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EDITORIAL
Technology is a wonderful thing that has 
changed both our professional and personal 
lives immeasurably over the last few decades. 
However, as anyone who has sat in front of an 
aging PC, waiting for everyday applications to 
open, or—perish the thought—dealt with the blue 
screen of death will tell you, it is important you keep 
your tech up to date—in terms of both of hardware 
and software. 

That’s why each year, we bring you a roundup 
of the leading options available on the technology 
front. And, as with all of our cover stories, we do 
that by talking to dealers, rather than vendors, to 
find out how these systems can be of benefit to 
other members of the IDC. 

You may very well be happy with your current 
system, but it’s always good to know the options 
available and rarely has there been so many to 
choose from. Have a look on page 28. 

I’d also like to draw your attention to the news 
story on page 16 about the extension to the 
deadline for the IOPFDA scholarship program 
until the end of March. The program is open to 
all employees and immediate family members of 
IOPFDA member companies, so if you have any 
colleagues with family who are high-school seniors, 
college students or graduate students, I advise you 
to take note.

Finally, and still on IOPFDA matters, there’s not 
long left to register for the Workplace Solutions 
Summit fly-in event that takes place in Washington, 
DC on March 30-31: registrations close on March 
23. Please do try to attend if you can—as Paul 
Miller once again makes clear in his article on page 
26, the voices of small businesses in this country 
have been ignored during the pandemic and it is 
time they are finally heard. »

When Dan Schmidt joined Great River Office Products, St Paul, 
Minnesota, he had no idea he would eventually become a 
co-owner—of sorts.

“I started with Great River [named Mercury Office Supply at the 
time], a family business owned by Bill and Ardemus ‘Ardy’ Harris 
in the 1970s, making deliveries,” recalls Dan. “In 1978, right out of 
high school, I asked to be in sales and became the company’s first 
new sales rep. In the late 1980s and early 1990s, Bill and Ardy—who 
were like my second parents—wanted to retire. They said they would 
not sell it to me unless my wife, Sandy, ran the books. So in 1994, 
we bought the business and Sandy has been president and CEO 
ever since. Me, I’m just the vice president of sales. She controls the 
money, so I just do what I’m told,” he concludes with a chuckle.

Whoever is technically in charge, it seems the couple are doing 
more than a little right. According to Dan, the company has enjoyed 
significant growth in its 60-plus years, including more than doubling 
its workforce—and revenues. “I’m not sure about the annual sales 
when the company started,” Dan says. “In 2002, we did about $1.5 
million in sales; today, we do about $3 million, so we’ve more than 
doubled in the last 20 years. I also know our office products catalog 
was about an inch thick, and now it’s two inches thick.” Part of this he 
attributes to the acquisition of another dealer. 

“When it comes to our 60 years, either we are doing something 
right or it’s dumb luck,” he quips. But more seriously: “I think it comes 
down to relationships. I believe longevity comes down to slow, steady 
growth by keeping business. We have had some of our customers for 
30 or 40 years. I think relationships account for the return business. 
We take the long view, not the fast, quick-money route.”

Great River Office Products, 
St Paul, Minnesota turns 60

WINNER’S
CIRCLE

http://cityofhope.org/nbpi
mailto:rowan%40idealercentral.com?subject=
mailto:rowan%40idealercentral.com?subject=


Organization is essential, 
wherever you work
Avery office supplies are designed for how you work. Heavy-Duty View 
Binders with One-Touch rings are perfect for extended use. Avery Print & 
Apply Clear Label Dividers allow you to create professional presentations 
and reference materials quickly and easily. Whether you’re coordinating 
one project or you need to put together duplicate sets, these binders and 
dividers help you get it done with professional results.
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Dan is also an ISG advocate: “When we took over the 
company, I bought a laser printer and joined ISG. The group 
has been a big help. It gives you purchasing leverage and 
the cost of going to its show is worth it just to talk with other 
dealers.”

Not all of Great River’s revenue comes from office 
supplies; the company has diversified over the years to sell 
promotional, breakroom and janitorial. Dan credits jan/san—
and the government—for helping see Great River and other 
independent dealers through the worst of the pandemic.

“Janitorial helped our growth when office products slid,” 
he says. “When was the last time you sold a vertical file 
cabinet—especially one for a home? The government money 
also saved a lot of small businesses; it helped us.”

Dan has also observed some shifts in buying patterns as 
a result of the pandemic: “Because of Omicron, a couple of 
our largest customers weren’t planning to bring their workers 
back until March. We are still doing some home supply 
deliveries, but now most companies want to control what 
workers are bringing home. So now, we often deliver to the 
office and they have the workers come in to pick up what 
they need. Also, since COVID-19, people in the office are 
buying healthier items, like juices and flavored waters. We 
are still selling pop, but are selling a lot more La Croix and 
bubbly water.” 

Dan believes engaging the right partners is crucial and 
warns of the pitfalls of ignoring this advice: “Choosing good, 
solid vendor partners that are honest and truthful—vendors 
that you treat fairly and that treat you fairly—is very important. 
Pick vendors you can trust and not ones that compete with 
independent dealers.”

While much of Great River’s success comes from keeping 
its word to customers, Dan wishes more people would follow 
suit. “Many people say they want to buy local and American, 

but they need to put their money where their mouth is,” he 
says. “It’s the only way to stop the big box stores. People say 
they want to buy from smaller local dealers, but then spend 
their money at Staples. There are plenty of Minnesota brands 
and Minnesota products. Large companies could buy local 
and support businesses on Main Street if they wanted to.” 

Despite these challenges, Dan has faith the IDC will remain 
strong and is looking ahead to ensure the same is true of 
Great River. “We will be retiring at some point, and we hope 
to leave the company to one of our employees or family—we 
will not sell to a big box,” he says firmly. “The former owners 
started a legacy and we want the way we do business to 
continue. It’s what is important to us.”

Winner’s Circle CONTINUED FROM PAGE 2

Findlay, Ohio-based dealer FriendsOffice has acquired Hurst 
Office Suppliers of Lexington, Kentucky.

Hurst has served the business community in the 
Commonwealth of Kentucky since 1923 and celebrates its 
100th anniversary next year. Given this storied history, there are 
currently no plans to change the name of the dealership. Not 
only will all current Hurst staff and locations be retained, but the 
additional resources brought to the firm by the acquisition mean 
it is now advertising to expand its workforce.

It didn’t take long for FriendsOffice co-owner and CEO Ken 
Schroeder to realize that the acquisition would be an excellent 
fit for both dealerships. “Hurst contacted us to see if we would 
be interested,” he explains. “We looked at what they were 
offering and it was a very good deal. After interviewing the Hurst 

team, we found them to be excellent and that we could achieve 
several synergies while keeping all of them on.”

Prior to the deal, FriendsOffice had five locations spread 
across its home state, serving customers in Ohio and parts of 
Indiana, Michigan and Pennsylvania. The Hurst acquisition 
adds Kentucky to that list, although Ken admits that it does 
create a slight coverage gap between Lexington, Kentucky and 
Dayton, Ohio, which they may ultimately look to fill in the future.

“With the added resources of FriendsOffice, The Hurst 
Group will be better positioned to take advantage of enhanced 
purchasing power, regional distribution capabilities and 
technological advancements that will improve the customer 
experience and build long-term client relationships across 
multiple geographic regions,” read a statement from Hurst.

Ohio dealer expands into Kentucky
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Reliable Results
Multipurpose, everyday paper for great
results–every time.

Xerox® Vitality® available in carton 
options that fit any office space.
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Strive Workplace Solutions, Tigard, Oregon, hosted a recent 
Redmond Chamber Coffee Clatter. The events—which 
are held on Friday mornings, rotating between area 
businesses—allow hosts to showcase their companies while 
providing casual business networking opportunities for 
participants. Strive hosted an event on February 25 for about 
65 attendees.

“One thing I really like about the event is you have 15 to 
20 minutes to mingle and have some coffee and goodies 
provided by whichever company is hosting,” says Sharon 
Jones, Strive’s account manager. “Then Jerry, the moderator, 
does a great job of going around and having everyone give 
their name and company name. This lets you know who is 
there without trying to go around and work the whole room. 
For example, thanks to the introductions, I knew the nonprofit 
Ronald McDonald House executive was there. I’ve been 
looking to volunteer there. So I knew who to speak to about 
baking some cookies for the children.”

According to Sharon, the event was beneficial for 
Strive due to its recent rebrand: “It gave me a chance to 
reintroduce the company and let them know we are still the 
same company we were when we were Cascade Office 
Products. We have a new name, but we are still local, still 
with our origins in Oregon. It is important to us they know this, 
especially with the current ‘Be local, buy local’ trend. Multiple 
people didn’t realize we were still independently owned.”

According to Sharon, the reaction to her short presentation 
as host was extremely positive. “I didn’t talk about office 
products; I talked about community,” she says. “I talked 
about how they could buy a box of their favorite pens from 
a big box store for $6.95, or they could buy it for the same 
price from us. I talked about how, if you buy it from us, I can 
afford to pay Jake, my insurance rep—who was there also. 
Also, my friend Gia can afford to put gas in her car to take her 
kids to school. When you buy from us, the money stays local. 
It trickles down through the community instead of going to 
some millionaire on a yacht to buy another $1,000 bottle of 
champagne. I got a lot of complimentary emails afterward, 
saying it was a good business point that hit home.”

According to Sharon, the breakfast burritos Strive served 
were also a hit.  

Strive Hosts Redmond Chamber Coffee Clatter

Guernsey, Inc., Sterling, Virginia, recently hosted a networking 
event for the Greater Reston Chamber of Commerce in its new 
18,000-square-foot furniture and breakroom showroom. The 
event, which was held on February 22, attracted around 75 
attendees and was the largest held in the facility to date.

According to Gordon Thrall, Guernsey’s executive vice 
president of sales, the purpose of the site is twofold. “We had 
lost our showroom lease and found this amazing new space 
in April 2020,” he explains. “It was during the COVID-19 
pandemic, but David [Guernsey] decided to go for it anyway, 
so we got the space. Most of it is to showcase our office 
furniture, but about 25 percent of it is a breakroom area where 
we have furniture and some of our unique breakroom supplies, 
like flavored waters, coffee selections and snacks. Inviting 
groups gives people a chance to see what they could do with 
their own offices and breakrooms, and what we as a company 
are capable of doing. It gives them a visual, which can be so 
much more interesting than sending them to a website.”

The space—Interiors by Guernsey, or IBG as it is already 
becoming known—is also designed to help the community. 
“In a time when a lot of companies are giving up space, 

IBG is a community resource where people can gather. The 
facility has a conference room that fits 16 people and some 
smaller spaces. Plus, since it is a breakroom, a lot of supplies 
are already there. We can bring in food or beer and wine for 
an event, but the basics are there.”

Thrall says other chambers have hosted networking and 
other events, and the company plans to host at least one 
event a month: “We just need to get the word out to the rest of 
the community.” 

And as for selling furniture, Gordon reports that the 
company has turned its furniture stock over twice in the last 
year, which is pretty good going in light of the pandemic. But, 
he says, the breakroom gets the most visibility: “It’s just like a 
party at home; everyone ends up in the kitchen.”

Guernsey hosts networking event in new furniture showroom

Equal opportunity wellness 
City of Hope leads the way.
City of Hope scientists are studying how diverse populations have different risk factors and are affected differently by 
prostate, lung, skin, breast, colon and other cancers, as well as other diseases.

Different races and ethnicities have distinctive physical, environmental, and genetic factors and vulnerabilities 
contributing to cancer diagnoses. Unfortunately, disparities with cancer care exist — something Rick Kittles, Ph.D., M.S., 
associate director for health equities, and Leanne Burnham, Ph.D., at City of Hope are looking to mitigate.  

“Health equity focuses on the incidence, prevalence, mortality and outcomes of diseases across various populations. You 
can stratify those populations in many ways: race, education, geography, socioeconomic status. Health equity explores 
ways in which we can engage and intervene to eliminate some of those differences that we see across populations. 
Across many cancers there are various inequities in incidence and outcomes, and we’re looking at ways that we can level 
that playing fi eld.” — Rick Kittles, Ph.D., M.S.

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

U P C O M I N G  E V E N T S
BOB PARKER MEMORIAL GOLF OUTING (May 2 to 4) hosted by 
ACCO Brands at The Greenbrier Resort, West Virginia

24 HOURS FOR HOPE (June 11 to 12) Sponsored by Wist Offi ce 
Products, 24 Hours in the Enchanted Forest in Gallup, New Mexico

HONOREE GOLF OUTING (June 27 to 28) hosted by Staples at The 
Kittansett Club, Marion, Massachusetts

ACCO BRANDS GOLF OUTING (August 1) hosted by ACCO Brands 
in Lake Forest, Illinois

2022 National Business Products Industry Campaign

2022 SPIRIT OF LIFE® HONOREE
PETER SCALA
Chief Merchandising Offi cer, Staples Inc.

23 iDealer NBPI Ad MAR/APR.indd   123 iDealer NBPI Ad MAR/APR.indd   1 3/15/22   3:09 PM3/15/22   3:09 PM
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Chasen Carpenter, account manager at Latsons.com Sulphur 
Springs, Texas, recently earned the Ambassador of the Year 
Award from the Greenville Chamber of Commerce, Greenville, 
Texas. Chamber ambassadors help greet new businesses and 
invite them to join the chamber. The Ambassador of the Year 
Award is presented to the ambassador who has been the most 
involved and done the most to advance the chamber’s goals. 
Chasen was voted the winner by the chamber’s staff and is the 
first Latsons.com employee to win the award.

“I often tell Chasen if I could duplicate anyone, it would 
be him,” says Latsons.com’s owner, Mike Horne. “He treats 
customers and people the way I would treat them and the way 
they want to be treated. It’s hard to get employees who treat 
customers this way and truly want to help people. It is great that 
Chasen is getting traction in Greenville and people are getting 
to know him as a person, not just an account manager.”

Latsons.com’s Chasen Carpenter named Ambassador of the Year

Custer, Inc., Grand Rapids, Michigan, 
has hired three new vice presidents: 
Jason Davies, vice president of Custer 
Sales; Geoff McDaniel, vice president 
of business development; and Jody 
Poole, vice president of design.

Jason spent six years as a 
leader in brand management for 
Kalamazoo-based Stryker Medical. 
At Custer, he is in charge of the sales 
strategy and market share expansion. 

Geoff’s previous experience includes 
serving as regional manager 
for furniture manufacturer MiEN 
Environments and owning restaurant 
franchises in the western United 
States. At Custer, he is responsible for 
growing the company’s mid-market 
clientele. Jody is rejoining Custer 
to head up its design department. 
She previously worked in the design 
department for seven years before 

starting Custer’s design-build arm, 
Renegade, which was acquired by 
Brooklyn, New York-based UHURU  
in 2020.

“We are excited to enter this new 
phase of our family business’s history 
with this top talent at the helm of 
sales and design,” Mark Custer, chief 
revenue officer for the Custer family 
of companies, told the Grand Rapids 
Business Journal.

Custer, Inc. hires three vice presidents and presents awards of excellence

Jason Davies Jody PooleGeoff McDaniel
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Our plan to 
save the planet
We’re working on Cradle to Cradle® 

products, made from recycled and 

recyclable components. 

www.mastervision-products.com

It’s time to make a change. Nature can’t wait, every second counts. It’s up to everybody to save the Earth, 

and making sustainable choices is the only way to do it. Are you in?

SUSTAINABILITY IS IN OUR DNA

http://www.mastervision-products.com
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Kershaw’s Office Supplies holds office Olympics
Kershaw’s Office Supplies, Spokane, 
Washington, decided to complement the 
2022 Winter Olympics held in China with 
its own version.

“Our office manager and I really like the 
TV show The Office and have seen the 
episode that showed an office Olympics, 
so we decided to come up with our own 
version,” says administrative coordinator 
Melissa King. The duo organized the 
events and the team got together to film 
them and post them on social media 
in early February, to coincide with the 
Winter Olympics.

The innovative competitions included a 
paperclip toss; a hands-free challenge to 
find the bubble gum in a whipped cream 
pie and blow a bubble; a boxed-feet 
race; and a pass-the-stapler relay race. 

The winner? 
“We didn’t know how to judge it, so 

everyone got a gold-painted paper plate 

medal,” Melissa laughs. 
The team had so much fun taking part 

in this event, they are already shooting 
their next competition: a supermarket 
sweep in the company’s warehouse.

“Two team members get a random list 
of office supplies and have one minute 
to collect the things on the list in the 

carts we use in the warehouse to pull 
orders,” Melissa explains. “We shot our 
first episode last Monday. It was with the 
furniture guys, but we had to give them 
an extra minute because they don’t work 
with office supplies. They don’t know 
where things are, so after one minute, 
their carts were still empty.” 

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

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

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

»

mailto:marisa%40methodsnmotion.com?subject=
http://www.methodsnmotion.com
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The Sarasa Dry “PLUS” 
antimicrobial additive protects

the plunger, barrel, grip, 
cone and clip 

of the pen.

Antimicrobial 
Additive 

www.zebrapen.com

Available in 4 Packs and Dozen Boxes

The “WRITE” Protection!

Plunger

Cone

Grip

Barrel

Clip

Check Out These Other Products From Zebra:
Sarasa Dry X1 Gel Retractable | Sarasa Dry X10 Gel Retractable | Sarasa Dry X20 Gel Retractable | Sarasa Dry X30 Gel Retractable

http://www.zebrapen.com
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INDEPENDENT DEALER was 
saddened to learn of the passing of 
Gary Gaspar, CEO of family-owned 
Interstate Office Products in Sioux 
Falls, South Dakota.

Gary bought Interstate Office 
Products with his sister Sheila when 
his father Ken retired in 2000, having 
previously worked in corporate 
finance, including serving in the 
corporate financial audit department 
of Honeywell and as an accounting 
manager for Alliant Techsystems.

Under Gary’s leadership—together 
with Sheila and Theresa, his wife 
and chief financial officer—the 
company’s sales have grown sixfold 
and employee headcount has more 
than doubled from under 20 to 40.

Matching vision with a tireless 
work ethic and a passion for 
creating optimal workspaces, 
Gary built a team that helped set 
industry standards. Interstate Office 
Products has annually been named a 
Steelcase Premier Partner since the 
program was launched more than a 
decade ago. He was also honored 
to serve on the Steelcase North 
American Dealer Council, along 
with multiple advisory boards within 
Steelcase’s dealer community.

Gary believed strongly in service 
to his community. He served on the 
board of Avera Health since 2016 and 
was unanimously named board chair 
in July 2021. He also served a decade 
on the Avera Insurance Division 
Board, including a term as chair.

Additionally, Gary led or served 
on the boards of the Greater Sioux 
Falls Chamber of Commerce, Bishop 
O’Gorman Catholic Schools, Junior 
Achievement, Sioux Falls Catholic 
Schools Foundation, Main Street 

Business Improvement District and 
Catholic Diocese of Sioux Falls 
Investment Committee.

In his obituary, the family 
acknowledged that Gary died after 
battling depression.

“He would want you to honor 
his memory by asking for help—
anywhere—if you or someone you 
care about is struggling,” they said. 
“Gary leaves behind an incredible 
legacy. But if that legacy could 
include saving one life, it would 
mean the most of all.”

Gary is survived by his 
wife, Theresa; his sons 
Andrew (Lindsey) Gaspar 
and their children, Aubrey 
and Lincoln; James (Josie) 
and their children, Michael 
and Annabelle; parents 
Ken and LaVonne; siblings 
Sheila Casiello, Craig 
(Michele) Gaspar and 
Michelle Bloomhall; and 
mother-in-law Connie 
Walker.

The family is requesting memorials 
be directed to Avera Foundation’s 
Light the Way campaign online or at 
3900 W. Avera Drive, Sioux Falls, SD 
57108; or the Catholic Community 
Foundation via the Catholic Family 
Services Gift of Hope Fund or c/o 
Catholic Community Foundation, 523 
N. Duluth Ave., Sioux Falls, SD 57104.

In Memoriam:  
Gary Gaspar, Interstate Office Products

https://www.averafoundationevents.org/light-the-way-share-your-story
https://www.averafoundationevents.org/light-the-way-share-your-story
https://secure.acceptiva.com/?cst=cfb6e1
https://secure.acceptiva.com/?cst=cfb6e1
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Engineered 
for what’s next™

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

FSC-C168336

Don’t
just
print...

Be
impactful

A Story of  Restoration, Renewal, and Recovery

Responsible. 
Renewable. 
Restorative.

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

http://www.hppapers.com/na/sustainability
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SECRETS of success
DBI We Do Office, Lansing, Michigan
Today, many independent office 
supply dealers have diversified by 
selling furniture. However, some 
dealers—like DBI We Do Office in 
Lansing, Michigan—started in that 
category from the outset.

“DBI originally stood for ‘Doubleday 
Brothers, Inc.,’ a well-known furniture 
dealer in Lansing,” explains Steve 
Klaver, co-owner, vice president and 
chief operating officer. “The owners 
were going to close the store, but one 
of the chair manufacturer reps bought 
it. He wanted to keep the name, but 
the company said he couldn’t, since 
there were still Doubleday Brothers 
companies in other parts of Michigan; 
so he used the acronym DBI instead. 
In 1996, he sold the company to 
U.S. Office Products (USOP). When 
USOP went out of business, it was 
still a successful Haworth dealer, 
and Haworth didn’t want it owned by 
Corporate Express. So Haworth bought 
it. I joined the company in 1987. Before 
that, I worked with about nine other 
people at another office products 
company. So we asked DBI if it would 
like to start an office products division. 
Management said yes, so it went from 
12 employees to 21 overnight. George 
and I bought it in 2001.”

From traditional to 
“resimercial”
The office products category has 
done well ever since. Yet when the 
pandemic hit, the company fell back on 
its furniture roots. “During COVID-19, 
office products were down by 20 
percent, but furniture was up 20,” 
Klaver says. 

He suggests that this spike in furniture 
sales was down to a combination 
of strategic moves and timing: “We 
offered customers a free onsite visit to 
give them ideas on how to make their 
spaces COVID-19-compliant. We also 

had customers which had planned new 
facilities and the expenditure before 
COVID-19. We also won the bids for 
two insurance companies, building all 
new facilities.”

Creating post-pandemic office 
spaces has also proved lucrative. “We 
have been helping customers design a 
more comfortable workplace,” explains 
DBI sales manager Nicki Zyla. “People 
are looking for ways to attract and retain 
employees by bringing the buzz back to 
the office where you can feel the energy 
and excitement. They are creating 
social spaces where smaller groups can 
meet.  Social spaces are flexible, and 
inspiring, so people can pause, gather, 
connect, and refresh. This trend is 
referred to as ‘resimercial.’” The idea is 
to combine residential and commercial 
elements to create an almost ‘home 
from home’ feel.

Both Klaver and Zyla admit that they 
lost some business to Amazon at the 
beginning of the pandemic; but as 
people return to the office, they are 
remembering what they appreciated 
before.

“We don’t just drop deliveries at the 
front desk,” says Klaver. “We put the 
copy paper where it needs to go. If they 
order through Amazon, clients also 
miss our analysis of their expenditures 
and our salespeople watching and 
looking out for them. Service is in the 
eye of the beholder and most people 
don’t value good service until they have 
bad service.”

Zyla believes another trend has also 
helped: “More than ever, people want to 
buy local. People have seen their local 
businesses struggle and if they can buy 
local and spend the same amount of 
money, they are likely to do so.”

It never hurts to try
DBI has also enjoyed success through 
a campaign that’s hard for online 

Company: DBI We Do Office
Year started: 1984
Management team: Steve Klaver, 
co-owner and vice president/chief 
operating officer; Nicki Zyla, sales 
manager
Main wholesaler: Essendant

suppliers to match. “Our ‘Try Before You 
Buy’ has helped with sales, especially 
in our retail midgrade furniture range,” 
reports Klaver. “Around Christmas, we 
sold a lot of chairs to people tired of 
getting backaches from working on their 
dining room chairs. Also, we sold a lot 
to people who wanted to buy a chair for 
their spouse. The gift cards didn’t sell 
well—people wanted something they 
could put under the tree. They’d pick out 
something they thought was right and 
if their spouse liked it, great; if not, they 
brought it back and swapped it out.”

Watch out for the fork
In the next five to 10 years, Klaver 
thinks diversification will remain 
important—and technology will be key. 
“If you are not investing in websites 
and analytics tools, you’ll take the fork 
in the road to the left,” he says. “Those 
investing in technology will go right and 
keep growing.”

Nicki Zyla
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Next level of performance 
from a fourth-generation family 
business and the makers of the 
world’s toughest shredders.
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If you have news to share - email it to  
rowan@IDealerCentral.com

»

Industry wholesaler S.P. Richards 
(SPR) has provided details of senior 
appointments in its sales team.

The changes involve three in-house 
promotions:
• Kimberly Fulford has been named 

SVP of sales. She will have 
responsibility for supporting the 
independent dealer channel as well 
as SPR’s strategic accounts.

• Nick Lomax has expanded his jan/
san role and has been named SVP 
of sales, jan/san and new business 
development.

• Eddie Baird has also taken on 
new responsibilities. Formerly VP 
of furniture sales, he is now SVP 
of sales, furniture and corporate 
accounts.

The appointments were announced 
during March’s See It Through in 2022 
sales and operations conference in 
Atlanta, Georgia. The three execs join 
EVP Jack Reagan in spearheading the 
wholesaler’s sales strategies.

Meanwhile, the wholesaler confirmed 
that former SVP of sales Stephanie Moy 

resigned from the company, effective 
February 28. It has since been revealed 
that Moy has been appointed VP of 
corporate accounts at distribution 

company Veritiv. Director of jan/san 
merchandising John Molidor, who was 
only recently promoted to the role, has 
also left the wholesaler, SPR confirmed.

IOPFDA has extended the deadline for IOPFDA 
Scholarship applications to March 31.

 Employees and immediate family members of all 
IOPFDA member companies are eligible to apply for 
the annual scholarship—open to high-school seniors, 
college students and graduate students. All members are 
encouraged to share the information with colleagues and 
family.

IOPFDA has awarded over $2.7 million in scholarships 
to deserving families of office products and office furniture 
dealers over the years. Supported entirely through 

individual and member contributions, college students 
will receive one-year scholarships for the 2022-2023 
academic year.

IOPFDA extends scholarship application deadline

SPR unveils new sales leadership team as Moy lands Veritiv roleSCHOLARSHIPS APPLICATIONS
NOW OPEN FOR 2022-2023 

Employees and immediate family members of all IOPFDA
member companies are eligible to apply for our annual
scholarship. Open to high school seniors, college students, and
graduate students.

IOPFDA has awarded over $2.7 million in scholarships to
deserving families of office products and office furniture dealers.
Supported entirely through individual and member contributions,
college students receive one-year scholarships for the 2022-2023
academic year.

Apply today at iopfda.org.

L to R: Kimberly Fulford, Nick Lomax, Eddie Baird, Jack Reagan

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=


Q: Is recycled paper better
than sustainably sourced?

With Hammermill®, choosing an earth-friendly paper for your 
business is easy. Our Great White® contains 30% recycled content 
and is a reliable everyday office paper. But all of our papers, 
including premium options, are sourced from sustainably managed 
forests. So whatever you choose, it’s made right for the planet.  
And that’s something to feel good about.

Sustainably Sourced

SFI® Certified

© 2022 Sylvamo Corporation. All rights reserved. Hammermill, Great White, 99.99% JAM-FREE, 
and the Made in USA 100+ Logo are registered trademarks and Sylvamo, the Sylvamo Logo, 
Paper Made Right and Hammermill trade dress are trademarks of Sylvamo Corporation.

SFI-01995

A: You can’t go wrong with Paper Made Right™.
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Sales and marketing agency Highlands has 
announced that Chelsea Reeves has joined 
the company as director of strategic accounts.  

Chelsea will be responsible for growth 
in the jan/san, multi-family, hospitality and 
industrial channels with a focus on Veritiv, HD 
Supply, Motion Industries and White Cap.

“We are pleased to have an industry 
veteran like Chelsea join the strategic 
accounts team,” said Jenn McMahan, VP, 
strategic accounts, Highlands B2B. “Her vast 
experience in the jan/san business will be a 
key driver for continuing to grow our clients in 
this vertical.”

“I am excited to join Highlands and bring 
value to their already dynamic team through 
my roots in jan/san and MRO distribution,” 
said Chelsea. “I look forward to helping our 
customers and clients achieve their growth 
goals in today’s highly competitive market.” 

Jan/san specialist 
joins Highlands
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Representing o�ce products and furniture dealers, 
manufacturers, wholesalers, manufacturers representatives, 
and associate service providers. We provide the information, 
knowledge, and tools that members need to be successful in 
today's ever-evolving business environment.

Benefits and Resources
Advocacy
Providing representation in Washington D.C. on tax reform, 
healthcare reform, and broadening access to government 
contracts through GSA partnerships.

Health insurance
Gain access to a ordable and customizable medical insurance 
plans that fit your business and employee needs.

Scholarship Program
Awarding scholarships to deserving families of o�ce products 
and o�ce furniture dealers.

JOIN TODAY 

Contact us at 630-506-6891 or email: info@iopfda.org

Join the Independent O�ce Products 
and Furniture Dealers Association 

Newell Brands has named María Fernanda Mejía as CEO of its 
International division.

Mejía is a seasoned FMCG exec, who will oversee Newell’s 
international P&L and growth initiatives, and transformation 
strategies.

Prior to Newell, Mejía served as senior vice president and 
president of Kellogg Latin America at The Kellogg Company, 
leading the transformation of the Latin America region. She 
also led the development of the company’s global strategy, 
category marketing and innovation, supply chain optimization, 
digital transformation, customer management and talent 
development.

Prior to The Kellogg Company, Mejía spent 23 years at the 
Colgate-Palmolive Company in global roles including marketing 
director, Venezuela, for the Latin America division; general 
manager, Hong Kong, for the Asia Pacific division; CEO, Spain, 
for the European division; and corporate vice president of 
marketing for the Europe and South Pacific division

She also has extensive governance experience, having served 
as a non-executive director on a variety of public company 
boards, including Pepco Group and previously Bunzl plc, 
Grocery Outlet and International Consolidated Airline Group.

Newell appoints international CEO

»

mailto:info%40iopfda.org?subject=
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ACCO Brands has named a former 
OfficeMax and Office Depot exec as its 
new CEO.

Deb O’Connor worked at OfficeMax and 
then Office Depot (following its acquisition 
of ‘Max in 2013) from 2008-2015. She 
held a variety of finance and strategy 
roles, including interim CFO at OfficeMax. 
From 2015 to 2021, O’Connor was CFO at 
hardlines wholesaler True Value.

O’Connor will take on the CFO role 
at ACCO on April 4. She will succeed 
the long-serving Neal Fenwick, who 
announced his retirement in February. 
Fenwick will stay on as a strategic advisor, 
assisting with the CFO transition, until he 
formally retires in August.

ACCO appoints 
former Depot 
exec as CFO

• Protect against cost changes 
• Manage your margins 
• Keep your business profitable. 
• Maintain customer loyalty

Deliver Competitive Pricing  
to Your Customers with  
Margin Accelerator

©2022 ECI and the ECI logo are trademarks or registered  
trademarks of ECI Software Solutions, Inc. All rights reserved.

www.ecisolutions.com   |   How business gets done.

LEARN MORE TODAY

“I only have one regret about Margin Accelerator: I 
wish I signed up immediately because it has helped 
us grow our margins significantly without losing any 
customers.”  -Ken Caldwell, Oak Cliff Office Supply

https://www.ecisolutions.com/campaign/customized-end-consumer-pricing/
http://www.ecisolutions.com


Surface protection mat specialist Floortex has announced 
that Paulette Blakey has joined the company in the position 
of e-commerce website and marketing projects manager.

Blakey brings 20 years of industry and business 
experience, having worked for both Staples and most 
recently Banner UK (part of Evo-group) as category 
manager, gaining extensive experience within retail, 
commercial, contract and online operations. During her 
time at Staples, she also supported the management of an 
online catalog, online business and retail store POS.

Blakey will be heavily involved in a number of projects 
going forward and will lead teams working on marketing 
and e-commerce initiatives, together with new product and 
market developments. 

 “We are delighted to welcome Paulette to the 
Floortex team and see this as an important addition to 
our marketing and e-com team,” said CEO Steve Bull. 
“Paulette brings valuable skills and experience to the 
existing team and I’m sure will make a major contribution to 
our continued success.”

New key appointment  
for Floortex

SEPTEMBER 2021 INDEPENDENT DEALER PAGE 21
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Order Today!                  (800) 323-6084                   c-line.com   

An organized shop is an eff icient shop!is an eff icient shop! 

C-Line has Shop Ticket Holders to keep your automotive 
body shop or repair center in order and running smoothly.

Inspiring Organization Since 1949

Check out our Check out our 
new digital new digital 

catalog!catalog!

https://www.c-lineproducts.com/shop-by-product/shop-ticket-holders/stitched-shop-ticket-holders.html
https://www.c-lineproducts.com/shop-by-product/shop-ticket-holders/non-stitched-shop-ticket-holders.html
https://www.c-lineproducts.com/shop-by-product/shop-ticket-holders.html
https://www.c-lineproducts.com/
https://www.c-lineproducts.com/catalog.html
https://www.c-lineproducts.com/
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Clover Imaging Group 
announces new partner 
marketing portal 

Paper manufacturer Navigator has announced another 
price hike, this time in the form of energy surcharges to its 
US customers.

The Portugal-based group said the Russia-Ukraine 
conflict had “severely aggravated already unstable and 
unpredictable macroeconomic dynamics”, leading to a 
steeper increase in energy-related costs.

“Apart from the direct impact of the energy prices on 
Navigator’s cost structure, the company is also severely 
affected by the indirect energy impact in several chemicals 
and logistic costs,” it noted.

Print and imaging solutions specialist Clover Imaging 
Group has announced the launch of a new partner 
marketing portal.

The portal will give dealers access to marketing assets 
including emails, videos, flyers, social media and website 
banners that will help them drive demand for Clover 
Imaging’s suite of products. New campaigns will be rolled 
out monthly, including those that target common verticals 
like healthcare, legal, manufacturing and retail. In addition, 
the new portal features enhanced functionality, such 

as the ability to quick search and preview assets before 
downloading. 

Eric Martin, president of Clover Imaging Group, explains 
the timing of the portal launch: “We are excited to roll out 
these new marketing assets to our partner community. 
There has never been a time where Clover Imaging’s value 
proposition of quality, cost savings and environmental 
sustainability has so strongly resonated with businesses 
across all sectors. This new portal will help our partners drive 
additional demand and revenue by giving them access to 
targeted campaigns and customizable materials to help 
them convey the benefits of Clover Imaging’s products to 
their customers.”

To get started using the new Clover Partner Marketing 
Portal, partners can simply log in to their cloverimaging.com 
accounts.

Another price increase from Navigator
With the circumstances “significantly affecting its 

profitability”, Navigator said it had been “forced” to 
implement energy surcharges on all uncoated woodfree 
and packing products, effective April 1. In the US, this will 
amount to $120 per ton.

“The Navigator Company believes that this exceptional 
measure is imperative to support its business model’s 
long-term sustainability and the overall supply chain,” it 
added. “Navigator will monitor the evolution of energy 
prices closely, adjusting the surcharge when the situation 
so requires.”
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I had just sat down to start working on my monthly article for INDEPENDENT 
DEALER when I received a message from Paul Miller. Paul asked me if there 
was any way we could get Sandy Grodin to attend this year’s Workplace 
Solutions Summit in Washington DC at the end of March. Congresswoman 
Escobar, Sandy’s representative, is scheduled to speak at the event. 
Unfortunately, Sandy has a family commitment that week and can’t attend. 
However, during my conversation with Sandy, he shared a story with me that 
I found inspirational and thoroughly entertaining. It captures everything that 
I love about this industry and the amazing entrepreneurs I’ve been able to 
work with for the last 40 years. I hope you enjoy it.

Sandy, like all of us, has been battling to keep Amazon and the big boxes 
out of his accounts. He has been quite successful in his efforts and has 
presented with IOPFDA on several occasions, sharing tactics for protecting 
your business.

Amazon recently opened a 1 million-square-foot distribution center in El 
Paso. I asked Sandy if he was worried.  His answer? “Not really; they haven’t 
impacted my business at all.” He then went on to tell me his 2021 sales were 
up over 33 percent for the year: office supplies, school supplies and furniture 
all increased. He was also happy that he had been able to sell a significant 
amount of HP laptops and desktops, which is a new category he is hoping to 
expand in.

Sandy and El Paso have a great relationship with their local school districts, 
and after hearing about his most recent contract with one of the districts, it 
was easy to understand why. El Paso received a contract to deliver eight 
items to 75 campuses with a total of 55,000 students. The contract called for 
immediate delivery when students came back to class in early August. El 
Paso has a 9,000-square-foot warehouse which was quickly packed to the 
hilt with 56 pallets of binders and 40 pallets of school supplies. Some of this 
product was sourced from a closeout vendor in another state. This made it 
possible for Sandy to undersell a national chain with its own product and still 
make a generous margin.

End result: El Paso received and delivered all of this to the 75 campuses 
in 10 days. “It was stunning and fun!” enthuses Sandy. And thanks to a lot 
of hard work and creativity from Sandy and his team, the customer was 
“ecstatic”. They acknowledged there was no way that Amazon or any of the 
other larger vendors could have pulled this off.

Hats off to Sandy and the El Paso team for a job well done—a great 
example of the spirit and get-it-done attitude that make the IDC so special.

Mike Tucker is the executive director of IOPFDA. For more information on all 
IOPFDA programs, contact him at info@iopfda.org or (410) 493-9491.

By Mike Tucker

That’s what it’s 
all about!

IOPFDA News

»

Sandy Grodin, president of El Paso Office Products

“Strong relationship business and  
being a solid reliable business partner 
to our customer, not just a vendor.”

mailto:info%40iopfda.org?subject=
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SCHOLARSHIPS APPLICATIONS
NOW OPEN FOR 2022-2023 

Employees and immediate family members of all IOPFDA
member companies are eligible to apply for our annual
scholarship. Open to high school seniors, college students, and
graduate students.

IOPFDA has awarded over $2.7 million in scholarships to
deserving families of office products and office furniture dealers.
Supported entirely through individual and member contributions,
college students receive one-year scholarships for the 2022-2023
academic year.

Apply today at iopfda.org.

APPLICATION DEADLINE EXTENDED TO MARCH 31!

http://www.iopfda.org
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Are You Coming to Washington?

COVID-19 restrictions are being relaxed in all states. The 
country is finally open for business. With March upon us, 
that means college basketball and the National Collegiate 
Athletic Association Final Four, and large crowds gathering 
once again to watch this year’s Cinderella story cut down 
the nets. The only place in the country that remains closed to 
most is the capital.

If Washington is closed for business, why am I telling you 
to go there and participate in IOPFDA’s annual fly-in event? 
Simply put, your business cannot afford not to. Your business 
was overlooked during the pandemic. When the airlines 
raked in billions; when the motorcoaches raked in billions; 
when the Kennedy Center got funding; when professional 
sports teams took advantage of loopholes and received 
funding—it was IOPFDA members that were forgotten about. 
That wasn’t because we didn’t work around the clock to push 
for funding opportunities, but because Congress wasn’t 
hearing from you.  

Going forward, we need to build a stronger grassroots 
network of operators and industry partners that come to 
Washington to be heard. It starts this year. We need you to 
be here to share your personal story of the challenges and 
struggles you, your business and your employees went 
through. We need you to let Congress know that continued 
virtual legislating is not going to be the future. Virtual 
government worked as an emergency tool, but has been 
ineffective and has not let industries like yours be heard. It’s 
been too easy for members of Congress to hide from you or 
dismiss you. That’s harder to do when you show up on their 
doorstep, so to speak.

IOPFDA is planning an in-person Washington fly-in and 
we need you to join us. We aren’t going to hit the Hill; we 
are going to have Capitol Hill come to you. We are going to 
make it easy and painless both for you and for your elected 
officials. This is an election year, meaning that Congress isn’t 
in session all that often. This year, we are dealing with a budget 
process still in flux; escalating gas prices; a war in Ukraine. 
Add to that a worker shortage; the cut-off of a critical resource 
like the Employee Retention Tax Credit; uncertainty around 
electrical vehicles and tax credits for our industry. And let’s 
not forget about our efforts to challenge the General Service 
Administration’s (GSA) online marketplace pilot. We have 
received some great news: GSA is looking to pilot the other two 
models.  We need you to help us make the case for our model 
and inclusion. Can you see why you might want to be here, and 
why being here might just be good for your business?

These all seem like pretty good reasons why we want and 
need you to come to Washington. We understand the strains 
your businesses have been under. We know the impact of 
the cost of a trip like this on your bottom line. I would not be 
asking if I didn’t truly believe you could make the difference 
this year. Our message to Congress must be that we are 
here, and they need to start understanding how critical we 
are to the overall economy and the valuable role we play in 
every local community.  

This year we have an opportunity to start down a path that 
builds for the future. We don’t have the budgets of the airlines, 
Amazon or Office Depot; that is why our voices need to be 
louder and heard more often. This year’s event starts us down 
an aggressive road to the future for IOPFDA on Capitol Hill.

How many of you were caught off guard when Congress 
ended the Employee Retention Tax Credit three months 
early? How many of you would like to receive credit for the 
fourth quarter of 2021? This is another reason to join us at 
the IOPFDA fly-in: we are working closely with Rep. Carol 
Miller (R-WV) on legislation that would do just that. Our plan 
is to get you covered for the fourth quarter and then begin 
discussions about if and how we extend it into 2022. We can’t 
do that without your leaders hearing directly from you on the 
impacts the pandemic has had on your business.

This is why we need you in Washington, DC on March 
30-31, 2022. We have an opportunity, and we need to seize it 
and build on our current efforts. With your help, we can make 
that happen.

Join us in March—it’s worth the investment!

By Paul A. Miller, IOPFDA legislative counsel
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WHY YOU SHOULD ATTEND
l	 Receive policy briefings on the top issues facing your business and industry, such as  

supplychain challenges, labor shortages, a healthy workplace tax credit, government  
workplace standards, and more

l	 Hear from special guest speakers and Washington insiders
l	 Meet with congressional offices
l	 Hone your advocacy skills
l	 Network with industry leaders
l	 Experience a stunning “Monuments by Moonlight” tour
l	 Be a leader and spokesperson for the industry
The health of our registrants will, of course, be our top priority. This in-person event will take  
place at the GBAC STAR-accredited Hyatt Regency Washington on Capitol Hill.

REGISTRATION IS NOW OPEN FOR THE 2022 
ISSA CLEAN ADVOCACY SUMMIT, MARCH 

30-31 IN WASHINGTON, DC.
During this two-day, premier IOPFDA advocacy event, participants will get up-to-speed 
on the pressing public-policy issues for the industry, as well as sharpen their advocacy 
acumen. Participants will then apply their new knowledge and skills by meeting with 
lawmakers and other Washington insiders to advance the industry.

LAST CHANCE 
REGISTRATIONS CLOSE MARCH 23

https://www.iopfda.org/workplace-solutions-summit
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Technology continues to advance at a phenomenal pace and is 

transforming and streamlining traditional systems and processes. In this 

issue, we take a look at the latest technology offerings available to the 

IDC and how dealers are utilizing them to best advantage.
By Lisa Veeck
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ECI: “We use it for 
everything”
Having used ECI’s digital design, 
manufacturing and services (DDMS) 
software since 2003, Mark Porter, 
president of Porter’s Office Products, 
Rexburg, Idaho, reports that the 
company avails of as many of its 
features as possible. “We use it for 
our office, janitorial and breakroom 
products,” he says. “We are a 
Steelcase dealer, so we use the 
furniture module for scheduling and 
installation. We use it for everything.”

The company appreciates the time 
and labor savings it creates. “DDMS 
increases efficiencies,” explains Porter. 
“It offers real-time customized pricing 
and stock availability, and orders 
are sent automatically to our closest 
designated warehouse. Previously, 
we had to manually input every order, 
which took countless hours. With DDMS, 
a staff member only has to look at an 
order if the closest warehouse doesn’t 

have an item; 98 percent of orders are 
fully automated. All our products are in 
the system, and so is manufacturers’ 
information, like maximum and minimum 
order sizes. So if we have an order that 
is $900 and we need $1,000 to get free 
freight, we can decide to add a few 
items. Or if we need three of an item, 
but it only comes in packages of six, the 
system will tell us.”

Another DDMS feature Porter likes 
is JumpTrack: “We may pull half an 
order and the other half comes from our 
wholesaler. We put a barcode on our 
half and the wholesaler puts the same 
barcode on its half. The driver uses an 
app to scan the barcodes, and the app 
then chooses the best delivery route 
and tells the driver how many packages 
go with each order. The driver scans 
each package as it is delivered and the 
customer signs through the app when 
they receive their order. Customers can 
also track their orders to see when they 
will be delivered.”

Porter says his company also 
uses punchouts, allowing DDMS to 
integrate with customers’ proprietary 
e-procurement systems for a seamless 
shopping experience from their 
desktops. “Punchouts create even 
greater efficiencies,” he says. “There’s 
no dual order entry; no multiple 
logins or passwords. The customer’s 
frequently ordered items are right there 
with their pricing.”

From the supplier side, “Punchouts 
are absolutely worth it,” he continues. 
“They reduce pricing errors and lock 
customers into us because if they buy 
from someone else, they have to put 
the order in twice, get approval and a 
PO [purchase order], which is all done 
automatically before the order comes to 
us. Before punchouts, large customers 
would fax orders to us every night; we 
had to key in 30 to 70 orders every day, 
so the punchouts save us a lot of work.”

While DDMS is user friendly and 
flexible, it can also prove “a bit of a 

»
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double-edged sword” at times, as 
Porter explains: “The platform offers 
great flexibility to customize, which 
means it also can get a little complex.” 
Enter tech support. ECI’s Premium 
Support package costs a little more, 
but Porter believes it is well worth it: 
“We have a dedicated, high-level 
support person who knows our system 
really well, and who we can call or 
email anytime.

“DDMS is a good system for us and 
has helped facilitate our growth,” Porter 
concludes. “It has allowed us to scale 
our business without adding human 
resources, and that’s been huge for us.”

EvolutionX: “It’s made the 
website much more user 
friendly for customers”
Clive Katz, chief financial officer of 
Office Central, Toronto, Canada, 
doesn’t hesitate to identify the 
advantages that ES Tech Group’s 
EvolutionX software has afforded his 
company.

“We have EvolutionX integrated 
with our DDMS software, so when 
customers place online orders, they 

flow directly into our ERP [enterprise 
resource planning] software,” Katz 
says. “The benefit of this is no one has 
to key in the orders manually. It gives 
live pricing, so we can control our 
contract pricing to our customers all in 
one platform. It also allows us to control 
customer functionality, such as orders 
from customers whose accounts are 
on hold and live inventory from our 
warehouse and our wholesalers. And 
customers can access their entire 
history from order to invoice.”

And what about paying those 
invoices? “Right now, customers can 
pay with a credit card or through PayPal/
Braintree,” he says. “But this month, we 
expect to integrate EvolutionX with our 
DDMS system so customers will be able 
to view outstanding invoices and pay 
them online.”

Katz is equally enthusiastic about 
some of EvolutionX’s other front-end 
features. “It’s made our website much 
more user friendly for customers,” he 
elaborates. “It allows us to customize 
third-party offerings without limitations. 
The software also offers rich marketing 
features. Before, we had no integration 

with any marketing software. EvolutionX 
integrates well with systems such as 
HubSpot, which is a big plus. Now 
we can send customer-focused email 
blasts and track customer activity.”

Katz also values the website’s 
configuration capabilities: “The 
different options are built in the page 
configuration. So, for example, if a 
customer wants to buy red paint and 
finds it on the site, the other paint colors 
will come up on the page without the 
customer having to find the different 
item numbers or go searching again. 
Another example is if we are selling a 
USB or hard drive with one terabyte 
of storage, the three and five terabyte 
options will also come up on the 
page, and customers can click on the 
different options. It is much more user 
friendly and allows us to compete with 
Staples and Michaels.”

EvolutionX has also helped the 
company move into the B2C online 
arena. “EvolutionX allows us to sell retail 
in Canada,” Katz continues. “It gives 
us full exposure to SEO [search engine 
optimization] marketing and Google 
searches. This has been huge for us. 
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It has allowed us to add thousands of 
items without having to input them into 
our DDMS system manually.” 

Again, Katz provides some illustrative 
examples: “We recently partnered with 
an industrial supply group. We were 
able to add their e-content and control 
the pricing; and when the customer 
orders, it now goes directly through our 
DDMS system. We did the same thing 
with a first aid supplier: we were able 
to load all their content. This capability 
has opened new revenue streams for 
us; we are not limited to office product 
suppliers.” 

Katz credits EvolutionX for catapulting 
Office Central into some of its newest, 
most promising categories, including 
industrial and warehouse, facility 
maintenance, material handling, and 
arts, crafts and hobbies. In addition 
to DDMS, the company has used 
EvolutionX’s punchout capabilities to 
integrate with other ERP systems, which 
is working well.   

EvolutionX’s technical assistance 
and customer support also gets 
rave reviews. “The support has been 
absolutely amazing,” he says. “A 

Cover Story CONTINUED FROM PAGE 30

great feature is the internal chat. It’s 
a chat with a live person, and you 
get a response within 10 minutes. It’s 
fantastic.”

Fortune Web Marketing: 
“Very knowledgeable, 
friendly and helpful”
Four years ago, Craig Cassanelli, 
president of Greeno Supply, West 
Springfield, Massachusetts, realized the 
company website needed an overhaul.

“We knew we should be doing more 
with our website,” he recalls. “We were 
happy with the content, but we needed to 
optimize it to make it more noticeable to 
Google so that we could get more leads.”

That’s when he turned to Fortune 
Web, a single-source online marketing 
company headquartered in Asbury 
Park, New Jersey.

“Fortune Web started by auditing our 
website, noting how we could improve 
the design and what we needed to 
do to get more leads,” Cassanelli 
explains. “Just because you create a 
website doesn’t mean it automatically 
gets recognized by Google. You have 
to map it, submit that map to Google 

and avoid doing other things that 
lower it in Google’s search rankings. 
Fortune Web knows these things 
and understands SEO. Also, Google 
continues to change its rules and 
algorithms, and Fortune Web keeps 
track of this and revises the site to keep 
it optimized.”

Greeno Supply’s return on 
investment has been substantial—and 
verifiable. “I write blogs for the site and 
give them to Fortune to optimize with 
keywords, focusing on the products 
with the highest profit,” Cassanelli says. 
“There’s a form to fill out, and I get 
these. I also can tell when questions 
are coming based on the blog. I wrote 
a blog recently on industrial strapping 
and I got a question asking if I could 
price a strapping deal for 17 locations 
around the country.”

Despite Fortune Web’s success 
with the website, Cassanelli admits he 
initially resisted hiring the company 
to help with his email marketing: “I 
thought I could handle the email 
marketing myself and was using 
canned email blasts from vendors tied 
to office products, which is not our 
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strength or our focus. It is the weakest 
of our five categories.”

Ironically, he says, the COVID-19 
pandemic brought this misalignment to 
light.

“A large group of colleges thanked 
us for the great service during the 
pandemic,” Cassanelli says. “They 
told us they got our email blasts and 
would love to give us more business 
by buying their office paper and water 
from us. It was like a slap in the face. 
It was great news that our email was 
working, getting us more customers; 
but the bad news was we were pushing 
a category we are not targeting and not 
very good at servicing. I realized we 
had a disjointed email marketing plan. 
You need to send the right messaging 
to the right people to get the right 
business. So I contacted Fortune 
Web.”

On the technical side, Greeno 
Supply’s e-commerce has been 
boosted by Logicblock’s platform, »

which the company has been using 
since 2014. “Customers can order 
direct and pay with a credit card, or we 
can bill them later,” says Cassanelli. 
“The system is easy to use and 
understand, and I’d be apprehensive 
about changing.”

For all Fortune Web’s online wizardry, 
Cassanelli believes one of its greatest 
assets is its people: “They are very 
knowledgeable, friendly and helpful.”

Any advice for other dealers? “Look 
at your business figures and push the 
items that are most profitable and in 
the categories where your company 
can deliver,” he suggests. “And I 
recommend using Fortune Web.”

GOPD: “Way ahead of  
its time for its monthly  
price point”
Tom Vanhoozer, business sales 
consultant for Indoff Business 
Products, St Louis, Missouri, has been 
in the office products industry for 30 

years and has used GOPD software for 
nearly 20 of those.

“In 2003, I owned an independent 
dealership,” he says. “I made up my 
mind to do 100 percent of my business 
with existing customers online. It was 
faster, simpler and easier, and I didn’t 
want to deal with 50 phone calls over 
a $39 order.” He chose GOPD to 
make his hands-off dream a reality. 
And when he merged his dealership 
with Indoff 13 years ago, Vanhoozer 
brought GOPD with him.

“The software Indoff was using didn’t 
have all the bells and whistles GOPD 
has,” he explains. 

When one considers Indoff has six 
divisions and more than 400 sales 
consultants, those extra bells and 
whistles are important. So too are cost 
and technical performance.

“From a financial standpoint, GOPD 
is way ahead of its time for its monthly 
price point,” enthuses Vanhoozer. 
“Technically, the platform started out 
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ahead and has continued to evolve. It 
does what a lot of other e-commerce 
sites can’t. For example, GOPD allows 
us to customize our vendors and 
offerings. We can show SP Richards 
and Essendant products. But we also 
can show products from wholesalers 
outside the office products industry 
for our other categories, such as True 
Value and Quantum Storage. GOPD 
gives us a leg-up; it expands the 
products independent dealers can 
offer.”

Other customization features 
Vanhoozer appreciates include the 
ability to put customers’ logos on 
their online shopping carts, which 
“makes them feel comfortable, like 
they are our partners.” He also likes 
the ability to customize website pages 
to automatically provide customers 
with products tailored to their needs. In 
addition, it helps with Indoff’s marketing 
by ensuring the homepage is 
frequently and automatically updated 

with current specials and rebates. 
GOPD also integrates with most 
proprietary e-procurement platforms 
via punchouts, which Indoff’s three 
large multi-location accounts use.

Save a Sale is another unusual 
GOPD feature. “It sounds a bit 
like stalking, but we call it ‘course 
correction,’” Vanhoozer says. “If a 
customer can’t find an item and is 
searching around on the site, it texts 
the rep. When I get a message, I’ll text 
or call the customer and say, ‘What you 
are looking for is here,’ and they say 
thanks and put it in their cart.”

This feature, along with GOPD’s 
clear website images and product 
descriptions, has helped reduce 
Indoff’s returns from eight percent to an 
impressive three percent.

One of Vanhoozer’s favorite GOPD 
administration functions is its help 
with matrix pricing. “Wholesalers 
don’t update the matrix pricing 
regularly because they don’t have the 

manpower,” he explains. “But dealers 
can’t wait three days to get a price, 
so they have to go in and update it 
themselves. Currently, manufacturers 
are changing their prices daily and 
weekly. The days of monthly updates 
are over. GOPD does the price 
increases automatically and globally 
for us, daily and weekly.”

Vanhoozer says he especially values 
GOPD’s responsiveness and readiness 
to enhance its software with new 
features—for example, the dashboard 
now allows sales partners to see what 
category items customers are buying 
in real time. His bottom line? “We use 
GOPD because we need a platform 
that can pivot to our future needs.”

Logicblock: “Helped us do it 
all more easily”
When Adrian Fernandez of Best Office, 
Miami, Florida, started out in the family 
business, he never thought he’d be 
involved in developing its website.
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“When I joined after college, I didn’t 
touch the website,” he says. “I got 
really good at sales; I got really good 
at acquiring clients using my mouth 
and closing sales.” However, as a top 
sales rep, he realized the company 
had to move from the old DOS-based 
e-commerce system. “We had so many 
orders, but we had to input them all 
individually,” he recalls. “So you would 
stop selling at 3:00 pm and would still 
be doing paperwork at 6:00 pm. Time is 
money; more time means more time to 
grow the business.”

But which system to choose? “We 
looked at a few different companies 
and tried one that didn’t work out,” 
Fernandez says. “Then, three years 
ago, we tried Logicblock.”

The results have been profound. 
“Previously, we’d export everything 
from Excel and upload all the 
pricing and the orders,” he explains. 
“Logicblock has helped us do it all more 
easily. If the client uses POs, we can 
set them up in the system. We can have 

the client’s list of favorites show up. It 
uploads all the pricing automatically. 
And besides solid pricing, it allows us 
to do floating pricing. So when there 
is a price increase of three percent, 
the customer’s price is automatically 
adjusted.”

The platform has also increased 
sales: “The sales reps used to take 
catalogs with them on sales calls. With 
Logicblock, all we need is an iPad. 
I preload it with useful content and 
customized pricing. Logicblock helps us 
close the sale.”

According to Fernandez, the system’s 
user friendliness gave him the courage 
to refresh the company’s e-commerce 
site. “I didn’t think I had the technology 
background to do this,” he admits. “But 
if you are not tech savvy, Logicblock 
makes you tech savvy. Logicblock 
opened my horizons. It makes it so easy 
that someone without any experience or 
a technology background can go in and 
use it and grow.”

While the standard Logicblock 

package has many key features, 
Fernandez says the upgrade to the 
professional eQuip was well worth the 
additional cost: “You can see all the 
SKUs [stock-keeping units] you order 
and compare two or three distributors’ 
price plans. And we can process a book 
of orders in a matter of minutes instead 
of three hours.”

eQuip has also helped expand 
Best Office’s business: “We can now 
drop-ship directly from distributors 
to any Miami company’s satellite 
destination. We have not sold to the 
national market yet, but now we know we 
can with Logicblock. 

“We’re not using Logicblock’s 
e-commerce resources 100 percent 
yet,” he continues. “We are just setting 
up the marketing. But we already know it 
will integrate easily with our Google store 
and our SEO ads. I can tell from all the 
bells and whistles it has, it is going to be 
fantastic.”

Overall, Fernandez is particularly 
appreciative of Logicblock’s support »
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and attitude: “Logicblock is constantly 
making sure it provides the best 
service. Its people hold your hand 
through each project. The company 
also has a support website where you 
can find articles if you have an issue. It 
likes being creative and is constantly 
making enhancements. It is an amazing 
company run by amazing people who 
always want to grow. We’ve never 
been happier or more confident in 
our business than we are now using 
Logicblock.”

Prima Software: “So easy to 
understand and use”
When Jonathan Schatz joined Office 
Source, Fenton, Missouri, as IT director 
in October 2020, he was looking 
for a new software platform with 
different functionality. “I checked out 
a few systems, including a demo of 
Prima from Steve [McLaughlin],” he 
explains. “The software was new to 
the United States, but I felt it had most 

of the functions we needed. I knew 
the platform was constantly being 
enhanced and the cost was reasonable 
compared to other systems. Cost, 
functionality and the ability to be 
enhanced are all big deals.

“One area where we needed more 
flexibility was for machine leasing,” he 
continues. “We needed the service 
module to be enhanced to enable us 
to set up service calls and we wanted 
to get it done quickly. I talked to Steve 
and found out he was the owner. 
He was very hands-on and that was 
impressive. With our previous software 
company, you had to wait to get 
someone to call you back. Prima asked 
what we needed and got it done.” 

The platform is “extremely 
customizable on the front end,” 
observes Schatz: “You can create 
customer-specific content and a nice 
feature is the ability to rank how you 
want customers to see items. We 
can customize pricing for individual 

customers. The admin control panel 
makes the website completely 
controllable.”

Schatz similarly appreciates the 
flexibility of Prima’s search: “Some 
searches are controlled and push the 
items from a certain vendor higher in 
the search results. We have the option 
to use all three searches: SP Richards’, 
Essendant’s and Prima’s. It gives us 
more control.”

And there are other features which 
set the platform apart for Schatz: 
“Before, to pay online, customers had 
to use their credit card for each order. 
Now, they have the option to place an 
order on their account. We can send a 
statement electronically, and they can 
log in and pay it. We can also set up 
email blasts based on different criteria, 
such as customers that haven’t ordered 
in a while, and automatically send out 
a ‘We haven’t heard from you’ email. 
We can send quotes as pdfs to our 
website, and the customers can log in »

http://www.primasoftware.co
mailto:smartcloud%40primaedge.com?subject=
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and click ‘order’ if they are good with 
the pricing. Another significant feature 
for us is pricing files. It used to take 
us hours to update all the pricing files 
manually. Now, a message pops up 
on the screen saying the pricing files 
are ready and it automatically updates 
them globally overnight.”

According to Schatz, Prima has 
been user friendly from the start: “I’ve 
done about 20 conversions, so I was 
skeptical and nervous; the last one I 
did had me working 80 hours a week 
for six months with no sleep. This 
one was the easiest yet. Prima gave 
us templates to fill out with customer 
data and drop into a folder, which was 
automatically inputted into the Prima 
system.”

And once it’s up and running? “Prima 
offers virtual and onsite training; we 
chose in-house, but the software is so 
easy to understand and use, we didn’t 
need any additional training,” Schatz 
says. “If there is a question, you call, 

and someone answers the phone and 
helps you. They are very responsive 
and helpful. We couldn’t be happier with 
the service. They listen to you and act.”

SSI: “Cut our costs in half”
For independent dealer Rogards, 
headquartered in Champaign, Illinois, 
the reason for switching to SSI’s 
e-commerce software platform was 
twofold.

“The biggest driver was that our 
previous software was getting too 
expensive and we were looking to 
lower our costs,” says Tonya Horn, 
president and chief executive officer. 
“We also wanted a platform that 
provided more customer support, 
faster. The lead time for assistance with 
our previous supplier had gotten out of 
hand. We wanted someone that could 
provide help in hours or a day.”

After looking at “two to three systems 
seriously,” Horn says, “SSI was the 
one that made me most comfortable, 

because the SSI team knew our 
previous system. You don’t know what 
you don’t know, and I was not confident 
enough in my knowledge of that system 
to ensure a smooth transition. I felt we 
needed someone to hold our hand 
and help connect the dots. SSI really 
helped bridge the knowledge gap. The 
software also had the functionality we 
needed and it met our needs regarding 
cost savings: it cut our costs in half.”

And the timing could not have been 
better. “We switched to SSI in January 
2020,” Horn says. “It was a great time 
to save money, although we didn’t 
fully realize it until two months later; 
because of the pandemic, it was even 
more important than we had imagined.”

While the company encountered 
a few hiccups along the way, it 
received all the support it needed. “No 
conversion to a new software provider 
is all roses and rainbows,” Horn admits. 
“But SSI had a person come on site a 
couple of times to help, and someone »

http://www.ssiop.com
mailto:sales%40ssiop.com?subject=
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was there to walk us through when 
we went live. Their support people 
also were on call for us 24/7. We 
appreciated their dedication to helping 
us through. They are very responsive. 
It might not always be what we want to 
hear, but we always get an answer.”

Horn also appreciates SSI’s support 
in integrating the platform with some 
customers’ proprietary e-procurement 
systems using punchouts: “There is 
an extra charge, but we don’t have 
someone dedicated to technology on 
staff. So a person from SSI worked with 
the customers on our behalf.”

According to Horn, Rogards’ site 
is open, so anyone can visit, check 
pricing, order and pay with a credit 
card as a guest. “It has the functionality 
consumers have come to expect,” she 
says. “But it also has the functionality 
for business needs, such as for getting 
POs and approval, which sets us apart 
as a B2B site versus B2C.”

Regarding specific features, Horn 

believes that reporting and finding 
things through SSI are now easier, 
although the system is not all that 
different from others on the market. 
“The important thing is the technology 
is not going backward and it costs 
less,” she says.

Yet Horn believes there is one key 
differentiator: “What sets SSI apart 
is that the company is interested 
in creating and putting money into 
enhancing its software. A limited 
number of providers are putting money 
and labor into these areas. So it is 
helpful to work with a software company 
willing to do this that is focused on our 
industry.”

Thalerus: “The best system 
for us and the best value”
When Strive Workplace Solutions of 
Portland, Oregon wanted to bring its 
six brands under the Strive umbrella, it 
decided to consolidate its e-commerce 
systems with a single software provider. 

After watching demonstrations and test 
driving different platforms, Thalerus 
emerged as the winner.

“For what we were looking for, the 
value and the cost, Thalerus checked 
most of our boxes,” says president Jeff 
Lurcook.

While this was the first time in 15 years 
that Lurcook wasn’t directly involved 
in implementing a new technology, 
he says the conversion “was relatively 
painless. I’ve done a lot of them in my 15 
years in technology and it was definitely 
easier than the last two.”

He believes this was in no small part 
thanks to the support on offer: “Anyone 
who was going to be using the system 
received quite a bit of training. We had 
weekly sessions on a demonstration 
site so we could go in and process 
orders, create POs and practice all the 
processes in a live environment.”

While Thalerus is the admin platform, 
VIBENet is the brand name for the 
e-commerce side of things. “VIBENet is »
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graphical and intuitive, making it easier 
to navigate,” says Lurcook. “Also, it 
gives us more control of the real estate. 
Our previous software controlled the 
header and footer; but in the new 
platform, we have total control. We 
can customize the look and feel—the 
headers, footers, side columns and 
colors.”

And the content can be customized 
too. “We rely heavily on Thalerus and 
our wholesalers to supply content, 
since we don’t have a full-time content 
person and we don’t see a reason to 
reinvent the wheel,” Lurcook explains. 
“But we can go in and change it if we 
want.”

And on the customer side? “I haven’t 
heard of any customers having trouble 
navigating the site; it’s intuitive,” he 
reports.

Lurcook also appreciates the 
company’s desire to improve: “Thalerus 
is always making enhancements and 
working to keep it current and relevant. 

The team is also very responsive when 
we request enhancements.”

And this includes a willingness to 
integrate with new systems. “We have 
one company using a punchout with a 
system called Coupa that Thalerus had 
never integrated with before,” Lurcook 
recalls. “It required some fine-tuning, 
but the integration went as well as the 
customer expected.”

This ability to meet customer 
expectations was a decisive factor 
in Strive’s choice of Thalerus. “An 
intuitive website and features such 
as the ability to pay online help us 
compete with Staples and Amazon,” 
explains Lurcook. “With 80 percent or 
more of our volume coming through 
e-commerce, the site has to be fast and 
intuitive. In the past, as a business, we 
could say, ‘This is how we do business.’ 
Now, we have to do business the way 
the customer wants, or the customer 
will move on to someone who will. 
Today’s customers want sites that are 

fast, relevant, intuitive and reliable, like 
they are used to on Amazon.” 

Customers also want to order on their 
own schedules. “Some companies take 
down their site when they have to do an 
enhancement or a monthly or year-end 
report,” Lurcook says. “But our large 
customers order 24/7. If the site is 
down, they can’t order. Thalerus never 
shuts down the site—it’s available 
24/7.”

Overall, Lurcook confirms, Thalerus 
has proven to be “the best system for 
us and the best value.”

Lisa Veeck is associate editor 
of INDEPENDENT DEALER 
magazine and the owner of Clean 
Communications, a full-service 
content-generating firm specializing 
in the office products, cleaning 
and maintenance, and healthcare 
fields. She can be reached at 
lisa@idealercentral.com or on 
773-484-7412.
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What exactly is AI?
Artificial intelligence (AI) is the 
programming of machines to use 
language and solve problems for 
humans while improving over time. AI 
can understand, learn, interpret and 
reason like a human, but on a much 
faster and bigger scale. There is so 
much data available nowadays that 
humans can no longer efficiently mine it 
all themselves.

What does AI mean for 
marketing in 2022?
Digital marketing is no longer just having 
a website and social media presence. 
Search engines, paid ads, display ads, 
social ad personalization, predictive 
analytics and AI-driven content 
marketing are now all crucial aspects 
to digital marketing. AI has changed 
the game as customers continue to 
demand more from businesses.

If you aren’t already on the AI 
bandwagon, you need to hop aboard. 

Did you know that 61 percent of 
marketers say AI is the most important 
aspect of their data strategy? And 
current AI technology can boost 
business productivity by up to 40 
percent? For small business owners, 
AI might sound expensive, but it can 
actually save you money, increase 
profitability and help you provide a 
better consumer experience.

Chatbots
Chatbots are a fantastic use of AI. 
They can provide you with unmanned 
customer support services that boost 
sales and increase engagement. As 
many independent dealers are going 
up against big boxes and online stores 
that are open 24/7, chatbots can help 
you provide customer assistance 24 
hours a day, seven days a week. They 
can offer real-time responses to basic 
questions, track customer behavior 
and make product suggestions, all 
while you are eating dinner with your 

family. The longer a chatbot is around, 
the more human-like responses to 
complex questions it can provide and 
the better you can understand your 
audience and uncover pain points.

Customer relationship 
management 
Did you know that many top customer 
relationship management (CRM) 
systems utilize AI? Utilizing the AI of a 
well-developed CRM system is key to 
interacting with your customers. You 
can:
• gain insights into how and when you 

customers are interacting with you 
across channels;

• deliver knowledge through 
automated workflows with chatbots 
as a cost-effective way to increase 
your customer base; and

• analyze customer data and identify 
the leads most likely to convert into 
customers, and help businesses 
nurture these relationships. »

HOW AI IS 
CHANGING DIGITAL 

MARKETING 
By Liz Fernandez
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Targeted marketing
Predictive customer segmentation 
and targeting clients based on their 
general preferences are more valuable 
than traditional mass advertising. 
Individualized data can help you 
determine which customers would be 
interested in a specific product before 
sharing it with them. Hyper-targeted 
ads will provide you with higher returns 
and help you generate more qualified 
leads. Looking to implement targeted 
marketing for your dealership? 
Google, Facebook, Instagram and 
LinkedIn are the industry leaders, as 
their algorithms become increasingly 
effective every day.

AI-driven content marketing
Content marketing is vital as 
consumers continue to demand 
higher-quality content. Independent 
dealers can utilize AI to make content 
recommendations to customers based 
on past purchases, browsing history 
and demographic data.

AI can also help with content 
marketing by predicting topics that 
are likely to attract traffic to your site. 
Online content will double by 2025, 
so utilizing AI is key to ensuring yours 
stays relevant.

Marketing automation
As with many of these digital marketing 
trends, marketing automation isn’t new. 
This is an important aspect of your 
marketing plan and AI tools continue to 
improve it. Automated yet personalized 
emails based on previous purchases 
or a customer’s browsing history are 
an effortless way to utilize AI. You can 
also utilize AI solutions to automate 
pay-per-click advertising and display 
advertising, search engine marketing, 
keyword research, search engine 
optimization, social media marketing 
and website analytics. Don’t leave these 
areas of growth untapped in 2022.

Google Analytics is one example 
of an AI tool that is free to utilize. You 
may already have it set up and use it to 
provide insights into how your website 
is doing; but did you know that Google 

Analytics also integrates with Google 
Ads, Search Console and Data Studio? 

Utilize AI in your digital 
marketing strategy
AI is not new. However, advances 
in technology and a decrease in AI 
costs have made it possible for more 
businesses to implement AI strategies. 
As independent dealers, you will 
greatly benefit from integrating AI into 
your digital marketing strategy in 2022. 

The digital marketing industry is 
constantly evolving and new technologies 
are emerging daily. Looking for an expert 
to help you keep up? Give the Fortune 
Web Marketing team a call!

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

Liz Fernandez CONTINUED FROM PAGE 44
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I love sales reps and I try my best not 
to criticize them, because I am one 
too. However, over the years—and 
especially during this time of insane 
inflation—I have spoken to so many 
dealers struggling with margins. One 
of the main reasons has been that their 
reps are often stating or acting out the 
following mantra.

“The only reason that any company 
buys from us is because of me and if 
we raise our prices, they will leave.”

I could only include half the quote in 
the title of this column so you wouldn’t 
be worn out just reading it; but the first 
portion of the sentence is just as vital if 
we want to solve the issue of price. By 
the way, if one part of the sentence is 
true, the other part isn’t.

To state it succinctly, most reps live in 
fear. Most of them are in sales because 
they like to establish and deepen 
relationships, which makes them 
afraid to disappoint their customers, 
who they also consider to be their 

friends. Consequently, unless they are 
disciplined enough to separate their 
responsibilities to their employer and 
their pocketbook from their concern for 
their customer, margins will suffer.

Reps can also suffer from a “me first” 
attitude. They sometimes believe that 
they are the only reason that customers 
choose and continue to choose your 
company. To some extent they are 

correct in this assumption—especially 
toward the beginning of a new sales 
relationship; but there comes a point 
when that is no longer true. This is why 
I underlined the phrase above. Any 
company, especially in the distribution 
business, needs more than just good 
salespeople to retain customers.  

Most customers see a delivery 
driver more than they do their rep; they 

“IF WE RAISE OUR PRICES, 
THEY WILL LEAVE”

By Tom Buxton

(DON’T ALLOW YOUR SALES REPS TO READ THIS COLUMN.)

»
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interact with your internet ordering 
system and/or your customer service 
person more than with their rep. If those 
people and systems work well, they 
complement and reinforce what the 
rep has done and also increase the 
loyalty of the customer to your entire 
company. Please don’t misunderstand 
me—I am not advocating for reps 
not to “farm” as well as hunt. Our 
competition has almost completely 
replaced sales representation with 
customer service people that are 
overburdened and don’t have the time 
to establish relationships. We have a 
great opportunity to grow both sales 
and margin right now, because the big 
boxes and Amazon have made that 
choice. So, let’s encourage our reps to 
grow and get them out of the margin 
management business.

Hopefully, a manager or owner 
can use their knowledge of their 
company’s financial challenges along 
with observations about current market 
conditions to make changes to margin 
as their costs change. But let me be 
clear: making needed changes to 
pricing can also be emotionally difficult 
for management.  

When I owned my office products 
company, I would wake up many 
nights worrying about my company’s 
top two or three accounts. (Anyone 
else want to admit to experiencing 
this sleeplessness?) Which of my 
competitors was pursuing them at the 

moment? Did my customer service 
person insult them by mistake? Did the 
third “mis fill” of the week make them 
think we were idiots?

Have you done that recently? Have 
I scared you too much? That was not 
my intention, but I want to be sure 
you understand that I understand that 
business decisions are tough. Right 
now, the pressures are high; and when 
fill rates are down, do you really want to 
risk raising prices?  

YES, you do want to raise your 
prices. Your sales reps aren’t always 
emotionally equipped to ensure the 
company’s profitability, but you must 
make those choices for the good of 
your family and the families that work 
for the company. And here is the great 
news! All companies that want to stay 
in business are raising their prices 
too. The companies you sell to are 
also raising their prices; and despite 
what some in our government say, it is 

not price gouging to try to survive the 
insanity that our politicians and market 
forces have caused in recent months.

2022 is already a great year for 
growing sales and profitability for 
those businesses that make the tough 
decisions and don’t let their sales 
representatives unduly influence 
margins. How about yours? One last 
thing: if you do raise prices and sales 
are not negatively impacted (which 
they shouldn’t be), your reps may even 
thank you… at some point. 

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.

Tom Buxton CONTINUED FROM PAGE 46
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Are you finding it hard to hire good 
salespeople? If you are, you’re not 
alone. Nearly everyone I talk to when I 
speak at conferences asks me about 
the sales hiring outlook in 2022. Too 
many companies are running short 
staffed, losing sales coverage and 
bandwidth—and losing opportunities. 
The truth is that if you have a fully 
staffed and skilled sales team right now, 
you’re probably doing a number on the 
competition; and you’re the exception, 
not the rule.

But what if you are having difficulty 
staffing your sales team? Some will 
attribute this to the effects of COVID-19 
and the various governmental 
interventions in response; but as I’ve 
said from the start, the pandemic 
has merely accelerated trends that 
were already emerging in the sales 
profession. And a declining pool of 
sales talent is one of them. So, let’s look 
beyond the existing pool of sales talent.

In my opinion and experience, 
teachers are a great source of potential 
sales talent. And the time is right. In 
2021, a Rand Corporation survey 
showed that 25 percent of all current 
teachers were considering leaving 

the profession. In January 2022, a 
National Education Association survey 
upped that figure to 51 percent. While 
education is absolutely an important 
profession for our country and society, 
we’re talking about sales and our 
businesses here—so let’s see if we 
can make lemons out of lemonade. 
First, why do teachers make great 
salespeople? There are several 
reasons:

• They are great communicators: 
This should be obvious. Sales 
is about communication, and 
teachers by nature are terrific 
communicators. Furthermore, they 
are typically skilled at adapting their 
communication to different levels of 
recipients. If that sounds like a good 
trait for a salesperson, it’s because  
it is.

• They are patient: Sure, in sales, we 
like to think that we act quickly—but 
do we really? Even the best 
salespeople spend a lot of time 
being patient, nurturing relationships 
and finding ways to move processes 
along. Teachers must also exercise 
patience. Don’t believe me? Think 

back to how you acted when you 
were in school! A closely related 
trait is the ability to deal with difficult 
personalities. We sometimes 
say that our customers act like 
13-year-olds—but they really don’t. 
Find someone who has made a living 
dealing with 13-year-olds and you 
have someone who can usually deal 
with your most difficult customers.

• They understand structure and 
rules, but balance them with 
independent activity: Structure and 
rules are important in most sales 
positions—you want a salesperson 
who understands activity standards, 
customer relationship management 
and reporting structures. At the 
same time, teachers like to create 
and use their own lesson plans, so 
they understand independence.

• Sales is usually a large jump in 
terms of income: Even entry-level 
sales positions pay better than most 
teaching jobs, so accepting a sales 
job is a big career advance for a 
former teacher. This will incentivize 
the type of work ethic that successful 
salespeople need and help 
engender loyalty.

FINDING NEW SALES 
TALENT DURING “THE 
GREAT RESIGNATION”

»

By Troy Harrison
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Sold on trying to recruit burned-out 
teachers now? Good. But hold your 
horses—there are a few things you must 
do in order to succeed at this:
• Use a quality third-party assessment: 

Not all teachers are “trait fit” for the 
job. Yes, the basic characteristics 
above lend themselves strongly 
to sales success—but you should 
use a good third-party assessment 
(my go-to is Wiley’s Profiles Sales 
Assessment) to determine if their 
underlying traits are a good match 
for the trait pattern that succeeds in 
YOUR sales environment. As you 
don’t have a track record to rely on, 
this is a crucial part of the screening 
process.

• Use behavioral interviewing 
techniques: Behavioral 
interviewing—a science of 
interviewing that centers around 
asking candidates to tell stories 
about situations they have 
encountered—is essential. For 
most sales interviews, they can be 
about situations that the candidate 
has encountered in their career. 
When interviewing non-salespeople, 

the questions should be based 
on situations they have likely 
encountered in life as well as in their 
career path.

• Onboard correctly: Onboarding is 
essential for any sales job, but for 
career-changers it is even more 
critical. I look at onboarding as the 
first 90 days, which I divide into three 
phases. The first 30 days should 
strictly focus on building knowledge 
of your company and the job. There 
should be no expectations during 
that period for sales calls—just an 
expectation that the new salesperson 
should be a sponge. Sales training 
should be part of this, as well as 
company and product training. The 
second 30 days should focus on 
activity—getting into the field, making 
sales calls and building a sales 
funnel. In the third 30 days, you can 
start to measure achievement and 
results. Remember, new salespeople 
(whether experienced or not) will 
need time to ramp up.

• Coach, train and develop: The 
manager’s job is never finished 
because salespeople should never 

stop learning and developing. 
Again, this is critical to keep new 
salespeople engaged in their jobs. 
We’ll talk more about engagement 
and retention in this space in the 
future.

Two of the best salespeople that 
ever worked for me came directly from 
the teaching profession. I used the 
four techniques above to help them 
settle into their new jobs and become 
productive, and they soon put up big 
numbers. In fact, within a year, each one 
was among my top people. You can do 
it too, if you put your mind to it. There’s 
a world of talent out there just waiting to 
be brought into our great profession.

Troy Harrison is the author of Sell Like 
You Mean It! and 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.

mailto:Troy%40TroyHarrison.com?subject=
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Saying “Everything about pricing has 
changed” must be the understatement 
of 2022. Everyone has felt the pinch 
of inflation at the grocery store, at the 
gas pumps, at the coffee shops, etc…

The national retail and commercial 
suppliers will increase hundreds 
of prices in the time it takes you to 
read this article. This has created 
a dramatic shift in priorities when it 
comes to pricing your products. In 
the past, we used to focus on being 
competitive with the national retailers. 
Now, being competitive no longer 
matters.

What matters now is protecting 
your margins by staying on top of 
consumer price increases. Rapid 
and frequent across-the-board 
consumer price increases are the 
new norm we must embrace. It’s now 
critical that these price increases are 
passed along to consumers as fast 
as possible. All the old assumptions 
regarding consumer pricing have 
failed and no longer make any sense.

Let’s look at some of the old 
pricing assumptions that 
should now be discarded.
LIST PRICE
It pains me to have to say this again, 
but list price should be internal use 
only and never shown to a consumer 
or used to set your pricing. This is 
especially true now that it’s all anyone 
can do to keep up with the cost 
increases. Here’s why list price can’t 
be used to set your sell prices:
• The two US wholesalers’ list price 

differs on over 10,000 items they 
have in common—a full one-third of 
the common items.

• Hundreds of differences are 30 
percent or higher, with the average 
difference around 10 percent.

• The nationals routinely sell way 
above wholesaler list price—
sometimes as much as seven times 
wholesaler list price.

• None of the national players use or 
show list price on their sites—for very 
good reasons.

COST PLUS
Cost plus has two major flaws: you 
price yourself out of some categories 
and you leave money on the table in 
other categories. I’ve heard all the 
retorts about how some dealers will use 
cost plus on certain categories and 
add a bump here and there; but in the 
end, it still misses the mark.

The reason cost plus is not a good 
strategy is that the nationals have all 
the data and they know which items 
are price shopped. It’s item by item, 
not the entire category. The nationals 
also know what items they can sell at 
seven times wholesaler list price. This 
happens all the time. Why on earth 
would you give that margin away when 
it’s unnecessary?

FIXED CONTRACT PRICING
This will be the biggest and hardest 
pivot for many “traditional” B2B 
dealers. “Fixed contract pricing” refers 
to holding pricing on certain items for a 
period of time. As most of you already »

EVERYTHING ABOUT 
PRICING HAS CHANGED

By Rick Marlette



MARCH/APRIL 2022 INDEPENDENT DEALER PAGE 51

know, in the best of times, these 
contracts are hard to maintain and 
change. Then there is the fear of losing 
a customer because you raised your 
prices. However, because these fixed 
pricing contracts are often overlooked 
and not updated, they can quickly turn 
into a pricing black hole that consumes 
your margins.

The good news is that everyone 
is moving away from fixed contract 
pricing. Major contracts are being told 
“No” when they ask suppliers to hold 
price for any length of time. Everyone 
is looking at the 800-pound Amazon 
gorilla and saying: “They have gotten 
away with it, so why are we still doing 
it?” In case you didn’t know, Amazon 
doesn’t offer fixed contract pricing to 
anyone and never has. And yes, that 
includes Amazon Business.

I understand that some may say: “It 
sets us apart.” Well, it can also ruin 
your margins. This is especially true 
now and in the current environment. 
You should at least be hyper-focused 
on this area, making sure to clean up 
any ancient pricing and limiting the 
number of stock-keeping units allowed 
on any fixed contract.

So what’s an independent  
to do?
Very simple: raise your prices, 
across the board, right now. Let’s 
acknowledge there are social and 
moral issues that I will not address 
here. However, we must face reality.

All the major corporations, not just 
in the supply channels, are raising 
prices. Many, if not most, have raised 
prices simply because they know they 
can get away with it. Starbucks has 
taken “pricing actions” twice in the past 
four months and expects more soon. 
You think people have stopped going 
to Starbucks? Do you think they will? 
Of course not. This is all in the recent 
news; just Google it.

Make no mistake—major oil, food 
and other corporations are salivating 
over the turmoil in Ukraine. This is yet 

another opportunity to raise prices to 
achieve even loftier record corporate 
profits. This, of course, will expand to 
the entire economy, quickly affecting 
everything reliant on fuel costs, 
transportation, etc—including our 
industry.

Here’s my fear (and I’ll date myself): 
having lived through the worst inflation 
period in modern history, the 1970s, 
I saw then what I see coming now. 
Back then, the major corporations 
raised prices because they could. 
They blamed the price increases on 
the rise in inflation. In the summer 
of 1971, inflation was only one point 
higher than it is now. Meanwhile, many 
independent dealers lagged behind in 
raising their prices.

After the corporations were done 
feeding at the trough, the bomb was 
dropped. President Nixon instituted 
widely popular price controls on all 
prices and wages. These lasted off and 
on from 1971 to 1973. They destroyed 

those independent dealers that had 
not been keeping up with the price 
increases prior to the Nixon nuke.

Now they are talking price controls 
again. Just Google “price controls 
debate” and you’ll see what I mean. 
The Nixon price controls eventually 
ended in utter failure, with inflation 
roaring to a record high of 14.6 percent 
during the Carter years. Failure to 
act now may be catastrophic to your 
business.

I urge you to address your pricing 
strategy right away. If you need help, 
I will help you, and it won’t cost you an 
arm and a leg!

Rick Marlette is the designer and 
creator of OPSoftware. He has worked 
independently for over 30 years in 
various facets of the office products 
industry developing specialized 
programs and databases for OP 
dealers. For more information email 
rickm@opsoftware.com.

Rick Marlette CONTINUED FROM PAGE 50
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What comes to mind when you hear the word 
“self-correcting”? 

It’s a far cry from micro-managing, but it isn’t a totally 
hands-off management approach. 

So, what does it mean to be self-correcting? 
As a salesperson myself and the owner of my business, 

“self-correcting” means I can predict slumps before they 
happen. It means I can take a proactive position, knowing my 

numbers and understanding my historical pipeline patterns 
well enough to change course before it’s too late. 

In last month’s cover story, IDC members were highlighted 
for having successfully taken market share from traditional 
jan/san dealers. As businesses increase their need for 
jan/san and rethink how offices are designed, there is no 
shortage of opportunities. However, we must be careful 
not to let optimism and hope cloud the reality with these 
opportunities. 

As an IDC owner or manager, you need to help your 
sales professionals prioritize their time and understand 
what makes an opportunity worth pursuing. To do this most 
effectively, you need to help your sales team help themselves 
by becoming self-correcting. 

To properly self-correct, start by using a common language 
and pipeline inspection process that’s shared across the 
organization. 

Personally, the checklist on the left has helped me more 
effectively manage my opportunities and pipeline. Now, I 
want to pay it forward and share this checklist with you, so 
you can share it with your sales team. 

 Ask your team to use this checklist and think about how 
they can more effectively use their time, focus on the right 
activities and metrics, and understand the importance of 
working together as a team to strategize roadblocks in 
advance of meeting with a prospect or customer.

When your sales team uses the same principles and 
thought process to manage their pipeline, they will become 
more productive and self-correcting, and will hit their 
company or even their personal goals more consistently 
and predictably.

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, please visit www.methodsnmotion.com.

HOW TO HELP YOUR 
TEAM BECOME 
SELF-CORRECTING
By Marisa Pensa

My pipe l ine is  date-dr iven with
f i rs t  appointments and NST dates

I  know the number of  f i rs t
appointments I  need at  a l l  t imes

My p ipe l ine is  not  a wish l i s t  but
rather  a rea l i s t ic  snapshot of
future bus iness

The % of  t ime spent be ing
proact ive is  increas ing 

I ’m f ind ing ways everyday to
increase t ime spent be ing
proact ive

I  st rateg ize roadblocks with
someone on my team each week

I f  I  lost  my #1 opportun i ty ,  I
know I  can make i t  up and have
the sk i l l s  and d isc ip le to do that

SELF-CORRECTING
CHECKLIST

SALES 
MANAGERS:
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This retreat is designed to create awareness around your deepest dreams and 
desires in life, and how you can reach those dreams even when faced with 
obstacles and challenges. It’s difficult to wake up each day, feeling motivated 
and inspired. However, when you are living with intention, and have a clear 
purpose in life, you can reach your dreams with ease, and live a happier and 
more fulfilling life. 

If your dream is fuzzy right now or seems lost… our program will bring it into 
clarity. During this retreat, we will work through a series of individual and team 
activities that will help you get clear on what it is that you want, how to gain 
the confidence to make it happen, and set a plan in place to live your dreams.

Those who attended the OPWIL BE10Again Retreat in 2019 and the virtual SOAR 
Retreat in 2020 will see this as the “next level” retreat for themselves. However, 
prior attendance is not required or needed. 

There is no better time than now to refocus on yourself, enjoy the company and 
support of other professional women, friends and colleagues, and build a clear 
path of resilience for the future.

During the past 20 months, we have all faced 
personal and professional challenges that have 
likely taken a toll on our relationships, motivation 
and wellness. The OPWIL UNCONQUERABLE 
retreat will celebrate the WINS, build motivation 
and confidence to conquer your goals and help 
create a plan for happiness and satisfaction in 
the workplace and at home. 

OPWIL 6th Annual Retreat

Reserve Your Spot Now
opwil.com/index.php/unconquerable/

UNCONQUERABLE
DATE: THURSDAY, APRIL 28 TO SUNDAY, MAY 1 

LOCATION: COOLFONT RESORT AND RETREAT CENTER – BERKELEY SPRINGS, WV 

Office Products Women in Leadership

http://opwil.com/index.php/unconquerable/
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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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