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As one year draws to a 
close and another begins, 
we take our customary look 
at the projected trends for 
the industry over the next 
12 months.

In the cover story 
our associate editor, 
Lisa Veeck, talks to 
a cross-section of 
independent dealers for 
their thoughts about which 
current trends will persist 
into the new year and 
where the market might be 
heading during 2023. 

Meanwhile, IOPFDA 
legislative counsel Paul 
Miller tries to unpick how the 
mysteries of government 
might unfold in Washington; 
and in the columns towards 
the end of the magazine, 
Mara Gannon of Fortune 
Web Marketing previews 
expected trends in digital 
marketing and Valerie 
Santanasto of dancker adds 
her voice to the debate 
on how the workplace will 
look in the future. We also 
have our annual round-ups 
from the two main industry 
wholesalers about their 
marketing programs for the 
year ahead. 

»

Editorial

New year, 
new look

Rowan McIntyre, Editor
rowan@idealercentral.com

Winner’s Circle

I’d also like to welcome 
our new columnist, 
Alexander Nicolaides of 
Logicblock, who will be 
regaling us with his words 
of wisdom from time to time 
going forward. 

Finally, you may have 
noticed we have refreshed 
the look of the magazine, 
with a new masthead on 
the cover and a (hopefully) 
more up-to-date feel inside. 
We will be introducing a 
few more changes over 
the coming months. We 
hope you like them. Your 
feedback is, as always, 
appreciated.

All that remains is to wish 
you all the finest of festive 
periods and we hope 
you have a happy and 
prosperous new year. 

The Office Shop 
on turning 40 and 
staying local 
This story is about local success. It’s about local childhood 
sweethearts who built a local business—The Office Shop 
Inc. in Aitkin, Minnesota. Thanks to locals buying local, the 
independent dealer is still going strong some 40 years later.

Scott Johnson started working for Bower Office Supply 
in St. Cloud, Minnesota, right out of college. The owner told 
him he was free to develop the area since the company had 
no customers east of St. Cloud. Scott worked hard there 
for a year and a half, building a good client base. When he 
turned 20, he decided he was tired of working for straight 
commission and wanted to own a business. He was from 
Aitken and so was his childhood sweetheart, Jodie. There 
was no office supply business in the town. Scott talked with 
his parents, who agreed to cosign a loan. He already knew 
Gary, the general manager for the St. Paul branch of S.P. 
Richards at the time. The two men met at the local library 
and created and priced Scott’s first order.

Scott opened the startup in a three-room office in Aitken 
in January 1983. Besides himself, he had two part-time 
helpers. By the time Jodie (now Johnson) graduated from 
college and joined the company six months later, business 

http://cityofhope.org/nbpi
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was booming—enough to warrant a 
move to a larger facility on Aitken’s 
Main Street. Today, the company has a 
second location about 30 miles outside 
Aitken, 20 employees and annual sales 
of $4 million.

According to Jodie, the buy local 
movement that swept the country 
during COVID-19 has been a mainstay 
for them in Aitken since the start and 
she believes the benefits go both ways. 
“I’ve been screaming ‘buy local’ for 
40 years, and we are still in business 
because the majority of local people 
support us,” she says. “We’ve been 
so blessed because Aitken is a small, 
close-knit community that realizes how 
important it is to support us. They know 
that if they don’t, there won’t be any 
boutique office product or copy shop 
on Main Street.”

Something else she believes has 
kept them in business is the company’s 
customer service. “When we opened, 
our main competitors were Staples, St. 
Paul Book and Stationery and Quill’s 
mail order,” she recalls. “From day 
one, we knew great customer service 
would distinguish us. When we started, 
our service area was a 60-mile radius 
around Aitken. The customers trust us 
because our customer service is top 
notch. If there was an issue, we were 
Scott and Jodie—hometown kids who 

»

Winner’s Circle

they knew would make it right. They 
still know that. And even though we 
might be a little higher on some items, 
they know they will get their order hand 
delivered. From our two locations, we 
deliver local every day and twice a 
week to our outlying areas.” 

Jodie is confident this trust also 
gives The Office Shop the edge over 
Amazon: “We can meet Amazon at the 
table every time. Sometimes Amazon’s 
prices are higher. But even when its 
price is lower, our customers trust us 
and will pay a dollar more for a binder 
because they know they get great 
customer service.”

Of course, customer service requires 
having the right people, which is 
another key factor in the company’s 
success. “Of our 20 employees, 15 
have been with us for 20 years,” says 
Jodie. “We have excellent people who 
take excellent care of our customers. 
They know what to do. They know how 
to be sure our clients are treated the 
way Scott and I want them treated. 
They also know how to problem solve, 
knowing the way we want our business 
run. If there is an issue they can’t solve, 
they come to us right away. But most of 
the time, they can handle it. They know 
we trust them.”

So what are the plans for The Office 
Shop moving forward? “We will 
continue providing great customer 
service and growing our customer 
base,” enthuses Jodie. “We will 
continue doing what we do to the best 
of our ability. Our workers all know 
we are here to solve our customers’ 
problems. Whether it’s to service a 
broken copier or they need a chair 
or are out of copy paper, our job is to 
solve their problem as soon as possible 
so they can return to making money in 
their business. We will continue to solve 
their problems so they can continue to 
grow their companies.” 

(Left to right) Scott and Jodie Johnson, and sales manager Sheila Avenson, receiving an 
Outstanding Commitment to Your Community Award from ISG’s Charles Foreman at Industry Week
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FEATURING AVERY PRODUCTS WITH SURE FEED® TECHNOLOGY

Get more done during the busy holiday season with Avery. We make our products with unique 
attributes like Sure Feed, Easy Peel® and TrueBlock® technologies. Not to mention our free 
online software for customizing printable labels, cards and more.

Reduce misalignments and paper jams with Sure Feed 

Peel and apply labels faster with Easy Peel pop-up edges

Block out dark text, images and barcodes with TrueBlock

Add custom logos, text, images and more online, for free!
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Storey Kenworthy Office Products 
and Interiors employees in Hiawatha, 
Iowa, spent two weeks fundraising 
and volunteering for United Way 
2022. The money they raised was 
matched by the company, resulting in 
an impressive grand total of $26,650. 
In addition, Storey Kenworthy team 
members packaged and boxed 
hundreds of meals that are being sent 
to those in need worldwide.

“We have partnered with United 
Way for many years,” says Nicole 
Boyington, Storey Kenworthy design 
community workplace consultant and 

community engagement co-chair. 
“The various needs in our community 
are complex and we feel United Way 
does a great job approaching many 
of the issues we are facing from many 
angles with many partners. It is one 
group we can give to that we know 
will effect positive change in many 
critical areas in our communities. We 

strongly believe it is our duty to give 
back to the community that has been 
so good to us.”

In a separate community give-back 
event, this time in Eastern Iowa, 
Storey Kenworthy team members 
donated 20 total hours to water trees 
that were planted to replace trees lost 
during the derecho.

Storey Kenworthy 
teams up with 
United Way

  The US Government spends billions of dollars annually buying from GSA schedule contracts. 
Warwick® delivers data driven market intelligence to help grow your business.

Visit xsb.com/contact or call 631-371-8100 to schedule your free demo today!    

The federal e-commerce market is highly competitive & changing rapidly.

 How are you Keeping up?

Learn more  
about Warwick.®

Manage
Contract optimization  

and compliance

Research
B2G market Intelligence

Analyze
Fact-based competitive  

price targets

https://xsb.com/warwick
https://xsb.com/contact
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Schmidt Goodman Office Products, 
Rochester, Minnesota, partnered with 
The Rochester Community Warming 
Center (RCWC) for the annual 
Socktoberfest donation of socks and 
warm gear to help keep those in the 
community warm. About 25 Schmidt 
Goodman team members participated 
in this year’s event, collecting boxes of 
socks and gloves.

The RCWC is a 42-bed emergency 
shelter for Rochester area adults who 
are experiencing homelessness. 
Each individual served at the RCWC is 
provided with a safe and warm place 
to sleep along with access to a shower, 
laundry facilities, healthy snacks and 
beverages, fellowship and referrals 
for additional help and assistance. 

Schmidt Goodman Office Products 
participates in local sock and toy drives

The RCWC is a low-barrier shelter that 
serves its guests in a non-judgmental 
manner that affirms human dignity.

“We are always looking for local 
nonprofit organizations to help 
throughout the year”, says vice 
president of operations Samantha 
Sagdalen. “When we did this previously, 
it was a big hit—everyone wanted to 
participate; and it is such a good cause, 
we wanted to do it again this year.”

More recently, Schmidt Goodman 
participated in KTTC TV’s Christmas 
Anonymous Toy Drive to provide new 
and slightly used toys for parents to 
put under the tree. “Our mission is to 
have a wonderful Christmas for families 
in need,” says Christmas Anonymous 
president Beth Kosta. 

The drive reopened the Christmas 
Anonymous store, which had taken a 
few years off because of the COVID-19 
pandemic. “It offers a sense of dignity 
to a family or parent, to be able to shop 
for their children,” explains Kosta. “They 
know better than we do about what their 
children might like and so we’re happy 
to be able to open the store again.”

caption to go here  caption to go here caption to 
go here tion to go here  caption to go here caption 

Stress #439,341: Our salespeople can’t 
easily see their customers’ order history.

Solution: GOPD

To discover your solution, call 
888.665.9593 or visit our 

website at gopd.com.

The most flexible dealer e-commerce 
& back office solution on the market.

http://gopd.com
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Emerald Business Supply of 
Philadelphia, Pennsylvania donated a 
truck full of furniture, copy paper and 
other office products to BookSmiles, 
a nonprofit organization based 
in Pennsauken, New Jersey, that 
promotes literacy and the joy of reading 
by giving books to children throughout 
Philadelphia and New Jersey.

“I just love what BookSmiles and 
Larry Abrams, the company’s founder 
and director, are all about—helping 
others,” says Jaret Lyons, Emerald 
Business’s vice president of sales and 
operations. “He is a man on a mission 
to provide students and younger 
siblings with high-quality new or gently 
used books, laying the groundwork for 

Emerald Business 
Supply brings smiles 
to BookSmiles

EON Office, Denver, Colorado, rang in 
the holiday season with a toy drive for 
the Mile High United Way Children’s 
Holiday Party. The Children’s Holiday 
Party is Mile High United Way’s most 
significant community outreach 
event of the year. They invited 400 
families to celebrate the holidays with 
craft-making, games and photos with 
Santa this year. 

Toys were collected by EON delivery 
representatives or dropped off at the 
company’s headquarters. 

EON participates 
in Mile High United 
Way toy drive

academic success. Larry has been 
relentless in his pursuit to irrigate book 
deserts. With the full support of the 
company, I was so excited to fill our 
express delivery shuttle with items 
to donate to this great organization. 
Especially during the holiday season, 

contributing to the community in any 
way is what Emerald is all about!”

BookSmiles’ work has been featured 
on CNN and Abrams’ work earned him 
the NPO Community Partner of the Year 
Award from the Non Profit Development 
Center of Southern New Jersey.

INDEPENDENT DEALER would like 
to extend our deep condolences to 
Sayes Office Supply, Alexandria, 
Louisiana, whose headquarters 
was destroyed by a tornado as 
this issue was going to press. The 
company was quick to take to social 
media report there were no serious 
injuries and to spread the news that 

it was still accepting online orders, 
its sales reps were available by 
cellphone and email, and deliveries 
would be serviced with minimal 
delay. We wish Cindy and Kenny 
Sayes and all at the dealership 
well, and hope to check in with the 
company and bring more details in 
our next issue.

Sayes Office Supply 
headquarters hit by a tornado

»
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Because the Faster You Get Product In,

The Faster You Get It Out!

In business, time is money.
That's why you need…

It's simple: the faster you can process orders and purchase and
deliver products, the higher your profits. Regardless of whether
you're drop-shipping from a wholesaler or pulling from your
own warehouse, no dealer software makes distribution faster
and easier than SSI Edge.

Streamlining distribution is just the beginning. SSI Edge
reduces costs throughout your business, including your
monthly IT expenses, so it not only speeds up your order
flow but the growth of your bank balance!

Winner’s Circle

Sundance Office, Broken Arrow, 
Oklahoma, donated $478.42, a portion 
of the company’s November 28 sales, 
to John 3:16 Mission. John 3:16 was 
Sundance Cares’ selected nonprofit 
for November. 

Each month, Sundance Office 
donates a percentage of all the orders 
placed on the last Monday of that 
month to a local charity through its 
Sundance Cares program. Since 2011, 
the company has donated more than 
$70,000 to the Oklahoma community 
and charities in need. 

John 3:16 helps restore hope to 
Tulsa, Oklahoma’s hungry, homeless 
and at-risk people while meeting 
their immediate physical needs. The 
mission currently serves about 550 
meals per day and approximately 
192,000 annually.

“John 3:16 Mission is a great 
organization that we’ve supported for 
years,” says Tyler Condry, Sundance 
Office president. “It does a lot for 
homeless people and those with 
mental illnesses that are having a hard 
time and is really good at helping move 
them out of homelessness and get their 
lives on track.”

In November, Sundance participated 
in John 3:16’s annual turkey drive by 
donating 10 turkeys.

The company has organized a food 
drive tied in with December’s Sundance 
Cares program. Its drivers picked 
up donated items from participating 
customers and contributed $400 worth 
of food itself. Sundance Cares team 
members organized the contributions 
to be split between the Eastern 
Oklahoma Food Bank covering the 

Tulsa metropolitan and surrounding 
areas and the Regional Food Bank 
of Oklahoma covering the central 
Oklahoma City area.

According to Condry, giving back 
to the local community is vital. “When 
businesses in the community give 
back, it makes everyone’s life better,” 
he says. “There are so many issues 
in our world today. The only way 
to fix them is through funding and 
engagement from citizens, businesses 
and the community. 

Sundance Office gives back to the community

mailto:sales%40ssiop.com?subject=
http://www.ssiop.com
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In Memoriam

It is with the deepest sadness that 
INDEPENDENT DEALER has learned 
of the passing of Jennifer Smith, CEO 
of Innovative Office Solutions.

Jennifer, who was 56, passed away 
on December 3,  2022, having fought 
both breast cancer and leukemia over 
the past five years. Her family were by 
her side.

Jennifer was an inspirational leader 
in the IDC. Having graduated from 
university, she acquired valuable sales 
and marketing experience working 
at a Dayton-Hudson department 
store, starting on the sales floor in 
the mid-1980s and working her way 
up to the buying office in the shoe 
department—her dream job at the time!

In 1994, her career path changed 
when her mother became ill and she 
returned to help her father run the 
family business, Town & Country Office 
Products in Northfield, Minnesota. That 
year, she bought Town & Country from 
her father and his business partners 
and grew it from a $1 million business 
to $12 million within 18 months.

In 1997, having transformed the 
company’s fortunes, she sold it to US 
Office Products (USOP), where she 
worked for a while learning about the 
corporate side of the business. The 
following year, however, she decided 
to leave the industry and set up a 
medical manufacturing company, 
Medcare Products, with her husband 
Brooks.

Three years later, the opportunity 
to return to the office products 
world arose when USOP went into 
bankruptcy and sold its assets to 
Corporate Express. Jennifer joined 
forces with about 20 of the people 
working there at the time and 
Innovative Office Solutions was born 
in June 2001, with her as CEO. She 
drew upon all her experience to build a 
formidable dealership.

In memoriam: Jennifer Smith, Innovative Office Solutions

Under her inspired leadership, 
Innovative has grown to an almost 
$170 million business. It was one of the 
pioneers of both stockless operation 
and online ordering. It was also quick 
to realize the importance of product 
diversification. Above all, however, it 
was Jennifer’s commitment and drive 
that inspired a culture and team spirit at 
Innovative that became its blueprint for 
success.

“I’ve known Jennifer since she 
started as a small independent dealer 
and one of the main things that I 
applaud her for is the culture that she 

and Brooks built at that company,” 
says former Essendant executive Joe 
Templet. “I have always said that is 
Innovative’s magic. I really believe that. 
They never really sold on price—it was 
all about the service package you were 
going to get from them. And if you did 
business with them, you knew you were 
going to be taken care of. That is why 
it is so successful and continues to do 
so well. That really stems from Jennifer 
she was the face to the industry and the 
face to the customer.”

“She was an incredible leader in 
our industry,” confirms Harry Dochelli, 

Jennifer Smith
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In Memoriam

president and CEO of Essendant 
and a longstanding friend of Jennifer. 
“She ran Innovative like a Fortune 500 
company—from the culture she built 
there, to the people development and 
training she installed. She wanted to 
succeed and she wanted the people 
around her to succeed. That was very 
much part of her mantra: ‘It’s not just me, 
it’s my team and we do this together.’” 

Jennifer’s sphere of influence 
went beyond Innovative, however. 
She not only provided inspiration for 
many colleagues in the industry but 
also served briefly on the board of 
NOPA, as well as on the Forum for the 
Women’s Business Enterprise National 
Council Board, Minnesota Vikings 
Women’s Advisory Council, the City 
of Hope National Business Products 
Council and the InSports Foundation, 
the charitable arm of Innovative Office 
Solutions.

“She made me a much better person 
and a much better businessperson 
too,” explains Bob Mairena, a family 
friend of over 20 years and president 
of Office Solutions in Yorba Linda, 
California. “We shared best practices 
and she was extremely competitive—it 
became a game between the two of us. 
She made me more ambitious because 
I knew I had to keep up with her—and 
she made it a lot of fun. I’m sure she 
was like this with others too, but she 
made you feel like you were her best 
friend. She was just a great person.”

Awards and accolades followed 
her success, including being named 
winner of the Business Solutions 
Association’s Leadership Award in 
2019, EY Entrepreneur of the Year for 
the Upper Midwest in 2017 and Most 
Admired CEO by the Minneapolis/St. 
Paul Business Journal in 2018; and, 
earlier this year, she was inducted 
into the Minnesota Business Hall of 
Fame. Innovative has also notched 
up a number of awards, including 
being ranked for 10 years on the 
Inc 5000 fastest-growing privately 

held companies in America and, of 
particular importance to Jennifer, 
has been consistently named among 
Minnesota’s Best Places to Work.

“Whoever you speak to in our 
industry, you are going to hear the same 
characteristics mentioned,” insists 
Mike Gentile, president and CEO of 
Independent Suppliers Group. “She 
was passionate, committed, caring, 
intelligent and willing to help others, and 
share her thoughts and insights. She will 

be deeply missed. She was a genuinely 
wonderful person.”

Jennifer is survived by her husband 
Brooks; son Maxwell (Bridget); 
daughter Madison Segovia (Mark); 
grandchildren Braxton and Stella; 
father Lyle Dean Ness (Sandy 
Drentlaw); and brother James Ness 
(Nancy). INDEPENDENT DEALER 
extends its deepest sympathy to 
Jennifer’s family.

The closing words of this piece are 
taken from a statement released by 
the family (the full text of which can be 
read here). 

Jennifer was a warrior throughout 
her life, and at no time was this more 
needed than in her battle with cancer. 
She was diagnosed with breast cancer 
in 2018, overcoming the disease 
only to be later diagnosed with acute 
myeloid leukemia in 2021. Jennifer 
battled leukemia with the help of the 
City of Hope, Dr. Marcucci and his 
incredible team.

For Jennifer, her life was always 
about something greater than herself. 
“We all have a purpose that God wants 
us to fulfill. Mine is to help find a cure 
for Leukemia. When I remember this, I 
am at peace” — Jennifer.

Not content with battling the disease 
for herself, Jennifer wanted to do 
more. She put out the call, and in the 
span of a couple of weeks, raised 
over $1 million for Dr. Marcucci’s 
research. In the end, Jennifer beat 
Leukemia, died cancer free, and 
contributed to research that will save 
lives. Unfortunately, the incredible toll 
from the prolonged treatments was too 
much for her body.

Jennifer lit up a room with her 

brilliant smile and contagious energy. 
She had a zest for life, a passion 
to travel the world, a selfless heart 
and a non-stop love for building 
relationships and making people feel 
important. She squeezed every ounce 
of life into each day. Her legacy will 
live on for years to come.

The Smith family invites you to join 
IN for a Celebration of Life at US 
Bank Stadium, 401 Chicago Ave, 
Minneapolis, MN 55415 on January 
5, 2023. The visitation will begin at 
2:00pm with the Celebration of Life 
following at 3:00pm. We cordially ask 
that you RSVP by following the link 
https://forms.office.com/r/ph18J6GbfY.

On a continual path to help Dr. 
Marcucci at the City of Hope Hospital 
in CA find a cure for Acute Myeloid 
Leukemia, donations can be made 
in her honor directly to City of Hope, 
1500 Duarte Road, Duarte, CA 
91010, Attn: NBPI AML Research 
Accelerator Fund or online at https://
ourhope.cityofhope.org/campaign/my- 
powerpak-or-supporting-dr-marcucci/
c406297.

“Don’t let tomorrow take up too much 
of today” — Jennifer Smith ♥

“DON’T LET TOMORROW TAKE 
UP TOO MUCH OF TODAY” 

Jennifer Smith 

https://idealercentral.com/jennifer-smith/
https://idealercentral.com/jennifer-smith/
https://forms.office.com/r/ph18J6GbfY
https://ourhope.cityofhope.org/campaign/my-powerpak-or-supporting-dr-marcucci/c406297
https://ourhope.cityofhope.org/campaign/my-powerpak-or-supporting-dr-marcucci/c406297
https://ourhope.cityofhope.org/campaign/my-powerpak-or-supporting-dr-marcucci/c406297
https://ourhope.cityofhope.org/campaign/my-powerpak-or-supporting-dr-marcucci/c406297
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Des Moines, Iowa-based Storey 
Kenworthy was established in 1936 
by the Storey and Kenworthy families. 
The Kenworthys bought out the Storey 
family in 1980. Today, the fourth 
Kenworthy generation has entered 
the dealership. According to vice 
president Lincoln Dix, most of the 
company’s business comes from 
the banking/finance, insurance and 
agriculture industries.

Three reign supreme
When asked about the secrets of the 
company’s more than eight decades 
of success, Lincoln doesn’t hesitate. 
“The top three reasons we’ve been 
successful are our culture, our people 
and diversification,” he says. “Having 
owners and leaders who invest in a 
good culture and make decisions to 
support that culture is the most critical 
key to success. We believe culture 
exists by design or default. Leaders 
should be intentional about creating 
a unique culture; if they aren’t willing 
to invest the necessary time, money, 
energy and resources, employees 

will create their own. Usually, with 
the absence of good leadership and 
information, and given that the human 
species can often be negative, the 
culture they create will tend to be 
negative too. Good cultures have 
employees who make good decisions; 
but most importantly, good cultures 
allow employees to make mistakes. 
Experimentation and risk taking, 
in an environment of acceptance 
and understanding that sometimes 
these risks might fail but will serve 
as a learning experience, promote 
entrepreneurial thinking.”

Lincoln believes hiring people 
who fit the culture is the second key: 
“What is most important to us in our 
recruiting and hiring is not the skill set; 
that can be taught. We look at who the 
candidate is as a person and whether 
they will fit into our culture. People 
can be highly qualified and in our pay 
range, but we don’t want to hire them 
if they are not a good fit for the team. 
Sometimes mistakes are made and 
fixing them takes courage. You need 
to be willing to terminate people—even 
high performers—if they are only out 
for themselves and destroying the 
team’s productivity. Anyone can recite 
a vision statement, but you need to look 
at what they are doing to be sure they 
understand and are carrying out your 
core values.”

And then there is diversification. 
“Core office product sales continue to 
shrink, so you have to have a diverse 
product mix,” Lincoln explains. “We 
got into print and promotions 11 years 
ago through an acquisition. Currently, 
we are expanding into packaging, 
industrial supplies and maintenance, 
repair and operations.”

Other factors have also played a 
part in Storey Kenworthy’s continued 

Headquarters: Des Moines, Iowa
Top management: John 
Kenworthy, president; Lincoln Dix, 
vice president; Ryan Boyington, 
partner; Jim Mueller, chief 
operations officer; Julie Beinke, 
vice president of human resources
First call wholesaler: S.P. 
Richards
Online sales: Transactional 
items, 80% to 85%; all 
product categories, including 
customization, 50%
No. of employees: 200+

success. “The company is extremely 
fiscally conservative,” says Lincoln. 
“The leaders have invested smartly 
and believe in investing the profit back 
into the company.” One area in which 
the company is “investing heavily” 
is technology, including creating 
web stores for client-approved, 
customizable products.

Laying pipe for the future
Lincoln offers this advice for other 
dealers looking for success: “About 
five to 10 years ago, the owners started 
succession planning and realized they 
needed to hire some people for specific 
areas. They hired four people, including 
me. We came from large Fortune 1000 
and Fortune 500 companies and were 
willing to take a pay cut for the right 
environment and a better work-life 
balance. The owners don’t want to be 
known as the company that pays the 
most, as that is not sustainable. They 
want to be a company that is loved by 
its employees. Many of our employees 
could go to another company and 
make more, but they like the culture, 
people and benefits. We enjoy working 
here. If you hire people who care  
about having a good culture and offer 
them that, they will like working for you 
and stay.”

Secrets of Success

Storey Kenworthy,  
Des Moines, Iowa

Company info

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

Thank you for sharing our 
journey to restoring hope.
Thanks to Peter Scala’s outstanding leadership and the generous support of the National Business Products Industry,  
a record-breaking $16.3 million was raised for City of Hope. We look forward to another record-breaking year led by our 
2023 Spirit of Life® honoree, chairman and CEO of ACCO Brands Corporation, Boris Elisman.

OU R DEEPE ST THANK S TO THE NATIONAL BUSINE SS PRODUC TS INDUSTRY

CityofHope.org

A special appreciation  
to Peter Scala  
and the Staples team.

16.3 MILLION RAISED!

HELEN KELLER

Optimism is the faith that
leads to achievement.

Nothing can be done without
hope and confidence.

2023 SPIRIT OF LIFE® HONOREE 
BORIS ELISMAN
Chairman and CEO, ACCO Brands Corporation
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If you have news to share - email it to  
rowan@idealercentral.com

»

Independent Suppliers Group 
(ISG) has announced that it has 
begun distributing Q3 2022 rebates 
of $6,595,000 to members. This 
number represents almost a 17 
percent increase over the same 
quarter last year.

Wholesaler Essendant has entered 
into a national office supplies and 
furniture agreement with cooperative 
organization Purchasing Association of 
Cooperative Entities (PACE).

Essendant (and, before that, United 
Stationers) has been involved in the 
PACE contract for more than 10 years 
in its capacity as a strategic partner 
to Texas-based dealer consortium 
AHI Enterprises—set up by Mark 
Nolan. Now, the wholesaler said it had 
collaborated with AHI to transfer the 
PACE agreement for office supplies to 
Essendant’s Vertical Markets Group, with 
the change effective on January 1, 2023.

“Essendant is the right long-term 
partner for this competitive contract,” 
said Nolan. “They can continue to scale it 
with their resources and national reach.”

Renee Starr, Essendant’s SVP of 
sales, added: “PACE serves more 
than 1,800 members nationwide, 
including state and local government, 
K-12, higher education and non-profit 
organizations. Our competitive tools 
and support were built to help our 
customers win new business and grow 
their existing business.”

Meanwhile, the wholesaler has 

Essendant takes on cooperative 
contract, refreshes brand

ISG announces 
bump in Q3 
rebate

“The near 17 percent increase from 
the same period last year is extremely 
encouraging,” said chairman of the 
ISG board of directors Jordan Kudler. 
“As ISG continues to collaborate 
with manufacturers, dealers reap the 
rewards of supporting the group’s 
programs, which in turn puts more 
money into our members’ businesses, 
through rebate distributions 
like this one. Additionally, ISG’s 
highly leveraged programs help 
our members maintain market 

competitiveness, which results in 
increased market share.” 

Q4 2022 rebate distribution, 
which will include annual rebates, is 
scheduled for mid-April 2023.

launched a new website featuring a 
refresh to its branding and messaging.

In a press release, the company 
highlighted how it has evolved over the 
past 100 years and expanded the role 
it plays to both help customers run their 
businesses and support resellers and 
manufacturers in meeting the demands 
of commerce today. This, it said, is at 
the heart of its new messaging, which it 
calls “the better way to commerce.”

The messaging, along with a 

modernized logo and a branding 
redesign, is evident in an updated 
website and marketing materials.

Essendant president and CEO 
Harry Dochelli commented: “Our 
commitment has always been focused 
on the customers we serve. This 
new messaging reflects the ways 
we have evolved to deliver against 
that commitment and the larger role 
we play in enabling businesses of all 
types to succeed.”

mailto:rowan%40IDealerCentral.com?subject=
mailto:news%40IDealerCentral.com?subject=
https://www.essendant.com/
https://www.essendant.com/


Star
of the
show

TM

© 2022 Sylvamo Corporation and HP Inc. All rights reserved. The ColorLok 
Technology logo is a registered trademark and MultiPurpose20, Office20, 
Premium32, and Engineered for What’s Next are trademarks of 
Sylvamo Corporation. HP is a registered trademark of HP Inc. and
is used by Sylvamo Corporation on license from HP Inc.

100%
Performance Guarantee

Official sponsor of making you look good

115,454



DECEMBER/JANUARY 2023 INDEPENDENT DEALER PAGE 18

Industry News

Leadership 
transition at 
Domtar
North American paper producer 
Domtar has announced that CEO John 
Williams will retire next year.

68-year-old Williams will officially 
retire from the company on 30 June 
2023 after more than 14 years at the 
helm. The British exec joined Domtar 
from SCA Packaging back in 2009.

Succeeding Williams will be Steve 
Henry, Domtar’s SVP of packaging, 
who has been with the manufacturer 
since 2011. Prior to that, he worked for 
Georgia-Pacific, Weyerhaeuser and 
International Paper. His most recent 
assignment has been to lead Domtar’s 
entry into the packaging business: the 
$350 million capital project to convert 
Domtar’s Kingsport, Tennessee 
paper mill to produce 600,000 tons of 
100 percent-recycled containerboard 

© 2022 Sylvamo Corporation. All rights reserved. Hammermill is a registered trademark and 
Sylvamo, the Sylvamo logo, and Paper Made Right are trademarks of Sylvamo Corporation.

Paper Made Right™

It’s a new year.  
Back to serving clients  
and saving trees.
Want to start off 2023 on the right foot? By using sustainably 
sourced Hammermill® paper, your business can help preserve our 
nation’s forests for future generations. So choose the paper that’s 
made right for the planet. And feel good about embracing whatever 
growth opportunities come your way.

John Williams (left) & Steve Henry

is expected to start up by the end of 
the year.

Henry has been named as Domtar’s 
COO, effective immediately. He will 
lead the pulp, paper and packaging 
operations and commercial functions 

at Domtar, while Williams continues to 
head all corporate functions until his 
retirement in June.

The news of Williams’ retirement came 
12 months to the day after Domtar was 
acquired by Paper Excellence.

Cooperative purchasing giant OMNIA 
Partners has further consolidated the 
segment in the public and nonprofit 
sectors.

The organization has announced 
the acquisition of National 
Cooperative Purchase Alliance 
(NCPA), a leading national 

OMNIA tightens grip on cooperative purchasing
government purchasing cooperative 
that serves public sector agencies 
and nonprofits in all 50 states. OMNIA 
said the transaction augments its 
“differentiators of unparalleled scale 
and expertise while driving increased 
savings and efficiency for the 
purchasing community.”

“The acquisition of NCPA enhances 
our value in the public sector market 
by adding additional world-class 
supplier partners and further 
extending OMNIA Partners’ reach 
into the public sector,” said OMNIA 
founder and CEO Todd Abner.

NCPA, which is based in Texas, 
has contracts across a wide range 
of product and service categories, 
including technology distribution, 
office and school, and facilities supply. 
Its vendors include AOPD, Best Buy 
Education, HP Inc, TD SYNNEX, MSC 
Industrial Supply and Envoy Solutions.

OMNIA’s public sector division 
was created out of the merger of 
two well-known group purchasing 
organizations, US Communities and 
National IPA.
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»

Industry News

Metrofuser 
introduces 
certification test 
for technicians
Laser printer parts 
manufacturer Metrofuser has 
launched its online Service Pro 
Challenge and Certification 
program.

The free program allows 
service people to see how 
they compare with other HP 
printer technicians worldwide. 
In addition, companies can 
use the program to test printer 
technician job applicants and 
new hires. The test results 
are shared on a public leader 
board using first name, last 
initial only. 

Sharable digital certificates 
are awarded to users that 
receive 70 percent or better. 
These verifiable credentials can 
be shared on platforms such as 
LinkedIn, Indeed, Field Nation 
and Workmarket. 

Questions were curated from 
Metrofuser’s 19-year history of 
providing HP printer service 
training and 60,000 technical 
support calls. The questions 
were further vetted by industry 
printer service veterans. The 
challenge tests skills in the 
following areas:
• error code familiarity
• image defect troubleshooting
• paper jam diagnostic abilities
• printer network knowledge
• color printer understanding
• firmware problem-solving
• print driver fundamentals

To access the challenge visit: 
https://www.metrofuser.com/
printer-service-pro-challenge

Austrian paper manufacturer 
Mondi has adapted its 
iconic Color Copy 
brand for Canadian 
customers.

The company 
has announced 
the availability of 
Color Copy reams in US 
letter size. The first distributor 
to offer the product is Canadian 
merchant Multiplex Solutions, for 
which Mondi has specifically adapted 
the wrapping to include text in both 
English and French.

The 24lb (90 g) paper is cut directly 
to the required US letter size at the 
Mondi Neusiedler mill in Austria. This, 
said the manufacturer, ensures “a 
crisp and precise cut.” The producer 
also highlighted other quality aspects 
of Color Copy, such as its whiteness, 

smooth surface and ColorLok 
technology.

In addition, Mondi is pushing the 
environmental credentials of the brand. 
It pointed to it being carbon neutral 
since 2010 and the award of Cradle to 
Cradle Bronze certification last year.

Mondi didn’t specify if it was 
planning to introduce the new format 
into the US market.

US jan/san and facilities group 
BradyIFS has acquired two more 
distributors, one based in California 
and the other in Maryland.

In California, BradyIFS has 
bought Maintenance Supplies and 
Marketing (MSM), a jan/san, facilities 

Mondi targets 
Canadian office 
market

maintenance and food service dealer 
serving customers in the north of the 
state. MSM was established in 1982 and 
is headed by the Polito family.

Meanwhile, in the east of the 
country, BradyIFS has purchased HC 
Walterhoefer, a food service, dry goods 
and jan/san reseller that serves the 
Maryland and Virginia markets. The 
business was founded in 1900 and 
has been run by brothers John and 
Jerry Walterhoefer—grandsons of the 
founder— for the past 40 years.

These two latest deals represent 
the fifth and sixth acquisitions for 
BradyIFS in 2022 as consolidation in 
the fragmented North American jan/san 
and facilities channel shows no signs 
of abating.

Two acquisitions for BradyIFS

https://www.metrofuser.com/printer-service-pro-challenge
https://www.metrofuser.com/printer-service-pro-challenge
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Industry News

Two more acquisitions 
for Imperial Dade
Jan/san distributor Imperial Dade 
announced two acquisitions on the same 
day in early December.

The first was Classic Solutions, a provider 
of facility and maintenance solutions that is 
based in Columbus, Ohio. Founded 40 years 
ago, the business is run by James Creps.

Meanwhile, Advent-backed Imperial 
Dade has added further scale in the 
northeast with the purchase of Country 
Clean Paper Supplies. Headquartered in 
Ocean Township, New Jersey, Country is a 
wholesale supplier of kitchen, restaurant and 
party supplies. It was founded in 1989 by its 
current president, Frank Pavia.

The transactions represent the 57th and 
58th acquisitions by Imperial Dade under the 
leadership of father and son team Bob and 
Jason Tillis.

Envoy Solutions has acquired the 
company whose building is used on 
the opening credits of the US version 
of The Office.

Envoy’s latest acquisition—its 16th 
in 2022—is Pennsylvania Paper and 
Supply (Penn Paper), a 100-year-old 
distributor of facilities supplies, jan/
san equipment and products, and 
industrial packaging solutions. 
Penn Paper was founded in 1922 by 
Jacob Fink and is currently headed 

by his grandson, Doug. Originally 
focused on selling paper bags to 
Scranton grocers, Penn Paper has 
expanded its product line beyond 
paper products over the years and 
also broadened its territory into New 
York and New Jersey.

Penn Paper’s red-brick building is 
featured at the start of every episode 
of The Office and is regularly visited 
by the show’s fans in search of “the 
real Dunder Mifflin.”

Envoy acquires iconic jan/san company
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Continued shake-up in Congress 
means more uncertainty in 2023

»

If the ups and downs of the November 
elections weren’t enough, we now 
have still more uncertainty as we head 
into the new year. After everyone has 
finally completed their “expert” analysis 
of what happened in the mid-terms 
and why, we now have more lingering 
questions that no one has the answers 
to just yet.

First, let’s focus on the U.S. House 
of Representatives. It has long been 
thought that Representative Kevin 
McCarthy (R-CA), the current minority 
leader, would finally ascend to the 
speaker’s role after two prior failed 
attempts. McCarthy’s rise to the 
speaker’s role was expected to meet 
some bumps along the way, but not 
the roadblocks we are seeing at this 
moment. Given the Republicans’ 
razor-thin majority heading into 2023, 

IOPFDA Focus

becoming speaker of the House has 
become a pure numbers game.

McCarthy has not always been 
seen as a guy who is supportive of 
the far-right wing of the party and 
this core group of 20-plus members 
have come out and said they will not 
support McCarthy for speaker. This 
game is not new; tiring, but not new. In 
the past, these fringe members would 
either abstain or vote for the proposed 
speaker. Some expect them to do the 
same this year, but I’m not confident 
about that right now.

I do still believe McCarthy has a 
viable path to becoming speaker, but 
the question now is: what does he 
have to give up to get the job? Not only 
are the far right threatening to vote for 
another candidate, but the moderate 
wing is also getting in on the action and 

threatening McCarthy with their own 
demands. What’s odd about this year is 
that McCarthy has played nice with the 
far-right wing. He has campaigned for 
them. He has raised over $250 million 
this election cycle to help Republicans 
retake the House. But in Washington, 
it’s never about what you did for 
me yesterday; it’s about what I can 
squeeze you for today.

The dilemma or challenge for the 
far-right wing is finding a candidate that 
will appeal to the entire caucus. That 
right now is beyond their grasp. There 
are members waiting in the wings 
who could be suitable replacements 
should a McCarthy bid fail; but none 
of them are far-right candidates and 
they would face the same challenges 
in the role of speaker that McCarthy will 
have—keeping this wing in line when it 

By Paul A. Miller, IOPFDA legislative counsel
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comes to 2023 priorities. 
Once we solve this mystery, we then 

have to move to the Senate, where 
the Democrats beat back any kind of 
red wave and held onto control of the 
chamber. With the Georgia runoff now 
complete, Democrats were waltzing 
into the year-end break with a 51-49 
seat majority and the tie-breaking 
vote of Vice President Kamala Harris 
waiting should there be any Democratic 
defections—which we did see this year 
when the chamber was 50-50.

What has changed is that Sen. 
Kyrsten Sinema (D-AZ) has just 
switched her party affiliation to 
independent. She will still caucus with 
the Democrats, but now that she has 
an independent label, she is not as 
closely tied to the Democrats as they 
might wish. This switch is not surprising 
given her votes and objections to some 
big-ticket items on the Democrats’ 
agenda this year. 

After securing the Georgia seat, the 
Democrats felt they now had a path to 
making Joe Manchin irrelevant. Sen. 
Manchin has been a real thorn in their 

side and because of the 50-50 split of 
the Senate this year, he has been able to 
derail several major initiatives supported 
by Majority Leader Schumer and 
President Biden. Those issues that have 
passed have done so because Manchin 
got something in return for his vote. 

The Sinema switch now puts Manchin 
and Sinema in a real position to dictate 
the terms of what Democrats bring to 
the floor. This means both Schumer 
and Minority Leader McConnell will 
be courting their votes. In order to get 
them, they will have to make some 
major concessions. That doesn’t 
bode well for the far-left wing of the 
Democratic party.

So as yet, we have no clear picture 
of how 2023 will shake out. What is 
clear, though, is that nothing will be 
easy. Remember, 2024 is the race for 
the White House, which means that the 
race really begins in 2023. With Biden 
hinting at a re-election run and Trump 
already announced, what happens in 
Washington in 2023 will be shaped by 
those who decide to throw their hat in 
the ring for their party’s nomination. 

Trump’s early missteps have 
emboldened a growing number of 
Republicans who have visions of 
becoming president. President Biden’s 
age has the young guns of the party 
already making the rounds and setting 
the stage to jump into the race should 
Biden opt not to run.

This dysfunction doesn’t mean our 
agenda is dead. I like our prospects 
with divided government. All this chaos 
means is we have to work harder and 
longer to get what we want, which 
IOPFDA is prepared to do. We have an 
opportunity in this chaos to strengthen 
our voice; and we have already started 
to make the rounds with the newly 
elected members and those who 
are set to take over committee and 
subcommittee chairmanships. 

January 3, 2023 is when the new 
session officially starts; but for IOPFDA, 
it started the day after the election. 
We are well positioned to play a major 
role in shaping the issues impacting 
our industry. First up is the fight to 
stop Amazon from putting us out of 
business.

IOPFDA Focus

Doing more with less
By Mike Tucker, IOPFDA executive director

As we close in on the end of another 
action-packed/wackadoodle year, 
we take time to reflect on how we did, 
what worked and what didn’t; and start 
to plan for the new year. In the office 
products industry, for the last 10-plus 
years, the planning usually starts with 
asking the question: “How are we 
going to do more with less?”

For years now, the market for 
traditional office products has been 
shrinking. The number of independent 
dealers is also declining because of 
mergers, acquisitions and companies 
going out of business. The same is true 

for manufacturers, wholesalers and 
manufacturer reps. Less, not more!

2023 will be another challenging 
year as we battle inflation, supply 
chain issues, labor shortages, a hybrid 
workplace and so on.  But guess 
what? Independent dealers will find a 
way to succeed. They emphasize and 
capitalize on the relationships and trust 
built up over years of working with their 
customers and communities. They 
focus on understanding their customers’ 
needs and providing solutions. They 
are the first responders to the B2B 
marketplace.

You’ve been through this before. 
You’ll need to come up with a couple 
of new tricks/strategies, but the game 
plan will be basically the same: 90 
percent of the time, your solutions will 
be better than those of your big box/big 
tech competitors.

Talk less Listen more
Fewer excuses More answers
Less bromidic More creative

Wishing you a new year filled with 
more, not less, peace, prosperity, 
happiness and good health!
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Given today’s zest for all things digital, 
you might think a company that sells 
paper might be worried about its future; 
but not Domtar Paper, Fort Mill, South 
Carolina. While outside the industry 
Domtar may not be a name that rolls off 
people’s tongues, its brands—such as 
Xerox, Lettermark and EarthChoice—
are among the best known in the 
world. And although paper use may 
be declining, you’d never know it from 
Domtar’s optimistic outlook.

Start-up success 
Domtar was founded in England in 
1848 as Burt, Boulton Holding Ltd. 
The company’s mainstay was treated 
lumber used for railroad ties and wharf 
pilings. In 1903, the company moved 

Domtar Paper:  
focused on dealers 
and the future

© 2021 Domtar Inc. All rights reserved. Xerox® is a trademark of Xerox Corporation in the United States and/or other countries and is used under
license from Xerox Corporation. Domtar is the trademark licensee of Xerox® Paper and Specialty Media in the United States and Canada. BR29902

Reliable Results
Multipurpose, everyday paper for great
results–every time.

Xerox® Vitality® available in carton 
options that fit any office space.

Supply Side

to Nova Scotia, transforming itself into 
a tar distillation plant named Dominion 
Tar and Chemical Company, Ltd. In 
1914, it moved again—this time to 
Montreal, Quebec, where it became 
one of Canada’s largest companies, 
producing everything from chemicals 
and fine paper to consumer products 
and packaging. Sales passed C$1 
billion and in 1977 it became known as 
Domtar Inc. In the 1990s, the company 
turned its focus to paper and pulp. It 
continued to grow through acquisitions 
and mergers, and in 2021 was 
acquired by Paper Excellence Group. 
Today, it designs, manufactures, 
markets and distributes business 
paper, pulp, packaging and absorbent 
paper products, and has the most 
papermaking capacity of any company 
in North America.

“With 70 percent of our sales 
revenue coming from what we call 
business paper, our biggest client is 
corporate America: any large, medium 

or small business,” says John Parke, 
channel marketing manager for office 
supplies. “We are unusual as many 
manufacturers focus on diverse areas. 
But we like to make paper and we 
believe we do it best.”

Independent benefits
According to Parke, this focus 
provides benefits for the IDC: “All 
our manufacturing facilities in North 
America use regional distribution 
centers and we partner with 
wholesalers like Essendant and S.P. 
Richards. This means easy access 
for dealers. We also provide superior 
product quality, so dealers never have 
to worry about their customers getting 
subpar paper. Through our history of 
mergers and acquisitions, we have 
adopted the top manufacturing best 
practices. We have large capacity 
mills nearby that can cut paper to 
any size and are constantly 
investing in mill maintenance to 
ensure continued operation. We 
offer independent dealers quality, 
convenience and capacity.”

No COVID-19 immunity
For obvious reasons, the COVID-19 
pandemic shutdown hit Domtar hard. 
“With offices shut down, the bottom 
fell out of paper sales for a couple 
of months,” Parke recalls. “We had 
to pivot and repurpose some of our 
machines to make pulp and packaging 
materials. When people started 
returning to the office in 2021, there 
was a paper shortage; we could not 
keep up with demand. In January 2022, 
we could reverse our mill in Arkansas 
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back from packaging to paper. By the 
end of the first quarter, it was running 
at full capacity, which is 185,000 tons 
per year. This helped relieve some of 
the supply shortages, although the 
independent dealer channel didn’t feel 
the relief for the first six to nine months. 
Hopefully, the dealers are starting to 
feel it now; and we will have additional 
capacity as we head into 2023.”

Recycled advice 
While Parke expects paper production 
to continue to stabilize, he is sure 
shortages of recycled paper will 
continue well into the new year and 
offers this practical advice: “For most 
office product dealers, 95 percent 
of paper sales is standard 92 bright 
paper. So recycled paper is a small 
segment of their paper business, but 
some of their clients want it. However, 
because of a fire at the pulp plant that 
manufactures recycled paper, there 
is a moratorium on ordering it. The 
plant won’t be back up and running 
until sometime after 2023. For them, I 
suggest two options. First, all Domtar 
paper—even its virgin paper—is 
certified by the Sustainable Forestry 
Initiative or the Forest Stewardship 
Council. You can make sure your 
customers know this. Second, it 
opens up opportunities to discuss 
other options with your customers. For 
example, Lettermark Colors pastel 

Supply Side

papers, introduced by us in 2020, 
contain 30 percent recycled content. 
There was enough of that product 
manufactured before the fire.”

Looking ahead
Parke doesn’t see Amazon as being 
much of a threat in the coming years. 
“Many independent dealers sell on 
Amazon, so I see it as more of an 
opportunity to partner,” he says. He 
also believes the buy local movement 
is something to tap into: “I think the buy 
local trend carries weight and benefits 
for independent dealers and it will 

continue to do so. Every dealership 
should be proud of the brand equity 
it has built in its area and should be 
promoting it.”

As for Domtar, “I expect copy paper 
sales in North America to experience a 
slow decline due to the increased use 
of technology and digital mediums,” 
says Parke. “But due to our investments 
and nine plants manufacturing paper 
or pulp, in 2023 we expect to maintain 
and even grow market share.”

Whether maintaining a fast-paced,
high-volume printing environment, 
beginning your next strategic endeavor
or capturing a creative idea, trust the 
options in the Lettermark™ brand as
your everyday paper of choice.
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2023
WILL THE 
ROLLERCOASTER 
RIDE CONTINUE?

Cover Story

By Lisa Veeck

Dealers share insights into 
the top trends for 2023
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This time two years ago, 
INDEPENDENT DEALER’s cover 
story focused on the rollercoaster ride 
that the industry was encountering 
as the COVID-19 pandemic raged 
on. But is that ride now over? What 
will 2023 bring? Can we hope for a 
little bit more certainty going forward? 
While there’s no crystal ball that can 
provide the answers, we spoke to 
some independent dealers who were 
kind enough to share insights into the 
trends they believe will persist, gain 
momentum or just get started in the 
coming year.

The highs and lows of hybrid
Jeff Lurcook, president of Strive 
Workplace Solutions, Portland, Oregon, 
predicts the hybrid workplace will be 
the norm in 2023—which will at least be 
an improvement on the last two years. 
“I don’t like the hybrid model or think 
it is good for business,” he admits, 
“but we have to adapt. When people 
went to work from home, they were not 
buying office products from us at all. 
They bought them from Amazon, put 
them on an expense report and had 
them delivered right to their home. 
Independent dealers are not set up for 
home delivery. It’s not cost effective for 
us to use our vans, gas and labor for a 
$20 home order. But we were willing to 
do it to keep our brand out there. We 
even did a campaign for home delivery, 
but very few took us up on it. The hybrid 
schedule, with employees working 
some days in the office, will help.”

David Guernsey, president and CEO 
of Guernsey Inc., Dulles, Virginia, also 
believes selling to the hybrid workforce 
will remain challenging in 2023. 
However, he is optimistic the current 
labor shortages won’t persist, which 
he thinks could help offices fill faster. 
“No longer are 100 percent of workers 
in the office at the same time,” he says. 
“I think some version of the hybrid 
will be here forever, but not to the 
degree it is now. An account that might 

have been $100,000 in 2019 might 
be only $50,000. But I think the labor 
shortages will ease. What goes around 
comes around and toward the middle 
of 2023, employers will be better able 
to fill positions with qualified people for 
a fair wage.”

Barry Honoré, owner and CEO of 
Honoré Office Products, Dallas, Texas, 
sees the hybrid model as a 2023 sales 
opportunity: “Companies and workers 
are starting to adapt to the hybrid 
model. They are more settled. They 
now realize that to work from home 
two to three days a week, they need a 
permanent setup. So, we ask how we 
can help employees adapt, such as 
helping with the technology they need 
to work in both places. We sell them 
portable screens so they can have the 
two screens on their desktops at home 
that they have in the office without 
carrying a monitor back and forth. We 
are selling a ton of ring lights to help 
with virtual lighting. Now that many 
workers know they need to keep an 
office, we show them desks and chairs. 
For employees who want us to, we will 
come to their house and help them set 
up a home office.”

Honoré Office Products’ primary 
customer base is in education—a 
sector its owner says is also in hybrid 

mode, which he similarly views as an 
opportunity. “Dallas’s One-on-One 
program mandates every child have 
a laptop or tablet to use at home,” he 
says. “Many need desks and supplies 
for both school and home.” Yet he also 
believes that “the copy paper industry 
is in trouble.”

Lincoln Dix, vice president of 
Storey Kenworthy, Des Moines, 
Iowa, says his territory didn’t suffer 
the total shutdowns from COVID-19 
experienced in large cities, so many of 
his customer base stayed in the office. 
However, he reports that sales of PPE 
are now far from the records set during 
the pandemic.

The pros and cons of these 
inflationary times
Dix is also keeping a careful eye on 
other trends that will affect the bottom 
line both for Storey Kenworthy and for 
other dealers.

“As prices go down, I believe our top 
and bottom lines will continue to grow,” 
he predicts. “Customers were willing 
to tolerate price increases because it 
was an availability economy versus a 
price economy. Even publicly traded 
companies increased their pricing to 
cover increased costs and hold their 
margins. But dealers who are unwilling 

»
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to hold the line or who can’t acquire 
new customers will see their numbers 
retract.”

Guernsey, too, is watching how 
inflation might impact business: “The 
Federal Reserve has made progress 
by raising interest rates, but it will still 
be a factor in 2023. An economic 
slowdown could slow inflation even 
more but could lead to layoffs. 
Whatever happens, I hope it will not be 
a hard landing into a recession but a 
soft landing.”

Supply chain: fewer woes, 
but far from healed
Lurcook suggests that supply chain 
issues are now improving, and that 
there has been a silver lining to 
last year’s nightmare. “Before the 
pandemic, if something was out of 
stock from our wholesalers, it would be 
back ordered and we’d have to wait,” 
he explains. “The pandemic forced us 
to look for new vendors and we plan to 
keep those relationships with our new 
sources. I wonder if things will ever get 
back to normal—whatever ‘normal’ 

is—and what lies ahead. So, we have 
to keep our channels open. Now we 
can source from anywhere. We also 
had to sell a lot of things we didn’t 
before and we will continue doing that. 
If a customer asks if we sell frozen 
pizzas, we will say, ‘Yes, how many do 
you need?’ and find a way to get them.”

Guernsey agrees: “The supply chain 
is not back to where it was in 2019, but 
it’s better than it was six months ago. 
Still, I’d be surprised if it was all fixed 
by 2023. There are still hiccups in the 
transportation area, but it’s trending 
back—although the railway strike that 
seems to be coming fast could create 
real problems by the first of the year.” 

Dix and other dealers shared 
Guernsey’s concern over the 
repercussions of the strike.

Buy local standing strong
Many of our interviewees believe 
the “buy local” trend will gain further 
momentum in 2023 if dealers get 
the word out. “We are stressing 
that we are an independent, locally 
owned and operated dealer,” says 

Lurcook. “Post-pandemic, many 
business decision-makers realize 
the importance of supporting the 
community and that the money stays in 
the community. The customers buying 
from big boxes are not getting better 
pricing, service or product. They don’t 
know we exist. We are stressing it 
heavily and getting our salespeople to 
talk about it. We are telling them to buy 
local, and Strive is here.”

Honoré echoes this sentiment: “We 
put it on our calendar every year. I 
believe it makes a difference to our 
clients. We live here; our business is 
right around the corner. We pay taxes 
here. The money is recycled in the 
community, and I see this continuing to 
be a strong incentive for customers to 
buy from us in 2023.”

Breakroom and furniture to 
the office products rescue 
Another trend that Lurcook believes 
should help drive sales in 2023 
is the shift toward more upscale 
breakrooms. “To show they are 
progressive, companies have to offer 
employees more than they did,” he 
explains. “Hiring today is more like 
a reverse interview, with employees 
asking, ‘What can you offer me?’—and 
the breakroom plays a considerable 
role in this. We see this trend 
continuing and view it as a significant 
growth area for us, so we plan to stock 
more selection.”

Guernsey agrees breakroom 
advances present a great sales 
opportunity in the coming year—but 
at a price. “A simple Keurig coffee 
machine or water cooler used 
to be enough in the breakroom. 
Now, employees are looking for 
cappuccinos, lattes and sparkling 
and flavored water. It requires 
different, much more expensive 
equipment that most customers prefer 
to lease or rent. We are lucky we have 
a balance and can afford to invest in 
what customers want.”

Cover Story
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Meanwhile, Guernsey says furniture 
sales “are all over the place,” 
presenting another solid sales 
opportunity in 2023. “Employers are 
trying to figure out who is back and 
what is needed,” he says. “They are 
wondering, ‘Do I get cubicles for 
employees who are in Tuesdays and 
Thursdays to share with those who are 
in Wednesdays and Fridays? Or just 
a touchdown space, like a long table 
with a row of chairs and electronic 
plug-ins?’ We try to help customers 
figure out the proper furniture 
arrangement; but even employers 
within the same industry are different. 
This has been happening for the last 
several months, and I see it continuing 
in 2023. As I see it, if furnishings have 
to be changed or if they have to be 
returned to how they used to be, either 
way, we get to sell furniture.”

Honoré believes the key to higher 
furniture sales is showing what you 
can do: “Staples closed its business 
interiors division in Dallas, so our 
biggest competitor is gone and 
our furniture sales have increased 
tremendously. But that’s not just 
because the division closed. Many 
companies think independent dealers 
can’t handle bigger projects, so they 
don’t give us the same chance as 

the big boxes with the name and the 
marketing dollars. We just did a job for 
a school that included demolition and 
creating 105 cubicles, 31 offices and 
five conference rooms. We can do it. 
We just need to make customers aware 
and confident that we can.”

Sales they are a-changin’
The dealers all agree that selling will 
never be the same post-pandemic. 
“Technology, such as virtual meetings, 
had been gaining popularity, but 
the pandemic sped it up and forced 
many people to learn and adapt,” 
recalls Lurcook. “Now, these kinds of 
technologies are viable tools. They 
will never replace one on one, and we 
still like to meet with customers face to 
face when we can. But now we have a 
good alternative for remote customers 
and when schedules conflict. Now 
we can offer virtual options, which will 
continue growing.”

Guernsey agrees: “In the past, 
salespeople could go into a 12-story 
building and introduce themselves 
to every company from the top to the 
bottom floor. You are less able to do 
that now. Technology has greatly 
impacted how dealers go to market 
and what is acceptable to buyers. 
Since the pandemic, buyers are more 

comfortable dealing from afar. This 
makes sales-buyer relationships much 
different. We are investing heavily in 
integrating software and tools, such as 
HubSpot and ZoomInfo, to help us find 
prospects and communicate with our 
customers at a high level.”

The optimistic bottom sales line? “A 
lot of things that are out of our control 
will affect us,” Dix predicts. “But I 
still feel confident we will experience 
growth in our core categories—even 
those in decline, like office products. 
We are projecting growth organically 
through getting more customers and 
are always looking for acquisitions. 
We are always looking for 
opportunities to grow.”

Last mile gains speed
Another trend Dix sees expanding in 
the coming year is last-mile delivery: 
“Dealerships will be collaborating 
more to provide a network for last-mile 
delivery. The number one issue 
independent dealers have is the cost 
of drop shipping. If I have a customer 
in Iowa with New York locations, having 
the wholesaler wrap, label and drop 
ship product is incredibly expensive. 
So too is to ship orders ourselves. On 
the other hand, if we send an order to 
a dealer in New York to fill, we get the 
residual money, but we lose our volume 
with our wholesalers. With last-mile 
delivery, we’d pay the dealer just the 
delivery fee instead of us giving up the 
volume or order. Say the dealer in New 
York also uses S.P. Richards. We’d set 
up an account so the product would 
be marked as coming from us with the 
New York dealer as the shipper. S.P. 
Richards doesn’t care since there’s 
no extra expense. The dealer would 
charge a delivery fee, but it would be 
significantly less expensive. So, it helps 
reduce our costs and increase revenue 
opportunities. I worked at Staples for 
10 years and the number one reason 
it lost accounts was delivery issues. 
Last-mile delivery gets the product to 

Cover Story
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end users wherever and whenever they 
want. A group of 14 large dealers has 
funded the Dealer Delivery Network 
(DDN) as a last-mile test model, which 
is working. Hundreds of thousands of 
dollars are going to wholesalers and 
outside delivery entities. Processes like 
the DDN model will keep those dollars 
within the IDC. I think this move will be 
massive in 2023 because it will reduce 
costs and create revenue streams for 
independent dealers while improving 
the customer experience.”

Endless aisles, infinite sales
Dix goes on to suggest that “endless 
aisle” should also gain traction in 
2023. “We are excited about endless 
aisle,” he enthuses, explaining how 
it works: “A manufacturer may have 
750 products, but our wholesaler only 
carries 300. We could sell the other 
450, but we don’t know they exist 
unless a customer asks for one. The 
endless aisle allows us to put these 
items from the manufacturer on our 
site, post a minimum quantity to order 
and say they will arrive in seven to 10 
days. All we have to do is price and 
deliver. Some of the companies we’ve 
never bought from, but S.P. Richards 
does, so there is minimal cannibalism. 
Of course, there’s a tipping point 
where you can offer too much: the 

site becomes bloated and customers 
can’t find the nuts and bolts they 
need. But in the six to eight weeks 
we’ve been doing it, we’ve increased 
our sales five times.”

Dix realizes offering additional 
products could add make website 
updating more cumbersome—a task 
already challenging for many—and 
suggests: “Why create new content 
when you can use what manufacturers 
have already done? Contact your 
manufacturers and ask for content. 
Most are happy to help. They are 
excited to see the independent 
channel be more sophisticated in its 
marketing.” He is also a huge fan of 
relying on data—a trend he believes 
will become increasingly important.

Suggestions for thriving in 
the new year
Lurcook’s advice for 2023 is direct: “Be 
willing and open to change. I like to 
say, ‘What got us to where we are might 
not be what takes us to where we want 
to be.’ I also hear a lot of, ‘This is how 
we’ve always done it.’ It’s no longer [the 
case that] we make the rules and our 
customers follow. We have to adapt to 
what our customers want. We need to 
look for ways to say yes. These days, 
when customers hear no, they take it as 
a message that maybe it’s time to move 

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

on to a more sophisticated vendor that 
can fulfill their needs.”

Guernsey echoes this counsel: 
“Dealers need to follow trends. 
They need to ask, ‘Did the market 
change, and if it did, what do we 
need to change to adjust?’ We live 
in an environment of change and we 
don’t have the luxury of doing things 
the old way. Also, technology is an 
expensive investment. So is breakroom 
equipment. Dealers need to think 
through and invest incrementally to 
deliver what is most important to them 
and their customer base.”

Dix has the last word: “You must 
be progressive and use data and 
technology to grow sales. You need a 
digital marketing strategy that connects 
your data. This lets you see who is 
buying what and what works so you 
can stop doing what doesn’t work.”

Cover Story

mailto:lisa%40cleancommunications.biz?subject=
mailto:lisa%40cleancommunications.biz?subject=


DECEMBER/JANUARY 2023 INDEPENDENT DEALER PAGE 33

For more information visit domtar.com

When performance counts 

and your contribution matters, 

choose Lettermark™ Copy and 

Lettermark™ Premium papers to 

be part of your team’s success.

BRING BIG 
IDEAS TO 
THE TABLE

http://domtar.com


DECEMBER/JANUARY 2023 INDEPENDENT DEALER PAGE 34

ESSENDANT 
MARKETING 
PROGRAM 
2023

Essendant

Essendant is committed to helping 
dealers meet the demands of 
commerce today by providing the 
tools, know-how and capabilities to 
support their success. 

As we know, business-to-business 
(B2B) buyers have high expectations of 
the businesses they work with and the 
websites they buy from. A recent study 
of B2B buyers1 found that 90 percent 
would turn to a competitor if a supplier’s 
digital channel couldn’t keep up with their 
needs. The same study revealed that 87 
percent of buyers would pay more for a 
supplier with an excellent e-commerce 
portal. These data points show that 
addressing the buying experience can 
offset risk and increase the value dealers 
bring to their customers. 

With this understanding, our 
marketing offering continues to focus 
on the buyer experience as we invest 
for impact and provide innovative, 
adaptable solutions to support 
dealers. Read on to learn more about 
our enhancements in product and 
user-generated content, site search, 
behavior-based email, customizable 
marketing materials and marketing 
consulting services.

Product and user-generated 
content
There are many touchpoints in the 
e-commerce customer experience, 
and there is a need to deliver quality 
product content every step of the 
way. Website product pages are 
only complete if they include the 
information buyers need to make 
buying decisions. A lack of content 
indirectly tells buyers their demands 
are unrealistic and discredits the role 
of digital salesperson played by the 
dealer’s website. 

Essendant recognizes these 
challenges and continues to invest 
and evolve its content offering to 
meet the needs of buyers. We are 
accomplishing this by:
• installing a world-class product 

information management (PIM) 
system. The PIM is the hub for all 
activity around product content. 
This key investment ensures our 
product content is up to date, 
accurate, robust and compelling;

• making content quality a top 
priority. We continue to hold our 
content to higher standards and 
evaluate content through our 
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Content Health Scorecard, which 
assesses the quality of content 
for each item and gives an overall 
score at the supplier level and item 
level. At the item level, it looks at 
elements such as selling points, 
descriptions, product attributes, 
images, reviews and more. We 
are actively consulting with 
suppliers to help them provide the 
highest-quality content possible for 
buyers on dealer sites;

• teaming up with industry-leading 
enhanced content provider 
1Worldsync, which gives suppliers 
the opportunity to tell a more 
compelling story about their brand 
and products on product detail 
pages. This is achieved through 
tactics such as 360 images, video 
content, interactive hotspots and 
infographics; and

• partnering with one of the 
largest user-generated content 
providers, Bazaarvoice, to provide 
an enhanced solution to help 
dealers attain more reviews on 
their site. Benefits include more 
review content, ratings snapshots, 
user-provided photos, highlighting 

Essendant

of the most helpful reviews, 
helpfulness votes by review and 
reviewer, and automatic email 
solicitation of reviews.

Site search
Site search is a key interaction point 
for buyers and can make or break 
a shopping experience. Buyers 
who can’t find the information 
they’re looking for will leave the 
site unsatisfied. According to 
Econsultancy.com, up to 30 percent of 
searchers utilize the search box and 
each of these users is showing their 
purchase intent, which is valuable 
insight. Essendant is continuing to 
innovate Smart Search to ensure it 
provides the fastest and most relevant 
search results to turn browsers into 
buyers. For 2023, we are pursuing the 
following enhancements:

• improved search to capture the 
meaning and context of data 
through semantic vector search 
which leverages deep learning 
and machine learning capabilities. 
This cutting-edge enhancement 
delivers many benefits, including 
highly relevant results to buyers 
with less effort and more accurate 
product recommendations and 
opportunities for personalization;

• deeper insights through enhanced 
search analytics; and

• reduced instances of “no search 
results found” through the help 
of natural language and AI tools 
including LucidWorks’ “Never Null” 
program.

Behavior-based email
Behavioral email marketing increases 
the effectiveness of campaigns by 
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focusing on the buyer’s behavioral 
patterns. Instead of relying on arbitrary 
cues or static segmentation, behavioral 
marketing strategies allow marketers 
to create highly targeted email 
campaigns that are based on a buyer’s 
digital behavior. 

Essendant’s offering, Email Sales 
Pro, is a turnkey, behavior-based email 
program that leverages dealer sales 
data (powered by Sales-i) for sending 
personalized emails that are specific 
to how and when a buyer shops. With 
Email Sales Pro, dealers can utilize 
the analytical power of Sales-i to 
automatically target customers with 
timely and relevant messaging that 
drives incremental revenue, builds 
customer loyalty, retains business and 
wins back lost sales. 

Campaigns are continuously added 
throughout the year, including:
• First Time Buyer;
• Purchase Anniversary;
• Churn Alert;
• Time-Lapsed;
• Win-Back;
• Janitorial and Sanitation Paper 

Category Expansion;

• Janitorial and Sanitation Cleaning 
Category Expansion;

• Breakroom Food Service Category 
Expansion;

• Brand Expansion; and
• Seasonal Supplier – Focused 

Campaigns.

Customizable  
marketing materials
Dealers need professional marketing 
that tells their unique brand story, 
features the products and services 
they go to market with, and doesn’t 
require extensive marketing and 
creative resources. 

Essendant launched Essendant 
Marketing Studio last year to address 
this opportunity. This is an omnichannel 
marketing customization tool that 
allows dealers to customize a diverse 
set of campaign materials, such as 
professional flyers, sell sheets, web 
banners, html emails and more. For 
2023, we are continuing to invest in 
additional customized content, including:
• more new item promotions;
• End of School campaign; 
• Back to School campaign; and 
• Dated Goods campaign.

Marketing consulting services
Navigating the everchanging digital 
landscape can be a daunting and 
expensive endeavor. At Essendant, 
we are constantly investing in research 
and resources to keep up with these 
trends. As a result, we have an 
in-house team of digital strategists who 
are ready to help dealers uplevel their 
digital and marketing success.  

Our innovative Essendant 
Consulting Services provides 
one-to-one personalized 
recommendations and expertise to 
empower dealers in establishing best 
practices, strategies and actionable 
items to improve their e-commerce 
business. These recommendations 
can lead to increased sales, 
heightened brand awareness and 
loyalty, improved buying experience 
and enhanced customer acquisition. 
Offerings include:
• search engine optimization/search 

engine marketing consulting—a 
highly effective method of 
increasing the quality of website 
traffic and exposure to your brand 
through organic (unpaid) search 
engine results. By working with our 

Essendant
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specialist and investing long term 
in your website’s search engine 
ranking, you’ll improve your online 
presence, enhance your customer 
acquisition efforts and efficiently 
grow your online business; and

• site search, a key element of 

Essendant

the customer buying journey 
which leads to page views, 
cart adds and purchases. Our 
experienced strategist can help 
you optimize search features and 
customization options to yield 
faster, more relevant results for a 

more successful customer buying 
experience, increased sales and 
strong brand loyalty.

Evolving through agility
The Essendant marketing offering 
is always evolving based on the 
everchanging needs of the buyer. 
Our experts are actively measuring, 
researching, testing and learning to 
derive marketing program insight. 
These insights help to enhance our 
existing programs, sunset programs 
that no longer provide value and 
develop new opportunities to 
optimize online buyer experiences 
and provide positive business 
impact. The programs reflect 
Essendant’s commitment to provide 
the latest technology, trends and 
marketing best practices. Interested 
dealers can learn more about these 
capabilities by contacting their 
Essendant account manager. 

Sources: 1 Avionos, No More 
Excuses: The Time for B2B Digital 
Transformation is Now, 2021 B2B 
buyer report.
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SPR MARKETING 2023

SPR

2022 was a pivotal year for SPR 
Marketing. With the success of SPR’s 
2022 marketing calendar and the 
close partnership SPR has with their 
suppliers, resellers and distributor 
partners, SPR has identified three 
marketing needs that businesses 
should review when heading into 2023: 

1. Increase the reach of your 
marketing message. You need to 
meet each customer where they are 
with consistent messaging at the 
right time across several platforms. 
Whether the end user is on social 
media, phone or computer, meeting 
your customers where they are is the 
key to driving real growth for your 
business.    

2. End users need frequent 
touchpoints to make an impact. 
A single, well-timed marketing 

SPR’s innovative Omnichannel 
Marketing Experience is designed 
to provide local dealer/distributor 
sales representatives with the tools 
to offer a consistent marketing 
experience seamlessly to their 
customers across multiple platforms 
and devices. This comprehensive 
approach is possible thanks to SPR’s 
Marketing Ecosystem—a full suite of 
marketing tools designed to reach 
end users where they are with the right 
messaging at the right time. SPR’s 
Marketing Ecosystem includes the 
Marketing Campaign Toolkits, CAOne 
Marketing Automation Program and 
iMerchant e-content program. 

Marketing Campaign Toolkits are 
off-the-shelf marketing campaigns 
with customizable flyers, banners and 
blog content. These toolkits take SPR 
Marketing campaigns to the next level, 
going beyond the traditional flyer to 
a fully integrated marketing program. 
These newly developed campaigns 

message isn’t enough. To see real 
growth in your marketing efforts, 
you need to reach customers with a 
consistent message across several 
devices multiple times.  

3. Do more this year with the 
same resources as last year. 
Organizations across the industry will 
be looking to marketing to grow their 
business in key areas, but they may 
not have the additional resources or 
time to bring much-needed attention 
to their marketing efforts.  

So how do you increase the reach 
and frequency of your marketing 
efforts without draining critical 
time and resources within your 
organization? The answer lies in 
SPR’s exciting new evolution of their 
marketing program: The Omnichannel 
Marketing Experience. 
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are tailored for each monthly theme, 
highlighting the depth and breadth of 
SPR’s robust product assortment.  

CAOne is a marketing automation 
program exclusive to SPR resellers 
that allows them to leverage 
their website analytics to provide 
personalized and targeted messages 
to speak directly to customers’ 
needs and boost sales. The program 
encourages a high level of interaction 
and engagement through consistent, 
relevant and meaningful campaigns. 
It starts with the reseller’s website 
and robust analytics that capture 
end users’ browsing and purchasing 
history. This data helps build relevant, 
personalized emails that deliver 
information about the products 
customers are already interested in 
purchasing. The emails align with the 
Marketing Campaign Toolkits and 
iMerchant program to integrate a 
reseller’s print and digital marketing 
strategy.

SPR

iMerchant is an e-content program 
exclusive to SPR resellers that 
seamlessly integrates with a reseller’s 
website to provide product content 
and essential marketing support. For 
SPR’s resellers, the products and 
content featured in their Marketing 
Campaign Toolkits and their CAOne 
campaigns are automatically 
distributed as marketing content on 
their website through web banners, 
featured product listings and 
enhanced product searches.

At the center of SPR’s marketing 
ecosystem is the annual marketing 
calendar. The 2023 Marketing 
Calendar, launched earlier this year, 
builds on the successful experiences 
learned from last year’s calendar to offer 
comprehensive marketing campaigns 
focused exclusively on end-user 
buying habits. Examples of upcoming 
campaigns include New Year, New 
Products; Tools for Tax Time and Spring 
Cleaning & Organization. 

Overall, SPR Marketing and 
the Omnichannel Marketing 
Experience, deliver a consistent 
marketing experience across all the 
industry-leading tools in the SPR 
Marketing Ecosystem. By providing 
supplier partners’ best products and 
solutions in robust, out-of-the box 
marketing assets, SPR helps customers 
succeed in their business. 

As SPR heads into 2023, the ongoing 
focus is to elevate marketing in an 
ever-changing digital landscape. 
Gleaning insights from our supplier 
partners and how they have shifted 
their approach in a B2C environment 
will help inform SPR on how to 
approach its B2B business.
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If you’re a regular reader 
of this column, you will 
know that last month’s topic 
highlighted the hows and 
whats of running—or being 
part of—sales growth next 
year. In this last column 
of 2022, I thought it would 
be appropriate to discuss 
a more personal subject, 
since the end of the year is 
upon us. 

I will turn 65 the day 
after Christmas and like 
many of you, I always 
thought that I would be 
“forever young.” Applying 
for Medicare, determining 

how much longer to work 
(my wife recommends as 
long as possible) and what 
to focus on physically and 
spiritually for the rest of my 
life are front and center right 
now. But I have already 
discovered something 
about hitting a big milestone 
that always seemed so far 
away: the things that make 
you who you are won’t be 
different unless you make 
a concerted effort toward 
positive change.

Many of us slide from one 
year into the next without 
making the effort to better 

ourselves. In fact, the 
major change we make, 
if we aren’t careful, is to 
become more combative 
and less accepting of 
others. Remember the term 
“old curmudgeon”? I think 
that I and so many of my 
friends have become what 
we criticized when we were 
young.  

Let me illustrate. A few 
days ago, my daughter and 
I discussed politics—and 
we are still friends in spite 
of it. She is a brilliant young 
lady (definitely a gift from 
her mother) and much more 

attuned to all sides of the 
current situation than I am. 
Those of you who know 
me can guess which side 
of the right/left spectrum I 
reside on, and sometimes I 
do a very poor job of trying 
to understand the other 
side. In fact, I can often see 
the other side as evil in the 
extreme. When I shared my 
perspective with her, she 
pointed out that her friends 
on “the other side” would 
say exactly the same thing 
about me. I was stunned 
and actually didn’t know 
what to say next. How could 

WHO WILL YOU  
BE IN 2023?

Tom Buxton 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.interbiz 
group.com.

http://www.interbizgroup.com
http://www.interbizgroup.com
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people be afraid of those 
of us who are just trying to 
save the world, our country 
and our families from the 
destruction that the other 
side is planning?

As I thought about it 
more, I realized that she 
could be… might be… 
right!  Somehow during my 
lifetime, the successes I have 
experienced and the pains I 
have borne have made me 
into an extremely opinionated 
person who doesn’t treat 
everyone with respect. The 
great Christian writer GK 
Chesterton might have said it 
best when the London Times 
asked in 1910, “What is wrong 
with the world?” Chesterton 
wrote back, “I am sir!”

In what way are you the 
problem in the world? Over 
the past few days, I have 
reconsidered who I am and 
what I should be focusing 
on, whether I am turning 25 
or 65. I have been spending 
too much time focusing on 
powers I don’t have and 
situations that I cannot 
change.

Thousands of years before 
Chesterton admitted his folly, 
the last verse in the book of 
Judges indicted the Israelite 
nation’s rejection of God and 
His commands by stating, 
“There was no King in Israel, 
and everyone did what 
was right in their own eyes” 
(Judges 21:25).

As Christmas approaches 

this year along with my 65th 
birthday, my goal is to repent 
for the arrogance and pride 
I demonstrate in so many 
situations and to ask Jesus 
to help me love those who 
think differently than I do. In 
2023 I want to be a person 
who doesn’t do what I think is 
right, but rather what Jesus 
commanded me to do in 
reference to valuing others 
and life, rather than falling 
into the trap of thinking that 
whatever is best for me 
should work for everyone.

We celebrate Jesus’ 
birthday on December 25 
because He changed the 
world through loving it even 
when it rejected Him. And 
the best news for me and 

you, this year and every 
year, is that when Jesus died 
for us and rose again, He 
made it possible to avoid 
the natural results of our 
selfishness and our need to 
always “win.” What He asks 
is that I follow Him and let 
His words and life guide me, 
rather than my assumptions 
about what is right. I am 
hopeful that by renewing my 
commitment to Him and His 
plan again this Christmas, I 
can be more of the person I 
was created to be, until the 
end of my days on Earth. 
And maybe, just maybe, I 
can do a slightly better job of 
caring for those that are just 
as much in need of a Savior 
as I am. Merry Christmas.

Tom Buxton
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The digital marketing 
landscape is constantly 
changing and it can be 
tough to keep up. To stay 
ahead of the competition 
and make the most of your 
digital marketing efforts, 
you need to be aware of the 
latest trends. With 2023 just 
around the corner, now is the 
perfect time to start planning. 
Let’s review several overall 
marketing trends and some 
specific trends in content 
marketing, social media 
marketing and search 
engine optimization (SEO). 
These are all intertwined, 
creating a comprehensive 

and interlaced digital 
marketing presence.

Overall trends
From third-party data to 
first-party data
In the world of digital 
marketing, data is king. 
One trend that you should 
pay attention to is the shift 
from third-party data to first 
-party data. “Third-party 
data” refers to anonymous 
information collected by 
companies other than your 
own; while “first-party data” 
is data collected directly 
from your customers. The 
former gives marketers a 

better understanding of 
their target demographic; 
while the latter provides 
more detailed insights into 
individual customers.

First-party data allows 
marketers to gain a deeper 
understanding of their 
customers and create more 
personalized experiences 
for them. This can be done 
through tactics such as 
tracking website visits 
and behavior; segmenting 
customers based on their 
interests and buying habits; 
and gathering feedback 
about products and 
services. With this data, 

marketers can develop 
more targeted campaigns 
that are tailored to each 
individual customer’s needs 
and preferences to build 
long-term relationships 
and offer a more engaging 
experience that leads to 
higher conversion rates.

This is one of the main 
reasons Google Analytics is 
moving away from universal 
analytics and moving to 
GA4. If you haven’t spun up 
your GA4 analytics profile 
and deployed it on your 
website, you may want to 

GET AHEAD OF THE CURVE: 
THE TOP DIGITAL MARKETING 
TRENDS FOR 2023

Mara Gannon Mara Gannon is the 
content marketing 
manager for Fortune 
Web Marketing. She 
has been writing 
professionally for 
seven years. When 
not writing, Mara 
likes the beach, her 
family, her two cats, 
punk rock music and 
Japanese food.
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do that soon, as universal 
analytics will be pulled at the 
end of June.

Video marketing: still a 
top trend
Video marketing has been 
a key trend for a few years 
now and that isn’t changing 
anytime soon. Video can be 
used to share your brand 
message, showcase new 
products and services, 
increase engagement with 
customers and even provide 
educational content. It’s no 
surprise, then, that video 
marketing has consistently 
been named one of the top 
digital marketing trends for 
2021, 2022 and now 2023. 

So how can you make 
the most of this trend in 
the coming year? Focus 
on creating high-quality, 
engaging videos that are 
optimized for mobile devices. 
Develop content that 
resonates with your target 
audience, incorporating 
visuals and sound that make 
an impact. Additionally, 
consider using live streaming 
services such as Facebook 
Live, TikTok Live and 
Instagram Stories to create 
interactive experiences for 
your customers. 

By leveraging the power 
of video marketing in 2023, 
you can effectively reach 
new audiences and engage 
your existing customer base. 
From driving sales and 
boosting customer loyalty to 
improving brand awareness 
and increasing website 
traffic, video marketing 
offers numerous benefits 
for businesses of all sizes. 

If you want to get ahead of 
the competition in 2023, 
don’t forget about video 
marketing.

Content marketing
Blogging is here to stay
Another trend that is 
here to stay is blogging. 
High-quality content can 
help businesses achieve 
their goals by attracting new 
customers and building 
trust with existing ones. 
And as marketers look for 
ways to differentiate their 
products and services from 
those of their competitors, 
personalization will be key. 
From targeting specific 
audiences to tailoring 
custom messages for each 
user, personalization can 
make all the difference 
when it comes to reaching 
potential customers.

Infographics are making a 
comeback
These creative visualizations 
are an effective way for 
businesses to communicate 
with their target audience 
and present valuable 
insights about their products 
or services in an easily 
understandable manner. 
Infographics are highly 
shareable, making them 
an ideal tool for content 
marketing strategies. They 
are also great for boosting 
SEO, as they often include 
links to other related content 
or websites.

Furthermore, infographics 
help to break up large 
chunks of text into smaller, 
easily digestible pieces. 
This makes it easier for 

readers to quickly scan and 
understand the information 
you’re presenting—and we 
all know that time is money. 
As technology advances 
and more people rely on 
mobile devices, having 
visuals that look great on all 
screen sizes is becoming 
increasingly important. 

Social media
The meteoric rise of 
TikTok
TikTok is the perfect 
platform for marketers 
to reach a wide range 
of audiences. With its 
easy-to-use interface and 
innovative features, it allows 
brands to create highly 
engaging content that 
resonates with their target 
audience—whether B2B, 
B2C or experiential. With 
its vast array of effects, 
music and videos, TikTok 
enables businesses to 
create viral campaigns and 
build brand recognition 
quickly. In addition, its 
advanced analytics provide 
useful insights that help 
marketers better understand 
user behaviors and track 
performance.

Leveraging influencer 
marketing
In 2023, brands should 
focus on developing more 
meaningful relationships 
with influencers. Brands can 
use various tactics, such as 
offering exclusive product 
previews or access to 
exclusive content, in order 
to incentivize influencers 
to partner with them. 
Additionally, brands should 
work to better understand 
the audience of their chosen 
influencers, in order to 
create more effective and 
tailored content. Influencer 
marketing has become 
an incredibly powerful 
tool for brands looking 
to increase their visibility 
and reach. According to 
research from McKinsey & 
Company, influencer-based 
campaigns are up to 
11 times more effective 
than traditional digital 
campaigns. This is because 
influencers have a built-in 
audience that is highly 
engaged and willing to trust 
the opinions of the people 
they follow. By leveraging 
the power of influencers, 
brands can increase 

Mara Gannon

»
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brand awareness, drive 
engagement and boost 
conversions.

Social media as a 
customer service tool
Customer service is more 
important than ever before 
and companies that can 
leverage social media 
platforms to provide quality 
customer service are sure 
to stay ahead of the curve. 
By using social media, 
companies can easily 
connect with their customers 
and answer questions or 
address issues have via an 
over-the-top application like 
Facebook Messenger or 
WhatsApp. This creates a 
great user experience that 
can help increase customer 
satisfaction. Additionally, 
it allows companies to 
respond quickly to customer 
feedback and issues, which 
can help build trust. 

SEO
Prioritizing keyword 
optimization
Keywords are the foundation 
of any successful SEO and 
digital marketing campaign, 
as they allow you to target 
relevant audiences and 
appear higher up search 
engine results. When it 
comes to optimizing your 
website for keywords, it’s 
important to keep in mind 
that the best way to do this 
is by creating content that 
is tailored to the specific 
search terms you’re 
targeting. This means that 
you should be researching 
relevant keywords and 
tailoring your content 

accordingly. Additionally, 
pay attention to the various 
keyword tools available 
online and use them to 
identify high-performing 
keywords for your website.

Another important step 
for effective keyword 
optimization is to optimize 
your website’s metadata. 
Metadata is essentially 
invisible code that tells 
search engines what your 
website is about and can be 
optimized to include relevant 
keywords. This ensures 
your website appears more 
prominently on the search 
engine results page when 
users search for those 
specific keywords.

Historical optimization
Historical optimization is 
the process of analyzing 
past performance of 

content to determine where 
improvements can be 
made in order to achieve 
better results in the future. 
It is especially useful for 
improving your SEO efforts, 
as it can help you identify 
keywords that are popular 
among your target audience 
and adjust your content 
accordingly. By leveraging 
historical optimization, you 
can ultimately reach a larger 
audience. This strategy can 
help you create content that 
resonates with your target 
audience and drives more 
traffic and engagement to 
your website or blog. 

Advanced link building
Link building is a key 
component of any effective 
digital marketing strategy 
and it’s important to stay on 
top of the latest trends. The 
first advanced link-building 

technique is utilizing an 
outreach program. This 
involves developing 
relationships with other 
websites or influencers in 
your industry who have 
the potential to link to your 
content. By building these 
relationships, you can have 
your content featured on 
other websites, resulting in 
more organic links pointing 
to your own site. An internal 
linking strategy is a great 
way to maximize the value of 
your existing content. 

By utilizing these 
advanced digital marketing 
trends, you can stay ahead 
of the curve and get a 
jumpstart on your 2023 
digital marketing plan. If you 
need help getting started 
or would like assistance 
with your digital marketing 
efforts, reach out to a trusted 
marketing team today!

Mara Gannon
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To be or not to be in the 
office—that is the question 
facing thousands of 
organizations in 2023 as 
companies try to balance 
the perceived benefits 
of in-office work with the 
demands of employees who 
prefer working from home or 
at a location other than the 
office, at least on a part-time 
basis.

While no one can predict 
what the new year holds in 
store, it seems fairly safe 
to say that hybrid work 
models are here to stay. 
And that’s not a bad thing, 
given the results of several 
recent studies. In a report 
by McKinsey, 87 percent of 
employees indicated they 

would like the opportunity 
to work more flexibly if their 
employers offered it. Slack, 
meanwhile, found that 
flexibility is the key reason 
why employees are attracted 
to a hybrid work model; while 
57 percent of respondents 
to a YouGov poll said they 
wanted the option to work 
from home. 

With workers increasingly 
expecting a degree of 
choice in where to work, 
many businesses have 
realized that—like it or 
not—they must offer some 
form of remote or hybrid 
working if they wish to 
continue to attract top talent. 
And experience suggests 
this needn’t affect the bottom 

line: worker productivity 
remained high when 
employees had no choice 
but to work from home at the 
height of the pandemic and 
has remained high since 
the world has returned to 
something approaching 
normal. As for employers, 
they are no longer bound 
by geographical restrictions 
and so can choose from a 
broader pool of potential 
workers that, in theory, can 
live anywhere.

The question that remains 
for many organizations as 
we enter 2023 is: how do we 
ensure remote and hybrid 
workers remain engaged? 
How can they feel like they 
are part of the team when 

they are living and working, 
in some cases, half a world 
away? How can we still 
onboard, train and mentor? 
How can we ensure people 
have the same experience 
regardless of where they 
are? In short, how can we 
make hybrid work actually 
work?

To ensure that remote and 
hybrid workers “are always 
first-class participants,” in 
the words of Microsoft chief 
enterprise integration officer 
Satya Nadella, technology 
upgrades will be a high 
priority—and depending 
on the number of remote 
workers, a potentially 
significant expenditure—in 
2023. While bad lighting, 
poor audio and distracting 
backgrounds could be 

DEALING WITH CHANGING 
WORK MODELS: 2023 
WORKPLACE TRENDS
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tolerated in the early days 
of the pandemic, they are 
no longer acceptable in 
a professional setting. 
Moreover, inadequate 
equipment can lead remote 
workers to feel disengaged, 
which can reduce their 
productivity while increasing 
in-office employees’ 
perceptions of them as 
something less than true 
professionals.

To create better 
workplace experiences 
that ensure all workers 
are engaged and 
collaborating, regardless 
of location, expect more 
employers in the year 
ahead to: 
• increase expenditures 

on state-of-the-art 
audiovisual solutions 
that are easy to use, to 
ensure that all employees 
(whether in-office or 
remote) look and sound 
good when participating 
in videoconference 
calls, and support both 
bring-your-own-device 
and 
bring-your-own-meeting 
features;

• add in-office technology 
solutions that enable 
content to be easily 
captured, digitized and 
shared with remote 
participants; 

• provide remote 
employees with home 
office solutions, including 
work tools and video 
conference kits equipped 
with headsets, mics and 
ring lights, to ensure they 
can be as comfortable 

and productive as their 
in-office colleagues; and

• reconfigure office spaces 
so that in-office employees 
have a variety of equally 
productive spaces—from 
large conference rooms 
to huddle rooms and 
pods, each equipped 
with videoconferencing 
technology—from which 
to choose as most 
appropriate for the task  
at hand.

Beyond technology 
solutions, 2023 will likely see 
more employers budgeting 
for training so that employees 
can fully leverage the 
technology at their disposal. 
And because hybrid and 
remote work opens the 
door to an increased threat 
to data security, expect 
organizations to place 
greater emphasis than 
ever before on corporate 
cybersecurity and resilience. 
This will translate into the 
introduction of security 
features such as multi-factor 
authentication, least privilege 
access and anti-malware 
solutions, as well as the need 

for software to be kept up  
to date.

Businesses will also 
pay more attention to 
furniture solutions that give 
employees choice and 
control over where and 
how they work. They have 
become used to moving 
about a space and sitting 
in postures ranging from 
lounge to seated or even 
standing while remote and 
expect that same variety 
while in the office. 

Employers will look to 
make spaces comfortable 
and desirable for 
employees, but also 
design them to remain high 
functioning for the business. 
Considering power, 
posture and sightlines will 
be critical: companies will 
seek to provide users with 
video-friendly settings while 
also featuring different 
postures and promoting 
movement such as 
height-adjustable tables and 
tiered seating. This presents 
new challenges when it 
comes to acoustics and 
maintaining sightlines, but 
new solutions in furniture and 

tech are helping to make this 
a reality. 

Social spaces will remain 
a key element of any hybrid 
floorplan as the time spent 
in the office helps build trust, 
which is the backbone of 
innovation. These spaces 
are intentionally designed 
to be open, comfortable 
and inviting, to draw people 
in and together. Amenities 
like food, drinks, snacks 
and even the presence of 
workplace concierges or 
tech support help anchor 
these types of spaces. 

The bottom line is that 
the increased investment 
organizations will make 
in workplace technology 
and comfort in 2023 must 
ensure that the spaces being 
created offer options so that 
employees can do their best 
work, while simultaneously 
ensuring engagement and 
a good experience. This will 
result in spaces that make 
the commute into the office 
worthwhile, while creating 
seamless experiences 
regardless of where 
employees are actually 
working. 

Valerie Santanasto
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As a follow-up to Industry 
Week’s keynote address 
from Phil Kirschner, senior 
expert with McKinsey 
& Company, he shared 
some compelling statistics 
about hybrid selling and 
the benefits of using this 
approach: 
• Hybrid selling—initially 

an adaptation to the 
pandemic—is expected 
to be the dominant sales 
strategy by 2024 due 
to shifts in customer 
preferences and 
remote-first engagement.

• Hybrid sales drive up to 
50 percent more revenue 
by enabling broader 
and deeper customer 
engagement and 
unlocking a more diverse 
talent pool than more 
traditional models.

• Winning 
business-to-business 
organizations are 
shifting to a more 
hybrid salesforce by 
implementing four actions 
that support success.

As a sales professional, 
this probably doesn’t come 
as a surprise because 
you’re constantly on the 
lookout for just the right 
ingredients to achieve 

success—but what are 
they?

Start with a dash of phone 
calls. Add in a dollop of 
emails. Then a pinch of 
personalization. Sprinkle with 
a little taste of video.

While there’s no magic 
recipe that works for 
everyone, and every sales 
rep has their own approach 
and personality, there are 
fundamental ingredients to 
use as your guide. 

The key to figuring out 
what works best for you 
really boils down to time and 
testing. 

Are you using your time as 
productively as possible? 
How have you and/or your 
team already modified 
your selling approach to 

incorporate a mix of hybrid 
selling preferences; and 
what strategies, channels 
and approaches are you 
testing to see what delivers 
the best results?

In sales, it is critical to 
use your limited time as 
productively as possible 
and not waste your energy—
especially on low-yielding 
tasks. These “activity traps” 
can lead to significant 
drop-offs in your sales 
momentum and productivity, 
even when you’re working 
hard and you’re an expert in 
what you do.

Instead of trying to do 
everything at once, focus 
your time on high-priority 
tasks. This requires you to 
review your tasks, list them 

and then assign priorities  
to them.

Have you analyzed how 
you are managing your 
time recently?
Effective time management 
is a strategic advantage 
for salespeople, which is 
why you should adopt good 
habits when it comes to 
managing your time.

Try this: in the new year, 
divide your day or week into 
parts. Consider breaking 
them into the following 
essential activities:
• Prospecting time
• Meetings
• Researching leads and 

new opportunities
• Personal development
• Account management

TIPS FOR MASTERING  
YOUR RECIPE FOR  
SALES SUCCESS

Marisa Pensa Marisa Pensa is 
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In addition to 
understanding how and 
where you’re spending your 
time, it’s vital to test what 
you’re doing. If you’re not 
testing, the chances are 
you’re doing the same old 
thing day after day; and all 
great salespeople know that 
while best practices and 
time-tested strategies are the 
core of their approach, they 
must constantly adapt and 
adjust to reflect the latest 
and greatest technology as 
well as industry trends and 
research.

It’s easy to make a snap 
judgment and immediately 
push a strategy to the 
wayside if it doesn’t work the 
first few times; but before 

you do, consider whether 
you really have enough data 
to justify your conclusion. 
This goes for new strategies 
you’re having success with 
too.

For instance, we 
encourage our training 
participants to practice and 
test their phone, email, social 
media and in-person sales 
skills and strategies.

The best sales prospecting 
methods involve many steps 
and different avenues, and 
are spread out over a period 
of time. It is not a one-time 
event and it definitely doesn’t 
happen overnight. It is the 
product of perseverance, 
hard work and practice.

As we wrap up 2022 

and prepare for 2023, give 
yourself the gift of reflection. 
Consider trends and studies 
like those presented by 
McKinsey & Company. In 
addition, take time now to 
reflect on the ingredients 
you’ve been using over the 

last year and ask yourself 
what new ingredients or 
recipes you’ll try in the new 
year.

Here’s a page out of 
our cookbook for a little 
inspiration!

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

Marisa Pensa

mailto:marisa%40methodsnmotion.com?subject=
http://www.methodsnmotion.com
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Today, my landscaper came 
to tend to my disaster yard of 
leaves, twigs and pinecones. 

It was a huge mess.
I have a decent-size yard 

that has over two dozen 
large and mature trees. A 
recent storm brought leaves. 
There were millions of 
leaves. Millions. You couldn’t 
see the grass or pine straw 
at all... just leaves.

Curious as I am, I watched 
them the whole time—in 
awe—as they cleaned it up 
completely, in less than an 
hour.

How the hell?
First, in rolled the 
“lawnmower.”

Their mower was a beast, 
rendering everything (twigs 
and pinecones included) 
into dust.

Dust. In. One. Pass. Fast 
and nimble as you can 
imagine—I couldn’t run 

around and turn as fast as 
it did for more than a few 
minutes before running out 
of breath.

My mower is pretty 
nice; but it would have 
done nothing more than 
lightly hack at the millions 
of leaves, fire twigs and 
pinecones out like missiles, 
and blow crap in every 
direction, while I yanked 
it back and forth like I was 
brushing some giant tooth.

 After everything was 
rendered into earth 
powder, they used these 
God-breath-blasting blowers 
to blow the debris from the 
pine straw into the grass, 
“mow” it, then blow the 
leftover dust back into the 
pine straw toward the back 
of the yard.

These badass blowers 
looked like—and were as 
powerful as—jetpacks. 
Even with all that weight on 

your back, the hose looked 
lightweight and had the 
throttle perfectly placed 
where you would naturally 
hold it. 

Again, I have a pretty 
sweet blower; but I feel like 
I’ve had a workout after using 
it for 30 minutes and end up 
turning it off half the time by 
accident. It is strong enough 
to clear my backyard’s grass 
of a normal amount of leaves 
in about 30 minutes. That is 
just blowing them into the 
pine straw, which takes up 
half the yard.

Their blowers made 
everything look as easy as 
blowing out a few candles. 
One quick trigger pull 
results in a massive cloud of 
leaves and stuff blown in the 
direction of your choice. 

Did I mention there were 
millions of leaves?
As I stared on, I was 
estimating how long it 
would have taken me to do 
everything I was witnessing 
unfold—at least three days 
alone, at best two with help.

Not kidding…  My best 
bet would have been to bag 
up as much stuff as I could 
and burn whatever I could 
whenever there’s a burn 
day… so, yeah, never. Plus, 
we are talking about millions 
of leaves. The results would 
have been embarrassing. 

Now, I could go spend a 
bunch of money and buy 
that monster-lawnmower; but 
I know for a fact I would end 
up smashing into something 
or murder the poor machine 
through incompetence.  

Same goes for the jetpack 
tornado engines.

Speaking of money, these 
guys are cheap. “Cheap” is 
a relative term; but for me, I 
can justify the monetary cost 
considering the amount of 
time I have saved. Time is 
the most valuable asset we 
have in our lives, so I try to 
spend it wisely.

The financial justification 
is simple, to me: 
• Service is needed. 
• I need to spend time and/

or money for service. 

They have the tools and the 
experience. 

I have saved time and 
received an amazing 
service.

It’s worth the money.
There are so many parallels 
to this story in the business 
world. Your time is your most 
valuable asset; why waste 
it tackling time-consuming 
tasks that are outside your 
comfort zone when there are 
specialists out there that can 
do it for you—quicker and 
better?

LEAVES. 
MILLIONS OF LEAVES. 

Alexander Nicolaides Alexander Nicolaides 
is the president of 
Logicblock, a full-service 
web development 
company based in 
Atlanta, Georgia. For 
further information visit 
www.logicblock.com.

http://www.logicblock.com
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NOT A SUBSCRIBER? 
Sign Up Now

NOT AN ADVERTISER? 
Start Next Month

GOT AN ARTICLE IDEA? 
We Want To Hear About It.

Call Rowan 
(703) 531-8507

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

