and, of course, the
importance of pushing the “Buy Local” message.
But underpinning all those ideas was the need
to work together as a channel, to help each other
succeed in the face of the big box bullies, internet
giants and a shifting customer base.
Then I receive an email from the very same Mr
Guernsey, this time in his role as a spokesperson
for the Supply Chain Investment Group (SCIG)
(See Breaking Story page 5 for more details).
Now, when SCIG formed in May this year, there
was plenty of speculation as to its intentions; but the
group’s first initiative (and I’m reliably informed there
will be more) seems to fit what I was just talking
about: the need to work together. It is a group of
independent dealers who have decided to join
forces to solve a particular, pressing problem and
use their own capital to try to do something about
it—to potentially benefit the entire IDC.
If that is how it works out, it is an initiative that
should surely be applauded.
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Virginia dealer
celebrates 50 years

In 1971, Dave Guernsey set up shop as a one-man operation selling
typewriters in Arlington, Virginia. This year Guernsey, Inc. celebrates
its 50th anniversary as one of the largest independent dealers in the
country with over 200 staff serving the entire mid-Atlantic area.
The company started out selling typewriters and, as technology
improved, so did the sophistication of the products Guernsey sold—
until the time came to make a decision. “The electronic typewriter
market dried up and we had to pivot,” recalls Dave. “Either we were
going to deal in what effectively would be computer equipment or we
were going to have to find some other path. We did a little bit of both
for a while and then decided we needed to invest our balance sheet
primarily in office products and consumables.”
Although the term itself has only recently been added to the
business lexicon, the idea of the pivot has been central to the
Guernsey philosophy over the years. By the end of the 1990s, the
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company had grown considerably and its offer included six
retail locations. Then along came the likes of Staples, Office
Depot and Office Max, and Dave realized that it was time for
another change of direction.
“We took a look at the situation and at how [the new
companies] were made up—the people that were involved,”
he says. “They were all retailers and they were big retailers.
We knew we would never be able to compete with them in
the retail space, so then we shifted from retail to business to
business, and we’ve stayed that way ever since.
“That was a key point—just recognizing that we had to get
out. We shut down all the stores in probably just over a year
and a lot of independent dealers that didn’t do that don’t
exist today.”
Throughout his career, Dave has been heavily involved in
a number of buying groups and industry associations, which
he feels are vital to the ongoing survival of the IDC. “They’re
crucial,” he insists. “Actually, I wish I could think of a stronger
word than that. But small businesses trying to forge a path
on their own against the likes of national and multinational
publicly funded companies? You’re kidding yourself if you
think you can do that on your own. It’s fine to be independent.
It’s even fine to be fiercely independent; but ultimately,
you need to be interdependent, and that’s where buying
cooperatives come in. And it’s not just buying cooperatives,
but dealer groups and trade associations as well, because it’s
about so much more than just buy-side leverage.”
He points to the importance of the educational programs
and marketing support offered by dealer groups, and the
important work that IOPFDA does lobbying on Capitol
Hill. “[IOPFDA] is working with state governments to help
forge policies which don’t compromise small business,” he
explains. “In fact, I recently had an interview with Senator Amy
Klobuchar (D-MN) to talk about the Amazon effect and the

detrimental ways in which it impacts small business. All of us
working together, we can get somewhere. Any of us working
independently, I’m not sure there’s much to get out of that,
quite frankly.”
Over its 50 years, Guernsey has grown to provide
goods and services in pretty much every category in the
IDC wheelhouse and Dave is firmly of the opinion that the
importance of diversification cannot be overstated.
“An easy way to look at it—and I use this with my own
team and for myself—is just to ask, ‘What is it that we do?
What are we?’” he suggests. “We’re a distribution company
and we distribute to workplaces. It doesn’t matter whether
it’s to education, to healthcare, to a traditional office or to an
automobile dealership. They’re all workplaces and they all
use products and services. That’s the thrust of what we do.
So, although we’re not into things like copiers and that level
of technology, other than that we are probably into everything
you can think of and we have product managers in each of
those categories who serve as specialists for our general line
sales staff.”
Looking forward, Dave claims no special insight into how
the market will recover from COVID-19, but thinks it unlikely
that office occupancy numbers will return to pre-pandemic
levels, with some sort of home/hybrid working solution the
most probable outcome. That said, he believes there will still
be opportunities for independents.
“We have recently bought a supplier of food service
disposables,” he says. “It’s a decent-sized company in a
resort area and we think that although people may not go
back to the office—they may not go back to the workplace
in general—they’re still going to go and eat. So it may not
make up for everything that the work from anywhere shift has
brought about, but it’s a piece of it. And we just keep looking
for pieces.”

Texas furniture dealer appoints
new head of sales
Texas-based Workplace Solutions (WPS) has announced the appointment of
Michael Sorley as director of sales in Houston. Michael brings more than 20
years of experience in the furniture industry to the role and will be responsible for
developing WPS’ sales strategies and operations for key accounts, as well as its
diversification strategy in the region.
Working closely with vice president of sales Anthony Boscarini, Michael will
help implement and manage sales activities, identify new market opportunities
and define the actions required to generate new growth in the area.
Prior to joining WPS, Michael led the sales and marketing departments of
prominent furniture brands, where he helped strengthen relationships with
alliance partners, furniture dealers, real estate brokers and architecture and
design firms.
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Breaking: SCIG Spins out software development initiative
As INDEPENDENT DEALER went to press, we learned that the
recently formed independent dealer consortium Supply Chain
Investment Group (SCIG) announced, on November 18, the
formation of DDN Hub, LLC.
Comprised of 15 large, industry-leading, U.S.-based
independent dealers, SCIG broadly speaking serves as
a think tank focused on improving the competitiveness of
independent dealers.The new initiative’s sole purpose is
to develop an automated last-mile delivery platform, tying
together U.S.-based independent dealers using disparate
enterprise resource planning (ERP) systems.
The design approved by the LLC members/investors
is expected to provide an improvement over existing
approaches to connecting dealers serving multi-location,
national or regional accounts.
Of note is the fact that the design assigns sourcing
responsibility to the contracting dealer, with the servicing
dealer providing the last mile delivery.
By offering this option, DDN Hub complements current
approaches where the servicing dealer is responsible for
sourcing. SCIG plans to work closely with the Independent
Supplier Group as the initiative is built out and launched.

“The HUB, with its fully automated and unique design,
will lower last mile delivery cost, effect a better customer
experience and improve communications between
contracting and servicing dealers,” stated Dave Guernsey,
SCIG spokesperson. The investment requirement is
over-subscribed; the project will be led by a loaned IT
executive from an SCIG member with the deliverable
anticipated in mid Q2 2022.
In conversation with INDEPENDENT DEALER, Guernsey
added: “[This is the] first time in my 50 years in the
industry that I’ve seen independent dealers—outside of
an organized dealer group—band together to fund a large
initiative that ultimately will benefit all U.S. dealers.
“SCIG is not a dealer group—it’s a band of 15 dealers
all, of whom are investors in the development of a critically
important software product. These dealers isolated a key
problem, crafted a solution and then put their capital at
risk to fund the initiative…that’s called putting your money
where your mouth is!”
It has not yet been revealed exactly how the initiative will
operate or how it will be rolled out to participating dealers,
but we will report further in future issues of this publication.
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The folded format provides dealers with an efficient handling, shipping and
storage chair mat solution; resulting in highly competitive consumer pricing.
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Manufactured from top quality polypropylene these eco-friendly chair mats are
supplied in folded format, designed to instantly unfold for immediate use while
providing excellent floor protection and ergonomic performance.
The combination of polypropylene’s easy end-of-life recycling and efficient
distribution costs provides a highly effective floor saving solution with an
eco-friendly reduced carbon foot-print.
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SP Richards – New Product launch Wholesale channel exclusive for 2022
Available now on www.iteminfo.com – Search Revolutionmat . See 2022 General Line Catalog page 203
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North Carolina dealer rewards top teacher
North Carolina-based FSIoffice has
named the winner of its 12th annual
Teacher of the Year competition, in
collaboration with the Carolina Panthers
NFL franchise, as Mary Bryan from Jay
M. Robinson Middle School in Charlotte,
North Carolina.
This year saw a record number of
nominations despite that fact that the
competition ran for a shorter period than
in previous years due to complications
with the NFL fixture schedule.
The competition was open to
teachers in any school in North and
South Carolina, with around 400
nominations coming in each week
of the run. Each of the nominated
teachers received a gift package of
school supplies for their classroom
worth $75. The 10 finalists each week
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then received a further pack of supplies
worth $250 and a vote took place on
the dealership’s social media channels
to determine the weekly winner. That
winner received $500 and went into the
pool for Teacher of the Year.
The 10 finalists for Teacher of the
Year were all invited to the Carolina
Panthers game on November 7, where a
hospitality suite was provided for them.
They also had the opportunity to walk out
on the pitch before the game. The lucky
winner, Mary, was then presented with
a check for $5,000, a match ball and a
Panthers football jersey in the end zone.
“I have a big thing about education,”
said Kim Leazer, CEO of FSIoffice. “We
must educate our children and we must
do a good job of it. It’s a very difficult job
and has become more difficult in the
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COVID-19 environment. It is something
that is very close to my heart and my
whole family’s heart—to date, we have
invested a little over $2 million in the 12
years we have been doing this.”
(l-r) Kim Leazer, Mary Bryan and
Panthers president Tom Glick
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WE GIVE
INDEPENDENT
DEALERS SUPER
STRENGTH
“We joined AOPD in 2002. Since
then, we’ve built our business
around the public sector using
the contracts available to us
through AOPD.”
Tommy Sansom
Officewise
Lubbock, TX
AOPD Member since 2002

Join AOPD’s network of independent dealers
where small businesses are superheroes.
Visit aopd.com/tommy to continue
reading why he chose to join AOPD

AUGUST 2021
MAY/JUNE
2021
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Virginia dealer spices things up with annual chili cook-off
Ashland, Virginia-based dealer The Supply Room helped
warm employees up over the Halloween period with its
annual chili cook-off.
Open to all members of staff to participate, as either
competitors or judges, the tournament has been running for
six or seven years and is one of the most “hotly” anticipated
events on the Supply Room calendar.
“I’m not sure how we came to associate it with the
Halloween holiday, but I guess the fall is a pretty good
time for chili,” said Supply Room COO Yancey Jones, Jr.
“It’s really great to do stuff like this, as it helps provide a
little additional camaraderie for employees and it’s fun for
everybody to get involved.
“We had around 10 different chilis to test in a blind tasting,
so you don’t know who made which dish. There are various
different heat levels and the cooks use different kinds of meat
and flavorings. The winner this year was chorizo-based, I
believe. It was certainly delicious. The whole thing just ends
up being a lot of fun.”

Yancey Jones, Jr

In Memoriam: Ray Butler,
Butler Business Products

INDEPENDENT DEALER was
saddened to learn of the passing of
Ray Butler, founder of Butler Business
Products.
Ray passed away peacefully in his
sleep in the early morning of November
13, at the age of 89. He founded Butler
Business Products in 1974. His motto
was “Yes we can,” and he believed that
the job of the independent dealer is to
satisfy the customer, by any and every
means necessary. “Cheap” and “Can’t”
were two words that were not allowed to
be spoken at Butler Business Products.
After almost 40 years at the helm,
he retired to spend time with his wife,
Bernice. He sold the business in 2012
to current owner and president Stacy
Duke—who had worked with Ray since
she joined the company in 2000—but he
maintained a significant advisory role.
Born on February 23, 1932 in
Jackson, Tennessee, Ray grew up
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in the state and very much enjoyed
playing baseball. He was a gifted ball
player and was eventually drafted by
the St. Louis Cardinals, but chose to
first serve his country in the Air Force
during the Korean War. It was upon
returning home and after retiring from
professional baseball that he got his first
taste of the office products business
when he worked for Victor Comptometer
(now Victor Technology).
He is preceded in death by his first
wife, Mildred; his two stepchildren,
Mike Morris and Connie McDowell;
and their children. He is now lovingly
remembered by his wife; his son, Ray
Butler Jr; and his daughter-in-law
Alma. His grandchildren—Amy
Morgan, Mariana Cardnell, Ryan
Butler and Jessica Butler—as well as
his great-grandsons, Ryan and Bryce
Dauzat. He is also remembered by his
sister, Ann, and her children.
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The family will receive friends and
hold a viewing from 9:00 a.m. to 10:00
a.m. on Sunday, November 21, 2021, at
Woodlawn Funeral Home, 1101 Antoine
Dr, Houston, TX 77055. Chapel services
will follow summarily at 10:00 a.m. with
interment to follow at 11:00 a.m. in
Woodlawn Garden of Memories.
In lieu of flowers, the family asks
that you please send donations to the
America Society for the Prevention of
Cruelty to Animals on behalf of Stennis
Ray Butler, as rescuing animals was
one of his lifelong passions. Please visit
www.aspca.org to make a donation.

PAGE 8

Winner’s Circle CONTINUED FROM PAGE 4

Family owned & operated
since 1955
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SECRETS of success
Emerald Business Supply,
Philadelphia, Pennsylvania
When there are five O’Connell
brothers, all in the same industry, it
is understandable that people might
get confused. Yet out of this confusion
was born Emerald Business Supply in
Philadelphia, Pennsylvania.
“It’s actually a great story,” says Mike
O’Connell, Emerald Business Supply
managing partner. “I had five uncles.
Three worked for what is now Office
Depot and two worked for its biggest
competitor. They would call on a lot of
the same accounts and people would
get confused. They’d say ‘O’Connell?
You were just here.’ Eventually, they
realized they had the background and
decided to go into business together
and open their own office products
dealership.”
Today, office products remain
Emerald’s highest-grossing category.
But it is far from the only one. “Office
furniture is our second top-selling
category, followed by janitorial, which
is booming,” Mike says.
According to Mike, janitorial
products—mostly personal protective
equipment, such as masks and hand
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sanitizer—“sustained us” during the
COVID-19 pandemic. Yet the main
“boom” in “booming” has occurred
in the last 11 months. “I guess the
normal janitorial suppliers fell short, so
customers are coming to us,” he says.
“It’s business we didn’t ask for but got,
which is nice.”
Other categories the dealer carries
range from breakroom and copiers to
print and promotional products, which
provides insight into the company’s
view on inventory diversity.
“Diversification is extremely
important,” Mike says. “People are
looking for a one-stop shopping
scenario like Amazon. The more items
you sell, the more you can get in
front of your customers and the more
business you can get.”

Speaking of Amazon…

Mike admits the mega e-retailer has
affected the company’s business,
presenting both challenges and
positive change.
“We haven’t lost business to
Amazon, but it’s made us sharpen our
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Number of employees: 27
Key management: Mike, Jim,
Edward and Joe O’Connell,
managing partners; Jaret Lyons,
vice president operations; Amanda
Koch, director of operations; Anne
O’Connell, office manager; Cathy
O’Connell; accounts payable
Percentage of business online:
40.5%
Year founded: 1988
pencils because we’ve had to do more
price matching,” he explains. “We also
doubled our order entry from seven
to 14 employees, so the customer
experience with Emerald Business
Supply will be the best experience they
ever had in every way. I think it is vital
to give them the best experience they
can find. If we do that, our customers
will be much more likely to pick up the
phone and call us than go to Amazon
to order.”
According to Mike, another positive
has been the recruitment of six more
furniture field sales reps and a furniture
director to boost sales in this category,
where Amazon’s presence is minimal.

A bright future

Overall, Mike predicts a bright future
for the IDC, including Emerald.
“I think the independent dealer
channel will flourish in the next
five to 10 years in many ways,” he
suggests. “W.B. Mason seems to
have changed its business model to
be more like Amazon, with few to no
sales reps and more customer service
representatives. This has helped
us and other independents in the
northeast region with recruiting sales
representatives. And it may not be true
for everyone, but I know we and some
other dealers nationwide are seeing
a pickup in business. I see Emerald
doubling in size every five to 10
years—mostly because of our people.
We’ve invested in very talented people
experienced in the industry and it’s
paying huge dividends for us already.”
PAGE 10
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It’s Good To Be The King

The world’s most prestigious rubber stamp
Xstamper has been an industry leader for over 55 years
Made with the highest quality, most durable materials
Hand-crafted and tested by experienced stamp makers

The Xstamper truly is the King of Rubber Stamps

Learn more about the innovative
Xstamper VersaDater® date stamp
NOVEMBER
AUGUST
MAY/JUNE
2021
2021
2021

For more information contact your Xstamper rep
or visit: www.xstamper.net
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If you have news to share - email it to
rowan@IDealerCentral.com

Inaugural Industry Week a success as IDC gathers in Orlando
Spirits were high earlier this month as
the North American IDC—or, more
specifically, the members and supplier
partners of the Independent Suppliers
Group (ISG)—gathered at the World
Center Marriott in Orlando, Florida, over
two years after they were last able to
meet in large numbers.
After several postponements
and continuing uncertainty over
COVID-19-related restrictions, the
decision to go ahead with Industry
Week ’21, powered by ISG, was widely
welcomed by the IDC. While some
dealers and vendors decided not to
travel, the event was both well attended
and well received.
The first two days of the show were
largely devoted to ISG’s Pinnacle
group, with one-on-one meetings
between Pinnacle members and
vendors running throughout the
Monday and Tuesday. A gala dinner
was also arranged for Pinnacle
members on Monday evening,
sponsored by industry wholesaler
Essendant.
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Industry Week ’21
photography sponsored by
Certain Supply
The Pinnacle meetings continued
into Wednesday, as the event widened
to include the entire ISG membership.
The general session took place after
lunch and began with a short welcome
address by ISG’s president and CEO
Mike Gentile. This was followed by a
short speech by Yancey Jones Snr,
board chairman of the week’s premier
sponsor S.P. Richards (SPR).
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The main attraction at the general
session was a panel discussion with
industry experts, chaired by OPI’s
very own Steve Hilleard. The panel
comprised Beth Wright, vice president
of sales, Americas for Fellowes
Brands; Stacy Mitchell, co-director of
the Institute for Local Self-Reliance;
Nick Lomax, senior vice president of
jan/san at SPR; and Steve Danziger,
founder and CEO of AAA Business
Supplies and Interiors. They discussed
the topic: “From Crisis to Opportunity
– Capitalizing on a post-Pandemic
Environment.” Following the panel
discussion, OPI director Janet Bell took
to the stage to present the 2021 North
American Office Products Awards
(NAOPAs) (see page 18).
The general session concluded
with the announcement of next year’s
dates for Industry Week. This news
was presented in typically flamboyant
fashion by Mike Gentile, who donned
an Elvis Presley wig and sequinned
white jumpsuit to tell the assembled
crowd that Industry Week 2022 would
PAGE 12
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take place in Las Vegas between 6–11
November.
Following the general session, ISG
Members met for a private “member
only” meeting, where they heard from
Mike Gentile and chairman of the ISG
board of directors, Jordan Kudler. The
pair gave their respective thoughts
on the operations of the group
during the COVID-19 pandemic.
ISG EVP of sales and marketing
Charles Forman then presented an
overview of ISG’s current programs.
To finish the meeting, Janet Collins, of
TurningPoint Strategy, led a member
panel discussion entitled “The Art
of the Pivot”, which focused on how
businesses have shifted to adapt to
the current business climate.
Wednesday also saw the
commencement of the educational
program, which offered a selection
of 17 seminars on a range of industry
topics hosted by both ISG staffers and
external industry experts, including
Jennifer Rae Stine, president and
founder of Fortune Web Marketing;
Marisa Pensa, president of Methods
in Motion; Rick Lambert, founder
and CEO of selltoWIN.com; and
Janet Collins, partner at TurningPoint
Strategy.
The only slight disappointment of
the week came when Wednesday
evening’s Welcome Reception and City
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of Hope fundraiser had to be moved
indoors from its planned poolside
location due to inclement weather.
That did not stop the assembled
guests having a great time, networking
and meeting up with old friends and
colleagues once more.
One of the main philosophies behind
Industry Week was to help condense
the annual show calendar for busy
vendors and dealers; and despite
the somewhat cruel irony in these
pandemic-affected times, it lived up
to that promise, hosting meetings
for SPR customers on Wednesday
afternoon and Essendant customers
and supplier members of the Business
Supplies Association (BSA) on
Thursday morning.
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Following the conclusion of the
seminar program on Thursday, a
special lunch session took place during
which there was a presentation by
Matt Dodd, senior executive director of
corporate philanthropy at City of Hope.
He introduced a new fundraising video
featuring financial services executive,
entrepreneur and leukemia survivor
Jim Belardi and his wife, Leslie, who
have made a transformative gift to the
organization.
Then came two sets of awards
presented by industry bodies. The first
saw the presentation of the previously
announced BSA Awards to SPR’s
Mike Maggio, Bill Cardone of TOPS
and former Essendant executive Joe
Templet (as reported in the September
issue of INDEPENDENT DEALER).
This was followed by the presentation
of ISG’s own supplier awards, which saw
Certain Supply win Best New Supplier;
Fellowes win for Most Successful Pivot
to PPE; and Avery take home Supplier of
the Year.
After lunch, attention moved to the
trade show. While it should come as no
surprise that the booth numbers were
slightly below par this year, given the
extreme circumstances, the show floor
was still active and generated a real
buzz of excitement. Booths were busy
and orders were written as the industry
got back to conducting business face to
face once more.
PAGE 14

»

Winner’s Circle CONTINUED FROM PAGE 8

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

“

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

Learn how Andy Richter of Richter Total Office
increased gross margins by 1.5% using Margin Accelerator.
READ ANDY’S STORY

www.ecisolutions.com | How business gets done.
AUGUST 2021
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Industry Week ’21 concluded with a
party. The Havana-themed festivities
took place at a local restaurant named
Cuba Libre; there were cocktails,
dancing and delicious food, all to the
strains of a live band. There were also
prizes awarded for the trade show
raffles and Danielle Tschirhart of Thumb
Office Supply in Bad Axe, Michigan
was the lucky winner of the $5,000
Tickets to Treasure grand prize.
The enjoyable night provided a fitting
end to a successful week that will be
remembered for the enthusiasm with
which attendees welcomed the return
to large-scale meetings.
“I am extremely pleased with the
outcome of our inaugural Industry
Week, powered by ISG.” said Jordan
Kudler. “I have had nothing but positive
feedback from many members and
suppliers who attended. It was great
to see people engaged in meetings,
peer exchanges and seminars. All

three general sessions (ISG, SPR
and Essendant) were well attended.
The trade show floor was busy and
members seemed genuinely excited to
be in Orlando. This event exceeded our
expectations. I want to congratulate the
ISG staff for all of their hard work and
effort in putting this together.”
“The members and suppliers of ISG

showed how resilient and committed
they are toward each other and the IDC,”
added Mike Gentile. “We understand
why some suppliers and some of our
members could not attend, but we are
ecstatic with the attendance that we’ve
had. It’s a testament to the independent
dealer community—it has been too long
that they haven’t been together.”

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.

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

AERAMAX PRO 2

AERAMAX PRO 3/4

AERAMAX PRO 3PC/4PC

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.

†

SEPTEMBER 2021

Learn more by visiting Fellowes.com/air
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2021 NAOPAs recognize innovation and talent in the IDC

Following a COVID-19-induced break last year and a change
to the product categories to factor in developments that
have occurred— or been accelerated—as a result of the
pandemic, a total of nine awards were handed out at this
year’s North American Office Product Awards (NAOPAs).
First, six vendor awards acknowledged product innovation
and excellence in several segments. The winners were as
follows:
• Best Product – Core Business Product: COLOP – e-mark
• Best Product – Facilities, Breakroom, Safety & Infection
Control: Fellowes Brands – AeraMax Pro
• Best Product – Technology: OneScreen – OneScreen
GoSafe
• Best Product – Furniture & Design: Special-T – CORE by
Safe-T
• Innovation of the Year 2021: 3M – Post-it Flex Write Surface
• People’s Choice: Kensington – Studio Caddy with Qi
Wireless Charging for Apple devices
The second group of awards recognized individuals
who, in one way or another, have made— and continue to
make—an outstanding contribution to the IDC, and who are
at varying stages of their careers.
The award for Young Executive of the Year highlights
those who have made an impact early in their career. It
was won by Hunter Jordan of Herald Office Solutions,
headquartered in Dillon, South Carolina. In addition to his
work at Herald, Jordan serves on the furniture committee
of ISG and is involved in both ISG’s NEXT and SPR’s YES
group of young leaders.
Professional of the Year gives credit to an individual at the
NOVEMBER 2021

peak of their career—someone who is doing an outstanding
job for their company, but also has the ability to influence the
future of our industry. This went to Ian Wist, general manager
at Wist Business Supplies & Equipment in Tempe, Arizona.
Wist is known not just for his accomplishments at his
dealership, but also for being instrumentally involved in
a wide variety of other industry entities—among them the
Pinnacle board and purchasing committee, the ISG board of
directors and City of Hope fundraising groups.
“I’ve had the opportunity to learn from so many industry
leaders,” he said on accepting the award. “My amazing
staff, manufacturers, wholesalers, buying groups, fellow
independents—they’ve all taught me so much over the years
and I’ve made lifelong friendships. And then I get an award
for it—what could be better?”
The final award of the session was Industry Achievement,
which recognizes someone who has made a truly outstanding
contribution to the business supplies industry over the course of
their career. It was won by Yancey Jones Sr, chairman of SPR.
Jones has lived and breathed the IDC, from his early
years working in his family’s general store to his purchase
of his father’s firm (Meade and Company) in 1981, growing
it to become one of the country’s largest dealerships (The
Supply Room), and then on to his recent involvement in the
acquisition of SPR with Mike Maggio.
In an emotional acceptance speech, he thanked his family,
and then extended that description to include the employees
of SPR, members of the IDC and, indeed, the entire Industry
Week congregation. The spontaneous standing ovation he
received left absolutely no room for doubt as to how richly
deserved the accolade is. As Gentile poignantly put it: “The
industry is in a better place because of Yancey Jones Sr.”
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AOPD goes virtual for 2021

National accounts organization AOPD recently concluded its
first-ever virtual annual meeting, Engage 2021.
The previous year’s Engage event in Dallas, Texas, was
one of the very last industry shows to take place before the
COVID-19 pandemic took hold.
Sessions presented an opportunity for the group’s
members and its 21 supplier business partners to discuss
sales and marketing strategies. New elements on this year’s
agenda included business partner group presentations and
roundtables. The latter provided a forum for attendees to
discuss key issues—selling more business partner products
to AOPD customers and how these suppliers can become
involved in dealer sales training.
Another highlight was a town hall discussion that included
representatives from both the dealer and supplier channels.
Top of mind were areas such as e-commerce, the prospect
of accelerated dealer consolidations in 2022, staying
relevant, price increases, succession planning and driving
more services (as opposed to transactional sales).
At the closing session, AOPD presented the President’s
Award to a dealer and business partner. For dealers, the
award went to Tommy Sansom of Officewise, while Mike
Biddle of Smead Manufacturing was the business partner
recipient. Both awardees have been long-time supporters of
AOPD and the IDC.
Justin Carpenter of Stationers, Jon Rossman of Chuckals
and Wayne Stillwagon from Miller’s Supplies at Work were

all nominated to the AOPD board of directors. They join
Beth Freeman (FSIoffice), Dutch Jones (The Supply Room),
Gordon Pepper (Ritter’s Office Outfitters) and Kim Vogel
(Strickland Companies).
“The response to our AOPD Engage meeting has been
pretty positive,” said executive director Mark Leazer. “This
being our first ever virtual annual meeting, we were not sure
what to expect and, in all honesty, were a little nervous.
Beyond a few relatively minor technical glitches, though, the
platform worked well.”
He added: “It also allowed us to try some new format
concepts that should translate well into future events. With
the current challenges we face as an industry, we have to
continue to push the envelope and not accept the status
quo where meetings are concerned. The virtual platform and
format forced us to leave our comfort zone and we think that
turned into a real positive.”

New direction for OPWIL
Office Products Women in Leadership
(OPWIL) has announced it is taking a
new direction.
The organization was co-founded in
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2008 by Kathy Hoyle of Hoyle Office
Solutions and K Coaching’s Krista
Moore. Their vision was to address the
need for women in the office products
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industry to more easily network,
collaborate and grow as leaders in a
traditionally male-dominated industry.
Since then, OPWIL has operated as a
nonprofit entity, benefiting its executive
members through mastermind groups,
educational events, workshops and
retreats. It has also supported the City
of Hope cancer research program
through fundraising and donations.
Going forward, OPWIL is opening
itself up to more people by becoming
a social organization. The goal is to
involve more women in the industry and
encourage growth and leadership.
“As the industry has changed, so
have the needs of our members,” said
Moore. “The new leadership will be a
collaborative effort from previous board
members.”
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Highlands names B2B president,
ISG and EDmarket join
forces for furniture project raises funds for CoH
ISG and the Education Market Association
(EDmarket) have created an education industry
purchasing consortium.
EDmarketplace powered by IS Contract is being
hailed as a “unique solution for furniture dealers
and suppliers in the education market.” A wholly
owned subsidiary of EDmarket, EDmarketplace
aims to act as a link between dealers and
manufacturers to facilitate training, adopt business
best practice and leverage purchasing capacity. It
will benefit both ISG and EDmarket from increased
operational efficiencies through IS Contract’s
integration with ISG.
Officially launched at the EDspaces event
that took place in early November in Pittsburgh,
Pennsylvania, the initiative encompasses
educational furniture and fixtures sales, marketing
and technology purchasing capabilities. It is
designed to provide a platform that facilitates
product and inventory searches and cataloging on
the front end for dealers and manufacturers, while
managing administration, billing and receivables on
the back end.
EDmarketplace will include a web portal to
facilitate communication between dealers and
suppliers, and networking via regular peer
group gatherings to help meet the challenges of
distribution in a post-COVID-19 climate.
Charles Forman, EVP of sales and marketing at
ISG, said: “Independent Suppliers Group has a
long track record of creating opportunity for dealers
and vendors in a broad category of products. By
partnering with EDmarket, we continue down that
path by offering solutions not currently available in
the education furniture category.”
He continued: “This synergistic relationship
will bring creative marketing and sales solutions
together with ISG’s robust purchasing infrastructure.
The combination will give dealers the flexibility they
need to continue to compete more effectively in the
education furniture category.”
EDmarket CEO Jim McGarry added: “Purchasing
agreements with leading manufacturers and
suppliers, searchable participating supplier
catalogs and a comprehensive specification
tool are the future of FF&E (furniture, fixtures and
equipment), as the education channel is leading
the charge in innovating for our schools, community
colleges and universities.”
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Sales and marketing agency Highlands has appointed the former
general manager of Zep’s North American distribution business to
head its U.S. B2B division.
Seth Raley has joined Highlands as president, Highlands B2B
and will be responsible for the continued growth of the company’s
B2B unit in the United States.
Prior to Zep—where he spent seven years in a number of
roles—Raley worked for Ecolab, which provided an opportunity
for him to develop relationships within the food service, hospitality
and jan/san distribution channels. These were expanded into the
office, industrial, automotive and service segments during his time
at Zep, and he now has a deep understanding of the cleaning and
sanitation solutions sector.
“Seth is a proven and skilled leader and will be a great addition
to our team,” said Highlands CEO Bob O’Gara. “Our business in
the jan/san, industrial and hospitality channels has been growing
rapidly and Seth will help continue that growth for our clients.”
Raley added: “I’ve had a great working relationship with
Highlands for a number of years now and have admired the way
they have shaped their business to stay relevant and ahead of the
game.”
Meanwhile, Highlands announced that its Move for Hope event
raised $20,000 for City of Hope.
The fundraiser took place on Friday, September 10, and once
again featured participants from California to the U.K. They were
encouraged to get outside and do something physical between
10:00am British Summer Time and 4:00pm Pacific Time.
“There were no rules on the amount of ground each person
covered as long as they were having fun and raising money for
City of Hope,” said Gordon Christiansen, Highlands COO. “After
raising $15,000 in 2020, we’re excited to have raised the bar and
make a $20,000 contribution this year.”
To donate, visit https://ourhope.cityofhope.org/MoveForHope.
INDEPENDENT DEALER
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Former Red Cheetah
founder takes on new
consultancy role

Red Cheetah Software co-founder Andrew Morgan has
joined Denver, Colorado-based U.S. consultancy firm
Execution Specialists Group (ESG).
Morgan—who was president of ECI’s Distribution
division after it acquired Red Cheetah—has been
appointed a principal consultant with ESG and will
lead the practice in the areas of sales effectiveness,
operations and go-to-market strategy.
Most recently, Morgan has been working as a senior
executive strategy advisor, assisting and advising
private companies and private equity firms on many
business aspects. These have included pre-acquisition
due diligence, corporate growth and transformation,
innovation process and execution, investor relations and
sales enablement growth strategies.
“Andrew’s work as the senior executive of multiple
software companies has resulted in significant earnings
growth, responsible cost containment, rapid adaptation
and a legacy of high-performing teams,” said Mark
Newhall, founder and CEO of ESG. “This translates to a
great fit to add to the overall value we deliver our clients
and we’re excited Andrew is joining our team.”

JAN 29 – FEB 1, 2022
FRANKFURT, GERMANY

LET’S GET BACK
TOGETHER!
The industry is meeting up again
live and in person – here you’ll
find a wealth of inspiration for
tomorrow’s business.
The visionary office. The stationery trends.

BOOK YOUR
TICKET NOW:
paperworld.messefrankfurt.com

An array of new digital features – including informative live streams and
networking with business partners –
help ensure a successful start to the
new season.
info@usa.messefrankfurt.com
Tel. +1 770 984 8016
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Study boost for
Fellowes purifiers

A study by an Italian university has shown air purifiers from
Fellowes Brands to be highly effective in combating airborne
COVID-19.
Tests were carried out by the University of Genoa in
July using Fellowes’ AeraMax Pro AM3 and AM4 devices.
The machines neutralized the airborne viral load of
SARS-CoV-2 entirely and were able to remove 99.9999%
of the aerosolized SARS-CoV-2 through a single pass of
the purifier.
Dr Alberto Izzotti of the University of Genoa, School
of Medicine, Department of Experimental Medicine,
commented: “The AeraMax Pro AM3 and 4 air purifiers
were evaluated in extreme laboratory operating conditions,
certainly much more critical and difficult than the real
environmental situation. This […] was purposely designed
since it is necessary to test the effectiveness of similar
sanitizing devices in critical conditions to guarantee their
effective performance. Despite the extreme conditions
used, the Fellowes air purification technology was able to
neutralize the airborne viral load.”

The manufacturer also pointed to similar tests performed
by Shanghai WEIPU Chemical Technology Service Company
and Airmid Health Group Limited in Dublin, Ireland.
“Quality and innovation are at the core of our business and
product offerings. We believe in independent third-party
reviews as confirmation that our air purifiers are indeed
effective in removing contaminants from indoor air,” said
CEO John Fellowes.

Tax Time IS JUST

AROUND THE CORNER!

Taxes

The Clock Is Ticking And The 2022
Tax Season Will Be Here Before You Know It.
Let C-Line Help Your Customers Get Organized.
• We offer a complete line of storage and
organization items to get your receipts
& paperwork in order.

weekly

s

receipt

•Our wide selection of styles, sizes and
colors offer something for everyone.

Check out our
new digital
catalog!

Order Today!
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Inspiring Organization Since 1949

 (800) 323-6084
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Sycamore stands by Staples
ODP retail offer

Private equity firm Sycamore Partners, owner of Staples and
Essendant, has confirmed its proposal to acquire Office
Depot’s retail and consumer-facing e-commerce businesses.
The move follows a statement by Office Depot’s holding
company The ODP Corporation (ODP), which said it was still
involved in “ongoing conversations” with Sycamore following
the private equity company’s $1 billion cash offer made in
early June.
In a November 5 press release, Sycamore—through
Staples entity USR Retail—reaffirmed its June proposal,
adding that its terms remained “unchanged”. One thing
that has changed, however, is that Sycamore has decided
to abandon its intent to launch a tender offer for the whole
of ODP. This was something it had threatened to do if
the parties could not agree on a “consensual alternative
transaction.”
Sycamore added that it was evaluating all options in
connection with its investment in ODP. As of January
this year, it had accumulated almost 5 percent of ODP’s
common stock, which is worth more than $100 million at the
current share price.

Imperial Dade at it again!

US jan/san distributor Imperial Dade has made yet
another acquisition.
The latest addition to the Imperial Dade platform is Nichols
Paper & Supply, an 85-year-old company based in Norton
Shores, Michigan. Nichols is one of the largest distributors
of cleaning and janitorial supplies in the Great Lakes region,
with locations in Michigan, Illinois, Ohio and Indiana. Owned
outright by the Olthoff family since 1970, Nichols has made
a number of acquisitions of its own over the years, and its
annual revenue is well in excess of $100 million.
It marks the 43rd acquisition by Imperial Dade since
2007. Financial details of the transaction were not
disclosed.

DEALER WITH
GOPD

DEALER WITHOUT
GOPD

DOING BUSINESS ONLINE CALLS FOR A ROBUST, CUSTOMIZABLE, AND CONSUMER-FRIENDLY
E-COMMERCE SOLUTION. WE’RE PROUD TO OFFER THOSE SOLUTIONS,
PLUS INDUSTRY-LEADING SUPPORT, SERVICE, AND SO MUCH MORE.
ARE YOU READY TO DISCOVER YOUR TRUE E-COMMERCE POTENTIAL WITH GOPD?
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HTTPS://WWW.GOPD.COM

888.665.9593
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Working hard or
working smart?
The last 18 months have been life
changing for most people, personally
and professionally, regardless of your
industry.
Kids not in school.
Churches closed.
Public transport shut down.
Working remotely or not at all.
Is your business essential or not?
Customer requirements changed
on a dime. No one is buying office
products, breakroom, furniture,
toners etc. There’s no one in the office
to take a desktop delivery. Everyone
wants jan/san, PPE, acrylic screens,
sanitizers and home delivery.

Disruption to the max!
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•

•

For now, things have settled down.
Some things have returned to normal;
or maybe there’s a new normal. We
should be transitioning from being
reactive to setting new goals and
becoming proactive.

•

What should we focus on? How
can we work smarter? Here are
a few thoughts to help you get
started:
• Recognize that inflation is and will
be one of your biggest challenges
for the foreseeable future. Work
with your software provider,
suppliers and industry experts to
maintain your margins.
• Work closely with your accounts
to understand their needs and
expectations. Make sure your
drivers and customer service
people are giving you feedback on
what your customers need to solve
their problems.
• Communicate regularly with your
employees on their challenges.
Do they feel you are taking the
necessary steps to keep them

•
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safe? Does the business have a
plan if another COVID-19 outbreak
occurs? Are you offering hybrid
work schedules and ensuring
social distancing?
Explore and maximize resources
available from your industry
partners. Are you leveraging
programs, pricing, rebates, terms
etc. from your buying group,
wholesalers and manufacturers?
Can a consultant or subject-matter
expert help you make
improvements? Can IOPFDA help
you with insurance or advocacy
issues?
Keep up with and understand
federal, state, county and city
regulations. Know your rights, your
obligations and potential risks.
Maximize your website. Refresh
your online ordering platform.
Make it easy for your customers
to find the new products they are
looking for. Is your cybersecurity
up to par? Are you protected from
ransomware, phishing attacks etc?
Examine your supply chain and
inventory situation. Do you need to
stock more or different products?
Do you have alterative brands and
suppliers for key categories?

I certainly don’t have all the
answers; and the right answers will
vary depending on where you are
and the strengths and weaknesses
of your business. As we move into
the new year, I hope I’ve given you
a few ideas to consider. I hope they
will assist you in working smart,
leveraging data and doing what
generations of office products and
furniture dealers have done in the
past: adapt and thrive!
Mike Tucker, executive director,
mike@iopfda.org

»
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What if you could save 30% on
health insurance for your business?
MAYBE IT'S TIME 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.
AUGUST 2021
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The
Power
of
One

By: Paul A. Miller, IOPFDA legislative counsel

You have all heard someone say “Every
vote counts.” It’s been a standard
tagline for decades. It hasn’t always
been true. But since 2010, when
elections have been won by as few as
six votes, your vote has mattered. Some
of you had elections in your state this
year. I hope everyone made it a priority
to get out and vote. We are seeing big
changes this year; just look at the results
in Virginia, which may set the tone for
the 2022 elections. If you don’t believe
me, ask Congresswoman Mariannette
Miller-Meeks (R-IA), who was elected to
Congress in 2020 by six votes.
The power of one does not just apply
to We The People. As we are seeing this
year, it applies to those in Congress we
elect to represent us. Since the outbreak
of the pandemic, Washington has been
consumed with stimulus spending,
which has led to partisan fighting about
the size of the stimulus and the lucky
recipients of this spending. With over
$10 trillion being doled out since March
2020, you can understand how things
might get a little ugly here with so many
special interests vying for those dollars.
That is why we are seeing the power
of one on national display by a select
few members of Congress who are
tired of the spending spree and are
not comfortable with how the money is
NOVEMBER 2021

being spent. This has been refreshing
to watch. In the past, Congress could
dismiss one or two so-called disgruntled
colleagues and force them into line. In
the past, one could take a hard stance
to try to win a concession on a bill; but
as crunch time got closer, we would
always see them cave to party politics.
The problem with that scenario today
is that the parties themselves are so
divided that it’s easier to take a stand
if you have polls on your side. With the
president’s approval rating continuing
to slip, people wanting to resume their
lives and families worried about all
the Washington spending, the risk of
standing up against your own party is
mitigated. To be effective, you must
hold strong and stay on the offensive.
This is the power of one; which then
encourages others to feel it’s okay to
take a stand. This then complicates any
path forward to passing the president’s
policy priorities, as the power of one
becomes the power of many. This is
on full display in Washington today:
the power of one growing to the power
of enough votes in both House and
Senate to kill the president’s agenda.
Today, Democrats should be on easy
street with control of the White House,
the House of Representatives and
the US Senate; but instead, they have
INDEPENDENT DEALER

become a party divided. You have the
leadership trying to keep everyone in
line. You have the moderates worried
about their political future if they vote
for legislation that leans too far left. And
you have the growing progressive wing,
which wants to go bigger than big on
social spending. This all translates into
chaos as the mid-term elections near.
Take Senator Kyrsten Sinema (D-AZ),
for example. The senator has been
very vocal about her opposition to
the president’s proposed $3.5 trillion
Build Back Better plan, supported
by the progressive wing of the party
but opposed by the moderate wing.
This stance has not been easy for the
senator, as she is being attacked by her
own party for not simply going along
in Washington fashion. Sinema is also
a target back home, where voters are
calling for her to go along or risk being
challenged next election cycle. The
problem with that threat is she was just
re-elected and has five more years
before she is up again; and by that time,
memories will have faded.
You have to understand, legislating
is an ugly, behind-the-scenes process
that may not make sense to most
people. I don’t see Sinema’s actions as
trying to tank the president’s agenda
or be a roadblock to more spending.
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She is truly concerned by how we are
now spending trillions of dollars when
right before the pandemic both parties
were complaining they couldn’t pass
spending bills because we couldn’t
afford the price tags. It’s funny how
in a crisis the money can be found.
Most people thought the $3.5 trillion
package coupled with another $1.5
trillion transportation reauthorization
bill would have an easy path to the
president’s desk. Sinema is proving
the power of one works. She has
been able to hold up these bills and
bring the price tags down because
Democrats know they need her vote.
Sinema is no fool either. She knows
that her growing stature means she is
in a position to get what she wants out
of any deal, which she has just done.
Not only has Sinema helped trim the
size of the reconciliation bill, but she
also negotiated a prescription drug
fix with the president in return for her
support of his plan. Compromise is
something Washington has lost sight
of; but Sinema is one who is bringing it
back and forcing it, with success.
Then there is the godfather of the
power of one, Senator Joe Manchin
(D-WV). Manchin has always been a
wildcard for Democrats because of
where he is on the political spectrum.
He comes from a Republican state,
where he served as governor and is
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now in his second term as a senator.
There has been speculation over the
years, and again now, that Manchin
may leave the Democratic party and
become a Republican. That’s not going
to happen; wishful thinking for some,
but not likely. Manchin likes his role and
knows how to use it to bargain and stay
at the forefront of these critical debates.
Manchin is the godfather of the
power of one because he has been
using his voice from the beginning to
singlehandedly kill efforts to change
the filibuster rule, amend the voting
rights bill, halt efforts to fast track a
transportation reauthorization bill and
slow down the president’s signature
Build Back Better agenda. At each turn,
Manchin has walked out of negotiations
with key concessions for his state; which
is why he has proved the power of one,
when done right, works. Again, this
comes with some risks for Manchin. He
has faced the same criticisms from his
party as Sinema. He just has not faced
the same backlash at home because
he is from a red state, where most of the
voters support his stance (which is why
he keeps winning re-election).
The power of one also applies to
organizations like IOPFDA. Take
the issue of the General Service
Administration’s (GSA) online
marketplace. IOPFDA pressed hard
this year to have language included
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in the FY 2023 National Defense
Reauthorization bill calling on the GSA
to follow the intent of Congress and
pilot all three online platform models.
We have language included in the bill
and hope this week we will find out if it
survives a House-Senate conference
process. This started as the power of
one through a full court press by Sandy
Grodin of El Paso Office Products on
his congresswoman, Representative
Veronica Escobar (D-TX), who has
been working with IOPFDA on this issue
and has become a champion for small
businesses. Sandy started with the
power of one and we turned it into the
power of many.
The same has applied to IOPFDA’s
efforts to include language in House
and Senate “Big Tech” bills that seek
to break up Amazon and others. Our
goal was simple: language that applied
to the commercial market should
also apply to the government market.
We believe if a bill is signed into law
this year, we will see language that
prohibits GSA online platform providers
from being both reseller and platform
provider. Again, it all started with the
power of one and grew to the power of
many inside IOPFDA and through our
coalition-building efforts.
So, as you look at the issues that
impact your business, remember the
power of one. Your voice does matter.
Remember: when IOPFDA sends out a
call to action on an issue that impacts
your business, the power of one does
matter. Look at it another way: do
you want to use your power of one to
influence policy, or do you want to sit it
out and let those on the extreme political
spectrum use their power of one to drive
policy and the direction of the country?
IOPFDA has a growing list
of legislative priorities and we
need to continue to take steps to
grow our voice and our presence
both in Washington and in every
congressional district. With your
help, we can make the power of one
become the IOPFDA power of many.
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Consider these impressive statistics
from the Advertising Specialty Institute
(ASI):
• 94 percent of people remember a
promotional product they received in
the past two years.
• 89 percent of people remember
the advertiser on that promotional
product.
• 83 percent of people like receiving a
promotional product.
• 30 percent of consumers made
a purchase after receiving a
promotional product, compared
with after viewing a print commercial
(13.4 percent), a TV commercial (7.1
percent) or an online commercial
(4.6 percent).
With figures like these, if you are an
independent dealer not selling print
and promotional products, it might be
time to ask, “Why not?”

Entering the field

For Randy Durbin, president and owner
of GBP Direct, Kenner, Louisiana, this
category has been at the heart of his
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business since the outset. “Print and
promotions was my background,”
he says. “I started my first company
in 1984 selling print and promotional
products. We didn’t add office products
until 1986.”
By contrast, the move into print and
promotion was gradual for Business
Essentials based in Grapevine, Texas.
“We found business in this sector
organically,” says Cindy Crumpton,
the company’s vice president of
custom sales and marketing. “It was a
way to grow our sales within existing
accounts—to solidify more business
with accounts that already appreciated
our good service.”
Midwest Single Source, Wichita,
Kansas, added the category to keep
up with the times. “Back in the day, we
sold business forms and it evolved from
there,” recalls Midwest vice president
Chris Eckhoff. “Over the years, we
added new business in different
sectors while other things fell off. We
went from forms to tractor feed forms,
then moved into commercial printing.
You have to evolve with the times to
stay in business. You have to keep up
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with technologies and you have to get
the right people in place.”
For AHI Enterprises, San Antonio,
Texas, it also came down to people—or
rather, one person in particular. “My
wife likes to say we started our office
products company at the kitchen
table,” says CEO Mark Nolan. “Then
we hired Theresa [Espinoza], one
of our first employees, who had a
print background. For both print and
promotional, you need someone who
knows what they are doing. You want
to run a job one time. You don’t want
to have to do jobs over, as it can be
expensive.”
According to Espinoza, AHI
Enterprises’ promotional manager,
adding promotions to print was a
logical step. “I knew the print side; I’d
been doing it since I was 16,” she says.
“I had to learn the promotions side. In
some ways, it’s not that different.”

Popular promotions

So what are some of the most
popular print and promotional items?
According to Eckhoff, “Everything
that is commercial printing—business

PAGE 31

»

Cover Story CONTINUED FROM PAGE 31
cards with UV coating on one side;
envelopes. We just sold $2 million
in check stubs and $1.2 million
in envelopes.” Regarding more
promotional types of items, he
continues, “Drinkware is our number
one promotional product, but we
also do spoons with laser engraved
handles, apparel—all kinds of things;
and it’s all done locally.”
Drinkware is also popular at GBP
Direct. So too are “leather and stone
coasters for law firms,” says Durbin.
“We also do a lot of calendars for
clients like large oil companies.
Wearables, jackets and shirts are also
big.”
With banks and law firms some
of GBP Direct’s largest promotional
buyers, the company does all it can

to make ordering easy. “For our large
accounts that we sell office products
to, we stock their promotional items
and give these items SKUs as well,”
Durbin explains. “The customers can
go online and order legal pads and
two dozen of their company mugs or
pens, and we will deliver them to their
different locations.”
Some of Business Essentials’
biggest print and promotional clients
are in the education sector. “We do a
lot for campuses that need lanyards,
badges, gifts for teachers and items
for fundraisers,” says Crumpton.
“We also do a lot of garments—a
lot of polos and T-shirts; and a lot of
tumblers, pens and pencils.”
Simon Lee, CEO and founder of Buy
On Purpose, reports that print and

promotions account for less than 1
percent of the company’s total sales:
“Most of this work is custom printing,
such as folders, binders, inserts and
promotional catalogs.”

Something different

When it comes to what dealers are
tasked with producing in practice,
the print and promotions category
can often involve an element of
surprise. Durbin remembers one
unique promotional item that his
company created: “One of the bigger
oil companies did metal belt buckles
imprinted with their logo and the oil rig
that they gave to employees who had
a safety record of a certain number of
years. Of course, it had to be die-cut,
so it cost several thousand dollars to
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make; but it came out really nice.”
Eckhoff recalls that Midwest has
also produced its fair share of leftfield
promotional products: “We did a
handbag for the singer Faith Hill and a
Yeti cooler for a large aircraft company
with the plane imprinted on it. But
the most unusual large promotional
order was for a celebration of life for
someone. We laser engraved his face
on whiskey glasses.”
For Crumpton, “Socks, with the
promotion running from the foot to
the ankle, are fun. We also do a lot of
light-up items for festivals. Wigs with
lights in them are a less common item
we do.”
AHI Enterprises has a laundry
list of interesting items. “We made
somewhere around $100,000 on an
order of laundry carts,” says Nolan.
“We also do a lot of business with
state agencies. We had a $200,000
order for a Don’t Drink and Drive
campaign from the Texas Department
of Transportation.”
And Espinoza has some additional
unique items to add to AHI’s list:
“We’ve done socks; flip-flops for a
healthcare account. For Texas A&M,
we did die-cut confetti in the shape
of its mascot that jumped out of the
envelope in the welcome letter for new
students. We did a light that plugs into
a laptop’s USB. We recently did all
the suits, shirts, ties and jackets for a
casino.”
When it comes to promotional
items, GBP Direct follows its own
advice. “There are 5,000 to 6,000
mousepads floating around with our
name on them,” Durbin says. “We were
looking for something that customers
would keep on their desks; but with
COVID-19, everyone is using laptops
and iPads. We thought about covers,
but there are so many different sizes.
So we came up with mouse pads. It’s
good self-promotion. Our salespeople
leave them with all the customers they
visit along with the brochures we print,
to show our capabilities.”
NOVEMBER 2021

COVID-19 promotional blues

You’d think with people out of the office,
print and promotional sales would
have plummeted during the COVID-19
pandemic shutdown. Yet according
to Eckhoff: “Our big customers were
closed, so we were down for about
three months, but we fired back up. We
had a record year and did $1.5 million
in sales in 2020. $1.2 million was in print
and promotions.”
Crumpton admits Business
Essentials’ print and promotions “took
a hit during COVID-19, since people
were not in the office, in school or going
to school events. And if companies
have to cut back, the first thing cut
is marketing dollars. But when the
economy is doing well, business in this
sector does well.”
“We had a huge record year in 2020
due to medical supplies—not just
PPE, but syringes, IV pumps and other
products,” reports AHI’s Nolan. Yet
Espinoza admits: “Our department
definitely took a dip during COVID-19.
We did a few business cards, but
companies weren’t spending on
advertising. Mark was generous
enough to keep us all working, but our
department had to shift. We learned
to do different things.” And since most
facilities have reopened? “We’ve been
INDEPENDENT DEALER

slammed!” she says. “We do a lot in
education, K-12, University of Texas,
Texas A&M—a lot of the top colleges
and schools in the state. I just finished
an order for a school in Austin for
10,000 masks, and we’ve already sent
it 20,000. We did all the chef coats for a
culinary institute in Austin.”

A time for profit

Most dealers agree that selling print
and promotional products is very
different from today’s “click and ship”
sales process for office supplies. Yet
with the extra time involved comes
greater profits.
“Everything you sell has its own
workflow,” explains Eckhoff. “Office
products, you set it up and it’s done.
You sell low and manage your margins
as best you can. Promotional products
you sell for a decent margin because
you’re spending time; there is a quantity
of product and you need a good
design. But honestly, it doesn’t take
that much longer if you have a good
process.”
Mike O’Connell, managing partner
of Emerald Business Supplies,
Philadelphia, Pennsylvania, agrees that
the timing in this space requires some
adjustment. “It depends on the job; but
let’s say for a T-shirt, you need more
PAGE 34
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be tricky and mistakes can be very
expensive, even if the customer signs
off on it. If customers have been with
you 10 years, you don’t want to make a
decision that will make them unhappy.
You have to bite the bullet or chance
losing them.”

Sector of growth

advance—maybe seven to 10 business
days.”
And Crumpton asserts that this
longer lead time pays off: “There are
better profit margins with print and
promotional products compared with
office products, which is warranted
because those orders are more
labor-intensive.”
Nolan agrees: “Office products are
price sensitive; whereas promotions
give enough value, so they are less
so. For the casino’s apparel, our staff
went 160 miles to size and measure
everyone. This is a service we include.
At the end of the day, it’s less price
sensitive because it’s not as easy to go
online and buy.”
Durbin also believes the sales
process is more personal, which can
add up to greater profits. “There’s real
money in these areas,” he says. “For a
direct marketing 10,000-piece mailer,
you can get marketing prices. But
there’s more personal interaction. You
must meet their marketing teams to get
a good idea of what they want to do.
There’s lots of emails, but also more
in-person meetings, bringing clients
samples and showing accounts how
others did something.”
NOVEMBER 2021

Taken aback

One major benefit of more in-person
communication is fewer returns.
“Office products customers order
online,” says Eckhoff. “If they order the
wrong thing and want to send it back,
it’s ‘Sure. No problem.’ Promotional
items, you have to make sure they are
right—you proof things to ensure they
come out right.”
Yet despite promotional dealers’ best
efforts, some returns are inevitable.
“We had an order for a lot of
flashlights,” Eckhoff recalls. “They were
$0.99; the supplier wasn’t going to
pack them in individual bags, so they
were shipped all in one bag and got
beat up. By the time they arrived, they
looked used. The customer wanted to
send them back and, honestly, I would
have too. If it had been a little better
product to begin with, it wouldn’t have
happened; but I said, ‘No problem.’ I
mean, if an account spends $150,000
with us a year, I am not going to blink at
taking back a $190 order. But it is what
I always do—even if the manufacturer
says no and I have to eat the cost.
It’s me the customers know. It’s my
reputation; my name on the line.”
Durbin agrees: “Print promotions can
INDEPENDENT DEALER

O’Connell says print and promotions
account for 15 percent of Emerald
Business Supplies’ total sales—a figure
he expects to continue to increase, for
several reasons.
“It’s certainly grown in recent
years and it is a different client
base,” he says. “We go to market
with promotional items geared more
towards banks and law firms, which
are doing more advertising these
days. It is an area of growth for us and
I expect it to continue to flourish. We
doubled our business when many were
going out of business, and I expect a
steady increase in the future—about 10
percent annually.”
Espinoza also sees room for ongoing
growth. “People love to receive things
and companies know that,” she
says. “I don’t see that going away.”
Nolan agrees: “There are so many
promotional avenues available; it’s
about uncovering opportunities. There
will definitely be growth in this sector in
the future, as we’ve barely scraped the
surface.”
And Crumpton echoes this view: “I
don’t ever see print and promotions
going away. If people are not buying
these products from you, they are
sourcing them from somewhere else.”
However, for Lee the situation is
different. “Medical supplies, PPE,
mask, sanitizers—everything COVID-19
is up 200 percent, but print is stagnant,”
he says.
Eckhoff, however, is convinced
the future of the sector looks rosy. “I
definitely see a future in it; that’s why I
am going national with the sector,” he
says. “Office products are toast. Print
and promotions are going strong.”
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Durbin is likewise firmly in the growth
camp—so much so that GBP Direct
has bought a company that does
a significant amount of printing for
Mardi Gras. “It’s a marriage made
in heaven,” he says. “The company
does all the printing and we can do the
promotional products. During Mardi
Gras, they have all kinds of events
and opportunities: jackets for the golf
fundraisers; high-end wine glasses
with cruise logos. There are unlimited
opportunities.”

Advice from the trenches

Several of the dealers we interviewed
had guidance for independent dealers
considering getting into print and
promotions.
“Jump right in, but don’t be afraid
to ask questions,” Crumpton says.
“There’s a lot of phrases people use
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and it can be intimidating. Get familiar
with the phrases and needs. There’s a
lot of sources out there willing to help.
That was the case with me: I didn’t
know anything about these areas, but
clients started asking for these things,
so I needed to learn.”
Eckhoff believes that success
takes imagination: “There’s a lot of
opportunity in this sector, but you
have to have the mentality to create
the opportunities. You need someone
with creativity. You need to have the
mentality to be thinking all the time to
know what customers will buy.”
Durbin suggests: “If you don’t
have experience, try to co-partner
with a small company that is already
established in print and promotions,
or hire at least one person with
experience.”
And Nolan recommends joining the
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ASI or a similar organization. “The ASI
provides e-content for your website,
books, handouts, even catalogs with
your company’s name on it,” he says.
“It makes your marketing cheap. It
also gives you access to thousands of
vendors for whatever promotional item
you need. I also suggest attending
trade shows. Knowledge is power.”
With a chuckle, Espinoza adds: “If
you don’t want to deal with it, call us!
We’ll help you out.”
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 on
773-484-7412.
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Tom Buxton

MCDONALD’S,
MARGIN AND
MOTIVATION
By Tom Buxton

I am addicted to McDonald’s in the morning. There, I said it!
It’s good to get it off my chest.
For years I have frequented a location two miles from my
home in Littleton, Colorado for a diet drink and sometimes
even an Egg McMuffin. I have been such a regular that if I
don’t show up for a few days, the servers ask if I was sick or
where I traveled to. I can tell you exactly what I pay for my
drink: $0.99 + $.07 tax; and the total when I add a breakfast
sandwich is $5.24. Except for the taxes, I have always known
that McDonald’s prices are their prices no matter where I
traveled. Until something changed one month ago.
I drove up to one of their restaurants in another state for my
morning drink and—the horror of it all!—they asked me to pay
$1.79 plus tax. For a moment I lost my composure because I
didn’t readily have the extra change it took to pay. I felt many
things all at once. Embarrassment, betrayal, sadness and
anxiety almost overwhelmed me, because I had trained myself
to expect a $0.99 drink and it had almost doubled in price
without warning.
Don’t worry about me, though—I recovered. I realized
after a great deal of thought that McDonald’s drinks are still a
good deal because the store is so close to my home; I like the
people who serve me; and everything (and I mean everything)
is going up a bunch right now.
So, what has this story got to do with running an office
solutions company? Nothing and everything, is the best
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answer I can give you. I meet with so many salespeople
that are terrified to raise prices, even when their costs are
skyrocketing. They are afraid that if they raise their prices
to keep up with inflation, their customers might leave; while
they should be worried about what will happen to their
commission if a client that won’t accept price increases
doesn’t leave.
Without getting overtly political about why inflation will
be with us for the foreseeable future, there is no denying
that prices are going up and staying up. Even our political
leaders have belatedly admitted that when restaurants like
McDonald’s are offering $18 for new hires, the hope of prices
moderating is a “pipe-dream.” So, I will be paying more for
my morning drinks; and if you frequent other places for meals
or morning refreshment like Starbucks or Burger King, you
will spend more too.
Do you see the good news here? Inflation is so much better
than deflation, as hopefully we can all agree. The question is:
how do we take advantage of the opportunity it provides us
to make more money? Yes, I said it: your company should be
trying to make more money to the bottom line than in the past.
The companies that sell to us—whether they are privately
or publicly held—must make more margin dollars and
percentage to survive, and they are doing it.
So, what are you doing to retain and improve your margins?
Price increases are occurring so quickly that I recently heard
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of a truckload of copy paper being repriced in transit. “Take
the price increase or we will sell it to somebody else,” was
the response the dealer received when they questioned the
change. Your most important partners are receiving increases
on a weekly and monthly basis, and are passing them on more
quickly than ever before. Our large competitors are telling
customers with which they have written contracts to accept
price increases or look for a new vendor. One of them passed
on a 3 percent across-the-board price increase in October,
because it won’t lose money serving customers. Neither
should you!
So, what do you do to ensure that you can survive and even
thrive in this crazy world? First, become motivated to face the
margin challenge head on. You don’t need to raise your prices
by 80 percent, like I experienced at McDonald’s; but they must
go up more than inflation or your company won’t make it.
Next, coach your team—including reps and customer
service—to stop cutting prices and start selling the value that
your local connections bring to your clients. Yesterday I spoke
to a close friend in the business who just received a significant
order for furniture, because one of the boxes couldn’t provide
a firm delivery date. The company needed furniture by the end
of the week and my friend was able to find the necessary desks
from a local vendor that the large company didn’t have access
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to. Trust me, her company will make lots of money and the
customer will be very happy.
Lastly, consistently adjust your custom contracts and
matrices. Get motivated to make more money by hiring a
margin manager or outsourcing these tasks to a company
that can help you do it. Yes, I am aware that this suggestion
is “self-serving,” because InterBizGroup partners with ECI
to provide this type of service; but if you don’t want to work
with my team, contact another company that can help you.
I will bet that you aren’t adjusting your prices as often as
they are rising; and without a plan or a partner to increase
margin in 2022, next year will (not could) become a
nightmare for your profitability. Get motivated, gain margin
and remember that habits like buying from McDonald’s
continue in spite of price increases.
In addition to serving as national sales manager for AOPD,
Tom Buxton, founder and CEO of the InterBizGroup
consulting organization, works with independent office
products dealers to help increase sales and profitability.
Tom is also the author of a book on effective business
development, Dating the Gatekeeper. For more information,
visit www.interbizgroup.com.
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WHEN CUSTOMERS
HOLD THEIR HANDS UP
By Troy Harrison

In the past, I’ve talked a lot in this space
about prospecting—that is, outbound
lead generation. But while inbound lead
generation has always been important
in any industry, the introduction of new
technologies has meant that it’s become
a big subject and a big business.
What isn’t spoken about much is
what happens to the lead after it comes
in. Often, incoming leads are either
mishandled or not handled at all; and
then the marketing department gets
blamed because “the leads are weak.”
Make no mistake—anytime someone
reaches out to contact YOU, they
plan on buying SOMETHING from
SOMEONE. Whether that’s you—or
whether it should be you—depends on
how you handle the lead.
The mistake that is made in analyzing
lead performance is that typically,
only one number is reviewed for “lead
conversion rate,” and that’s the ratio
of incoming leads to sales. So, if one
out of 25 incoming leads turns into a
sale, that’s a 1:25 ratio. However, like
NOVEMBER 2021

anything else in sales, the intermediate
steps tell the story. Here are some key
factors in your conversion rate:
1. Lead response time: It’s crucial
that an incoming lead is responded
to quickly. “Quickly” means different
things to different people, but a Boston
University study several years ago
pegged the “magic window” at 30
minutes. They found that if a lead is
responded to with a personal phone
call within 30 minutes of receipt, it has
20 times the chance of turning into a
sale as one responded to 24 hours or
more after receipt. Think about that for
a moment. A potential customer will
never be more interested in initiating
a sales conversation than they are at
the moment they fill out your “contact
us” form, so why not take advantage
of that? It works. With the tech we have
at our fingertips with our smartphones,
there’s really no reason that a lead
should take much longer than 30
minutes to respond to. I’ve even seen
INDEPENDENT DEALER

this anecdotally—when I get a lead
coming in, I contact them with a call at
the earliest opportunity (immediately
if I am able). They are shocked and
pleased to get that type of response—
and my lead conversion rates are
strong. It will work for you, too.
2. Lead response quality: Coupled
with the above point, lead response
quality is huge. If your “contact us” form
is like most, after a potential customer
fills out the form, they get redirected to
a screen thanking them for reaching
out. Maybe your automation sends
them a generic “someone will be in
touch” email. That’s all well and good;
but all too often, no one actually gets in
touch. Note that the Boston University
study depended on a personal
phone call and your sales process
should too. I was talking to a business
owner recently who bemoaned the
fact that at a recent trade show, his
company received 40 new leads, but
only converted two into orders. Upon
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further questioning, he said that his
salespeople simply responded with
an email after returning from the show
and waited on the customer to reinitiate
contact. He didn’t have stats on how
many did so, but I’m guessing less
than half. A personal phone call, done
quickly, is key to lead conversion. If
your salespeople don’t want to do this,
find new salespeople.
3. Where in the buying process you
are contacted: Your entry into the
customer’s buying process is crucial.
Are they getting hold of you to learn
about your product or to discover
information? That’s good. Do they
think they have all the necessary
information and just want you to give
them a price? That’s less good. Are
they just reaching out to you to “keep
the competition honest?” That’s
worse. This is information you need to
know—and one reason, in my opinion,
why salespeople don’t treat incoming
leads with high importance is that they
assume the negative. Don’t. Teach your
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salespeople that every incoming lead is
a high potential opportunity and make it
part of your sales culture.
4. Shortcutting the sales process:
Closely related to the above point is
that there is a temptation to shortcut
the process, particularly the discovery
phase. Doing good discovery is an
investment of a lot of time and work—
but it’s also the most important phase in
selling. Eighty percent of your chance
to win or lose the sale depends on the
questions you ask; and if you don’t ask
very many questions (because you
assume knowledge on the part of the
customer that may or may not exist),
you are costing yourself an opportunity.
Worse, you might sell the customer
the wrong thing and create a bad
reputation for yourself.
Here are the key metrics you should
use to evaluate your incoming lead
program:
• time elapsed from lead receipt to
initial personal contact;
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• ratio of incoming leads to discovery
appointments;
• discovery appointments resulting in
presentations;
• presentations resulting in proposals;
• proposals resulting in sales; and
• sales to repeat customers.
Even if you don’t get many incoming
leads, it’s important to have a good
program for handling them and make
it part of your sales culture. Don’t rely
on sales automation programs; they’re
great, but they are no substitute for
personal selling on the part of you and
your salespeople.

Troy Harrison is the author of Sell
Like You Mean It!, The Pocket Sales
Manager and a speaker, consultant,
and sales navigator. He helps
companies build more profitable and
productive sales forces. To schedule a
free 45-minute Sales Strategy Review,
call 913-645-3603 or email Troy@
TroyHarrison.com.
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by Marisa Pensa

How would you fill in this blank? “Sales
is________.”
“Sales is rewarding.” “Sales is
frustrating.” “Sales is a thrill.”
You might even say: “Sales is a
rollercoaster.”
Many sales professionals can
identify with the feeling that sales is a
rollercoaster ride, with lots of ups and
downs; but it doesn’t have to be that
way.
While there are many things
that are out of our control as sales
professionals, there are also many
things that we can control throughout
the sales process: our time, our
activities and our pipeline.
Our time and our activities fuel
our pipeline, but there are two main
reasons why pipeline management
often fails:
• It’s not date and time driven; and/or
• Managers (and reps) are focused on
the back end of their pipelines and are
not managing them from the front end.
To address both of these reasons,
here is a simple weekly formula for
getting off the rollercoaster and taking
control of your future. It’s an acronym
called TRACK, and it’s designed to
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stabilize your pipeline and help you
hit your company and personal goals
more predictably.
WHAT IS “TRACK?”
IT STANDS FOR THE FOLLOWING:
1. Top five for the week
We’re not talking about the top five
biggest opportunities you’re working,
but rather the top five opportunities
you are working that have a date and
time on both your and your prospect’s
calendar this week. These are five
opportunities that have potential for
movement (not necessarily potential to
order) this week. Every week, list out
the top five for that week with a pre-set
“next set time” (NST). Don’t have five?
That’s an opportunity to challenge
yourself and/or your team. Start with
two, then three. As Ken Blanchard
would say, “Praise progress; build from
there.”
2. Roadblocks
Now that you have your three to five
opportunities that have potential
for movement and already have a
scheduled NST, what roadblocks can
you expect? The one with the best plan
wins. So often, you’re on a Zoom call
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or at a meeting and an unexpected
objection comes flying at you at 90
miles per hour. How do you respond?
What is a product that is tough to get
right now due to supply chain issues?
Be ready for questions on lead time
and delivery timing.
Maybe the customer has ordered
from you before, but didn’t like your
website? Updates have been made,
but you have to prove to them you can
be easy to order from again. Know
what roadblocks will likely come up
and be ready for them, so that you stay
calm in the moment and answer with
confidence what your dealership can
deliver on.
3. Advance with an NST
As sales professionals, we have limited
time to sell and build relationships.
We need to make sure we spend
time with the right people who want to
move forward with us and the only way
to do that is to ask for an NST at the
end of every meeting. Interest in your
products is gauged through action. If
your prospect or customer won’t agree
to an action (NST), then what makes
you think they will order from you or
expand what they buy from you?
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4. Collaborate
How often do you utilize the specialists
in your dealership? What about
your manager, to help you come up
with ideas for someone who hasn’t
responded?
Collaborating means asking yourself
who and what you need to advance
an opportunity to the next stage of the
sales process. You’ll want to think about
who you could collaborate with in your
organization to help you strategize
solutions and brainstorm how to handle
roadblocks. You’ll also want to consider
what type of collateral—product
samples, demo site setup, etc.—will help
you collaborate best with your prospect
or customer. Utilize all the resources you
have available to make sure you are well
prepared to advance the opportunity.
5. KPIs
Almost every dealer measures some
form of KPIs—whether it’s a metric like
knowing the number of sales needed
each month to reach your sales goals

or understanding your opportunity
to win ratio. When you track KPIs, it’s
important to re-evaluate your numbers
every so often, to make sure you’re
measuring the right KPIs to improve
performance. To help you do that, here
are five questions to assess how much
of your time and activity is spent being
proactive versus reactive:
• What percentage of time are you
spending maintaining existing
accounts? (Reactive)
• What percentage of time are you
spending firefighting (saving
accounts)? (Reactive)
• What percentage of time are
you spending selling to existing
accounts? (Proactive)
• What percentage of time are you
spending on prospecting for new
business—either within existing
accounts or brand-new business?
(Proactive)
• How many appointments did you
set this week to gain new business?
(Proactive)

As you consider the percentage
of time you’re spending maintaining
existing accounts, ask yourself: “Could I
be more proactive in the same call and
ask about new categories?” Most often,
the answer is YES!
Yes, sales is a thrill, and frustrating,
and rewarding; but it doesn’t have to be
a rollercoaster. The one with the best
plan wins and I hope you’ll use TRACK
as a planning tool to help you plan to win
in the months and year to come!
Send us an email to challenge@
methodsnmotion.com and we’ll send
you a complimentary TRACK worksheet
to get started. Note your subject line as
“IDC Magazine TRACK Challenge.”
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.

INSIDE SALES HAS EVOLVED. WHAT ARE YOU DOING TO KEEP UP?
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.
Marisa@methodsnmotion.com

www.MethodsnMotion.com

(678) 574-6072
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VALIDATE
YOUR
COMMUNICATIONS

By Ed Katz

I learned a long time ago never to
ask a guy if he understands or knows
something, because whether he does
or not, he’ll always say, “Yes”—just
because he’s a guy. Let me share a
real-world example from five decades
in the moving business.
Before I learned not to assume
anything, I dispatched 20 men and
five trucks one morning at 7:30 a.m. to
Rockwell, a customer that was located
nearly one hour north of our base. I
naively asked the drivers if they knew
how to get there, and they rolled their
eyes and said, “Yes.” (In hindsight, I
guess it was a silly question because
we had gone to this location at least
once a week for the past several
years, since it was our largest “house
account.”)
At 9:30 that morning, I got a panicky
phone call from our supervisor at
Rockwell, asking, “Where’s Lucius?
We’ve been here since 8:45 and can’t
start because the job’s 200 four-wheel
dollies and other equipment are all on
his truck.” He said that Lucius drove
the fifth truck in a convoy on their way
to the job and got stuck at a red light
while the others turned onto I-75 South.
The incident occurred before
cellphones—all we had to
communicate with were pagers
NOVEMBER 2021

that went “beep, beep, beep” and
displayed numbers, and pay phones.
We paged Lucius 10 times with “911”
on his display, but he didn’t call back
until 11:00 a.m., when he finally got
to Rockwell. He explained that by the
time he got onto the interstate, the other
four trucks were out of sight. While
they took I-75 South and I-85 North to
Rockwell, he got lost when he stayed
on I-75 South. When he reached metro
Atlanta’s “perimeter highway” (I-285),
he drove all the way around Atlanta
until he eventually reached I-85 North,
and then headed to Rockwell. In other
words, he drove 50 miles out of the way
during rush hour.
Moral of the story? NEVER ask
anyone—especially a guy—if he knows
or understands something, because
whether he does or not, he’ll say,
“Yes.” While this story came from my
experience in the moving industry, it’s
a lesson that applies to virtually every
industry because, after all, they’re all
populated by HUMANS! You need to
confirm every detail, and here’s how.
No matter who you’re dealing
with—no matter what their positions
or roles—ask them to validate the
communication. In other words, ask
them to recite back to you how they
plan to do something or what they’re
INDEPENDENT DEALER

supposed to do. In the case of our
drivers, I should have asked each
one to tell me what route they planned
to use to drive to the location. Had I
validated the communication, I would
have discovered that one of the drivers
really didn’t know how to get there on
his own, so if he lost sight of the other
trucks, he would get truly lost. I could
have prevented the problem by having
another mover who knew the way sit
next to him in the cab.
So often in business, people seem
to fall short of the mark—they miss
performance or sales goals; they don’t
turn in reports on time; or they just fail to
deliver. I have found that in most cases,
the problem is communication—and
more specifically, assuming that both
parties share the same understanding
of what was said or expected. Instead
of assuming and hoping for the best,
take a little extra time at the front end
and validate to ensure that the job, task
or effort is successful.
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 on 404.358.2172 or at
edkatz@officemoves.com.
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$14M RAISED!
Thank You
City of Hope is grateful to our 2021 Honoree, Greg Gibson, and his amazing Sylvamo team.
The National Business Products Industry and our Sponsors helped us raise
more than $14 million at this challenging time. Congratulations! You Sustained Hope.
HEROES FOR HOPE $100K+
3M
ACCO Brands
Avery
Domtar
Essendant
Fellowes Brands
Georgia-Pacific
GOJO Industries
HNI
HP, Inc.
Sylvamo

Kimberly-Clark
Newell Brands
Office Depot
OPI
Post-It
Quill
S.P. Richards Co.
Safco
Scotch
Smead
Spinitar
Staples, Inc.

CHAMPIONS OF HOPE $50K+
AOPD
CNG
QSPAC
DIAMOND CIRCLE $25K+
DM Supplies Network
Innovative Storage Design
Pilot Pen Corp. of America
TOPS Products
Wist
Uni-ball

We’re off and running for the 2022 National Business Products Industry Campaign.
2022 SPIRIT OF LIFE®
HONOREE
PETER SCALA
Chief Merchandising Officer,
Staples, Inc.

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

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