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Well, thankfully January is 
finally over (with most of my 
resolutions already broken) 
and 2023 feels like it now 
fully underway.

That said, I’m sure 
many of you out there in 
the IDC have been hard 
at it already, not least the 
folks at Central National 
Gottesman and S.P. 
Richards, who win ID’s 
highly coveted (and newly 
invented) Surprise Move of 
the Month Award.

While it was reasonably 
well known that something 
was going to give at SP, I 
think it is fair to say the exact 
nature of this deal came 
out of the blue for most 
commentators. 

As our news story on 
page 16 suggests, reaction 
from within the IDC has, on 
the whole, been positive 
and I add a cautious echo 
to those sentiments.

CNG is a well-established, 
well-respected company 
with nearly 140 years of 
experience. It also, perhaps 
more importantly, brings 
financial stability (without 
any need to answer Wall 
Street); an impressive 

»

Editorial

Who saw 
that coming?

Rowan McIntyre, 
editor and publisher
rowan@idealercentral.com

Winner’s Circle

track record in M&A; an 
established distribution and 
warehousing network; and 
a number of synergies with 
regard to business sectors, 
which were lacking in SPR’s 
previous owner, General 
Parts Company. 

While it is early days and 
there are a lot of unknowns 
about how the new SPR’s 
relationship with the IDC will 
work out—not to mention 
the concerns of those 
who have pointed to the 
aforementioned synergies 
and seen potential conflict 
of interest—all in all I think 
there ia a good deal to be 
optimistic about. 

The IDC needs strong, 
competitive wholesalers 
and I think this deal will help 
ensure that.

Squash’s 
Ridgefield Office 
Supply turns 70
Whitney Williams, the owner of Squash’s Ridgefield Office 
Supply LLC, Ridgefield, Connecticut, knows the name of 
her company is a bit unusual. However, it’s been the office 
supply dealer’s moniker for 70 years and she would never 
think of changing it. In fact, the story of how the company 
got its name hints at what accounts for its ongoing success 
seven decades later.

“Aldo was a young Italian boy who wanted to open a 
newspaper stand and was working at the local pharmacy 
and soda shop to save money,” Whitney explains. “His 
family had a garden where they grew squash. As most 
gardeners know, planting a hillside of squash yields a lot of 
squash! Aldo would bring squash to work for lunch every 
day and often delivered squash to his neighbors. In 1953, 
when he had saved enough to open his business, it became 
known as Squash’s.”

Today, Squash’s is an icon in Ridgefield.
“It’s like the TV show Cheers, where everybody knows 

your name,” says Whitney. “Our regulars will come in once 
a day and sometimes more often. It’s part of their daily 
schedule to come in to say hi. Our part-time workers are all 
from the local high school; or if they go to college, they’ll call 
and say, ‘I am going to be home for three weeks. Can I work 
some hours?’ And we schedule them. I hug everyone who 
comes in. It’s just a nice family business and we love it.”

“Everybody” includes customers from Squash’s largest 
clients: the local banks, restaurants and other independent 

http://cityofhope.org/nbpi
mailto:rowan%40idealercentral.com?subject=
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businesses. The local schools are 
another major account.

“Each year, we do back-to-school 
packs,” Whitney explains. “We get 
the list of supplies from each teacher 
by grade. In the summer, we rent a 
space—sometimes a room, an old 
house, even a church—and we put 
the packs together. The parents can 
go online and order the packs. When 
the kids return to school, they find their 
packs with their names on them on their 
desks. It’s personalized and the kids, 
parents and schools love it.”

While Whitney seems like a natural 
both at small-town living and at being 
a local business owner, neither was 
planned.

After working in New York City in 
mergers and acquisitions for 30 years, 
Whitney realized she needed to live 
closer full time to her teenage kids, 
who had been born and raised in 
Ridgefield. So, in 2015, she moved 
back to the town for good. However, 
she soon found herself with extra time 
on her hands. On a trip to Squash’s to 
pick up a folder for her son, she saw 
a “Help Wanted” sign in the store’s 
window and applied.

“The manager said it was a cashier 
job and didn’t pay that much, but 
I explained I didn’t care about the 
money,” Whitney says. “It was more 
that I was looking for a way to socialize. 
A few months later, Gary Peterson, 
who had owned the company for about 
10 years, approached me. Knowing I 
had a business background, he said, 
‘You love this town; you raised your 
children here. Would you like to buy the 
business?’ Of course, I had no idea if I 
wanted to buy it or what the financials 
were. But we got down to the nuts and 
bolts and negotiated. Less than a year 
later, I was the owner.”

Although her children are now in or 
finished with college, most of them 
worked at Squash’s during high school. 
Her husband works with her at the »

Winner’s Circle

store, and one daughter still does the 
seasonal holiday windows. “It’s an 
honor to have children that love us and 
are here by choice,” she says. “We all 
love it here.”

When asked what has kept Squash’s 
thriving for 70 years, Whitney doesn’t 
hesitate: “Customer service is the 
number 1 reason. We pride ourselves 
on great service and being super 
helpful. If we don’t have a product or 
service, we will refer the person to a 
local business that carries it. We are a 
small town with small businesses and 
we support each other.”

Squash’s alums also help. “We’ve 
been here so long that a lot of people in 
the town worked here in the 1950s and 
1960s,” she says. “Some are nostalgic; 

some have kids in school here now and 
they like to tell them how they worked 
here. They like to support us.”

According to Whitney, another 
reason for Squash’s longevity is its 
copy and print shop: “We have a 
print shop, so we do many restaurant 
menus, company business cards 
and Christmas cards. We get a lot 
of click and print, but we also have a 
full-time designer who will work with our 
customers one on one. For example, 
we get artists who want to print cards 
with their artwork. Our designer will 
help them with the size, paper and 
envelopes. We do custom work and 
are cheaper than Staples!”

In fact, the company prides itself 
on its reasonable pricing—although 

The Squash’s team (l-r) Dominic Jesuthasan, Riley Morrison, Wendy Gagnon and Whitney Williams (owner)
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QUALITY PRODUCTS FOR QUALITY ORGANIZATION

Organize everything better with durable Avery products. Our binders, dividers and labels 
offer exclusive features and unique designs to hold up to frequent, everyday use. Fill your 
supplies today for long-term organization you can rely on. 

Protect documents with binders featuring DuraHinge® and DuraEdge® technology 

Make binder organization easy with customizable tabbed dividers

Cover markings or old labels with TrueBlock file folder labels

Easily change out removable ID labels with no messy residue

Get organized with durable ID labels that resist moisture, scuffing and tearing
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As INDEPENDENT DEALER reported 
last month, the headquarters of Sayes 
Office Supply, Alexandria, Louisiana, 
was destroyed by a confirmed tornado 
in early December. While the damage 
was worse than initially suspected, no 
injuries were reported.

“I just thank God it happened at 
night and we were not in the building,” 
says Sayes Office Supply owner Cindy 
Sayes. “The building was totaled. The 
tornado came in the front and went 
through and out the back, demolishing 
everything. They found debris from 
our building in Pineville, a town about 
10 miles away as the crow flies. We 
couldn’t even salvage any of our 
employees’ desks, so they are working 
on folding tables. We are trying to 
decide if we will rebuild in the same 
location.”

Until that decision is made, the 
company is operating out of a 
temporary warehouse at 3651 Lee St. 
in Alexandria, one of several offered by 
the community.

“My husband and I were just going 
to see the damage and the phones 
were already ringing off the hook,” 
says Cindy, her voice trembling 
with emotion. “It was people in our 
community calling, saying, ‘I have a 
warehouse’; ‘I have a warehouse.’ We 
got the one we are in now on the same 
day. Our trucks were in the parking 
lot but were not hit by the tornado. 

The picture of them lined up with the 
inventory we had left in front of the 
warehouse brings tears to my eyes. 
And other businesses in the community 
would just call and say, ‘We are 
bringing lunch this day.’ We didn’t ask; 
they just did it. It’s amazing to have a 
community like that.”

Most importantly, Cindy reiterates: 
“People ask, ‘How in the world are you 
going to get through this?’ We have 
an amazing team, so we will. But most 
importantly, no one was hurt. You can 
replace material things, but you can’t 
replace lives.”

Sayes Office 
Supply 
headquarters 
hit by a tornado: 
UPDATE

Whitney admits some customers have 
to find that out for themselves. “We 
have a lovely storefront on main street, 
so some people think we are going to 
be more expensive than some of our 
competitors,” she says. “But we are 
very price competitive. They find this 
out once they come in and shop.”

Whitney also admits that Amazon has 
hurt their business to a degree—“Like 
it has everyone.” But she believes 
customers’ desire to buy local and the 
store’s diverse inventory have been 
crucial in maintaining market share 
in the face of competition from the 
purely online retailers. “Squash’s is an 
institution in town and people know 

they will be able to find what they are 
looking for here,” she says. “We still 
carry the rubber finger to turn pages 
that many banks use and Crane’s fine 
stationery; but we also carry the latest 
smartphone stylus. We don’t carry 
computers, but we have accessories 
like mice and mousepads. We keep up 
with the times.”

In fact, keeping up with the times 
is a major focus for the company. “In 
the next five years, we are looking to 
grow our business,” explains Whitney. 
“So much is changing in our society 
and our world, and there is so much 
information out there. Our goal is to 
stay on top of trends and innovations. 

Luckily, we have good relationships 
with our vendors who help us do this by 
introducing us to new things.”

Yet embracing innovation doesn’t 
mean abandoning what’s been 
essential to Squash’s past success. 
“We try to do a lot in our community,” 
Whitney says. “We’ve donated supplies 
and printing to our schools too many 
times to name them individually. We’ve 
also sponsored our town’s Little League 
team since it was started 60 years ago. 
One of the banks here in town jokes, 
asking us if we will stop sponsoring the 
team so it can. But the team is named 
Squash’s, and we like having our own 
baseball team!”
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San Francisco, California-based AAA Business Supplies 
and Interiors has acquired Fresno, California-based reseller 
The Office City.

The companies will operate as separate entities initially. 
The Office City CEO Bill Jones, an established leader in 
 the AOPD community, and principal Jerry Carroll, 
a Pinnacle board member, are joining AAA in “key 
leadership roles.”

Together, the two companies have merged with 24 
companies in the past 40 years. This most recent tie-up 
gives AAA seven locations throughout California, with a 
deep foothold in Northern California and the Central Valley.

“We view this as a combination of equals bringing their 
collective strengths to the table to make us all stronger,” 
said AAA partner Steve Danziger. “AAA is looking to bring 
additional dealers on board as scale matters more than 
ever today. Plus, we want to continue strengthening our 
talent pool and the product solutions and services we can 
offer clients.”

AAA Business Supplies acquires The Office City
Jones commented on the transaction: “We have known 

Steve and his team for many years. What attracted us most 
to AAA was that we share similar cultures that nurture and 
develop experienced, passionate team members that focus 
on delivering world-class results to clients.”

How is the. . .

Service?
How are the. . .

Discounts?
How is the. . .

Accuracy?
     . . . of your CURRENT
stamp & sign supplier?

See what 
WE have 
to offer!

1311 Howard St.
Omaha, NE  68102

800-877-8267
Fax:  (800) 342-1260

Email: sales@jpcooke.com
Web: www.cookedealer.com

HIGH Discounts

Serving Independent Dealers
for Over 80 Years

We Offer Stamp Microsites
1-2 Day Production

High Quality

Brand Names!

A Service Disabled Veteran Owned Small Business - Marking Products Since 1887

Winner’s Circle

http://www.cookedealer.com
mailto:sales%40jpcooke.com?subject=
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Independent dealer A-Z Office 
Resource, Inc. (AZOR), Nashville, 
Tennessee, has acquired Memphis, 
Tennessee-based Yuletide Office 
Solutions, effective January 1. 
This is the fourth acquisition in the 
space of eight months for AZOR: 
in May 2022, the dealer acquired 
Mid-Tennessee Office Equipment 
in Carthage; in September, Plateau 
Office Supply, Crossville, Tennessee; 
and in December, Advanced Office 
Machines, Bowling Green, Kentucky.

“The past several years have really 
been a struggle for everyone in our 
industry,” said AZOR president Robbie 
Clark. “As business ramped back up in 
2022 to pre-COVID-19 levels, we were 
still feeling the lingering impact of the 
supply chain issues, labor shortages 
and increases in operating cost.

“Part of our core value system at 
AZOR is recognizing local businesses 
as the lifeblood of our communities. 
That includes not only customers, but 

AZOR snaps up 
Yuletide as fourth 
acquisition in 
eight months

also the other dealers in our region. 
We have never looked at these folks 
as competition. We’ve always treated 
them as peers and partners, and 
had great relationships with them for 
many years. I started reaching out to 
everyone I knew early in 2022, initially 
to see how we could work together 
to lessen the load on all of us. Some 
of those conversations turned into 
partnerships for last-mile delivery and 
procurement. Those partnerships 
ultimately led to acquisitions. They are 
all great fits for our culture, and we are 
excited to continue their legacies and 
local presence. We are even more 

excited to integrate their industry talent 
into our family.”

Robbie said that AZOR is expected 
to announce two more acquisitions in 
the next few weeks.

Yuletide was founded in 1972 by Paul 
Miller Sr. and is led today by his son 
and longstanding company president, 
Chris.

“I’m happy to share that I’m starting 
a new position as president of sales 
AZOR Western Tennessee Division 
at A-Z Office Resource,” said Chris. 
“This is so exciting to be joining another 
Tennessee company as well as lifelong 
friends!”

FriendsOffice, Findlay, Ohio, has opened its W.R.I.T.E. 
(We Reward Innovative Teaching and Education) grant 
program, which is designed to recognize local passionate, 
qualified and talented schoolteachers. W.R.I.T.E. awards 
up to $5,000 in office products each year.

To apply for the grant, teachers must submit a 
500-word minimum essay that contains their version 
of the thesis statement: “If I had X [product] from 
FriendsOffice, I could do X [innovative teaching 
method].” Up to five teachers will each win $1,000 in 
office supplies. The deadline for electronic submissions 
for the 2022-23 academic year is February 28.

FriendsOffice offers the 
W.R.I.T.E stuff

»

Strive Workplace Solutions, Portland, Oregon, has earned 
the Best Customer Service 2022 Award from the Redmond 
Chamber of Commerce. Strive was chosen from the nominees 
by the community, who voted to select the winner. The award 
was presented at the annual Redmond Chamber awards 
dinner on Friday, January 27, in Redmond, Oregon. 

“The award really means a lot as we strive to delight our 
customers every day,” said Jeff Lurcook, Strive’s president. 
“This proves that customers really do value a great experience 
and that customer service, done well, does have real value.”

Strive Workplace Solutions 
wins Best Customer 
Service Award
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For more information, visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

Cancer Can’t Wait.
AIDEN ANDER SON WAS E XCITED ABOUT HIS EIGHTH BIRTHDAY— not just for the usual 
reasons. It would mark a milestone: 100 days since a transplant of blood stem cells from his older brother.

To beat rare leukemia, Aiden’s family had turned to City of Hope, a pioneer in stem cell transplantation. Today, 
we have one of the largest and most successful transplant programs of its kind in the world. And because 
cancer can’t wait, we put a priority on offering Aiden and our other patients timely, world-class care. 

This hope and healing is made possible in part by the National Business Products Industry, with over $250 
million raised for City of Hope across 40 years. Your support of the 2023 ACCOMPLISHING HOPE campaign, 
honoring Boris Elisman of ACCO Brands, can help advance lifesaving treatment to patients like Aiden.

CityofHope.org

2023 SPIRIT OF LIFE® HONOREE 
BORIS ELISMAN
Chairman and CEO, ACCO Brands Corporation

U P C O M I N G  E V E N T S

AFFLINK CHARITY GOLF CLASSIC AND NATIONAL 
PLANNING MEETING (January 23) Grayhawk Golf Club  
in Scottsdale, Arizona

CITY OF HOPE TOUR, HALL OF FAME DINNER AND GOLF 
OUTING (February 20 to 21) The Langham Huntington 
Resort & Spa in Pasadena, California and Angeles National 
Golf Club in Sunland, California

S.P. RICHARDS CO. HERITAGE OF HOPE GOLF OUTING & 
VENDOR SUMMIT (March 21 to 22) JW Marriott  
San Antonio Hill Country Resort in San Antonio, Texas

OFFICE PARTNERS LEGENDS OF THE INDUSTRY 
OUTDOOR CHALLENGE (March 26 to 29) Dream Lake 
Lodge in Livingston, Alabama

4 iDealer JAN Trade Ad r3.indd   14 iDealer JAN Trade Ad r3.indd   1 1/13/23   8:41 AM1/13/23   8:41 AM

http://www.cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=
http://cityofhope.org
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Did you miss out on Back-To-School 
supply list business in your area? 

NOW 
is the time to get your local 

schools signed up! 
Contact us to learn how 
FriendsOffice in Ohio,  

Kennedy in N.C., and Circle in 
Indy 

generated over $195,000 in BTS 
sales last season! 

A turnkey software program 
allowing  

Independent Dealers  
to create, price, build, and ship 
BTS Supply Kits for Elementary 

School Students 
JKILIES@CLASSKIT.COM 

866-723-6574 
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Perry Office Plus, Temple, Texas, 
recently sponsored Wildcat Workforce 
during Temple YOUniverity’s day 
for teachers. The company donated 
t-shirts to all those who signed up 
to receive them. The day offered 
activities for teachers, such as Zen 
and yoga, to help refresh them before 
returning to school. Wildcat Workforce 
is the trade school division of the 
local Temple High School, which 
teaches trades such as automotive, 
welding and cooking. According 
to Denise Ayres, Temple’s director 
of career and technical education, 
Temple YOUniversity is a professional 
development format launched last year 
with two primary goals: to promote 
personalized professional learning for 
all teachers; and to provide “Just for 
You” interactive sessions that build 

social and emotional wellness for all 
teachers.

According to Perry Office Plus owner 
Lynnsay Macey, choosing to support 
Temple was a no-brainer. “I was a 
teacher at Temple for nine years,” she 
says. “Our kids go there and so do a 
lot of our staff’s children, so the school 
has a special place in Perry’s heart. But 
we always try to give back to our local 
school districts. These students will be 
the adults in our community shortly, so 
it’s important to give back to them any 
way we can.”

According to Macey, this marked 
Perry’s second year as a sponsor of 
the event. “The t-shirts were a huge 
hit last year, so they reached out to us 
again this year,” she says. “We love 
that this event gives us the opportunity 
to give back to a local school district 

and market our print and promotions 
category and improve brand 
recognition among the end users within 
the district. We want every teacher and 
staff member to know who we are and 
what we offer. We love celebrating and 
supporting our local school districts. 
We do our best to sponsor events 
held by our local school districts, and 
both owners currently serve on local 
education foundation boards.”

Perry Office Plus sponsors Temple YOUniversity

http://www.classkit.com
mailto:jkilies%40classkit.com?subject=


GOOD FOR 
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De�ecto vinyl chair mats contain 30% USDA certi�ed biobased 
content and are part of the USDA BioPreferred® Program.

Plants help make great chair mats, and at 
De�ecto, we are commi�ed to making life 
more sustainable for all of us. We like helping 
save the environment while helping you 
protect your �ne �oors.
 
Enjoy durable �oor protection with an
easy-glide rolling surface that makes moving 
around your workspace smooth and e�ortless.
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In Memoriam

It is with great sadness that 
INDEPENDENT DEALER learned of the 
passing of Lupe Fraga. 

Lupe was born on February 5, 1936, 
in Houston, Texas, to Felix and Angela 
Fraga, and grew up in Houston’s 
Second Ward, the youngest of six 
brothers: Frank, Joe, Angel, Tommy, and 
Felix. He graduated from St. Thomas 
High School in 1953. While there Lupe 
won a Texas Christian Interscholastic 
League State Championship in 
baseball and basketball. In 1994, he 
was inducted into the St. Thomas High 
School Hall of Honor.

Lupe received an athletic scholarship 
to attend Texas A&M University 
and was a member of the Corps of 
Cadets. Lupe graduated from A&M 
in 1957 with a bachelor of business 
administration degree. After graduating 
Lupe was recognized many times 
over by the university for his numerous 
achievements. Upon graduating from 
A&M, Lupe entered the U.S. Army 
and was honorably discharged after 
four years of service with rank of First 
Lieutenant in 1962.

In 1962, at the age of 26, Lupe met 
James Kendigs, owner of Kendigs 
Office Supply, and told him he wanted 
to purchase the company with the 
help from his then girlfriend, Irene 
Vaeza. The two worked together, 
and she loaned him money to meet 
payroll in those early days. In 1982, 
the company’s name was changed to 
Tejas Office Products, Inc.

Under Lupe’s stewardship, and 
thanks to his remarkable skill for 
relationship building, the company 
thrived. Tejas recently celebrated 
its 60th year servicing the Houston 
business community. Under Lupe’s 
leadership, the company received 
numerous recognitions.

He was featured on the cover of 
DBA Houston Business Magazine 

In Memoriam: Lupe “Champ” Fraga
and Hispanic Business Magazine. 
He was honored by the Houston 
Hispanic Chamber of Commerce as 
its Businessman of the Year in 1991. 
In 2001, PBS aired a nationwide 
television presentation featuring Tejas 
for its education series, Small Business 
School. Tejas was named by the 
Houston Minority Supplier Development 
Council as its Supplier of the Year in 
1991, 2001, 2006, 2008 and 2016, 
and was one of their Emerging Ten 
Award winners in 2002. In 2006, Texas 
Southern University honored him with 
its Legacy Hero award. In March 2011, 
the Center for Houston’s Future honored 
Lupe and his brother, Felix, with the 
Eugene H. Vaughan Civic Leadership 
Award for their lifetime of creating a 
better community in Houston.

Lupe was a senior fellow of the 
American Leadership Forum (ALF) 
Class IX and was honored by ALF 
in April 2015 with its Public Service 
Award. In May of 2021, the Tejano 
Center for Community Concerns 
recognized him with its Legacy Award 
at its second annual State of the Center 
Luncheon. In November 2022, the 
Rotary Club of Houston recognized him 
with its Humanitarian Award at the 49th 
annual Rotary Lombardi Awards.

Ever active in the Houston 
community, Lupe served as chairman 
of the Houston Hispanic Chamber 
of Commerce, the Greater Houston 
Convention & Visitors Bureau, 
and the Federal Reserve Bank of 
Dallas-Houston Branch. He was a 
former board member of the Greater 
Houston Partnership; the United Way 
of Greater Houston; the National 
Board of Directors of the YMCA; Harris 
County Child Protective Service; the 
Ray Childress Foundation; St. Thomas 
University Board of Trustees; and a 
trustee of the Strake Foundation.

Lupe married Irene in 1966 and 

the couple were blessed with three 
children: Michele R. Fraga, Alisa M. 
Kautzmann and Stephen M. Fraga. 
All three grew up in the company and 
Lupe turned the company over to them 
in 2004. Alisa’s husband Frank also 
works for Tejas in sales. Stephen has 
served as president since 2004 and 
Alisa is the administrative manager; 
while Michele selflessly took on the 
responsibility of caring for their parents.

Lupe was a devoted father, 
father-in-law and grandfather and 
proudly attended all manner of 
football games, baseball games, 
basketball games, volleyball games, 
softball games, dance recitals and 
graduations. He was proud of his 
grandchildren, Nick Kautzmann, 
Marissa A. Kautzmann, Gregory M. 
Fraga, Stephen M. Fraga, Jr. and 
Andrew M. Fraga.

Lupe was preceded in death by his 
parents, Felix and Angela Fraga; and 
brothers, Frank Fraga, Joe Fraga and 
Angel Fraga. He is survived by his wife 
Irene; his loving daughters, Michele 
R. Fraga, Alisa M. Kautzmann and her 
husband Frank N. Kautzmann, IV; and 
his beloved son Stephen M. Fraga 
and his wife Michelle M. Fraga. His five 
beloved grandchildren also survive him. 

Lupe Fraga
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In 1996, Bruce Honoré tried to cash his 
paycheck, but it bounced. He went to 
the office products company where he 
worked and found the door locked. The 
company had gone under. So, with just 
a 30x60 folding table, an old computer 
and a carbon-copy printer, he set to 
work and started his own company.

Bruce would drop off his wife, 
Brenda, at work and their children—
including current Honoré CEO 
Barry—at school. Then, he would take 
the seats out of the van, fill it with office 
supplies and make deliveries. The 
business grew enough to require a 
storage unit and, a few years later, an 
office. Brenda quit her job to help with 
the family business full time. 

Yet it wasn’t until Bruce signed his first 
contract with the Dallas Independent 
School District (DISD), one of the 15 
largest school districts nationwide, 
that the business really took off. Today, 
Honoré still has the DISD contract and 
other lucrative school accounts.

“We sell a ton of furniture in the 
education sector,” says Barry, who 
worked for the company during 
summers and joined after college 
when sports politics drove him out of 
basketball. “In 2020, we were named 
the top independent furniture dealer 
by S.P. Richards. We were in the top 
five in 2021 and headed for the top for 
2022 as well.”

Switching gears 
Honoré had dabbled in janitorial 
supplies pre-pandemic; but when 
COVID-19 hit, Barry knew it was time to 
expand.

“The week before the shutdown, 
we were on vacation,” he recalls. 
“We heard people talking about a 
shutdown and I knew if that happened, 
most of our business would be gone. 
When we got home, I started ordering 
janitorial products. We ordered huge 
shipments of disinfectant and wipes. 
We paid cash for Kleenex and paper 
towels so we could get them. We 
ordered truckload after truckload of 
personal protective equipment and 
thermometers, and thousands and 
thousands of batteries, since the 
thermometers didn’t come with them. 
We had our best year ever during the 
pandemic.”

Contracts versus Amazon 
One of the advantages of contracts, 
such as with DISD, is that district 
employees can’t buy contracted 
supplies from other sources. This—and 
being the only local minority-owned 
office products company in the 
area—helps stave off competition 
from Amazon. However, Honoré is not 
entirely immune to its threat.

“Teachers will go to Amazon and 
send us a screenshot of items they 
say are cheaper,” says Barry. “That’s 
when we have to have the candid 
conversation. Amazon is not always the 
cheapest; and since we are resellers, 
we are not always the cheapest. We’re 
also not the most expensive. But it’s 
not our pricing that helps us grow our 
business. It’s our customer service. 
We all sell the same products, maybe 
for a nickel above or below. But our 
customers can pick up the phone and 
call my sister or me, and they will have 
those 20 binders, markers, etc., the 

Company name: Honoré Office 
Products
Headquarters: Dallas, Texas
Top management: Barry Honoré, 
owner and CEO; Clarissa Honoré, 
office manager
Main wholesaler: S.P. Richards
Number of employees: 8
Annual sales: $6 million

next day. We are also transparent. 
If we don’t have something, we tell 
them rather than stringing them along. 
Our customers are state and local 
governments. They aren’t spending 
their personal money, so what they 
care about is service.”

Often Honoré helps these customers 
curb their spending. “The government 
gets a lot of state and federal funding, 
and we all pay taxes,” Barry says. “I 
look at how the money is being spent 
because it’s coming out of my tax 
dollars. These customers don’t need to 
overspend. They don’t need the most 
expensive desks. They need the best 
bang for their buck.”

And what does Barry believe 
other dealers looking to stay in 
business need? “To be able to 
adapt to customers’ needs and 
build relationships,” he says. “All my 
customers know Barry!”

Secrets of Success

Company info

Barry Honoré

Honoré Office Products, Dallas, Texas
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ECI and EvolutionX Join Forces!

When EvolutionX ecommerce is integrated with your ECI business 
management system, you can gain game-changing business 
improvements. Take Office Central, a growing workplace solutions 
dealer that added 200,000+ SKUs and boosted online sales by 
32% in the first six months with EvolutionX and DDMSPLUS.

 ■ Software designed for dealers

 ■ Control of search and merchandising

 ■ Unlimited catalogs and SKUs

 ■ Customizable website design

 ■ Award-winning customer support

 ■ Punchout capability & data synchronization

With EvolutionX and ECI, you will gain:

Click to learn more about EvolutionX

LEARN MORE

https://www2.ecisolutions.com/ddms-evolutionx-id22
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If you have news to share - email it to  
rowan@idealercentral.com
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Further to previous reports, 
INDEPENDENT DEALER can reveal 
that Central National Gottesman (CNG) 
completed the acquisition of S.P. 
Richards Co. (SPR) as expected.

“On January 31, SPR became a 
wholly owned subsidiary of CNG, 
becoming our fourth vertical operating 
division,” confirmed Bill Meany, a senior 
vice president of CNG, who will assume 
the role of president of SPR. “SPR 
will operate as a separate wholesale 
division with their own P&L. Our 
customers and suppliers will continue 
to work with the same people they are 
used to working with.”

As previously stated, former executive 
chairman Yancey Jones and former 
president and CEO Mike Maggio will 
remain with the company for the time 
being. “Mike and Yancey will assume 
new roles supporting SPR in this 
transition,” continued Meany. “Mike will 
become senior advisor to me, as well as 
a member of the SPR Advisory Board. 
Yancey will assume the role of SPR 
Advisory Board president. Mike and 
Yancey are committed to ensuring a 
successful transition and supporting the 
strategic growth initiatives that they had 
set for 2023.

“It is business as usual for SPR. Our 
colleagues are dedicated to fulfilling 
the needs of our customers and those 
of their end-users. We will continue to 
improve the quality of our service, our 
people and in the important role we play 
as a service provider in the industry.”

One of the news owners’ immediate 
priorities is to focus on rebuilding 
inventory levels, something that the 
wholesaler is thought to have struggled 
with since the pandemic. CNG’s 
existing distribution network, both 
nationally and internationally will be key 

SPR purchase 
complete

to achieving this goal.
“We pride ourselves on bringing 

the highest level of service and 
professionalism to everything we do,” 
Meany declared. “Over the course 
of the next several months we are 
focused on growing our inventory 
position to support customers’ 
demands and reviewing the delivery 
requirements of our in various 
segments of the business”

The deal has been generally 
well received by members of the 
IDC, with commentators citing 
CNG’s impressive track record in 
acquisitions, solid financial standing 
and well-respected, family-led 
ownership. SPR represents one of 
CNG’s largest acquisitions to date.

It has also put paid to fears that the 
company might be sold to a more 
direct competitor of the IDC, although 
some have expressed concern that 
there are categories, such as paper 
and packaging, in which CNG divisions 
act as direct resellers.

“I think it’s going to be great for the 
industry,” said IOPFDA executive 
director Mike Tucker. “The company 
has a lot of money, they haven’t had 
to borrow money for the acquisition, 
and they are very experienced when it 
comes to warehouse management and 
logistics. I think that will prove to be a 
strength for SPR.”

“I think the chances of a positive 
outcome from this acquisition are 
good,” added Mark Leazer, executive 
director of AOPD. “The industry, and 
especially the IDC, needs to have 
strong wholesalers. There was an 
element of uncertainty around the 
future of S.P. Richards and this deal 
will help remove that. It looks like the 
new owners are leaving a lot of the 
current team in place to provide some 
continuity. I see that as mostly positive. 
There are a lot of strong, experienced 
veterans who know the industry well 
still at SPR.”

“I think this is a new and exciting 
development,” said Matthew Hebert, 
president at Office Partners. “From 
what I know, they are very good at 
distribution and have an incredible 
financial status. So, I believe this will 
bring new opportunities to dealers and 
vendors to help with maybe new ways 
of distribution.”

“At this point there is more that we 
don’t know than we know. That’s my 
usual reaction in these circumstances,” 
said Mike Gentile, president, and CEO 
of ISG, sounding a note of caution and 
optimism. “I am relieved that someone 
has acquired the business. Yes. 
Because it removes the uncertainty 
around S.P. Richards’ future. I am  
hoping that CNG invests the monetary 
and intellectual capital to the company, 
SP can have a tremendous future and 
fill a strategic gap in our industry. A 
clear and decisive strategic direction is 
needed. And I hope it brings a different 
temperament to the company, by which 
I mean a more positive, collaborative 
relationship with ISG as a buying group”

Based in Purchase, New York, CNG is 
a privately held, $9 billion, global paper, 
packaging and facilities supplies sales 
and distribution giant. Its distribution 
division includes the Lindenmeyr 
Munroe, Kelly Spicers and Spicers 
Canada businesses. CNG boasts more 
than 137 years of family ownership, 
market knowledge, and adaptability to 
create value for clients worldwide. It was 
founded in 1886 and employs 3,100 
people in 29 countries around the world.

Bill Meany

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


Are You Cleaning 
Everything?

Beyond the most common surfaces and 
touchpoints, employee expectations also 

inlcude cleaning the air.

In a recent survey conducted by Fellowes, employee opinions revealed expectations 

about Indoor Air Quality’s effects on their health and work performance.

Accelerated by Covid-19’s impact on the global workforce, employers now carry a higher level of responsibility for 

employee well-being. Make sure you’re providing the best for your employees, they expect it. 

Fellowes has been on the leading edge of 

indoor air quality for more than a decade.

Learn more by visiting Fellowes.com/air

http://www.fellowes.com/air
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ISG announces Industry Week 
plans, elects new board
Independent Suppliers Group (ISG) 
has elected its new board of directors, 
including a change of chair, and 
announced the dates and location 
for its 2023 annual Industry Week 
convention.

Taking over as chair of the dealer 
group is Yancey Jones Jr, COO of The 
Supply Room Companies. Joining him 
on this year’s board are:
• Jordan Kudler, Legacy Office 

Solutions: immediate past chair
• Paul McKinney, Eakes Office 

Solutions: vice chair
• Brian Kerr, Kerr Workplace Solutions: 

secretary
• Thomas Jordan, Herald Office 

Supply: treasurer

“I am very excited to build on all the 
progress that was made last year,” 
said Jones. “I truly appreciate the 

confidence the board has placed in the 
elected officers to lead Independent 
Suppliers Group in 2023.”

Meanwhile, Industry Week is set to 
take place between October 8-11, 
2023, and will be held at the Hilton New 
Orleans Riverside and the Ernest N. 
Morial Convention Center.

“Building off the momentum that 
was the successful Industry Week ’22 
meeting is critical,” added Jones. “We 
are looking forward to bringing the 
industry together again in 2023. No 
event all year brings our dealer and 
supplier community together in a better 
forum to collaborate, strategize, and 
connect. We are looking forward to 
seeing everyone in New Orleans.” 

Industry Week ’22 saw attendees 
take advantage of an agenda that 
included seminar presentations, 
member panel discussions and 

in-depth forums delivered by ISG staff 
and industry experts. Attendees were 
also given the chance to gain insight 
into the future of work and workplace 
trends at the ISG General Session, 
before the week culminated with the 
tradeshow.

“Any members who didn’t attend 
Industry Week ’22 really missed out 
on a good show,” said Anita Punjabi 
of World Trade Office Supplies Inc. 
“The opportunity that Industry Week 
provides to meet with your peers and 
exchange ideas is incredibly important 
to making your business better. It 
also provides valuable time to speak 
with suppliers and learn about new 
products, deals and discounts.”

»
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FOR A COMPLETE LIST OF AVERY INDUSTRIAL ID LABELS,
VISIT WWW.AVERY.COM/INDUSTRIAL

QUICKLY PRINT ID LABELS ONSITE
Improve Workplace Efficiency

CREATE ON DEMAND DURABLE ID LABELS, ASSET TAGS & MORE

Enhance your workplace productivity with Avery Industrial™ products. Our durable labels 
and asset tags offer convenience and reliability with unique features like TrueBlock® 
technology, Surface Safe® adhesive and our Easy Align™ design. Not to mention the  
ability to create and print on demand for accurate inventory management.

Streamline organization with Surface Safe labels that remove easily when needed

Accurately record and monitor equipment with custom asset tags

Cover old labels, barcodes and text with durable ID labels featuring TrueBlock

Create perfectly straight laminated labels with our Easy Align design

Avoid long lead times by printing labels and tags on demand
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http://www.avery.com/industrial
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IOPFDA 
announces 2023 
scholarship 
applications
The Independent Office Products and 
Furniture Dealers Association (IOPFDA) 
has announced the opening of 
applications for its annual scholarships.

Created more than 50 years ago, 
the IOPFDA Scholarship Fund has 
now awarded more than $2.8 million to 
families of office products and office 
furniture dealers, and is supported 
entirely through individual and member 
contributions. In the 2021-2022 
academic year, 30 college students 
received funds from the program.

“Education is something that no 
one can take from you, but a college 
education comes with a hefty price 
tag,” said IOPFDA president Charlie 
Kennedy. “We encourage all member 
companies to share this opportunity 
with their employees and help our 
students in their efforts to be successful 
and productive, maybe even in the 
office products and furniture industry.”

Employees and immediate family 
members of all IOPFDA member 

companies are eligible to apply 
from January 3 to March 31, 2023. 
Candidates must have graduated from 
high school or its equivalent before July 
1 of the year in which they would use 
the scholarship and have an academic 
record sufficient to be accepted by an 
accredited college, junior college, or 
technical institute. Students currently 
enrolled full time in college or graduate 
school are not eligible.

More information can be found here. 

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

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

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

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

JOIN TODAY 

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

Join the Independent O�ce Products 
and Furniture Dealers Association 

»

https://apply.mykaleidoscope.com/scholarships/IOPFDA2023
mailto:info%40iopfda.org?subject=
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Extra Fine 0.5mm

Fine 0.7mm

Bold 1.0mm

G2: The exquisitely engineered everyday pen from Pilot, featuring 

smooth, quick-drying gel ink and a comfortable grip to make everyday 

tasks effortless. G2 is available in four point sizes to fit every writing style, 

and 39 colors to optimally organize anything. It’s the pen your customers 

demand, and an unstoppable solution for driving sales growth.

*G2 is the #1 Selling Gel Pen Brand/The NPD Group/Retail & Commercial/US Dollar Sales/Data on file.

Ultra Fine 0.38mm

1#THE
SELLING PEN
IN AMERICA*

Available In Four Point Sizes
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The Canadian Competition Bureau (CCB) has approved 
Domtar’s acquisition of Resolute Forest Products, but has 
required some facilities to be divested.

The CCB has entered into a consent agreement with Paper 
Excellence-owned Domtar to address competition concerns 
it has with the proposed acquisition of Resolute. Specifically, 
a review concluded that the deal would “likely lessen 
competition substantially in the supply of NBSK (northern 
bleached softwood kraft) pulp in eastern and central Canada 
and in the purchase of wood fiber from private lands in 
north-western Ontario.”

To resolve the CCB’s concerns, Domtar has agreed, 
post-transaction, to sell its Dryden pulp mill and Thunder 
Bay pulp and paper mill to two independent purchasers 
approved by the commissioner of competition.

Once the acquisition of Resolute has been completed, 
most likely in the first half of this year, Domtar will then have 
to make “commercially reasonable efforts” to sell the two 

Competition issues with 
Canadian paper merger

locations. If this is not achieved during the initial sale period 
(the duration of which is confidential), responsibility for the 
divestitures will be placed in the hands of a trustee appointed 
by the commissioner.

Paper Excellence confirmed the agreement to buy 
Resolute for around $2.7 billion last July, just a few months 
after it had completed its $3 billion acquisition of Domtar.

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://www.gopd.com
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Clover receives 
sustainability 
recognition
Clover Imaging Group has announced 
that its remanufactured ink and laser 
printer cartridges have received 
GreenCircle certification for both 
Recycled Content and Closed Loop 
Product.

The ink and laser cartridges were 
certified respectively at 99 percent 
and 86 percent Recycled Content 
and Closed Loop Product. The US 
firm said it is the first printer cartridge 
manufacturer (OEM or aftermarket) to 
receive GreenCircle’s certifications in 
these areas.

GreenCircle Certified is recognized 
as a valid third-party certification entity 
by the US government, the United 
States Green Building Council, the 
International Living Future Institute and 
the Association of Plastic Recyclers. 
GreenCircle’s Recycled Content 
certification also qualifies Clover’s 
products for inclusion in Amazon’s 
Climate Pledge Friendly program.

“The GreenCircle certifications are 
important to us because they align 
with our vision to be a trusted source of 
environmentally sustainable products 
that support a circular economy,” 
said Clover VP of marketing and 
sustainability Keli Posch.

Tork brand owner Essity is once again a member of the US Association for the 
Advancement of Sustainability in Higher Education (AASHE).

The AASHE is an association that enables colleges and universities to meet 
their sustainability goals by providing specialized resources, professional 
development and a network for sharing information about sustainability products 
and services. Essity was previously a member between 2010 and 2019.

Now, the vendor has rejoined the AASHE community in a move it says 
reinforces its commitment “to understanding and assisting higher education 
institutions in advancing sustainability initiatives within their hygiene 
management operations”.

“We look forward to collaborating with the broad range of experts in the 
AASHE network to advance sustainability efforts across campuses,” said Jill 
Trider, customer marketing manager at Essity North America.

Essity rejoins higher education 
sustainability initiative

Sales, marketing and e-commerce agency Highlands has added six 
new holidays for all of their US employees this year. The newly observed 
holidays are: 

“The addition of the new holidays is twofold,” said Gordon Christiansen, 
a partner at Highlands. “First, the decision aligns with Highlands’ culture 
of inclusion and diversity. Secondly, we strive to offer competitive, full-time 
employment benefits to our team.” 

Highlands adds six new holidays

• Martin Luther King Jr. Day 
• President’s Day 
• Good Friday 

• Juneteenth 
• Indigenous Peoples’ Day 
• Veterans Day 

»
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Stamp manufacturer COLOP has upped its presence in the 
US market.

The Austria-based firm has confirmed the establishment 
of its own sales subsidiary near Chicago, Illinois “in order to 
be able to offer the entire product range under one umbrella 
brand and to develop long-term strategies for the US.”

COLOP has had a presence in the country since 1987, 
but the need to set up a fully fledged subsidiary came 
about following the decision by long-term partner Cosco 
to exit the stamp distribution business earlier this year. 
COLOP has turned to stamping industry veteran Brian 
Schwab to head the new organization.

The US is already COLOP’s largest market, representing 
around 15 percent of total sales, and the company is eyeing 
further growth.

“We see good chances to increase the American 
business to 20 percent of total revenue and to achieve a 
turnover in the double-digit-million-euro range with COLOP 
USA,” said joint managing directors Christoph Skopek and 
Franz Ratzenberger.

COLOP opens US subsidiary

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

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!

»

mailto:sales%40ssiop.com?subject=
http://www.ssiop.com
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Paper Made Right™

It’s a new year.  
Back to serving customers  
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.
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US jan/san distribution group Envoy 
Solutions has announced its first two 
acquisitions of 2023.

The first of these was Delta 
Packaging and Supply, one of 
the country’s leading providers 
of industrial packaging products 
and equipment. Founded in 1985, 
the company is based in Flowood, 
Mississippi and is run by president, 
Johnie Weems.

Envoy said the transaction will 
expand its national footprint, 
particularly in the Southeast US, and 
grow its packaging capabilities.

At the end of 2022, paper 
manufacturer Sylvamo held the 
grand opening of its new worldwide 
headquarters.

The three-storey premises in 
Memphis, Tennessee will house 
around 300 Sylvamo employees. The 
building was completely renovated 
to include aspects such as more 
natural light, private rooms and 
more than 60 collaboration spaces. 
It is located about a mile from the 
headquarters of former parent 
company, International Paper.

Sylvamo opens new headquarters

Envoy Solutions 
makes another 
two acquisitions

“As we build upon our progress 
in the Southeast, we will continue to 
enhance efficiency so we can deliver 
the best solutions to our clients,” said 
Envoy Solutions CEO Mark Fisher.

The Delta purchase was followed 
by the acquisition of California-based 
Royal Paper, a national distributor of 
cleaning and safety consumables and 
equipment in jan/san and food service 
applications. The company operates 
a network of five distribution facilities 
that serve more than 400 customers in 
3,400 locations.

Royal was founded in 1985 by 
George Abiaad, who started a 
cleaning company to fund his 
college education after leaving 
war-torn Lebanon. Initially focused 
on the US West Coast, it expanded 
geographically after winning a major 
movie theatre chain concession in 
1999. Abiaad still heads the business, 
supported by his wife, Marianne, who 
is EVP.

“The acquisition expands Envoy 
Solutions’ national footprint, advances 
its position in key markets, and 
enriches its growing product portfolio 
in California and across the US,” 
Envoy noted in a press release.

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=
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US jan/san and food service supplies distributor 
BradyIFS has made its first acquisition of 2023.

The company confirmed it has acquired YPV 
Distribution, a reseller based near Chicago. 
Brothers Peter and John Bouzas together with 
Vaios Papandreou will continue to lead and 
manage the product and services growth of the 
business under the new ownership.

With this transaction, BradyIFS’s revenue in the 
Chicago area now exceeds $70 million. It said it 
expects additional opportunities in the Midwest 
and Eastern US in 2023.

Industry News

BradyIFS acquires 
in Midwest Imperial Dade has made another acquisition, this time in 

California.
The jan/san reseller has purchased Focus Packaging and 

Supply, a distributor of food service packaging and janitorial 
supplies in the greater Fresno market. Current CEO Mike 
Liang co-founded the business in 1995 and today it employs 
around 25 full-time staff.

“The acquisition of Focus provides us with a foothold in the 
growing Fresno market, which is key as we expand throughout 
California,” said Imperial Dade chairman Bob Tillis.

Focus is Imperial Dade’s 59th acquisition since 2007.

Imperial Dade adds scale in California
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INDEPENDENT DEALER was 
saddened to learn that Saul Feldberg, 
founder and chairman of leading 
workplace furniture group Global, has 
passed away.

Feldberg died peacefully at the age 
of 87, surrounded by his family on 
Friday, January 13, 2023. He founded 
Global in 1966 with a singular vision: 
to manufacture an office chair the 
average person could afford.

In 1983, he established Teknion with 
the architecture and design community 
in mind. Under his leadership—and 
along with his sons Joel and David, 
president and CEO of Global and 
Teknion respectively—each company 
has grown to become one of the largest 
furniture manufacturers in the world.

“Saul’s extraordinary life and 
legacy are defined by his generosity 
and commitment to his family, his 
employees and the community,” 
Global stated in a press release. “Saul 
had time for everyone. He personified 
his grassroots leadership style by 
walking the factory floor daily, greeting 
everyone by name.

“His indomitable spirit lives on in the 
entrepreneurial culture of the Global 
and Teknion family, where individual 
initiative and personal commitment 
continue to drive our success. Our 
deepest condolences go out to Saul’s 
wife, Toby, their four children—Janice, 
David, Joel and Bernie—along with 
the rest of his family as they mourn 
Saul’s passing.”

INDEPENDENT DEALER would also 
like to extend its deepest sympathies 
to the Feldberg family.

In Memoriam

In memoriam: Saul Feldberg - Global

Saul Feldberg

https://www.c-lineproducts.com/qz6841-safety-striped-shop-ticket-holders-assorted-44100-cli44100-cli-44100.html
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https://www.c-lineproducts.com/shop-by-product/shop-ticket-holders/stitched-shop-ticket-holders.html
https://www.c-lineproducts.com/shop-by-product/shop-ticket-holders.html
https://www.c-lineproducts.com/
https://www.c-lineproducts.com/catalog.html
https://www.c-lineproducts.com/
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Yes Virginia, There is a 
Speaker of the House

»

When people in Washington say 
nothing is easy, they aren’t lying. 
Back in the day when I started out on 
Capitol Hill, you could work across 
the aisle without fear of retribution. 
You could compromise on issues and 
still be deemed a solid Republican or 
Democrat. Today, not so much.

Let’s go back in history a bit to show 
you what I mean. On November 11, 
2009, then President Barack Obama 
traveled to Florida to highlight a $787 
billion economic recovery plan which 
would bring additional money to the 
state in the wake of Hurricane Ida. 
Upon his arrival, President Obama was 
greeted with a hug by Governor Charlie 
Crist, a very popular Republican 
governor who at the time seemed like 
a shoo-in to become Florida’s next 
senator. But that hug cost Crist the 
chance to be senator (and possibly a 
viable candidate for the presidency 
of the United States) and propelled 

IOPFDA Focus

then candidate Marco Rubio into 
that role instead. All because Crist’s 
hug with the president was viewed 
by conservative Republicans as a 
sign that the guy had flipped and 
become too liberal for the party and 
the state. Not because of any of his 
policies, but because of a simple hug 
to thank the president for bringing 
additional funding to Florida after Ida 
had devasted the state. Before that 
hug, Crist was deemed untouchable 
in Florida. Today, he is viewed as a 
pariah.

This takes us to January 3, 2023 and 
the start of a new Congress. In “normal” 
times in Washington, the first day of 
the new session is more ceremonial 
than an occasion for real legislating 
or governing. It’s the day members 
are officially sworn in as members 
of Congress. It’s the day the rules 
governing Congress are voted on. It’s 
the day we are introduced to the new 

leaders on both sides of the aisle. But 
not this year. The year started with a 
rebellion within the Republican party 
about who should be elected speaker. 
While this battle raged, we went a week 
without a functioning government.

On one side, you had Rep. Kevin 
McCarthy (R-CA), who was making 
his third bid for speaker. This time, 
McCarthy had done everything 
he needed to lock up the speaker 
vote, except be able to trust certain 
members of his caucus. McCarthy 
can be credited with the Republican 
return to the majority in the House in 
2023. For his part, McCarthy spent 
2020-2022 wooing the far-right wing of 
his party. He spent that time courting 
President Trump. And he filled the 
campaign coffers of his entire caucus 
to the tune of $550 million. On the other 
side, you had the Freedom Caucus, 
who made it clear the past didn’t matter 
and they wanted more from McCarthy. 

By: Paul A. Miller, legislative counsel, IOPFDA
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The Freedom Caucus, which had 
become irrelevant over the past couple 
years, quickly found its path back to 
relevance: withhold their support for 
McCarthy. 

As the old saying goes, “If at first 
you don’t succeed, try and try again.” 
In McCarthy’s case, ballot 15 was the 
charm and his path to the speakership. 
For the first time in our nation’s history, 
it took Republicans 15 ballots to agree 
on who should be the next speaker 
of the House. In doing so, they may 
have weakened the position of the 
speaker in order to persuade a group 
of 20 Freedom Caucus members to 
go along. To some, this sounds like a 
party battle that is not uncommon. I’d 
say partly yes and partly no. Love her 
or hate her, former Speaker Nancy 
Pelosi knew how to run her caucus and 
keep the left wing of the party in check. 
Republicans have been unable to do 
that in recent times. Former Speakers 
Paul Ryan and John Boehner were 
both run out of town by the Freedom 
Caucus. Before that, Republicans had 
Rep. Dennis Hastert, who had the help 
and backing of former Rep. Tom DeLay 
and Rep. Dick Armey. These two made 
it possible for Hastert to become the 
longest-serving speaker in history. 
Back in the day, DeLay was called “The 
Hammer” and it wasn’t because he was 
keen on carpentry in his spare time. 
It’s because he ruled the caucus with 
an iron fist, and you didn’t cross him 
or the speaker. The same can be said 
for Pelosi. Since Hastert, there hasn’t 
been a Republican speaker who has 
known how to wield the gavel that way. 
Boehner and Ryan were weak leaders 
and lacked that “hammer” mentality. 
This will be the challenge McCarthy is 
confronted with from day one and the 
pending debt ceiling vote. Did he give 
away the store or did he create a new 
path forward for himself and the party? 
Time will tell very quickly.

Now that we have a speaker of the 
House, we will find out how effective he 

will be with all the concessions he had 
to make to get the job. Here are a few 
of the demands made by the Freedom 
Caucus:
• several seats on the important House 

Rules Committee;
• several seats on the House 

Appropriations Committee;
• a requirement that it only take one 

member to begin a vote on removing 
the speaker;

• a cut of $75 billion from the defense 
budget;

• a demand that the party not support 
challengers to incumbents;

• a promise for guaranteed votes on 
pet issues, like a balanced budget 
amendment, and term limits, a 
Texas border plan and an end to all 
remaining COVID-19 mandates and 
funding;

• a new committee to investigate 
the alleged weaponization of the 
FBI against its political foes. The 
committee would be modeled 
on the Church Committee, which 
investigated US intelligence 
agencies in 1975. It would have a 
budget comparable to the recently 
disbanded January 6 Committee;

• more single-subject bills to allow 
members to vote on specific, narrow 
issues instead of thousand-page 
pork barrel behemoths; 

• a 72-hour window for members to 
read any new bill before it can be 
voted on; and

• a promise to refuse any increase in 
the debt ceiling in the next federal 
budget agreement.

All these demands could limit the 
speaker’s ability to move the caucus 
forward or even move their agenda 
forward. One of the strengths of the 
new speaker is his ability to work across 
all wings of the party. McCarthy will 
be challenged at every step and we 
will see very quickly if he can govern a 
caucus many believe has lost its way. 
It is a caucus that doesn’t remember 

what you did for them yesterday, but 
rather asks, “What can you do for us 
today, tomorrow and whenever we 
come calling?” This mentality poses a 
real threat to McCarthy and the party.

This is why IOPFDA’s voice in 
Washington is more crucial than ever. 
Getting things done in Washington just 
got a little more complicated. This isn’t a 
reason to shake your head or say, “Let’s 
fold up the tent and go home.” This is the 
time to invest even more in Washington. 
This month, Congress reopened to 
the people after its doors were closed 
for nearly three years. This month, 
IOPFDA will be front and center with 
the new speaker, the entire Republican 
leadership and most of the caucus for 
a ribbon-cutting ceremony welcoming 
people back into the buildings. This is 
an early opportunity for us to strengthen 
our voice in what is expected to be a 
whirlwind year of activity. With a lot of 
pressing industry issues, IOPFDA is 
using every avenue available to ensure it 
has a seat at the table. 

Going forward, working Congress 
might require us to use DeLay-style 
tactics to get our way. We have to be 
prepared to play hardball, but also 
know when to play nice. This is a 
balancing act we will have to maneuver 
in this even more divided Congress. 
In the past, it was one side or the other 
we had to manage. This new brand 
of legislature means we now have 
to maneuver not only both parties, 
but each faction within each party. 
Complex? Yes. Frustrating? Absolutely. 
Doable? Heck yes!

IOPFDA will be hosting its annual 
fly-in this year on March 28-29 in 
Washington. We need to tell your story. 
We need to keep fighting for that seat 
at the table and not the leftover table 
scraps.

We hope you will join us! Buckle up: 
its going to be one wild ride heading 
into the 2024 presidential campaign.

For more detail on how this year’s 
fly-in will operate, see page 32. 

IOPFDA Focus

»
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Breaking news… IOPFDA is 
re-formatting its annual Small 
Business Workplace Solutions Week!
For over 20 years, government 
advocacy has been an integral part of 
IOPFDA’s value proposition. Initially 
the program focused on protecting 
small businesses selling to the federal 
government from being steamrolled 
by Staples and Office Depot. We also 
successfully fought Federal Prison 
Industries to stop them from restricting 
the sale of commercial office furniture 
into federal agencies and requiring 
those same agencies to purchase 
furniture made by prison inmates. 

The issues have changed, but it 
is still important to have eyes and 
ears in Washington DC—especially 
with the challenges that are coming 
from Amazon, environmental issues, 
cybersecurity and counterfeiting, to 
mention a few.

In the past, we encouraged 
dealers to join our lobbying efforts in 
Washington through an annual “fly-in.” 
This year, in an effort to increase the 
efficiency and success of the 2023 
Advocacy Fly-in, the event will have 
a new format. Attendance will be by 
invitation and will include members 
of our advisory board as well as 
dealers who have been supportive of 
our advocacy efforts in past years, to 
create a group of 15 to 20.

The goal of the 2023 event is 
twofold:
• to bring top industry leaders to 

Washington to advocate on issues 
impacting the IDC; and

• to strategize with industry leaders on 
the best ways to:

IOPFDA Focus

o approach future fly-ins;
o create an agenda that focuses on all 

aspects of our businesses;
o build a grassroots program that 

engages dealers on both the state 
and federal level; and

o establish relationships with individual 
representatives as well as key 
committee leaders on both sides of 
the aisle.

Meeting Day 1 focus
• Identification and ranking of issues 

important to our industry and 
members.

• How to strengthen member 
engagement.

• Better use of social media and 
alliances.

• General discussion.

Meeting Day 2 focus:
• Meet on Capitol Hill. 
• Hear from congressional speakers, 

staffers and others focused on our 
issues.

• Hill visits in groups of three to four, 
as well as individual meetings (SEAL 
Team 6 approach). 

• Each group will comprise a mixture 
of buying groups, wholesalers, 
manufacturers and individual 
dealers, representing 1,000-plus 
businesses and employees from our 
industry.

If you have any questions about 
the event or an interest in attending, 
please contact Mike Tucker, executive 
director, at mike@iopfda.org.

By: Mike Tucker

mailto:mike%40iopfda.org?subject=
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With the most complete line of one and two color 
stock office stamps, Trodat has every message you’ll 
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Cover Story

By Lisa Veeck

Why these dealers 
aren’t about to let 
fewer mask sales 
deter them
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For the last few years, jan/san has been 
a staple for most independent office 
supply dealers. For some, it has kept 
their doors open. But now it’s 2023. 
While—unfortunately—COVID-19 
and its variants remain more than a 
distant memory, the truckloads of 
sanitizers, masks and thermometers 
that were being purchased from any 
available source at the height of the 
pandemic have slowed to a normal 
pace and, in some cases, come to 
a complete halt. So now what? Does 
this mean independent office supply 
dealers should sell their excess jan/san 
inventory and return to what they know 
best? Or will they forge ahead, delving 
deeper into that world until they have 
made it their own?

Benjamin Keel, vice president of 
Office Express Office Products, Cedar 
Rapids, Iowa, says the company 
started focusing on jan/san in 2017-18 
in response to “customers yearning for 
us to sell facility maintenance products. 
Then the pandemic hit and forced our 
hand to increase our focus.”

Today, Keel is adamant: it’s still 
full steam ahead. “We are absolutely 
going to continue to expand in jan/
san,” he insists. “We’ve been talking 
with a janitorial company that does 
a great job in our area regarding a 
possible acquisition. We hired a facility 
management director and a senior 
facility management sales rep. We’ve 
made it a business priority to train our 
reps to communicate to their customers 
the opportunity to buy their jan/san 
products from us, to drive home that we 
are a one-stop shop.”

“The biggest growth area based on 
my research is maintenance, repair and 
operations—or safety, industrial and 
janitorial,” says Keel. “Office products 
are flatlining. We still have growth in 
the single digits, around 7 percent year 
over year. In jan/san the last few years, 
we’ve experienced 28 percent, 37 
percent and, in 2022, about 35 percent 
year over year. I see this continuing.”

Memphis, Tennessee-based Highbar 
Trading Co.’s largest accounts 
are in private and charter schools, 
manufacturing, distribution and 
laboratories. Cofounder Justin Miller 
estimates jan/san now accounts for 60 
percent of the company’s business, 
compared with 25 percent for office 
products and 15 percent for industrial 
and safety.

Despite spending about 20 years in 
the office products business and only 
a few years in jan/san, like Keel, Miller 
wouldn’t think of dropping this new line: 
“It’s more fun to sell than paperclips. 
And while we’ve always sold jan/san, 
now it dwarfs our office product sales. 
We always knew it would take over.”

According to Miller, several things 
make jan/san more fun: “Office products 
are binary, all ones and zeros. If you 
have a next-day delivery mechanism 
and a reasonable price, you are in the 
game. Jan/san is different. It’s more 
solution based versus trying to change 
where someone buys paperclips. There 
are typically one or two decision makers, 
and if you are doing your job right, jan/
san is more relationship based than just 
transactional.”

Not all one-sided
And while independent office supply 
dealers steadily enter the market, 
some jan/san dealers consider this a 
two-way street.

“Office products and janitorial 
supplies go hand in hand, and we are 
getting more requests from customers 
asking can we get this or that office 
product,” says Kim Smith, owner of 
Smith Paper and Janitor Supply, Eldon, 
Missouri. “It’s not a full-court press; it’s a 
new market for us. We are still learning, 
so we are doing just a bit more than 
dipping our toes in. We want to add on 
products as it makes sense. But we now 
have flyers promoting that we sell office 
products.” He says the company uses 
Essendant to ship the office products 
to its headquarters or drop ship them 
directly to customers.

Smith says his sales reps are also 
making progress selling the new 
items, although he admits it has been 
challenging. “It’s always an uphill 
climb when you take people out of their 
comfort zone,” he says. “People get 
into a routine of what they know and are 
comfortable selling. But we are starting 
to see our salespeople say, ‘Hey, we 

»
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are already here and you need office 
products. Did you know we can get 
those for you?’”

That said, Smith doubts whether 
office products will ever be a main profit 
center for the company: “There are a lot 
of places to buy office products in our 
territory. Also, a classmate of mine sells 
a little jan/san but more office products. 
We have a good relationship and 
respect each other’s business in our 
trade area. Then again, you never know. 
We are close to retirement, so I joke with 
my classmate, ‘Do you want to buy us 
out and I will work for you, or the other 
way around?’” 

Smith also believes jan/san offers 
better protection against heavyweight 
competitors such as Amazon. “There’s 
less of a negative impact on sales with 
jan/san because products come in 
bigger, heavier boxes, liquid gallons 
and some are hazardous chemicals, so 
it’s harder for Amazon to negotiate good 
freight rates,” he explains. “There’s not a 
lot of freight with pens and pencils. But 

if Amazon figures out how to ship the 
bigger boxes and weight, it will impact 
our jan/san sales more.”

Prevailing trends
With jan/san products thus now a 
stalwart of the office products industry, 
what trends do dealers see already 
here or on the horizon?

”We tend to be five years behind the 
East and West Coasts, but greener, 
safer products made with soybean 
and orange citrus, for example,” 
says Smith. “Manufacturers are 
making progress in developing 
safer chemicals that do an effective 
job.” Smith also says it seems every 
chemical company is coming out with 
a version of a nonbleach cleaner, 
such as hypochlorous acid. He warns 
against falling for “smoke and mirrors” 
from less ethical manufacturers. 
However, “any time they can come 
up with one product that covers 
more areas of cleaning, it is easier to 
learn,” he says. “So, if you have one 

product that is a good disinfectant at 
this dilution rate and a good window 
cleaner at a different dilution rate, there 
is less to learn to sell it than having a 
ton of products.” It also cuts down on 
inventory space, he says.

Keel suggests online ordering will 
continue to soar: “There’s so much 
retirement going on in the industry and 
new, younger buyers who want to buy 
online. We go into clients and create a 
list of what they buy and put it online for 
them. All they have to do is click on the 
janitorial list to order what they need. 
It is much more efficient for the buyer 
and makes it much easier for them to 
buy from us. We still have clients that 
are ‘old school’ and there is nothing 
wrong with that. But it’s a changing 
environment and buyers are changing, 
so you need an online platform that 
makes it easier for them.”

Smith has also noticed an increase 
in online ordering—a trend he expects 
will grow in 2023. “We’ve done a better 
job with our online ordering and expect 

Cover Story
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to continue to do well and improve it. 
That said, I may be old fashioned, but 
I still think personal one-on-one sales 
are best and create the most loyal 
customers.”

Many dealers have said the “buy 
local” movement has helped their office 
products business, which seems true 
of jan/san too. “I used to think it didn’t 
matter,” admits Miller. “But with all 
the consolidations, now people seem 
more surprised to find a company that 
is local and competent than they were 
one or two years ago.”

Advice
When asked for pearls of wisdom 
to share with office dealers keen to 
break into or expand in jan/san, Miller 
attributes his advice to a colleague: 
“A gentleman I worked with said if you 
are just starting and go after bigger 
pieces of business—say $50,000 to 
$100,000—when you are just starting, 
they are more complex. If you lose 
the account, you will feel shut down, 
like you can’t do this and it’s not the 
business you want to be in. It whittles 
away at your confidence. Going after 
the $1,000 to $2,000 a month business 
is much more palatable, whether you 
build from scratch or buy a company.” 

And Miller has some further practical 
guidance: “You won’t be able to buy 
direct until you build up the business, 
so have a couple of wholesalers—at 
least two—that, if you show them 
growth, will support you. Then pay your 
bills on time. This is very important. It 
means you need a line of credit and 
other financial backing. Without it, if you 
are starting in jan/san, you will just be 
chasing your tail. Many companies are 
stretched for cash, so they want longer 
60-day terms to pay. You want to give 
them that flexibility but also pay your 
supplier. If you can’t do both, it can be 
a barrier to entry and you’ll be out of the 
game. You need cash flow, which is the 
biggest challenge facing dealers no 
matter what business you are in.”

Cover Story

From a jan/san association 
president’s perspective
Despite inflation, the continued threat of a recession and 
lingering supply chain issues, Ty Huffer—vice chair and 
president of The United Group (TUG), a leading buying 
group for the jan/san industry—sees a lot of opportunity 

for independent dealers in the sector. “My wife and I used to laugh when she 
was an executive with the Estée Lauder cosmetics company,” he says. “We’d 
say our industries may not be recession proof, but they are recession resistant, 
since women always need lipstick and other cosmetics; and everyone needs 
toilet paper.”

He believes this still holds despite the significant consolidation going on in jan/
san: “There are a lot of acquisitions in our space—many companies are trying 
to become these massive companies while others are trying to become big 
enough to be bought out, and I see this continuing in 2023. But people still want 
that personal touch: they want to pick up the phone and talk to someone. It’s a 
huge opportunity for independent office product dealers.”

However, he believes the opportunities hinge on several factors. “I say this 
with love in my heart and not to be rude, but it’s like being pregnant: you can’t 
be half pregnant,” he warns. “If independent office product dealers want to sell 
jan/san products, they need to invest in people and inventory. They can’t learn it 
on the fly. They have to be able to hire a jan/san specialist, someone with years 
of experience in the industry. They also need to invest in inventory or use a 
redistributor like RJ Shinner, Essendant or R3 Distribution.”

He also believes success depends on expanding beyond traditional jan/san 
products.

“2020 was a record year for our members and us because of all the personal 
protective equipment,” he explains. “But in 2021, we topped it, thanks to food 
service disposables, containers and bags that restaurants needed for takeout 
orders. I don’t have the numbers yet for 2022. But our members are on track 
to match 2021—this time because of packaging supplies and the increase in 
e-commerce.”

And what does he predict will be the big seller for 2023? “A combination of all 
three,” he suggests. “In jan/san, the prices of gloves and masks are going down, 
but people are returning to work. It may be a hybrid model, but they are still 
in the office two or three days and need clean spaces. They need chemicals, 
towels and tissues. And e-commerce is not going anywhere. The UPS truck is 
at our house so much that my wife has a personal relationship with the driver! 
Packaging will remain strong.”

What other trends does Huffer see escalating this year? “There’s going to 
be more focus on sustainability, on green cleaning,” he forecasts. “Some 
places like California and New York are banning Styrofoam and plastic takeout 
containers, so they will need alternatives.”

Huffer encourages independent office product dealers to join and use TUG as 
a resource but says many already are members, although they may not know it.

“We give our members access to 200-plus manufacturers and service providers, 
such as AT&T, consultants and HR companies,” he explains. “We have an affiliate 
program with Independent Suppliers Group and AFFLINK. So, if you are a dealer 
and a member of one of these two groups, you are a member of TUG.”»
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Miller also recommends doing your 
homework and choosing suppliers 
wisely. “Be careful who you partner 
with,” he counsels. “If I find brands 
selling a product for less online than 
to wholesalers and cheaper than I 
can buy it, why do I want to buy from 
them? Some brands decide it’s more 
important to win against other brands 
at the expense of street business. Go 
to Amazon and see what cost they 
are selling products for; if your price 
is higher, I wouldn’t be interested. 
You also need to look at your market. 
When we first started, Georgia Pacific 
was all over town. Manufacturers want 
growth, to know it’s a good market for 
them. They want something in return 
for partnering with you—market share. 
It needs to be a win-win for you both to 
get their support. If Georgia Pacific is 
already everywhere in the area, it’s not 
a good partnership for either of us.”

Smith cautions that jan/san and 
office products are not the same. “Jan/
san is a different animal,” he says. “An 
essential aspect of the business—of 
any business—is knowing what you are 
doing. Just as we have to learn office 
products, you need to be educated 
in jan/san. Toilet paper, paper towels 
and trash bag liners are stepping 
stones. More education needs to take 

place when you are talking about the 
chemical side. Align yourself with a 
chemical company that knows its stuff, 
offers support and can help you learn 
about issues like disinfectant kill times. 
Or take food service disinfectants: if 
customers use the wrong one, it can 
damage surfaces and hurt individuals. 
You need to be educated to talk to your 
customers.”

And Smith warns that even 
the “stepping stones” aren’t as 
straightforward as they once were: 
“Say 15 or 20 years ago, a standard 
jumbo roll of paper was nine inches 
with 1,000 sheets. Now, it’s nine inches 
but rolled looser and only 500 sheets 
per roll. It’s important to know these 
things to be price competitive. Again, it 
comes down to education.”

Finally, Keel advises: “It’s important 
to adapt to change and be sure your 
online platform is working well. And 
have those conversations. Go to the 
clients you are selling office products 
to and tell them, ‘I notice you are 
spending a certain dollar amount on 
office products with us but not on jan/
san. Is there someone in particular 
who handles your jan/san? I can 
show them our program and help you 
bring it all under one roof. You’ll have 
next-day delivery, which is easier for 

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.

your personnel. We can deliver your 
Clorox wipes with your Post-It Notes 
and copy paper, which will mean cost 
savings.’ I once read that the average 
purchase order costs $80 to $100 once 
you add up all the time and resources 
of everyone touching it, approving 
it, sending it, etc. Wages are the 
biggest expense in any business, so 
streamlining vendors can save money 
not just on consumables, but on time 
and labor, so your customers can 
dedicate their resources elsewhere. 
We always say, ‘If you’re not growing, 
you are dying.’ It’s a black-and-white 
comment, but it’s true. If you aren’t 
doing better than the inflation rate, you 
are not growing. So, don’t be afraid to 
go after jan/san. They are using those 
products, so they should be buying 
them from you.”

Cover Story
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The Sarasa Dry “PLUS” 
antimicrobial additive protects

the plunger, barrel, grip, 
cone and clip 

of the pen.

Antimicrobial 
Additive 

www.zebrapen.com

Available in 4 Packs and Dozen Boxes

The “WRITE” Protection!

Plunger

Cone

Grip

Barrel

Clip

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

http://www.zebrapen.com
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Like anyone else, and 
especially other guys, I hate 
being wrong. But it’s worse 
when you have to admit it. 
So, now that I have made 
that big step, please indulge 
me while I complain about 
others being wrong before I 
expose my own error.

It’s supposed to be 
snowing right now in my 
hometown of Denver, 
Colorado, and our weather 
people told us that it could 
be anything from bad 
to “Snowmageddon”! 
However, when I woke up 
this morning, there was 
nothing to shovel; and they 
just moved on with their lives. 
They never said, “We got 
it wrong.” Oh no; they just 

moved their prognostication 
forward and highlighted 
how grateful we should all 
be that they do such a good 
job of helping us negotiate 
our winter weather. Are your 
weather people like that? 
And more importantly: have 
you ever made a mistake 
that you didn’t admit to?

There—now I feel better 
about admitting mine. A 
number of months ago, I 
wrote about the utter despair 
I experienced when I 
purchased a Diet Coke from 
a McDonald’s in Texas. The 
price had increased from $1 
to $1.79 without warning. I 
was devastated! And just to 
be clear, I am not addicted 
to Diet Coke—or even my 

favorite drink, Diet Pepsi; but 
if I don’t have at least three of 
them before 2:30 p.m. each 
day (I can’t handle caffeine 
after that time and still sleep), 
I am not a happy camper. 
But I am not addicted!

When I wrote my 
McDonald’s article 
(November 2021, if you 
want to read it), I made 
three observations that have 
proved to be wrong. First, 
I thought that all of their 
restaurants had raised their 
prices like the McDonald’s 
in Texas had. I was wrong! 
In Colorado, we still paid 
$0.99 plus seven cents tax 
at my favorite location until 
December 1, 2022, when 
it went up to $1.69 plus 13 

cents tax or thereabouts. I 
could have invited you to 
come have a drink with me 
all of last year, but I didn’t; 
and—even worse—I didn’t 
share that fact until now, 
because I was still getting 
my Diet Coke for “cheap.” 

Another of my 
observations was that 
people don’t normally 
change their habits just 
because of price changes. 
I think I was half-right 
about that, because when 
everything is going up, 
only the most important or 
emotional increases are 
noticed. I am buying half the 
number of McDonald’s Diet 
Cokes that I did before the 
price increase in Colorado, 

I WAS WRONG (OUCH…)

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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because it was extremely 
noticeable and emotional 
for me. I am now buying 
Diet Pepsi in 20oz bottles at 
around $13 for 24 bottles. 
My behavior changed when I 
didn’t think it would.

Let’s move on to discuss 
office products. I own 
a margin improvement 
company where we help 
dealers make more money 
by keeping up with price 
increases and encourage 
them to strategize with 
us about how to gain 
greater loyalty from their 
customers simultaneously. 
We have partnered with ECI 
because both companies 
are on a quest to ensure 
that reps don’t give all the 
profits to the street and 
that independent dealers 
realize they can’t always 
match the big boxes’ prices 
and stay in business. The 
“inmates can no longer run 
the asylum” when pricing a 
customer. Admittedly, it is a 
difficult challenge when cost 
increases in 2022 averaged 
just about 20 percent for 
most of the dealers we 
support; but thank Heaven 
we weren’t faced with the 
need to increase a price by 
70 percent overnight like 
McDonald’s. 

But, with all that being 
said, I was wrong to state 
that customers don’t change 
their behavior because 
of price increases. What 
I should have said is that 
in a high service industry 
like ours, customers won’t 
change as often if they 
are consulted on a regular 
basis and if they know 

their supplier is looking 
out for them. Our large 
competitors have fired so 
many reps—both inside 
and especially outside sales 
professionals—that properly 
“touching” their customers 
has become a lost art. 

I shared a few months 
ago that I am a Staples 
Advantage customer and 
last week, for the first time 
since I signed up (for $300), I 
was called by a rep. I signed 
up in October and I had 
received some emails, but 
when I answered the call, the 
gentleman’s tone was almost 
accusatory. “Why haven’t 
you purchased anything 
since your first order?” That 
was pretty much what he 
said verbatim. I feel bad for 
the sales guy, because I am 
probably one of a thousand 
calls that he needs to make 
in order to hit quota.

Alternatively, in December, 
I went along with outside 
reps from a very successful 
independent dealer to 
connect with prospects 
and customers. I have cold 
called for over 35 years and 
have never felt so welcomed 
by those folks we met. Why? 
I think people are more open 
to new connections because 
the COVID-19 mess made 
everyone want to interact 
personally more than ever 
before. And our competitors 
aren’t spending time 
connecting because they 
don’t have enough people to 
do it. So, I was wrong about 
customers not changing. 
They will move their business 
to those folks that they can 
trust; and they really like the 

idea that you are “local.”
Lastly, I was wrong in that 

article because I forgot to 
add that price increases 
can change the product 
mix. According to Google, 
McDonald’s added 13 
new items to their menu in 
2022. In some places, they 
even sell donuts. They are 
still in the breakfast and 
hamburger business, just as 
you are in the office solutions 
business; but they realized 
they needed to expand their 
categories.

So, I highly recommend 
that you imitate McDonald’s 
in 2023. S.P. Richards has 
just been acquired by a 
packaging and paper firm 
named Central National 
Gottesman, so maybe they 
can help your company 
grow in that important area. 
Essendant has a full line 
of janitorial supplies and 
equipment that too few office 
products dealers access. 
R.J. Schinner provides the 
same sorts of supplies, and 
you would be crazy not to 

become acquainted with 
them as well. 

In the office products 
vertical, stop allowing 
your reps to open small 
accounts (up to 20 people) 
unless they are part of 
a regional or national 
company. Become more 
involved with healthcare 
and governmental sales 
by accessing “piggyback” 
training and contracts that 
experts like AOPD provide. 
Be determined not to arrive 
in 2024 and need to admit 
what I just had to confess—“I 
was wrong”—because 
you didn’t change your 
company’s focus. Be right 
this year about the future 
of your company. Become 
like me in this one way: I 
hate to be wrong, and I hate 
admitting it even more. But 
sometimes admitting your 
errors is the only successful 
path to solvency. “Bite the 
bullet” and change your 
strategies if you need to. I 
wish you and your company 
a great 2023! 

Tom Buxton
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Your brand is more than 
just a logo or slogan: it’s 
a representation of your 
company and its mission. It 
conveys your values; your 
message; your vision to the 
world. Establishing a strong 
brand is key to successful 
business, so it’s important to 
take the time to think about 
what your brand conveys 
and how to potentially 
improve this. So, let’s explore 
some ways to better define 
and refine your brand, 
including establishing your 
target audience; defining 
your company’s vision; 
potentially renaming your 
company; reconsidering 
your slogan; and rebuilding 

your brand identity. 
Establishing your  
brand’s target audience 
and market
When looking to establish 
your brand’s target audience 
and market, it is important to 
know who is actually buying 
from you; and if people 
aren’t, who they are buying 
from. Knowing who your 
target market is will help you 
either narrow or broaden 
your focus so that you are 
acquiring positive and 
long-lasting leads. 

One way to start identifying 
your target audience is to 
think about demographics 
such as age, gender, 
ethnicity, education level, 

income level and marital 
status. By understanding 
the characteristics of these 
groups, you can create 
marketing plans that are 
tailored specifically to those 
buyer personas, in order to 
maximize your returns. 

It is also important to look 
at what other brands in 
your industry are doing and 
how they are targeting their 
customers. Do they have a 
strong presence on social 
media? Are they leveraging 
influencers? Are they 
running ads? Understanding 
how your competitors are 
positioning themselves in 
the market can provide you 
with valuable insights into 

how you could or should be 
positioning yourself. 

It is also important to look 
at where your potential 
customers are hanging 
out online and ensure 
you are present on those 
channels. Are they active on 
Twitter? Reddit? LinkedIn? 
Instagram?

Knowing which channels 
your target audience is 
using will help you create 
content that resonates with 
them and increases the 
chances of them engaging 
with your brand. 

WHAT DOES YOUR  
BRAND CONVEY?

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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By knowing who your 
target audience is, what 
other brands in your industry 
are doing and where your 
potential customers are 
spending time online, 
you can create effective 
strategies for reaching them 
and ultimately acquiring new 
leads for your business.

Defining your  
company’s vision
What is your company’s 
purpose? What do you want 
to achieve in the long term? 
It’s important to identify and 
articulate your company’s 
vision in order to provide 
direction and focus. To 
define your company’s 
vision, ask yourself these 
three questions: 

• “What are we doing?” 
Focus on your core 
products and services, 
and any you are 
considering adding. 

• “How are we doing it?” By 
concentrating on how you 
pursue your vision, you 
can find ways to improve. 
Perhaps using innovative 
technology or going back 
to tried-and-true methods 
will improve your lead 
generation. 

• “Why are we doing this?” 
What is your goal? What 
impact does that goal 
have, either locally or 
globally? 

These questions will help 
you define your company’s 
vision and give you a 
foundation from which to 
build. When defining that 
vision, don’t forget to 

consider new priorities, 
products and services. 
It’s important to stay up to 
date with trends and adjust 
your mission and goals 
accordingly.

Renaming your 
company? Ask why  
and how
Renaming your company is a 
big decision that should not 
be taken lightly. It’s important 
to ask yourself why you feel 
the need or desire to rename 
your brand, as well as how 
you will go about recovering 
from a post-rebrand lull. 
Renaming a company can 
often result in a loss of brand 
recognition and decreased 
search engine results, so 
it’s important to thoroughly 
consider the pros and 
cons before making a final 
decision.

If you decide that 
renaming your company 
is the right move for your 
business, there are certain 
steps you can take to 
ensure the transition goes 
as smoothly as possible. 
Ensure all stakeholders, 
employees, customers and 
other partners are aware 
of and on board with the 
change. Consider updating 
all your websites, business 
cards and other materials 
with the new name as early 
as possible. Additionally, 
think about how you plan 
on marketing the change—
consider announcing it 
on social media, hosting 
an event to celebrate or 
rolling out a large initiative. 
Renaming your company 
can be a risky endeavor; but 

when done correctly, it can 
help your business reach 
new heights. 

Updating your  
company logo
Your company logo is a 
major part of your brand’s 
visual identity and is the 
first thing that potential 
customers will see. 
Therefore, it is important to 
ensure your logo reflects 
your business and values 
but is not too pigeonholed. 
A logo should be easily 
recognizable yet unique, as 
well as professional, inviting 
and timeless. It should 
convey the core message 
of your business and have 
staying power over time. 

A logo update can 
have a big impact on 
how customers view 
your business and is less 
stressful than renaming your 
company. It can create a 
feeling of excitement and 
anticipation, while also 
boosting brand awareness 
and loyalty. With the right 
logo, you can make a 
powerful statement about 
who you are and why 
customers should choose 

you. So don’t underestimate 
the power of a small fix. 

Once you’ve decided 
to go ahead with a logo 
update, you’ll need to 
consider a few things, like 
font selection, imagery, 
color scheme, etc. Working 
with a professional designer 
or agency will be helpful 
when it comes to selecting 
elements that fit together well 
and are pleasing to the eye. 
When considering the logo 
itself, ask yourself several 
questions to help determine 
whether it’s right for your 
company:

• “Does this logo accurately 
communicate everything 
my company does?” 

• “Does it make sense for 
my audience?” 

• “Is it visually appealing 
and memorable?” 

Reconsidering  
your slogan
Once you have successfully 
identified and articulated 
your company’s vision, 
name and logo, you can 
move on to the next step and 
create a slogan that reflects 
this vision and uses it as a 

Mara Gannon

»
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rallying cry for your team. 
If you already have 

a slogan, ask yourself 
why you want to change 
it—or if you even have to 
change it. It should be as 
carefully considered as the 
rebranding of your company 
name and logo. Ensure 
the slogan is catchy and 
memorable, as you want 
people to be able to know 
your company’s purpose 
quickly and positively 
through the slogan. Keep 
it concise and ensure it 
is easy to read, spell and 
remember. It should be 
a true representation of 
your company’s vision and 
culture, and should make 
you proud of what your 
brand stands for both locally 
and globally. 

Rebuilding your  
brand identity
When rebuilding your 
brand identity, it’s important 
to focus on more than 
just the visual elements. 
Everything from your logo 
and typography to your 
tagline and messaging 
should be considered when 
revamping your brand. This 
is an opportunity to establish 
a strong, unified look that 
resonates with your target 
audience. 

Start by evaluating your 
existing brand identity. 
Consider how it stands 
out among competitors, 
how it looks across 
different platforms and 
whether it’s still effective 
in communicating your 
message. From there, you 
can begin developing a 

fresh look that better fits 
your company’s mission and 
values. 

If you’re looking to revamp 
your logo, think about 
the message you want to 
convey and how it fits within 
the broader scope of your 
branding. Try incorporating 
distinctive design elements 
that make your logo unique 
and memorable. For 
example, you could use 
a new color palette that 
better reflects your brand’s 
personality or incorporate 
shapes that are related to 
your industry. 

It’s also important to 
consider how your logo will 
look across different media. 
Ensure it is legible on small 
screens or business cards 
and test it on social media 
platforms to see how it 
appears in various sizes.  

Defining your brand voice
Finally, and perhaps most 
importantly, having a clear 
and recognizable brand 
voice is essential for any 
business. A unique brand 

voice helps make your 
company stand out from 
the competition and gives 
customers an easy way to 
connect with your business. 
It’s also one of the most 
effective ways to acquire 
and retain new customers. 

When defining your brand 
voice, think about what kind 
of personality your brand has 
and how you want people to 
feel when they interact with it. 
What are the values that your 
brand stands for? How does it 
differ from your competitors? 
The answers to these 
questions will help you create 
a unique and memorable 
voice for your brand.

Your brand voice should 
be authentic and consistent 
throughout communication 
channels. It should speak 
to your target audience 
in a way that resonates 
with them. For example, if 
you’re targeting Gen Z and 
Millennials, you may want 
to consider using slang or 
abbreviations. On the other 
hand, if you’re targeting 
Gen X and Baby Boomers, 

you may want to use more 
professional language. 

It’s important to note that 
different channels may 
require different tones and 
voices—for example, your 
blog posts and website copy 
may be more casual and 
conversational, whereas 
your emails may be more 
formal and professional. 
Whatever tone you choose 
for each channel, ensure it’s 
consistent throughout.

Elevate your business 
through your brand
By reevaluating and 
updating your brand, 
you can create an overall 
look, voice and feel that 
accurately convey who you 
are, what you stand for and 
what you offer. Your identity 
should be consistent to 
ensure customers recognize 
and remember your brand. A 
strong brand can go a long 
way in helping you stand 
out from the competition, 
gain greater visibility 
and ultimately bring your 
business to the next level. 

Mara Gannon
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What do you do brilliantly, 
without much effort or 
planning, that others 
find difficult? If you are a 
fellow sales professional, 
the number one answer 
probably has to do with 
selling or being with 
customers. So how does 
this get derailed, causing 
us to stray outside our areas 
of genius?

Part of it has to do with how 
we control our day. Let’s do 
a quick self-evaluation—how 
many of the following 
statements can you 
confidently agree with? 

• “I spend the right amount 
of time on the right 
accounts.” 

• “I plan each day and week 
in advance and work my 
plan.” 

• “When unexpected 
problems arise, I am 
excellent at prioritizing 
what’s truly urgent.”  

• “I trust and leverage my 
support team to do what 
they do best.” 

• “I build in margin for the 
unexpected.” 

For those statements 
you may have disagreed 
with, let’s take a deeper 
look at why. Every other 

sales professional who 
also disagreed started 
each day with a plan and 
every intention to work that 
plan, use their resources, 
train their customers to use 
support, spend more time 
selling and more. 

As with most disciplines, 
there isn’t a lack of 
knowledge; there is a lack 
of execution. The number 
one reason we hear from 
sales professionals on what 
makes this challenging is 
the firefighting they have to 
do when emergencies arise. 
Whether real or perceived, 

their day gets derailed so 
they can go take care of the 
customer.  

While this is a noble and 
important activity, let’s zero 
in on the fourth bullet above: 
“I trust and leverage my 
support team to do what they 
do best.” Did you agree or 
disagree with this? 

Here are the top three 
reasons why you might 
have disagreed: 
• “We have control issues 

and lack confidence and 
trust in others.” 

• “We are concerned the 

support team will drop the 
ball and/or not respond 
quickly enough.” 

• “We don’t want the 
customer to feel pushed 
off to customer support 
and not feel as special as 
they are.” 

There is definitely a great 
need for your customer 
experience teams to be 
well trained to truly deliver 
amazing service. It can take 
years to build a relationship, 
but only seconds to tear it 
down. But that’s another 
article for another day. 

FIVE STEPS TO CONFIDENTLY 
UTILIZING YOUR SUPPORT TEAM…
AND GETTING BACK TO DOING 
WHAT YOU DO BEST!

Marisa Pensa Marisa Pensa is 
founder of Methods in 
Motion, a sales training 
company that helps 
dealers execute training 
concepts and create 
accountability to see 
both inside and outside 
sales initiatives through 
to success. For more 
information, please visit 
www.methodsnmotion.
com.

»

http://www.methodsnmotion.com
http://www.methodsnmotion.com
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In the meantime, here 
is a five-step process that 
can ease our anxiety about 
trusting support to do what 
they do best and ensure a 
great customer experience. 

So, how can you 
confidently refer your 
customers to support?
Scenario: Your customer 
emails you about a 
service-related issue that 
support is competent to 
handle. 

Step 1:  Before responding to 
the customer or looping them 
into internal communications, 
check with support. Here’s a 
sample email: 
Chelsea, Please see the 

email below from Tom, who 
needs support on X. I would 
welcome your help. I don’t 
want to assume I know what is 
on your plate today and also 
want to make sure he is taken 
care of. Do you have capacity 
to follow up with Tom before 
end of day today? Let me 
know and thank you! 

Once your support 
responds affirmatively, 
move to Step 2. 
Step 2:  Email the customer 
and copy support on the 
email. Here’s another 
sample email:
Tom, We can absolutely 
help you with this. I’ve 
looped in Chelsea—she’s 
the resident expert at 
resolving X challenge. I’m 

confident she can take care 
of this and I will stay closely 
in the loop with you both. 
Chelsea, Can you help us 
get this resolved? Thank you 
and you truly are the best!
Note: The key to a customer 
not feeling “passed off” to 
someone else is the way you 
tee up your support person: 
they are the resident expert 
and the customer is in better 
hands with them. You’ve 
also made clear that you’ll 
stay in the loop and that 
you’re not passing them off 
without staying engaged. 
Step 3:  Go back to selling, 
but make a note to follow up. 
Step 4: Follow up with 
your support personnel to 
confirm completion.  

Step 5: Follow up with the 
customer to ensure there are 
no loose ends. 
Note: If needed, there could 
be a Step 6—training to 
ensure your support team 
can handle the request in the 
future. 

By doing this, you’ve done 
three things: 
• You’ve ensured your 

customer is taken care of.
• You’ve built up someone 

internally.
• You’ve stayed the course 

and kept selling. 

Now, back to doing what 
you do best and operating 
in your area of genius. Good 
selling out there! 

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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What if you could save 30% on

health insurance for your business?

MAYBE  I T 'S  T IME  FOR  A  CHANGE .

MEMBERS RECIEVED

$750K 

IN PREMIUM REFUNDS

Receive essential benefits at lower cost to you.

Customizable plans that fit your business and employee needs

National guaranteed issue rates with �0 deductible

Receive up to 80% of premium refunds

Virtual medicine program as low as �16 a month

 

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

made this program a great financial decision for us." 

-Member Company

GET A QUOTE

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

http://mdp.issa.com
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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
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