


















For more than 25 years, the office
products industry has provided re-
markably generous support to the
City of Hope, one of the country’s
top centers for treatment and re-
search into cancer and other life-

threatening diseases, raising more than $70 million and funding
some of its most significant entities, including its Center for Bio-
medicine & Genetics and the City of Hope Helford Clinical Re-
search Hospital.

This year’s campaign will culminate in Chicago September 24,
when the City of Hope’s National Office Products Industry will
present Jack G. Truong, Ph.D., vice president of 3M, with its 2009
Spirit of Life Award.

The Spirit of Life Award is City of Hope’s most prestigious honor
and recognizes outstanding business achievements and philan-
thropic commitment. 

“I’m honored to receive this recognition from City of Hope, an in-
stitution that is advancing the pace at which research discoveries
are translated into new ways of detecting, treating and preventing
cancer,” said Truong. 

“3M and the National Office Products Industry are committed to
ensuring City of Hope can quickly and effectively translate new
ideas into promising therapies for the millions of people nationally
and worldwide who are affected by cancer.”

3M is a longtime supporter of City of Hope, with numerous cam-
paigns designed to benefit cancer research, treatment and edu-
cation programs, including the highly successful Post-it Super
Sticky Notes “Stick Up for the Cause” campaign.

In addition to the September gala dinner, several other industry
initiatives are currently underway in support of this year’s cam-
paign. They include:

n Legions of Hope, a personal giving program supported by in-
dependent dealers, mid level executives, purchasing agents,
sales reps and future corporate leaders who wish to provide
their personal support to City of Hope. 

n Chorus of Hope, a fundraising effort by Paul Ventimiglia and
Martin Clemente of Shachihata to buy musical instruments
and art materials to make life easier for the children and
adults who come to the City of Hope for cancer treatment
each year.

To purchase tickets for the Spirit of Life event, contact Matt Dodd
at 866-905-HOPE or mdodd@coh.org.  To register online or for
more information about City of Hope’s National Office Products
Industry, visit:
www.cityofhope.org/giving/fundraising-support-groups/NOPI/spirit-of-life/Pages/default.aspx.

L.A. Controller’s Office Review of 
Office Depot Supplies Contract Finds
Overcharges, Other Irregularities; 
Atlanta TV News Reporter Finds Similar
Issues with Local School District Contract

A review of purchases made by the City of Los Angeles under the
office supplies contract it holds with Office Depot has found the
city paid an average of 12% more than the retail price available
to the general public on some $2.6 million worth of items that
were not included in the authorized catalogs listed by the con-
tract.

In addition, the review found approximately $434,000 in specialty
or manufacturer-direct item purchases that were charged at a
lower discount rate than what was noted in the city contract and
found instances where prices the city paid for those items were
also above general retail prices.

For example, the Controller’s Office said its review noted one in-
stance during 2006 when a city department attempted to order
an item that had been classified as “specialty” under e-procure-
ment, for a city price of $1,266. 

However, the departmental purchasing agent found the same
item listed at $799 in the general web catalog, available to the
public. Office Depot ultimately adjusted the city’s price to $733,
citing an error in their product classification.
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In addition, the review found an estimated

$123,000 in paper items specifically pro-

hibited by the contract were sold to the

city by Office Depot.

The review charged neither the Los Ange-

les Department of General Services (DSG)

or Office Depot adequately blocked all

purchases that were prohibited by the

contract. The Controller’s Office analysis

of purchases over the two-month period

studied found the number of unauthorized,

non-supplier catalog purchases totaled

1,914 items in the amount of $143,816 and

said the majority of these items were

priced at “10% off manufacturer’s list

price”. 

Separately, the Atlanta affiliate of CBS-TV

has charged local county officials wasted

$1.5 million in taxpayer dollars by con-

tracting with Office Depot for its school

supplies.

CBS Atlanta chief investigative reporter

Wendy Saltzmann said she has uncovered

a $1.5 million waste of school children’s

money and says not only did Fulton

County schools hire one of the most ex-

pensive companies to provide the district’s

school supplies, but now they’re being

overcharged. 

Saltzmann said that even though another

company had bid $1.5 million less for the

contract than Office Depot, the local

school board still awarded the contract to

the Florida big box. 

In addition and with the help of industry

consultant Rick Marlette of GOPD, CBS

Atlanta said it has identified more than 100

items the school district paid more for than

the general public. 

According to Satlzmann’s report, Fulton

County paid $249 apiece for three printers,

while the general public could buy the

exact same machine for $199. 

Fulton County also paid more for pencils,

paper, and batteries, Saltz Mann said.

Marlette found the school district was

overcharged for 145 items, the reporter

said.

The Fulton County school superintendent

has now ordered an internal audit of those

pricing discrepancies and she’s demand-

ing Office Depot refund the schools

money, CBS Atlanta reported. 

For more information on Office Depot’s

problems with its state contracts in 

California, Georgia, North Carolina and

elsewhere., visit the “Depot State 

Contract Watch” section of the web site

(www.idealercentral.com/id_watch.html).
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For more information about how SYNNEX can help you 
take your business online, call us at 888-223-1164 or 
visit us online at www.synnex.com

SYNNEX Helps You Take Your Business Online!
SYNNEX is your one-stop shop for the solutions, services, and programs 
you rely on to keep your business humming. Now, our online content 
and management tools provide a seamless, real-time e-commerce 
experience with the same level of customer commitment you’ve come 
to expect from SYNNEX!

Features:

Over 300 manufacturers in our online catalog, delivering new  
opportunities and solutions

E-content that includes product pictures, 3-level categorizations, technical 
notes, product specifications, and EPEAT/Energy Star designations.

Relational database of warranty upgrades, supplies, and accessories can 
help you build important “add-on” sales.

EDI and XML connectivity provide real-time pricing and availability, PO 
placement and confirmation, shipment confirmations, product serial 
numbers, carrier tracking numbers, and invoicing.

You can even custom-brand the packing slip with your company  
name and logo!
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Dealers, Mfrs Turn
Out in Force for
S.P. Richards ABC
Show 

Focus is on Getting
Ready for Better
Times Ahead

S.P. Richards chairman and CEO Wayne Beacham offered a realistic assessment of the
current economy but left no doubt about his confidence in independents’ ability to
weather the storm. “We’ve been here before and we came back and we’ll do it again,”
Beacham told dealers at the ABC show.

S.P. Richards’ 2009 Advantage Business Conference last month
may not have been the biggest show in the event’s 11-year his-
tory, but despite the current state of business, it was impressively
close to it.

Dealer attendance was just about level with last year, the whole-
saler reported, as over 3,000 dealers and their business partners
gathered in New Orleans for three days of industry education and
networking and a tradeshow that featured over 220 exhibitors—
again, just about even with last year.

Given the harsh realities of the current market, the mood at the
meeting was surprisingly upbeat. 

While S.P. Richards chairman and CEO Wayne Beacham ac-
knowledged the seriousness of today’s business challenges, his
confidence in independents’ ability to weather the storm came
through loud and clear.

“We’ve been here before and we came back and we’ll do it
again,” Beacham told dealers defiantly. 

“In a time of change, there is always great opportunity available
to those who are willing to seize it,” he said, and he urged dealers
to examine every aspect of their business and seek out new op-
portunities to improve it and add new value for their customers. 

While Beacham reported S.P. Richards itself has reduced its head
count and implemented other significant cost reductions, he said
the wholesaler is also continuing to invest in people, technology,
training and marketing.

“We’re positioning ourselves so that when the economy does turn
around, we’ll be able to help you grow in ways you’ve never seen
before,” Beacham said.

And, he contended, when business begins to improve, independ-
ents will be able to draw on significant advantages—a strong local
presence and community involvement, flexibility and responsive-
ness and the talents and experience of their people—to grow and
build market share.

At the show, S.P. Richards rolled out several new programs and

upgrades to existing ones to support their dealers on multiple lev-
els. They included:

n SPRConnect, an online private business network for the whole-
saler’s SPR Advantage customers designed to help them more
easily share ideas, best practices, and seek advice and tips
from fellow dealers around the country.

n A new and improved version of SPR University, the wholesaler’s web-
based learning platform and a source of hands-on, interactive
training on product knowledge, selling skills and the office
products industry in general.

n Engage, a new e-mail marketing program for dealers that pro-
vides a gallery of HTML-formatted e-mails for use within spe-
cially designed office product themed templates. The program
also offers access to e-marketing features such as automated
opt-in and unsubscribe functionality, reporting, surveys and
more.

n A new version of Design Made Easy, S.P. Richards’ office furniture
space-planning and sales visualization tool built upon the Vir-
tual Planner from 20-20 Technologies. The Design Made Easy
web site will allow S.P. Richards dealers to create a virtual lay-
out of their clients’ workspace, with 2D or 3D views that rotate
and zoom in or out of rooms and products. 

Also on the program: political commentators Mary Matalin and
James Carville, seminars on topics such as leveraging technology
for increased productivity, managing and motivating different gen-
erations of employees in the workplace, the U.S. economic and
financial outlook and more, as well as six separate “Dealer Prin-
cipal Idea Exchange” sessions on key industry issues and con-
cerns.

In addition, the Young Executive Symposium (YES), S.P. Richards’
peer group for the rising generation of industry leaders, met in
New Orleans for a session that featured training from the Eagle’s
Flight leadership development organization and a presentation by
Vince Thomson, EVP of sales and marketing for IdeaStream Con-
sumer Products, on building relationships. 

Next year’s ABC is scheduled for June 23-27 at the Fontainebleau
Resort in Miami, S.P. Richards announced.

United Stationers Announces 2010 ‘Marketing
Power’ Program, Internet Honors for its
Enhanced Search Application
Wholesaler United Stationers last month announced its “2010
Marketing Power” program, which it said is designed to provide
independent resellers with a three-pronged approach for devel-
oping strategic marketing plans for success and growth.

The program is presented in a series of three strategic “how-to”
guidebooks, addressing topics such as customer retention, cus-
tomer acquisition and revenue growth.

“United Stationers recognizes the business challenges resellers
face in the current economy, and we are committed to helping
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Help Shachihata’s Paul Ventimiglia and Marty Clemente raise funds to
buy musical instruments and art materials to make life easier for the
children and adults who come to the City of Hope for cancer treatment
each year.

True healing is not only about the harsh reality of chemotherapy,
radiation, bone marrow transplants and similar treatments. It also
involves the healing of the spirit and the miracle of art and music
therapy.

Now through August 31, Paul and Marty are seeking your
financial support with a minimum goal of $30,000 to purchase
much-needed musical instruments and art supplies.

Please see the link below for the Sheri and Les Biller Patient
and Family Resource Center where the music therapy and
art therapy rooms will be housed. 

Any dollar amount is welcomed. All checks should be made
out to: 

City of Hope c/o Art and Music Therapy

Send to: Chris Wiederkehr
Shachihata Inc.
1661 240th Street
Harbor City, CA 90710

“There is no profit in curing the body if in the process we destroy the soul.”

www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx

You can become part of the healing process by supporting this year’s 
Music & Art Therapy Fundraising Effort.

Thank you for your
generous donations to
this worthwhile cause.
Every dollar earned
will help heal the
spirits and minds of
City of Hope patients
at a time when they
need it most.

City of Hope

http://www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx


them meet these challenges head on,”
said Laura Gale, United’s vice president of
marketing. “Our 2010 program equips
dealer customers with the resources and
tools they need to brand and market
themselves to make an even larger impact
with their brand in 2010 and beyond.” 

The first guidebook, the 2010 United Sta-
tioners Marketing Guide, encourages re-
sellers to examine their current market
position and determine how marketing
could potentially impact their bottom line.
The Marketing Guide discusses the impor-
tance of creating a brand, provides in-
sights and benchmarks for customer
segmentation, and offers suggestions on
how to execute a marketing strategy.  

The second guidebook,  2010 United Sta-
tioners Marketing Tools, provides a de-
tailed catalog of United Stationers
publications, resources and tools available
to help dealer customers market every as-
pect of their business and plan for an en-
tire year of promotion. 

The third guidebook, the 2010 United Sta-

tioners Marketing Planner, offers a step-
by-step workbook designed to connect
the key concepts in the Marketing Guide
with United Stationers’ resources outlined
in Marketing Tools, enabling the whole-
saler’s dealer customers to build a working
marketing plan for the entire year.

In addition to the three strategic guide-
books, various other guidebooks are avail-
able on such topics as Furniture Marketing
or Market Expansion.  

For additional information, dealers can
contact their local United Stationers ac-
count manager. 

Separately, United Stationers announced
it has been honored as an Endeca Naviga-
tor Award winner as part of the Endeca
Discover 2009 User Conference.

Awarded annually by Endeca Technolo-
gies, a search applications company, the
Endeca Navigator Awards recognize high-
return-on-investment (ROI) applications
that solve specific business problems and
allow users to find any kind of data from
anywhere, any way they need it.  

United Stationers received the award for
its United Smart Search capability, which
employs Endeca search technology.
United Smart Search enables the delivery
of United Stationers product content for
nearly 40,000 products to power resellers’
web storefronts, based on search and
navigation requests by end consumers.  

AOPD in Alliance with 
EOSA, European Dealer
Organization, Announces
Sales Up YTD
American Office Products Distributors
(AOPD) and the European Office Supplies
Alliance (EOSA) have announced a new al-
liance by which the two organizations will
cooperate on transatlantic tenders for of-
fice supply deliveries in Europe and North
America.

AOPD executive director M.C. (Bud)
Mundt and EOSA chairman Peter Basci
made the announcement following a re-
cent meeting in Chicago.
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“AOPD is very pleased to be associated
with EOSA because of their long history of
excellent customer satisfaction within the
countries where their members are lo-
cated,” said Mundt. “This strategic alliance
will be helpful to both organizations in our
quest to provide quality products, quality
service, and quality representation to our
mutual customers in Europe and the
United States.”

Added Basci, “We are looking forward to
expand our transatlantic business thanks
to this strong partnership. I’m very moti-
vated to create and to support the solid
synergy between AOPD and EOSA. For us
it is a great deal which is based on per-
sonal sympathy and professional respect.
We can count on a historically well estab-
lished partner and are expecting a huge
sales power for EOSA.”

The new alliance represents combined annual
volume of about $3 billion and 7,900 employees. 

Separately, AOPD said its year-to-date

sales through April of 2009 are up 3% and
that it has written 24 new contracts so far
this year. “We are very optimistic about the
rest of the year and look forward to report-
ing further gains in the months to follow,”
said Mundt. 

“The AOPD portion of our dealers’ busi-
ness continues to do quite well during this
very challenging economy and they are
more focused today than ever before on
the importance of gaining new contracts
and supporting our business partners’
marketing initiatives,” Mundt added.

TriMega Pays Over $10
Million in Q1 Rebates to
Members; Distribution
Represents an Eight Percent
Gain Over 2008
The TriMega dealer group recently an-
nounced distribution of $10.3 million in re-
bates to dealer members for the first

quarter of 2009, representing an increase
of nearly 8% over the same period in 2008. 

The payout, which includes Q1 rebates
from TriMega’s TriSupply program with
United Stationers and S.P. Richards,
brings total rebates paid to-date in 2009
to $23 million, nearing last year’s 6-month
distribution record of $23.7 million.

“Despite a very slow start to 2009 for the
office products industry and the economy
as a whole, we still remain encouraged by
both the market share gains that have
been captured and the operational effi-
ciencies that have been put into action by
many TriMega members,” commented
TriMega president Charlie Cleary. “Even
with the soft economy of 2009, we expect
to continue strong quarterly rebate distri-
butions to our members for the balance of
the year.”

TriMega said its next cash rebate distribu-
tion is scheduled for September 15, for Q2
2009 purchases.

JULY 2009 INDEPENDENT DEALER Page 15

Industry News: continued from page 14

continued on page 16

http://www.clovertech.com


ECi PSN Automates Transactions Between
Dealers and Wholesaler Image Star 
Industry technology provider  ECi Software Solutions has an-
nounced the development of an Internet-based private supply
network (PSN) service for imaging supplies wholesaler Image
Star. ECi said the service provides new operational efficiencies
both for the Connecticut-based wholesaler and the independent
office products dealers it services. 

The PSN enables fast, reliable Internet-based transactions be-
tween Image Star and DDMS and Britannia dealers, ECi said.
DDMS and Britannia dealers can use the PSN to access Image
Star’s full line of over 5,000 original equipment manufacturer
(OEM) and compatible printer, fax, copier, and data media prod-
ucts.  DDMS and Britannia dealers can transmit purchase orders
and receive acknowledgements via the ECi PSN. DDMS dealers
can also perform real-time stock and price checks. 

“Image Star is the latest wholesaler to take advantage of the ca-
pabilities offered by the ECi PSN,” said Ron Books, president and
CEO of ECi Software Solutions. “Using the PSN saves time and
money for the dealers as well as their suppliers, enabling the deal-
ers to become more competitive in the marketplace.” ECi cur-
rently provides PSN capabilities with over 20 wholesalers and
manufacturers, allowing dealers to communicate directly with the
wholesaler or manufacturer of their choice via the Internet.  

“Leveraging ECi’s PSN capabilities enables Image Star to take
what is already an outstanding value proposition and move it to
the next level,” commented Charlie Antell, Image Star director of
business development. “As a result, our customers can now
spend less time searching for products or processing orders and
more time focused on growing sales and strengthening relation-
ships with their own clients.”

There are no charges or additional fees for the PSN service from
either Image Star or ECi. Dealers seeking more information should
contact Antell at Image Star (PH: 888-632-5515 x.7317; E-mail:
antellc@imagestar.com).

MBS Dev Introduces ‘Solution in a Box’
Dealer technology provider MBS Dev has announced the release
of “Solution in a Box,” a new pre-configured software deployment
for distributors. 

MBS Dev said it can now offer customers a time-saving, cost-
minimizing software implementation that is based on industry
best practices and designed to offer a streamlined implementa-
tion methodology and a pre-configured template that meets dis-
tributor business requirements. 

“Solution in a Box is our answer to our customers’ and the distri-
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Visit Image Star’s booth at ITEX to learn more about I.S. Connect. You Can Win $1000!

I.S. Connect is Image Star’s new service offering designed to

help you integrate in ways that can reduce your costs and

improve efficiency. Now you can transmit orders to Image Star.

Contact us to get your password and set us up on your system.
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bution industry’s requests for a streamlined software implemen-
tation,” says Laura Guillaume, CEO of MBS Dev. “We saw the
need in the industry for a pre-configured, industry best practice-
based template. Solution in a Box offers a rapid implementation
allowing our customers to gain a return on their investment
sooner.” 

OPMA Announces Update of
Flipbook Technology
Office Products Marketing & Advertising
(OPMA) has announced the release of an
updated version of its FlipLink flipbook
technology. 

Initially utilized for the is.group 2009
furniture catalog and the Work-
Place Furnishings 2009 furniture
catalogs, FlipLink, developed by
OPMA, allows consumers to browse
online using simulated page turning and
zoom functions.

“With recent challenging economic times,
it is so important for companies to continue mar-
keting themselves aggressively,” said OPMA president Mike
Metchikoff. “In addition to printed marketing pieces, this virtual,

online medium is cost-effective and helpful in exposing your prod-
ucts and services to today’s tech-savvy customers.”

OPMA said FlipLink flipbooks offer an environmentally-friendly
way to distribute catalogs and flyers to customers through post-
ing on web sites or setting up a link to send through e-mail. 

Instead of going through a costly reprint, price
updates can be made and deployed in hours
instead of weeks, creating a significant cost

savings, OPMA said.

The company also offers an optional, easy-to-
use, shopping-list feature that allows consumers

to create an order directly from the pages of the
FlipLink publication.

To see a sample flipbook featuring a wide range of
the company’s portfolio, from catalogs and flyers to

Web sites and photography, visit
www.opmaonline.com/flipbook/index.html.

For additional information, contact Mike
Metchikoff at 616-785-6061 or 
mmetchikoff@opma.com.
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Longbow Consulting
Introduces SalesRabbit,
Powerful New Sales Tool
Longbow Consulting Group has intro-
duced SalesRabbit, a powerful new sales
tool designed to provide a fully integrated
solution that presents customer and sales
history and give dealers valuable business
intelligence and analytics to run their busi-
nesses more effectively.

The new tool provides automated sales
and activity reporting, integrates with the
Premium 8.5 version of the GoldMine cus-
tomer relationship management/sales
force automation program and is also
available via remote mobile access.

“SalesRabbit is not just a reporting and
analytical tool,” commented Longbow
president Neil Saviano. 

“SalesRabbit acts as a Virtual Sales Assis-
tant, empowering you to automate sales
and marketing processes and campaigns,
react automatically to sales and marketing
scenarios, such as a customer’s first order
or lack of orders within a given period of

time and conduct extensive target market-
ing—including e-mail marketing cam-
paigns,” he added.

BIC to Acquire Norwood
Promotional Products 
BIC Group has announced that a sub-
sidiary of its BIC USA organization has re-
ceived court approval to acquire
substantially all of the assets of Norwood
Promotional Products, the second largest
supplier of non-apparel promotional prod-
ucts in the U.S. with 2008 net sales of over
$300 million.

The deal arose in connection with an auction
conducted in Norwood’s pending bankruptcy
cases. Total consideration for the acquisition
is $125 million, including approximately $37.5
million in assumed liabilities. 

Bruno Bich, BIC chairman of the board,
said: “We are investing in an industry in
which we have been active and successful
for the last 40 years and of which we have
a deep knowledge. We have proven, ex-

perienced management, strong and trust-
ful relationships with the distributors and
we understand the end-users’ demands.” 

Through its BIC Graphic business, BIC has
been involved in Promotional Products
since 1969, mainly in writing instruments. 

In March 2009, BIC purchased Antalis Pro-
motional Products (APP) in Europe and
this latest acquisition would strengthen its
position in the promotional products busi-
ness worldwide. 

By the end of 2009, with the addition of
Norwood, the promotional products cate-
gory would represent approximately 25%
of BIC Group’s total consolidated sales,
the company said.

Henkel Sells Duck to
Shurtape 
Henkel Corporation has announced the
sale of its business conducted under the
Duck, Painter’s Mate Green and Easy Liner
brands in the U.S. and Canada to Shur-
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Wall Calendars
• Sizes: 12”x12”, 12”x161/2” and 21”x123/8”

Desk Calendars
• Size: 181/2”x13”

9020Cel
ebra

ting 90 years offering quality calendars.

20 years offering 100% recycled products

presents

Cubicle Calendar Solutions
A dozen themes sized to fit your space
800-621-9564  •  www.houseofdoolittle.com100% Recycled Products

Made in the U.S.A.

Tent Calendars
• Size: 81/2”x41/4”
• Pick your theme: 

Kittens, Puppies, 
Gardens or Scenic

Write-on/Wipe-off 
Wall Calendars
• Size: 18”x24”
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Inspiring Life

Meet us in Chicago at City of Hope’s National 

Office Products Industry 2009 Spirit of Life®

Award Dinner honoring Jack Truong for his 

philanthropic achievements and his commitment

to helping City of Hope find the answers to cancer.

To register, visit www.cityofhope.org/nopi,

contact Cathleen Tighe at 866-905-HOPE or 

e-mail ctighe@coh.org

Spirit of Life
Gala
Thursday
September 24, 2009

The Chicago Hilton – Chicago, IL
Dr. Jack G. Truong, 
Vice President, 3M 
and 2009 Spirit of Life
Honoree

http://www.cityofhope.org/nopi
mailto:ctighe@coh.org


tape Technologies, LLC. 

Shurtape is based in Hickory, North Car-
olina, and has been a long-term supplier
to Henkel. The brands sold are the do-it-
yourself line of tapes, office and house-
wares products, including Duck brand
duct tape and stationery and mailing and
shipping products. 

Included in the sale are certain worldwide
rights to these brands as well as Henkel’s
Avon, Ohio, facility, which markets and
distributes the acquired brands and in-
cludes a staff of 350 employees. 

Henkel’s Pritt, Loctite, LePage, Pro-Series,
PL and Polyseamseal brands and the cor-
responding construction adhesives,
sealants, and general adhesives busi-
nesses are not part of this sale, the com-
pany said.

Design, Marketing 
Honors for HON
The champagne was popping at The HON
Company recently, after HON received

special honors for product design and
marketing. 

HON’s SmartLink Classroom Furniture So-
lutions received Platinum honors in the
prestigious ADEX Award competition,
sponsored by Design Journal magazine,
while its Abound Frame and Tile System
and Mirus Seating gained Silver honors.

In addition, the company’s Dealer Incen-
tive Program won a regional Gold ADDY
Award at the American Advertising Feder-
ation’s Ninth District Awards and now
moves on to compete at the national level.

Gussco Earns SFI
Certification for File
Folder Products
Filing supply products manufacturer
Gussco announced recently it has
achieved certification to the Sustainable
Forestry Initiative, fiber sourcing standard
for a wide variety of papers used in the
manufacturing of its file folder products.

“At Gussco Manufacturing LLC we have a
strong commitment to the environment,
and so do our customers,” said Gussco
VP of sales and marketing Alan Snider.
“Our goal is to offer our customers the

same or better quality products at the
same or lower cost and as more SFI-certi-
fied paper products become available, we
will be able to meet the increasing market
demand for environmentally-friendly prod-
ucts,” he added.

Vivo Rolls Out ‘Green’
Correction Tape
Atlanta-based Vivo has introduced what it
is touting as the first and only green,
biodegradable correction tape. 

Vivo claims that 83% of the product’s total
plastic content is biodegradable, with re-
newable corn functioning as a key ingre-
dient in the plastic case of Vivo’s
Bio-Correct item, according to company
spokesman Rich Brett.
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Ghent Launches Spectra,
New Line of Magnetic, 
Steel-Painted Markerboards
Ghent Manufacturing has introduced
Spectra, a new line of magnetic, dry erase
markerboards that it says combines the
economies of melamine boards with the
durability of porcelain-on-steel boards.

Hand-crafted in the U.S.A., Spectra mag-
netic products feature a white steel, mag-
netic marker surface, an oak wood or satin
aluminum frame finish, a full length acces-
sory tray and a 20 year guarantee. Selec-
tions come in eight different sizes, from 2’
x 3’ to 4’ x 12’, and are available with and
without markers. 



While many other manufacturers have moved produc-
tion to countries with less demanding environmental 
policies, Ghent believes in mastering the demands 
and benefits of producing its products in the U.S.A.  
The Ghent brand of visual communication products 
such as directories, whiteboards, bulletin boards, 
easels, and messaging systems are made in a 
Lebanon, Ohio facility.  The company’s Waddell brand 
of display cases have been constructed for over a cen-
tury by its craftsmen in a Greenfield, Ohio facility.

Ghent products are sold through dealers that special-
ize in office and educational products throughout 
North America.  Almost every school has at least one 
Waddell brand trophy case and most have multiple 
cases.  Waddell cases are also widely used in muse-
ums and reception areas.  Ghent brand presentation 
and messaging products are typically found anywhere 
there is a need to present or provide information such 
as in schools, offices, restaurants, healthcare facilities, 
manufacturing plants, and institutions of all types.

Ghent believes that it can support its dedication 
to eco-friendly products best by combining today’s 
technology and designs with yesterday’s personal 
commitment to constructing the finest U.S.A made 
products available.  This is accomplished by harness-
ing best practices in all areas of design, material 
selection, environmental protection, energy conser-
vation, waste minimization, and operating methods.  

Many of Ghent’s products make extensive use of recycled 
material. One example of this is a bulletin board that 
utilizes recycled rubber for its tacking surface.

In addition to being supportive of Green initiatives, there 
are many other benefits of Ghent’s emphasis on “Made 
in America” products. By making products in the U.S. 
Ghent avoids the issues as-
sociated with global supply 
chain difficulties. This al-
lows the company to offer 
efficient “Quick Ship” and 
“Drop Ship” programs for 
dealers. It also supports 
the ability to offer custom 
and special products not 
available from many of 
its competitors. Ship-
ments are made to 
dealers from the 
Ohio produc-
tion facility as 
well as from 
strategically located 
distribution centers thereby reducing freight 
requirements and providing for fast delivery.

For more information on Ghent Manufacturing, Inc. and 
its product offering visit the company’s web sites at 
www.ghent.com, or www.waddellfurniture.com
 

Vendor Profile: Ghent Manufacturing

Combining Green
with Red, White and Blue
Ghent Manufacturing is committed to leading 
the way in providing environmentally friendly 
products and services while concentrating on 
“Made in America” products.  The Ohio based 
company has long been a premier manufacturer 
of visual communication products and specialty 
furniture for business and educational use.  
Ghent has a time-honored history of producing 
distinguished products in America.

ADVERTORIAL

http://www.ghent.com
http://www.waddellfurniture.com


The answer was a resounding “No” to the first part of question
and an equally resounding “Yes” to the second.

In a similar fashion, independents—dealers and all of their
business partners—need to work together with their counter-
parts throughout the small business community to ensure that
the U.S. Congress is listening and responding to our calls for
genuine reform. At a minimum, we need:

n More choice and lower costs through real competition
among private health insurance plans

n Less wasteful spending on medical procedures and
strategies that have proven unsuccessful in improving
the quality of care and healthcare results

n Polices that preserve jobs and help generate new ones

For the past year NOPA and more than 100 member-based
organizations have been working intensively as a team on
reaching these goals through the Small Business Coalition for
Affordable Healthcare. 

The NFIB-led coalition has had a seat at the table throughout
the reform process, but in today’s Capitol Hill environment, it
is not at all clear that Congress is listening. 

We encourage all members to visit the NOPA web site at
www.nopanet.org or www.smallbusinesshealthcarecoalition.com
for more information on how you can help turn this situation
around.

For those who have been watching, both the U.S. Senate and
House have been exploring a wide range of healthcare reform
options, including public and private insurance plans. 

After months of discussion, bills have been introduced and
political forces are now vying to prevail above others in the de-

bate on this critical national public policy issue. 

With the opportunity for bipartisanship rapidly eroding, the full
weight of the American business community must be heard
loudly and felt strongly on Capitol Hill. 

In short, just as each independent has needed to stand up to
survive in a fiercely competitive marketplace, each of us must
do the same now, to ensure that Congress delivers responsi-
ble healthcare reform that we can live with in the future.

Within the next couple of weeks, each of your elected repre-
sentatives and senators need to hear from you—and ideally
from your employees as well. The message is simple:

n No mandates that all employers must either participate
in a congressionally-defined healthcare plan or face
paying a high penalty tax (8% of payroll is one option
being discussed).

n True reform must include provisions that lead to full
competition in the small business group health insur-
ance market, an area that several major insurers are try-
ing hard to exempt from coverage under the reform bills.

n Economic recovery and job recovery in your local mar-
ket depends on achieving such genuine health insur-
ance reform and will be undermined by legislation that
fails to achieve this goal.

We urge you to visit www.house.gov and www.senate.gov to
send this message today to each of your elected federal offi-
cials in Congress—briefly and in your own words—and help
create the sense of urgency required to protect our industry’s
interests. Please include your name, company name, address,
and the number of people you employ in your representative’s
district and your state.
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NOPAnews
NOPA Urges Responsible Congressional Action on Healthcare Reform
By Chris Bates, NOPA President

At last month’s S.P. Richards dealer conference, one of the most popular educational session lead-
ers asked an opening question as a reality check: Is the huge new economic stimulus package re-
ally having a meaningful impact on current business activity or do dealers need to take full
responsibility themselves for generating new business?

http://www.nopanet.org
http://www.smallbusinesshealthcarecoalition.com
http://www.house.gov
http://www.senate.gov


By Scott Cullen

Everybody’s doing it, some more
successfully than others.  Meet a few
good dealers who are seeing the
percentage of their online orders grow
along with the average order size.
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There used to be a time when selling office
supplies online was a novelty. Few dealers
had much of an online presence and what
little presence they had was a simple web
site that they had pretty much just for the
sake of having a web site. 

That was then. Today, with so
much emphasis on e-com-
merce at all levels of the of-
fice products industry, if
you don’t have a feature-
rich site that your cus-
tomers can order from with
ease, you might as well
start writing your dealer-
ship’s obituary. 

Fortunately some folks
have figured out how to do it and do it
right. Most of those are also getting a little
help from their technology providers,
wholesaler partners, dealer groups and
others.

Online sales at Hurst Office Supplies in
Lexington, Kentucky, are a healthy 60%,

reports Hurst vice president Tom Gormley. 

Customers have been ordering online on
Hurst’s DDMS platform since February
2003 and the dealership now has 2,000
active users, which Gormley defines as a

customer who has logged in and
placed an order within the

past 45 days.

Online buyers tend to be
bigger spenders, with an
average order size of $188
compared to $135 for
those not ordering online. 

Every new customer, re-
gardless of where they
come from, is set up with

an online account. For larger customers,
Hurst designs a program based on their
needs. A strong web presence also means
that business can be conducted outside of
traditional business hours.  

“I’ve been here at 2 a.m., 4 a.m., 10 at
night, and there will be five people online

ordering,” beams Gormely. “We do a ton
of business after 5.”   

Gormley admits he’s surprised at how
much business is coming in online.

“Our goal in ’03 was to get to 40% and we
thought it would be amazing if we could
do that,” he recalls. “We hit 40% level our
third year. Now, I don’t really know what
the ceiling is.”

He acknowledges there’s a host of advan-
tages to setting up shop in cyberspace. 

“Prices are always current to customers,
there’s a reduction in my customer service
staff requirements, and there’s a reduction
in delivery expenses because of larger
order sizes.” 

Hurst is also seeing a significant reduction
in the number of returns, particularly com-
pared to orders not placed online. 

The site can also be set up to point cus-
tomers in the direction of specials and to
alternative brands such as the Legacy line

Cover Story: continued from page 24
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from is.group and other items that Hurst
stocks. 

“Some accounts are given a choice to go
to our substitutes, others are automatically
set up to go to them,” explains Gormley.
“That’s been significant in driving cus-
tomers to the things we want to sell. These
days they’re going more and more for the
lower-priced product.” 

Office Direct in Baker, Louisiana, has been
offering online ordering for the past 12

years. They’re a Britannia dealer and also
use enhanced content and search engine
functionality from their first-call wholesaler
United Stationers.

About 35% of Office Direct’s office supply
orders come in online and, reports man-
ager Jeff Pourciau, online orders are al-
ways larger than in-house orders. Why? “I
think people just like to shop online,” re-
sponds Pourciau. Like other dealerships,
Office Direct is also seeing fewer returns
from customers who order online com-
pared to those who don’t.  

Online business is booming for Garza In-
dustries in Orange, California. Customers
have been ordering online for the past 10
years and president Larry Garza reports
25-30% of his business is now generated
online. Garza’s goal is to raise it to 50%. 

Just as important is growing the average
online order size. It’s pretty good now, be-
tween $200 and $250, but Garza would
like to see that figure rise to $500 or more.
With the recent addition of software from
MBS Dev, it’s moving in that direction. 

Garza’s business is set up into three major
product groups—traditional office sup-
plies, furniture, and marketing and promo-
tional products, which encompass custom
printing, promotional items, ad specialties,
and logoed apparel. Garza can even set
up their accounts to order custom prod-

ucts online. That, Garza says, is a big ad-
vantage. 

“If a customer wants to order a custom
product online, we take a digital photo of
it and it’s just like any other product in our
warehouse and they can literally order the
item online with us,” says Garza.

World Class Business Products, an office
products dealership serving the New York
metropolitan area, entered the online realm
eight years ago, but really started making
progress a couple of months ago after
switching to the BMI front end. Prior to
that, online orders made up 25% of rev-
enues. It’s now expanding rapidly and is
expected to grow even more now that
jan/san supplies, coffee and ad specialty
items are in the mix. 

The addition of seven sales reps within the
past year that used to work for companies
with a strong online presence has also
helped grow World Class’s online business. 

Owner Vic Diaso is old school, but recog-
nizes the importance of ramping up his on-
line efforts.

“It’s a necessary evil to survive,” he says. 

Jeremy Ryckman is a senior independent
business owner with America’s Office
Source, a network of approximately 50 in-
dependent dealer owners throughout the
U.S. Currently 70% of America’s Office
Source business is conducted online. 

According to Ryckman, what started as a
basic online ordering site has evolved,
thanks in large part to S.P. Richards and
IBA, into a highly flexible site that allows
them to meet the needs of customers of
any size.  

“In the beginning, our site was pretty
cookie cutter,” recalls Ryckman. “We
didn’t really have much flexibility. The web
content, search engine, pictures, research
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John Frisk, president of MyOffi-
ceProducts, sees changes com-
ing in the way that customers

will be placing their office prod-
ucts orders in the near future. 

“If you’re looking at the person
who is predominantly buying

our products, it’s a much
younger group today,” says

Frisk. “Their lifeblood is their
phone. They can Myspace

through it, Facebook through it,
Twitter through it, and are now
asking, ‘How do I buy my prod-

ucts through it?’ That’s where
we see the technology going.”

Frisk reports that MyOffice-
Products is working with tech-
nology provider Thalerus on a

custom technology that will
allow them to make online or-
dering available to the mobile

customer. It’s still at least 9-12
months out, but Frisk is con-

vinced this capability is coming. 

“The Fortune 500 buyer may
not be going to buy via their

phone but it will appeal to
many,” contends Frisk. 

He adds that the independent
dealer’s niche is the mid-mar-

ket. And it’s a market that’s
being courted by the big boxes

and the open-to-buys, all of
whom tend to be somewhat

ahead on the technology curve. 

“We’ve seen the large boxes dip
down into the mid-market

much more than they’ve done
before and we’ve seen the

open-to-buy sites that have
been focused on the smaller

B2C and B2B markets creep up
into the mid-market,” cautions

Frisk. 

“When you look at who is going
to have a better play in that

mid-market, there is no doubt
in my mind it’s the open-to-

buys. If you look out at who’s
going to be buying five years

out, those people are not going
to be walking into a retail store

to buy products. That’s not
going to happen.”
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capabilities that S.P. and IBA have put to-
gether for us have been awesome.”

Ryckman contends that building a suc-
cessful online presence requires paying
close attention to customer requests. This
feedback has led to enhancements, such
as the ability to order by department, the
ability for managers to access specific re-
ports, and providing individual users within
customer locations a line item limit or lim-
iting their ability to order items over a spe-
cific price point unless they receive a
manager’s approval. 

Old Colony Stationery in Whitinsville, Mas-
sachusetts, has been offering customers
online ordering for the past eight years. A
few years ago its online business was at
30% and growing before acquiring another
dealer who had no online presence, drop-
ping the combined company’s average to
20%. After a brief dip, Old Colony’s online
orders have risen to 35% with the goal to
bring that number up to at least 50%. 

Old Colony vice president Dale Bloem
finds its new ECinteractive front end more
effective than what it was using, saying
that it makes Old Colony look more like
one of the big box stores. 

The challenge is still getting the word out,
particularly with prospects that are hesi-
tant to make the switch to Old Colony be-
cause of the mistaken impression that the
dealership doesn’t provide them with an
online ordering option. 

“We’re putting a real push on this year,”
says Bloem. “We’re also trying to make our
sales people understand that this is impor-
tant. Our competitors are out there with
this and they’re constantly working on it.”

Talking ’bout the
Next Generation
Although most dealers interviewed ac-
knowledge the importance of a functional
front end to online success, the biggest
driver may very well be the evolution tak-
ing place at the buying end of the chain. 

“When you look at the age of the typical
buyer, a lot of them have grown up on the
computer,” says Garza. “It’s just natural for
them to extend that to the way they func-
tion in day-to-day business.”

“We’ve seen over the past six or seven
years that the person doing the procure-
ment of products is much more web-savvy,”
adds John Frisk, president of MyOffice-
Products in Murfreesboro, Tennessee.
“They’re looking to buy online and not look-
ing to place orders by fax or phone.”

Old Colony’s Bloem feels that purchasing
products online has simply become an 
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accepted way of doing business and most
customers are accustomed to it. 

“It’s a change in the folks that are ordering.
They want to order online,” he says. 

Pourciau agrees. 

“As younger people come into the work-
force they’re demanding it,” he says.
“There’s not a month that doesn’t go by
where somebody asks, ‘Why can’t I do
that online?’”

Incentive Plans
Even though greater numbers of cus-
tomers are interested in ordering online,
some dealers still need to sweeten the pot
to point them in that direction. Lately
Garza is focused on encouraging cus-
tomers to order once a week rather than
twice a week.

“That helps everybody,” says Garza. “Our
overhead goes down and it makes our
prices more competitive. And the cus-
tomer has less to check in and process.”

That’s where incentives are handy. For ex-
ample, if a customer orders $500 or more
from Garza Industries, once a month they
can earn a gift card or movie tickets. 

“They seem to like it,” states Garza. “Once
they begin ordering online, they continue
to order online.”  

There are mixed feelings in the dealer
community as to whether or not one needs
to offer incentives for purchasing online.

Old Colony doesn’t offer customers incen-
tives to order online, although Bloem re-
cently asked the folks at DDMS to make an
enhancement to their platform that he says
will be a huge incentive for customers to
order online. He doesn’t want to tip his hand
on that enhancement other than to say that
it will help all independent dealers.

Hurst doesn’t offer any special incentives
either. “The workforce that is now ordering
from us has been doing this their whole
lives,” says Gormley. What incentives are

offered typically come the form of
a rebate to certain accounts of a
certain size based on a percent-
age of orders placed online.

Online promotions are a bit more common
and the only way to receive those is to
order online. For example, Hurst has sam-
ple days designed to build online orders
for a specific day of the week or month. 

They haven’t done a lot with incentives or
promotions online of late at Office Direct,
although Pourciau feels that they’re over-
due, especially since their last online pro-
motion was so successful with the grand
prize being a limo ride for 10 to a restau-
rant for lunch. 

America’s Office Source is another dealer-
ship that doesn’t see the need for incen-
tives. “There are plenty of incentives as it
is,” opines Ryckman. 

Nor is America’s Office Source doing any-
thing to drive customers to certain prod-
ucts or brands other than what the
wholesalers may already be doing to pro-
mote specific products or suggested
items. 

Still, plenty of dealers have found that in-
centives work for getting
customers to jump online
or bulk up their average
order size and it doesn’t

have to be anything all that spiffy either. 

“We recently offered customers a free
case of juice if they went online and they
jumped on it,” reports World Class’s Diaso,
whose latest spiff for online ordering is a
free portfolio. 

MyOfficeProducts offers cus-
tomers a rewards program
called MyPoints that allows cus-
tomers who place orders online to
accumulate points and then turn
them in for different items such as gift
cards or TVs. 

Twice a month they offer promotions and
e-mail specials, both focused on encour-
aging customers to order online. 

MyOfficeProducts uses the Thalerus front

end which has prompts that encourage
customers to upsize their order. For exam-
ple, if they order four boxes of file folders,
they get a prompt that asks if they would
like to order a fifth box for extra savings or
convenience. “Most of the time they say
yes,” says Frisk. 

Sundance Office Supply in Broken Arrow,
Oklahoma has a section on its home page
where customers can view specials, give-
aways and manufacturer rebates or gift
cards before they log in.

These incentives are only available to cus-
tomers who order online, as are pricing
specials which Sundance markets to all
customers as an incentive to go online.  

“We’ve actually found it’s a lot easier to di-
rect people online these days because
that’s the way things are moving,” says
Allen Saunders, general manager. 

Sundance uses the Red Cheetah front
end, and Saunders feels that’s been help-
ful in getting customers to do business on-
line. 

“A lot of people like the way Red Cheetah
is set up because of the way they can use
some of the admin features to manage
their buying internally” says Saunders.
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Lessons Learned
Dealers who are successfully selling online
didn’t all start out that way. There were
some lessons learned along the way.

At World Class, pricing was initially han-
dled by Diazo’s sales reps, but the dealer-
ship has since transitioned to matrix
pricing. That’s the one thing Diaso wished
he had done from the get go.

“Online customers find it convenient be-
cause they don’t need to get in contact with
someone to find out a price,” he explains.
“And it’s helped my margins, which is nice.” 

MyOfficeProducts’ Frisk has learned a thing
or two about online ordering since starting
the company in 2002. If he had to do it all
over again, and if he had the capital and re-
sources, he’d have hired programmers and

created his online front end
in house rather than using a
third party. It’s not that he’s

dissatisfied with his
third-party front-end

provider, but he
feels doing it all in

house would be an advan-
tage because it would allow him to better
compete with the open-to-buy sites.

“If you have the resources and you own the
code and you developed it yourself, you’ve
got the capability to go in and make the
changes you need rapidly,” he says. 

“Being proactive and willing to change is
the biggest lesson I learned,” adds Saun-
ders. “You can’t be complacent.” 

That’s why Sundance recently revamped
its home page even though the old one
seemed to be working just fine.   

Bloem doesn’t have any magic potions for
making a go of it online. His advice for
dealers who are still trying to figure out
how to do it is practical. 

“The best way is by looking at other inde-
pendent dealers and the big box sites,” he
says. 

Keeping the site flexible is something else
Bloem has found effective for encouraging
customers to order online. For example,
Old Colony’s site offers customers four dif-
ferent ways to log in. 

Old Colony also offers links that drive cus-
tomers to highlighted product categories
such as shredders, light bulbs, and batter-
ies. But the most valuable lesson Bloem
has learned about selling online is that
your web site is never finished. 

“You’re always working on it, trying to
make it better, and things are always
changing,” he says.
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The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com

http://www.installnet.com


Clearly, consumers want to buy
more of what our industry sells

via online, and that’s good
news and bad news for us. It’s

good news because web
ordering offers advantages to

both consumers and resellers.
It’s bad news because while

some national retailers are
successfully developing robust

e-business strategies, many
independent resellers still have

a long way to go.
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closing the 
e-business gap

By S. David Bent, Senior VP & Chief Information Officer, United Stationers

Did you know office products rep-

resents the second largest prod-

uct/service category for online

sales, after travel services? Many

office products are simple and easy

to describe and sell on the web. 

But having an effective e-business

strategy requires a lot more than

just putting products online. For 

example, United Stationers’ Vision

2009 consumer research showed

that 19% of consumers surveyed

do not purchase more products

from an independent reseller be-

cause they are not aware of them

even having a web site! 

Consumers also expressed con-

cerns about their ability to find prod-

ucts online, and to have access to a

web site that looks as good as the 

national retailers’.

number one 

priority

United Stationers has made e-busi-
ness for resellers its Number One IT
priority. Our goals are to facilitate
the best online procurement expe-
rience for the business products
buyer, and also to be part of the
best online channel by which sup-

continued on page 31



pliers can go to market. 

However, to achieve these goals re-
quires an investment of time and money
by all members of our channel. 

There is a big payoff to increasing IT ex-
penditures. It will ultimately lower the
cost of sales, because e-business is
very efficient. 

An effective e-business platform can
help increase sales and find new cus-
tomers, increase order size by facilitat-
ing cross-sell and up-sell, reduce
returns, and boost the power of email
campaigns. To accomplish all that, you
must give customers what they want.

what 

buyers want 

Here is what research tells us today’s
consumers want from their online buying
experience, ranked in order:
n Simple purchase screens
n Rich product information and prod-

uct reviews
n Multiple payment options

n Multiple search options
n Multiple product views
n Site personalization

The best online experience comes with
the minimum number of “clicks” to
achieve the desired shopping goal. And
here’s the real eye-opener: Consumers
report that having a good online shop-
ping experience is more important than
price! 

three pillars 

of e-business

United Stationers’ e-business strategy is
built around three critical pillars: 1) e-
content and search; 2) personalized
shopping experience, and 3) targeted
and relevant marketing campaigns. 

Our initial launch of enhanced content
was in conjunction with the redesign of
biggestbook.com, United’s consumer
information web site. Then we rolled out
United Smart Search, which put the full
power of our content on 40,000 items to
work on resellers’ web storefronts. 

We’ve also just released United Content
Services, which extends the power of
United Smart Search even to items that
United doesn’t currently sell. 

The second e-business pillar, a person-
alized shopping experience, is driven by
a reseller and their technology provider.
This includes providing capabilities for
the consumer such as a “favorites list,”
personalized offers, coupons, and re-
bates, personalized purchase screens,
budget management and approval ca-
pabilities, multiple payment options, etc. 

The third pillar, targeted and relevant
marketing campaigns, provides a way
for the reseller to take their own value
proposition to consumers based on the
consumer’s sales history and prefer-
ences.

Data-driven 

customer

intimacy

The second and third e-business pillars
are strongly dependent on “data driven
customer intimacy” by the reseller. In
other words, the reseller must have a
way to capture on their web site data on
what the customer is clicking on, what
they are buying, in what quantities, and
how often.

United Stationers continues to work
closely with resellers, technology com-
panies and manufacturers to create
tools that will close the e-business gap. 

In addition to enhanced content and
United Smart Search (which is available
free by talking to a United Stationers ac-
count manager), we created an e-mail
capability via our Marketing Auto Wizard
several years ago. 

Now, as part of our 2010 marketing pro-
grams, we are launching eDeals, a com-
plete turnkey approach to weekly e-mail
marketing for resellers. 

If consumers want to buy online, we
must all find a way to make it easy for
them.

Closing the e-business gap: continued from page 30

JULY 2009 INDEPENDENT DEALER Page 31



Oscar Wilde, the 19th century author,
playwright and poet, said, “The cynic
knows the price of everything and the
value of nothing.” Replace “cynic” with
“customer” and you’ve got the chief
complaint of thousands of salespeople
right here in the 21st century.

Those salespeople couldn’t be more
wrong. Customers do understand value.
In fact, it’s built into the way they think.

Every customer is essentially a living,
breathing pleasure/pain calculator. If
your sales pitch works out to a positive
pleasure figure, your customers will
most likely buy. If they don’t, their pleas-
ure numbers drop into negative territory. 

What Price Objections Really Mean
When a customer questions the price of
your product or service, they’re very
often saying two things to you:

- I’m interested enough to care about
price.

- I challenge you to prove me wrong.

A price objection is a buying signal. It’s
your customer saying that their pleas-
ure/pain calculator is giving them a neg-
ative figure, but only just. It’s their
challenge to you to move them onto the
right-hand side of their mental number
line by adding value. And how can you
do that? Here are seven tips for adding
value to every sales pitch:

Sell yourself first. If you don’t believe
your offering provides value in excess of
its cost, how are you going to convince
a potential customer? If past customers
have sold you on the idea that your of-
fering isn’t worth at least what it costs or
if, after reassessing your offering’s real
worth, you can’t justify its price, you’re
better off selling something else—some-
thing you can believe in.

Remind customers of the danger of
spending “almost enough.” How
many times have you bought into a
“good deal” only to find that if you’d
just spent a little more, you’d have got-
ten what you really needed and
wanted? You’ve spent a good fraction
of what you should have in the first
place, yet your pain/pleasure calcula-
tor is still showing a negative number.
Don’t do your customers a disservice
by letting them waste their money this
way.

Never be the first to mention price. A
salesperson who talks price right out of
the gate is a salesperson who doesn’t
believe in the value of his or her prod-
uct (see tip #1). To create a healthy sur-
plus on the pleasure side of the
calculation, you should be piling on cus-
tomer-focused benefits from the outset.
Do this well enough and the value you
create in the mind of your customer will
often smother price objections alto-
gether.

Don’t assume you know your customer’s
buying power. Selling your customer
short is selling yourself short. Let your
customers tell you what’s in the budget.

Focus on cost of ownership instead of
price. The true cost of a product or serv-
ice might not correspond to its purchase
price—in fact, it rarely does. Mainte-
nance, residual value and intangible ex-
tras like prompt, friendly customer
service and the security of knowing a
company is likely to stick around into the
future all affect the actual lifetime cost of
a purchase.

Amortize costs. When it comes time to
discuss the bill (after the benefits have
been laid out), break the cost down into
a per day figure. Your offering’s benefits
remain the same, but the cost becomes
much more manageable in the mind of
your customer.

Always remember that cost is objective
and value is subjective. Not all cus-
tomers perceive value in the same way.
What’s most important to one might be
halfway down the list for another. Take
the time to discover what a potential
customer places the highest worth on
and build your value proposition around
that.

Zeroing in on Value Adds up to Sales
While it is true that price matters, it’s
only one factor in your customer’s pleas-
ure/pain or perceived value calculation.
Learn to concentrate on the total pack-
age—the real value your product or
service adds to your customer’s busi-
ness. Help them compute a positive
pain/pleasure number, and they’ll help
you generate positively remarkable sales
figures.

Danita Bye is a founder of Sales Growth
Specialists, a sales turnaround company that
works with clients to build a successful,
sustainable sales culture that thrives under all
market and competitive challenges. She’s a
speaker and author of “Yes You Can: 67 Tips to
Raise Your Sales Results in a Recession.”
www.67tips.salesgrowthspecialists.com
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A Calculated Approach to Subtracting 

Price Objections from the Sales Equation
By Danita Bye
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In managing an income statement, most managers—not just the fi-
nancial types—revert to left brain thinking. They draw on experience,
follow habitual patterns, are detailed and analytical and do it “by the
book.” 

The right side of their brain—home of their intuition, creativity, inno-
vation and lateral thinking—is often suppressed. However, for the
most successful financial management, both sides of the brain must
function. 

Consider the four basic areas on the income statement—sales rev-
enue, gross margins, operating expenses and profits. 

Most dealers appear to devote about 90% of their focus and time on
operating expenses, and only 10% on the other three categories. It’s
time for many to develop a new perspective when it comes to man-
aging their income statements and get that right brain functioning.

Think profits first
Profits are the ultimate reason for being in business and represent
the future of your company. As management guru Peter Drucker suc-
cinctly stated, “earning today the costs of staying in business (to-
morrow).” 

Managing the income statement should be a bottoms-up approach,
meaning consider profits first. In this light, profits are not treated as
the last line item on the income statement, but rather the first line
item. 

You must plan for profits—with a flexible budgeting process that, par-
ticularly with today’s conditions, can take into account sudden fluc-
tuations in the business environment. 

Every month, it is important to re-assess the economy and your mar-
ket, customers, and priorities, and adjust your budget accordingly. 

Profits require that you, as dealer principal, and your management
team develop a strategic plan to create profit. 

This plan must evaluate risks and opportunities, and identify and
build innovative strategies around the dealership’s critical success
factors to ensure competitive performance and survival, much as
President Obama has demanded of the automotive industry. See the
table for sample critical success factors developed from a survey I
conducted recently with dealer clients.

Profits don’t just happen. They are made to happen with insight and
innovation (right brain activities), and within a strong organizational
structure that assigns responsibility, accountability and authority. 

Profits require communication with employees to enable them to bet-
ter understand what drives profits, and how they can help. 

Furthermore, staff members should be rewarded for their role in prof-
itable performance.

Analyze sales revenue in detail
I challenge dealers to consider a perspective that, for many, would
be new, namely an expansion of the revenue section of the income
statement. Revenue might be summarized on a consolidated income
statement as one line item, but market segmentation is key.

On most financial statements I review, the extent of any breakout of
revenue is by product type: supplies, furniture and/or equipment.
Dealers who have multiple locations or retail operations usually have
those broken out as well. 

Best practices suggest more however, with supporting detail to break
out revenue in terms of target markets (for example, commercial, gov-
ernment, education, and health care), customer types (such as cus-
tomer size, industry classification, or buying characteristics), and
product and service categories. And each of these revenue cate-
gories should have its own marketing and financial objectives. 

Enhance gross margin management
Based upon your market segment categories, identify gross margins
for each segment. This reporting can provide insight in terms of at-
tractive and less attractive markets. Does your business mix need to
change? 

A Different Approach
for Managing Your
Income Statement
Using Your Right Brain, Not Just the Left
By Bill Kuhn

Ten Critical Success Factors
1. Operational effectiveness

(low-cost operator)

2. Strategic positioning (unique
added value)

3. A customer-driven culture

4. Deliverable systems

5. Staff competency

6. Diversified business mix

7. Exceptional quality

8. Technological superiority

9. Financial discipline

10. Valuable partnerships and
alliances

continued on page 34



Ask this question of each segment: 

Can you make money on the
margins you are currently gener-
ating? If not, can you raise

prices through differentiation
or lower expenses through
increased productivity?

Develop your pricing strat-
egy as a part of the budgeting
process. Margin management

includes buying right and selling
right. 

The focus is frequently on the
buying side, considering stocking

decisions and gross margin return
on inventory investment but selling

right—with value billing—can be strate-
gically even more critical. 

Most of the major wholesalers and buying groups have valuable pro-
grams such as matrix pricing software to aid in this review. 

However, enhanced margins also require strategic pricing developed
around target segments, key profitability account analysis, and value-
added services. Always be thinking of new approaches to improve
your margins.

Analyze operating expenses from a
different perspective
In periods of cost cutting, dealers generally do a line-by-line analysis
and make some determination of how much each cost item can be
cut. That’s a fundamental (left brain) approach—not all wrong, but
only one part of the solution.

Your breakeven point must be identified, with strategies to lower it
and ensure that fixed costs remain low. Some truly variable costs
may have become fixed over time. That’s what several dealers real-
ized in the 2001 and 2002 downturn. 

In times of economic difficulty, I take the position that all costs can
become variable if necessary. That philosophy changes the approach
to budgeting.

Because about two-thirds of a dealer’s costs are associated with pay-
roll, that’s an obvious place to explore. 

I am not opposed to layoffs, and in some circumstances they may
be inevitable based on projected levels of revenue or a dealer’s fi-
nancial strength. 

But I am opposed to across-the-board cuts, or cutting talented or
exceptional performers (who may be high priced). Opportunity lies in
keeping the more talented and flexible people, even if this requires
some short-term financial stretching.

Be selective in compensation cuts. Analyze every job and every po-
sition. Measure each person’s performance, productivity, cost effec-
tiveness and value from the customer’s perspective. 

By all means, replace marginal and uncommitted personnel, and
eliminate redundancies, using industry benchmarks to identify those
areas that may be excessive. Remember—compensation costs not
only relate to pay, but also to turnover, support, and opportunity. 

Think right brain. Determine who does what best, where and when,
and then restructure your organization accordingly. Meaningful reor-
ganization can often result in cost reductions and improved opera-
tional performance.

Finally, spend money only when it has customer value. Too many
dealers still continue to support “sacred cows” or hang onto activities
or services that have little or no value to the majority of customers.
Be ruthless about those costs that don’t add value from a customer
perspective. You can’t afford them in today’s environment and you
need to tear them out of your organization. 

Some final tips
Your financial performance is essential to your success. Consider
three additional financial objectives:

Maintain accurate and timely financial reporting with financial
statements prepared within two weeks of month end. Market
conditions change too fast to allow otherwise.

Develop a comprehensive accounting and internal manage-
ment information system and be willing to share much of that in-
formation with employees and key customers to help them to
better understand margins and operating costs.

Have sophisticated in-house financial expertise for financial
planning, managing the income statement, and for financial con-
trol. If size does not permit such staffing, seek outside profes-
sional financial advice.

Get those right brain juices flowing. Brainstorming on something
as seemingly mundane as the income statement can pay off and
help enable you and your company to survive and even thrive dur-
ing these uncertain economic times.
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Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He
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A Different Approach: continued from page 33

mailto:BillKuhn1@cs.com


My father used to say, “Good things come to those who wait… as long
as you work while you wait.” He also used to say, “Waiting is not a strat-
egy.” 

Although there is no doubt that many independents are struggling today
due to the down economy and the fact that customers are spending less,
simply waiting for a recovery will not help your company to increase or
even maintain business in the near term. So what can you do?

As a young sales manager in the early 90s, my own manager told me
that I could not change results, but that my job was to change behavior. 

What he meant was, if I continued to run my sales team in the same way
without pushing for improvement and developing my reps, their results
would not be any different. 

That realization taught me that as a sales leader, I needed
to push the BETTER button of my sales reps and my
management system. 

As I observe many clients who are independ-
ents, it’s obvious that those who continu-
ously develop their sales reps and have
a clearly defined sales process and
sales management system are the
ones who are well on their way to be-
coming the best that they can be. 

So, I ask all of you, “What are you
waiting for?” It's now time for you
to push the BETTER button.

I'd like to share with you a proven
best practice for changing the be-
havior of your sales force and focus-
ing your reps on the right activities,
while providing them with tools to get
better results. The practice? Focused
Call Days. 

Focused Call Days are dedicated times
when all sales reps are making proactive out-
bound calls. 

Basically, you’re asking your reps to do their job, but in a
very focused and deliberate manner that builds competition and
team camaraderie, while also offering reward and recognition.

Many of you already may be requiring some or all of your sales reps to
spend a certain amount of time each day making outbound calls. How-
ever, Focused Call Days takes this approach to another level, ensuring
that those calls are productive and directed toward specific goals. 

Over time, this type of intentional selling ideally will become a habit after
your reps see and feel its success. 

Focused Call Days should address a specific theme, have clear direction,
goals and measurement and include reward and recognition. 

Your themes should vary to incorporate prospecting, penetration activi-
ties and retention, and be defined well in advance to ensure there is a
balance in the sales activities.

Potential themes could include the following:

• Focus on customers buying office products but not jan/san and
breakroom

• Focus on customers buying office products but not furniture

• Focus on customers whose business is down over the past 60
days

• Sell a particular product or represent a particular manufacturer

• Pre-qualify customers from a dormant account list

• Reactivate customers that have not purchased in the last six
months

• Reach out to your top 100 customers as a
thank-you for their business 

Your Focused Call Days should be
prescheduled weekly so that all reps are

aware they need to be in the office
during that time, with no exceptions. 

Some dealers feel weekly is too
often and choose to schedule bi-
monthly dates. Regardless, the
practice is extremely effective
for gaining great sales results
that otherwise would not have
taken place.

Ready to get started? 
Here is the suggested format

for outlining and communicat-
ing expectations and for provid-

ing the appropriate scripts,
reporting, measurement and recogni-

tion to make your Focused Call Days
successful.

Description 
Describe in detail the Focused Call Day theme and why it's im-
portant for your reps and their business.

Objectives
Outline the objectives of the day, for example:

• Penetrate deeper into supply accounts 
• Get appointments to introduce a new product line 
• Contact a minimum of 50 customers per sales rep in a

three-hour time frame
• E-mail a flyer to a minimum of 20 customers as a follow-up

to phone calls
• Collect as many new e-mail addresses as possible for our

database
A secondary objective should always be to get orders or items to
quote on.

JULY 2009 INDEPENDENT DEALER Page 35

continued on page 36

Push the BETTER button: Focused Call Days
By Krista Moore

Krista Moore is President of K Coaching, LLC an executive
coaching and consulting practice that has helped literally
hundreds of independent dealers maximize their full potential
through enhancing their manage-ment systems, sales training,
and leadership development. For more information, visit the K
Coaching web sites at www.kcoaching.com, for coaching and
consulting programs and www.opwebinar.com for the latest online
training courses.

http://www.kcoaching.com
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Scripts 
Provide written phone scripts for live conversations and for leaving
a voice mail, as well as a sample follow-up e-mail message. 

Each sales rep may customize the scripts to their selling style, yet
everyone will have a similar “talk track” for the day. 

You'll discover that even the most seasoned sales reps appreciate
advice on “what to say and how to say it.”

Reports
Because these call days are focused around a particular type of
promotion or business opportunity, you will need to determine in
advance via data intelligence the appropriate customers to contact.
(For those of you that are using tools such as Acsellerate, you can
appreciate the alerts that it provides for Focused Call Day themes.) 

Supply a report to each sales rep with a list of customers to call.
If you simply allow sales reps to call whomever they want, they
will naturally migrate to their friends, favorite customers and fam-
ily, and will not be as productive.

Goal
You must establish and communicate a team goal, as well as in-
dividual sales rep expectations. Examples of a goal might include
the following:

• As a team, contact 200 customers in a three-hour period
• Have each sales rep contact at least 50 people
• Leave a voice mail every time a call is unanswered and

follow up with e-mail if you have the address
• Have each sales rep secure 10 appointments 

Measurement
At the end of the dedicated time, be sure to get together as a group
and share results. 

If your company uses a CRM tool, you can print activity reports
following the calling period; otherwise, the sales reps may need
to keep a manual tally of the number of live conversations con-
ducted, voice mails left, e-mails sent, or orders and quotes re-
ceived. 

Each rep should come prepared to share their results and success
stories with the team. 

Reward and Recognition
Focused Call Days will naturally provide reward and recognition.
Because you have established goals and a measurement system,
reps who obtain their goals will feel rewarded and you will be rec-
ognizing them for their achievements. 

This type of day satisfies those who are motivated and inspired by
short-term achievements and long-term sales success. 

You also may want to attach a monetary reward for top perform-
ance, such as gift cards, dinner coupons or paid time off, or allow
teammates to choose a winner for each day. 

Don’t wait any longer for something to change, but rather, start
taking steps to change behavior and push that BETTER button
to get the results you need. Best practices like Focused Call Days
will have long-term residual effects, as your reps feel their suc-
cess and change their behavior so that your business continues
to grow.
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In the winter of 1991, I was given the gift of desperation.
While it was a painful and unwanted gift at the time, it has
created a change of focus for me since then which has al-
lowed me to build the kind of life I never dreamed possible.

I knew from the time I was a kid that I was both a leader and
an entrepreneur. I had grown up in the office products in-
dustry in the Washington, DC area. At the age of 30, I
started my own office products business, which was the re-
alization of my childhood dream. 

After several years of working my way up the career ladder,
I wanted to be the one who created a vision for an organi-
zation and the one responsible for its achievement. I also
wanted to have more time for my family. For the first few
years, as I grew my business, I was able to create a good
balance between my work and family life. 

Later, my business really took off, and I began to reap the
rewards of success. For the first time in my life, concerns
about having enough money were gone, and the power of
running a successful organization was a feeling like none I
had ever experienced. 

It was truly a rush. I began to fill my days with more work
and my evenings with business gatherings, receptions and
other networking activities. 

As a result, I was missing my children’s soccer games,
evenings with my wife, and other family activities that I
thought could be put on hold until I reached that perfect
place in my career. 

Within a couple of years, I was divorced, had alienated my
children and was living as a bachelor in the Guest Quarters. 

I consoled myself with knowing that I had built lucrative
business relationships, no longer had to make family com-
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The Daily Six
Changing
THE Focus

Small consistent
changes make the
most difference in
one’s life, but the

hardest part is
beginning to make

these changes.
By John Chappelear



promises, and was getting closer to achieving the success I
had always envisioned for myself. 

Once I reached that pinnacle of my career, I believed I would
gain a sense of completeness, wholeness, and significance,
and all the pieces of my personal life would fall into place.

By the summer of 1989, I began paying the price for the rapid
growth of my business. For the first time, I realized how lonely
and difficult the job of a CEO could be. 

Cash flows were eroding, and I realized that I had to make
deep cuts and tough business decisions just to survive. During
this time, the two elements of my life that I had essentially ig-
nored were there to get me through one of the roughest times
of my life: my family and my staff. 

Two years later, my career, power and prestige were gone in
what mow seems like a moment’s time. All the achievements
I had gained, the material things I had amassed, and the busi-
ness relationships I had established over the past decade sud-
denly lost their worth. 

I had to tell 250 staff—many of whom had worked for me more
than ten years—that their jobs were gone. These people had
worked with me to the very last minute to try to save the busi-
ness and I had taken their loyalty for granted until this crisis
occurred. 

When I arrived home that evening, my three-year-old son from
my second marriage was waiting for me with the same amount
of zeal and excitement he always had for my evening return
from work. He wanted to play his favorite game. When I told
him I needed quiet time, he wasn’t to be deterred. He cajoled
and persisted, having no ability to understand that this was
one of the worst days in my life. 

I eventually gave in, and we were soon chasing each other
through the house. His laughter and joy in the moment worked
on my sadness like a powerful healing potion.

It was in the midst of playing with my son that night that I re-
alized I had been working and waiting for my life to get perfect,
and it was never going to be perfect. 

I realized that I needed to learn to live the life that was in front
of me and not the one I had always dreamed of. With the help
of several unlikely mentors, I was able to start the process of
changing the focus of my life. 

Out of my own experiences and in order to help my own
clients change their focus, I have developed a “Six-Step Plan
for Daily Living” to create a positive outlook each day. 

These steps are something you can undertake without the as-
sistance of a Zen master or learning to sit in the Lotus position
while you burn incense in what used to be your ashtray. How-
ever, by taking these steps you can stop waiting for your life
to get perfect to be happy.

Daily Quiet Time: Mornings work best for me, but each per-
son needs to find his or her best time. You may want to create
this time during a lunch break. Take a walk and try to clear
your mind from work for 10 or 15 minutes. You may want to
take this time to meditate, write down a few personal thoughts
or read, but make sure the reading material is not work-re-
lated. Whatever you do should help you reach a peaceful
place in yourself that you can return to when things begin to
get hectic during the day.

Be willing to change and to appreciate a new perspective;
to view your life at its deepest level with honesty; and to elim-
inate harsh judgments and unreasonable expectations of your-
self and others. When you find that knot forming in your
stomach, begin to look realistically at what resources you have
available, how much effort you can invest without sacrificing
your quality of life, and then, accept the outcomes you can
achieve within these limitations. Once you do this with your-
self, you will be able to do it with your staff and others.

Action: You don’t need more knowledge to make changes;
you need action to change. Don’t wait for the right time—now
is the time to begin. Don’t fall into the same traps we all set
for ourselves with promises to family and New Year’s resolu-
tions. Remember that all you need to do is make one small
change and then follow it with another. There is no timeline
and no one to answer to except yourself. There is no failure
unless you don’t try to change for fear of failure. If you don’t
start making changes one day, try the next day. If you begin
these changes and then get caught up in your old ways again,
you can pick up where you left off. You don’t have to start over.

Service to Others: No effort is too small. Let someone go
ahead of you in traffic, hold the elevator door open for a strag-
gler, call your spouse during the day just to say hello, spend a
few minutes each week getting to know a little more about a
member of your staff.

Love and Forgiveness: People can’t read your mind. Don’t
assume they know you love, appreciate, or respect them. Tell
them so. And when situations go badly or someone makes a
mistake, forgive them. When you express positive feelings,
they will be returned in some fashion. When you practice for-
giveness, it will bring you peace.

Gratitude: Be grateful for all things, even the painful or stress-
ful situations that bring change to your life. Instead of viewing
life’s events as good or bad, or right or wrong, see them as
opportunities to change your life’s focus. 
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For most of us, there are days when life in
the office products world can feel more like
a roller coaster than anything else. Change
can come with breathtaking speed and if
you’re not ready to respond equally quickly,
it can whiplash your business before you
know it.

But how does all that compare to a real roller
coaster and the rush that hits when you go
from zero to 120 mph in just four seconds,
soaring up to 400 ft. and back again before
your knuckles even have time to turn white?

In Bakersfield, California, about 100 miles
north of Los Angeles, Ben Stinson knows. 

Ben has spent practically all his life at the
business his father, also named Ben,
founded back in 1947. From starting out as
a boy pricing adding machine tape for the
retail store, Ben has pretty much done it all.
Along the way, he’s provided plenty of evi-
dence that there’s still more than enough
room in the industry for family-owned and
operated independents who know what
they’re doing and who have a solid team of
hard-working, service-oriented profession-
als to back them up.

But when he’s not working on growing the

business, Ben’s thoughts tend to stray just
a little higher and his pulse runs just a little
faster.

Ben Stinson is a roller coaster fan and then
some, and if that industry offered frequent
flier miles, he’d get the Red Carpet treat-
ment every time he stepped into a car.

It all started when son Cyrus, now 18, was
just three years old. “We were coming back
from a Dodgers ball game and on the way
home, we decided to stop by a local theme
park,” Ben recalls. Fifteen years later, after
rides on over 100 different tracks, the Stin-
son romance with the roller coaster is still
going strong.

“I don’t live for roller coaster rides but they
sure are a lot of fun,” he says with a wry
smile. Ben and Cyrus have hurtled upside
down at 90-plus mph at theme parks on
both coasts and all points in between.
They’ve even sampled roller coasters Euro-
pean-style, with rides in Germany, France
and Switzerland.

It’s not clear that learning to successfully
handle adrenaline surges at speed is really
that much of an asset in the office products
business, but when he’s got his feet on the

ground, Ben still runs a pretty solid dealer-
ship.

“Last year was our biggest ever,” he reports,
“and even with all the current turmoil in the
California economy, we’re still holding our
own.”

Ben gives much of the credit to the rest of
the Stinson team. “They’re an aggressive,
talented group of people who are engaged
in the community and focused on providing
superior value to our customers,” he says
proudly. 

And even though big box competition is just
about everywhere in Ben’s market, his con-
fidence in his own team’s ability to meet it
and beat it comes through loud and clear. 

“We’re out there every day saving our cus-
tomers time and money and taking market
share away from much larger competitors,”
he proclaims. “And even though we’re fac-
ing a real economic storm in California this
year, we feel very positive about our future
and our ability to keep growing.”

That’s good news for Ben and his team, no
matter how rough a ride the office products
roller coaster might end up giving them!
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When the market’s as tough as it is right now, we

as dealers have two basic choices: We can hunker

down and do our best to ride out the storm or re-

fuse to participate in any downturn and go out and

make something happen.

At Regency Office & Promotional Products, we

made our decision early. We’re definitely out in the

marketplace more than ever and doing all we can

to find new customers and keep the ones we have. 

Like any big market, Dallas is fiercely competitive

and other office products resellers of all kinds—big

box, online and other independents—are all aggres-

sively circling our customers and hungry for busi-

ness.

Earlier this year, we put in place a program aimed

at strengthening customer retention and proactively

building a wall between our customers and our

competition.

Over the past several months, our sales team has

been meeting with our large and mid-size accounts

and deliberately seeking out ways to help them

spend less on their office needs. 

It started with toner products. With most of our ex-

isting customers, we know the equipment they use

and the type of toner cartridge they need. Using a

“good-better-best” approach, we went in with a

simple spreadsheet that compared the cost of var-

ious cartridge options and showed buyers how they

could save money without sacrificing quality or re-

liability by switching to a private label compatible.

From toner, the focus expanded to the broad spec-

trum of their office needs and we showed cus-

tomers how they could also save by consolidating

their purchases and buying more in bulk.

Not every customer changed their buying patterns

or switched brands by any means—old habits

sometimes die hard and brand loyalty can still be a

powerful factor in the market. 

But the effort sent our customers a clear message

that as their office supplier, we recognize the reali-

ties of today’s business climate and are doing all we

can to help them save money wherever possible.

In some ways, it’s a pre-emptive strike. After all, if

we’re not showing our customers how to spend

less, someone else certainly will. But it also has

helped to strengthen relationships with our cus-

tomer base and made it clear to them that we can

offer less expensive alternatives if another supplier

comes in with lower prices. 

And it’s given our sales team one more positive

thing to talk about, instead of all the current gloom

and doom in the headlines.

Is it solving all our problems and keeping all our

customers in the Regency fold? No. But most of

them have responded very positively to our new ap-

proach. It’s been good news for us and it might be

something to consider for your dealership, too.
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