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  LETTER    FROM THE CEO   

Doreen Murner
CEO, NAEP

No Matter Where You Go,  
There You Are 

My staff and I have had the privilege of 
travelling all around the country to 
attend several of our Association’s fall 

regional meetings—five of those meetings in 
less than four weeks! Each region has its own 
unique spin, but what my travels consistently 
reinforce is that no matter how different states 
may operate, people are the same. We all 
thrive when we feel connected to something 
larger than ourselves. We all feel understood 
and connected when we are with people who 
share an interest, a passion, an objective.

So even though the sessions were different, the 
venues were different, and the food was different, 
no matter where I went, there I was, engaged in 
conversations with Members who are looking 
for ways to innovate, collaborate, and help their 
institutions reach their goals.

TAGM’s Build a Better University theme 
offered sessions focused on the unique challenge 
of navigating laws, policies, and procedures 
while attempting to procure goods and services 
cost effectively and efficiently as we strive to 
provide outstanding customer service.

The Upstate New York Region of NAEP joined 
together with the State University of New York 
Purchasing Association with a theme of Together 
Toward Tomorrow and featured keynote Meagan 
Johnson who spoke on Zap the Gap—How to 
Zap the Invisible Gap Between the Genera-
tions in the Workplace. 

The MINK and Minnesota/Dakotas regions 
joined forces for their meeting in September 

in Sioux Falls, South Dakota, and offered 
Members sessions on technology licensing, 
dealing with natural disasters, and IT security. 
Their keynoters—Gloria Schaefer and Malcom 
Chapman—offered insights into work/life bal-
ance, motivation, and humor to make sure that 
procurement doesn’t lose sight of the important 
things in life. 

And that’s just a little taste of what went on all 
across this country. During October, we had sev-
eral regional meetings, including New England 
in Hyannis, Massachusetts; all of our west coast 
regions collaborating on a district meeting (Dis-
trict VI ), which was in Albuquerque, New Mexico, 
during the hot air balloon festival; TOAL; Great 
Lakes; District II. As I write this, a few regions, 
including the Carolinas and Florida, have not yet 
had their meetings. The strong turnout at these 
events speaks to the importance of these local 
meetings, the relevance of NAEP, and the continued 
need for higher education procurement to come 
together to confront shared challenges, brainstorm 
solutions, and share innovations with one another. 
In our most recent Member survey, our Members 
told us that NAEP is essential to their career.

NAEP Members tell us that their key sources of 
product and service information are networking 
with their NAEP Colleagues (85%), NAEP 
Listservs (72%), and NAEP Journal (42%). 
So, unlike that picture to the left, this is not just a 
lot of hot air. Remember: No matter where you go, 
here we are to support you, both regionally and 
nationally, and it is both an honor and a pleasure 
to do so!
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Customer Service:  
Educational Procurement’s  
New Value Proposition

I remember back in the early 1980s when I 
started my career in purchasing at a small 
college in South Eastern Idaho. I was hired 

as a Junior Buyer and assigned a desk, a tele-
phone, a 10-key calculator, and a large in-box as 
my primary work tools. I also noticed a tattered 
and well-used Rolodex file—loaded with contact 
information—left for me by my predecessor. On 
my first day of work, my trainer showed me the 
large stack of pink-colored purchase requisition 
forms loaded in my newly acquired inbox and 
explained briefly to me that my job was to call the 
vendors in the Rolodex and buy from them the 
things listed on the purchase requisitions, and 
the most important thing to do in the process was 
to save money for the institution. 

I picked up the first requisition for two IBM 
Selectric typewriters to be purchased from a local 
business machines supplier. The Rolodex said we 
had a contract with the supplier, so I called to 
place the order, with saving money as my primary 
focus. The vendor confirmed the contracted price, 
which I promptly told him wasn’t good enough. He 
acted surprised by my tenacity and after about 15 
minutes of haggling, he offered me a “today-only 
$10 off on each typewriter” (I’m sure it was just 
to get rid of me). I excitedly called the requesting 
department to introduce myself and to inform 

them that they had saved money on the purchase, 
to which they bluntly replied, “But where are the 
typewriters? I expected them days ago!” 

I was completely deflated that my efforts 
didn’t seem to matter, and I received my very 
first inclination that what purchasing thought 
was a key value proposition may be actually 
run counter to some customers’ expectations. 
Incidentally, I learned later that I was expected 
to turn in a report to management detailing 
all of my savings for the week and whichever 
buyer recorded the highest savings numbers 
was highly recognized. In addition, our Office 
Manager took that data to his meeting with the 
college President once a month to justify the 
existence of the Purchasing Office.

Years later, as the new Managing Director of the 
multi-campus enterprise that included this very 
same college, I found myself heading to my newly 
appointed superior’s office to make that same 
annual presentation with the same savings data 
collected from all of the enterprise organizations. 
I proudly presented persuasive cost-reductions, 
cost-avoidances, total-cost-of-ownership savings, 
shortened project ROIs, and other data. I was 
certain all this would solidify our department’s 
continued value to the organization. At the com-
pletion of the presentation, my audience of one 

yawned, rocked back in his chair stared me down 
and bluntly challenged, “Any good procurement 
organization should save money, we expect that. 
But what really does your organization do for this 
university and the faculty and students who labor 
here? How do you and your department directly 
contribute to the actual learning experience 
that takes place here?” I remember mumbling 
something about contracts, negotiations, policy 
formulation/enforcement, and risk mitigation. 
As I looked into his eyes, he didn’t have to say a 
word. I could hear his thoughts screaming, “You 
just don’t get it, do you?” 

All of the old purchasing value propositions 
were now expected as a point of reference, but 
they no longer met the primary needs and expec-
tations of a new and self- empowered customer-
base and of a new administration obsessed 
with making the student and faculty experience 
spectacular beyond belief.

The months that followed were filled with new 
discovery. We surveyed our potential customers 
and asked them what a good Purchasing and 
Travel Department should look like. Their 
responses suggested that we should stay out of 
their way, cut down on administrative paperwork, 
relax the policy, and raise their p-card limits.

We then surveyed our own purchasing 

by W. Timothy Hill, C.P.S.M.
Brigham Young University
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personnel, as well as other purchasing employees from other universities, 
and asked them how they spend their time. Responses included negotiating 
contracts, reducing maverick spend, enforcing policy, risk mitigation and 
justifying value to the customer and the administration.

To complete the project, we surveyed some of the upper administrations of 
major companies and universities and asked what their idea of how a good 
purchasing department should operate. Not surprisingly, their responses were 
insightful. They suggested finding new and better ways to add value—embracing 
strategic sourcing concepts and functionality, doing more to gain the customer’s 
trust, simplifying processes, aligning better with the mission of the organization, 
and stepping beyond the procurement role to contribute significantly to the 
strategic imperatives of the enterprise.

Armed with a new focus, the Purchasing and Travel Department crafted a new 
mission and vision statement that aligned more closely with the new customer-
centric mission of the university. In passing the first five drafts by the administra-
tion, I was told that although it was a valiant effort, it was boring and lacked 
energy. An arduous process followed as our culture changed from command-
and-control to customer-centric.

Our mission statement now reads: We strengthen BYU by bringing the power 
of the marketplace to the University learning environment. Our vision statement 
promises: To provide intense, personal customer care. Everything is geared 
toward the customer experience and the delivery of legendary service and sup-
port. Procurement professionals are expected to identify and lead key enter-
prise initiatives that add value to the faculty and student experience. New core 
competencies are emerging from new expectations. Strong leadership of people 
and initiatives has become a necessity. People need to be on board, engaged, 
and knowledgeable of their jobs and how to do them. Everyone must be led 
to live the new espoused mission, vision and values and use them to make a 
difference every day. Execution must be a priority. New initiatives must come 
fast and furious.

Strategic sourcing mastery has become critical. Working with customers and 
suppliers to formulate, articulate and execute clear and meaningful commodity 
strategies is an absolute must. Knowing and understanding the entire spend pic-
ture and being able to influence key decisions with that knowledge adds signifi-
cant value. Being e-competent, e-ready, e-driven, and completely e-functional is 
also a new and valuable skill set.

Relationship development and management is a more critical competency. As 
a profession, we must be connected with key customers, suppliers, and power 
players across the business landscape. Our new success will depend almost 
entirely on who we know and how well we function in those relationships. It has 
been said that great relationships produce privilege, insure more rapid execu-
tion and create positive energy toward well-choreographed progress.

Through this process we have become more aware of important organiza-
tional dynamics. It is important to know where the power is in the organiza-
tion and to work ourselves into the power structure. Indeed, we must actually 
own part of that power and be prepared when invited into another circle to 
thrive and contribute.

Our procurement profession in our respective organizations needs to become 
known for the kind of people we employ and the success record they have in 
the organization. We need to actually be sought after because of our reputation 
for contributing. We need to develop a sixth sense, so to speak, choosing to be 
part of projects and initiatives that have a strong likelihood for success. Finally, 
we should always carry a full arsenal of silver bullets and demonstrate the 

Continued on page 12
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knowledge and power to expend them skillfully 
and effectively for good.

As good and fun as all of this sounds (and it 
really is fun by the way), the proof is always in 
the results. It does stand to reason, for example, 
that if supplier and customer relationships are 
sound, great contracts and resulting savings will 
emerge, but as noted at the beginning of this 
article, savings, while still expected and tracked, 
simply aren’t getting the attention that they used 
to. So just what are the key results indicators? 
Why not let the customer tell us? 

In our organization, each time a customer 
receives an order purchased through our 
agents or processes, they receive a short survey 
asking them to rate the person with whom they 
worked and the processes, tools, and systems 
they experienced. They also have an opportunity 
to share free-text comments if they choose. The 
organization targets an overall customer rating of 
85 percent on the surveys and currently receives 
an actual year-to-date average of just over 90 
percent. Comments received from customers 
are individually assigned to the liaison staff that 

visits each customer to resolve any issues. Senior 
university administrators have primary access 
to the metrics dashboard and regularly assess 
Purchasing and Travel’s value to the educational 
experience by the ratings received. An unhappy 
customer is a big deal (!), demanding immediate 
attention. A high average of satisfied customers is 
a strong indicator that the organization is adding 
significant value.

Once we are armed with a customer-centric 
focus and aligned soundly with the mission of our 
respective organizations, we, as a procurement 
profession, own a responsibility to pay attention 
and build a purposeful and legendary future. A 
past-President of Brigham Young University, Jef-
frey R. Holland, spoke to this principle in saying, 
“But that future, at least any qualitative aspect 
of it, must be vigorously fought for. It won’t just 
happen to your advantage. Someone said once 
that the future is waiting to be seized, and if we do 
not grasp it firmly, then other hands, more deter-
mined and bloody than our own, will wrench it 
from us and follow a different course.” 

We must continually be carefully weaving 
ourselves tightly into the fabric of the educational 

institutions we are a part of. We must bring the 
power of the marketplace into our learning envi-
ronments and provide intense, personal customer 
care to the faculty, staff and students who invest 
heavily in our commitment to provide a legendary 
educational experience for them.

Customer Service, Continued from page 11

W. Timothy Hill, C.P.S.M., is the  
Managing Director of Procure- 
ment and Travel Services at 
Brigham Young University. He 
holds degrees from Brigham 
Young University in Behavioral 

Sciences and Industrial Arts. He has more than thirty 
years of leadership experience in the Purchasing and 
Travel industry and has held public sector leadership 
positions in banking operations, food services, retail 
management, and industrial contract services. He is 
passionate about leadership development and organi-
zational innovation and has authored and led training 
and development programs including “Leading at the 
Edge,” “Leadership Competencies for the Future,” 
“Transition Leadership,” and “Traction in Slippery 
Times.” Email: 7714@byu.edu.
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NAEP makes us all better. There is no ques-
tion in my mind that this is the case. In 
fact, here is how an NAEP professional 

development experience has made my Purchasing 
Department better. I attended a session by Char-
lene Lydick (University of Colorado) at an NAEP 
national conference about the benefits of putting 
on vendor orientation meetings. Not only did 
her session open my eyes to the possibility, but 
she provided a great roadmap showing how to 
get there and what things to include. We adopted 
this idea and have had tremendous support from 
all quarters of our vendor community, including 
local suppliers, targeted small businesses, and 
long-time Iowa State University contract holders.

So it’s understandable that what disturbs me is 
the trend of less and less people attending and 
involving themselves in the NAEP organization. 
There may be several reasons. Many people cite 
budget cuts, travel restrictions, and competing 
opportunities. Some claim the need to stretch 
budgets as far as they can. Some universities may 
even consider not renewing their Membership. 
They may consider limiting their service and 
volunteerism or look to competing organizations 
to fulfill those obligations. In the end, in my view, 
they are doing their university, agents, and con-
stituents a disservice.

There are countless skills and ideas that I have 
learned because of an NAEP annual or regional 
conference. I have brought them back to my 
university and made my Purchasing Department 
stronger and better able to avoid outsourcing, 
elimination, or downsizing. These ideas have kept 
our department relevant and on the cutting edge.

Another example is a session I attended at 
my first NAEP national conference in 2003. The 
session related to the Achievement of Excellence 
in Procurement, or AEP award. I was new to my 

position as Associate Director of Purchasing and 
was tasked with bringing some new IT initiatives 
to the department. The AEP presentation opened 
my eyes to some of the best practices in pur-
chasing and helped me set a road map of things 
we wanted to achieve. 

I also obtained great information regarding fraud 
and auditing at a regional conference in Omaha. A 
speaker from Creighton gave a wonderful presen-
tation on the topic. The valuable session helped 

us develop new systems for our purchasing card 
program to prevent fraud and ensure that our 
audits were covering the right things.

My final example deals with e-procurement. As 
a result of interactions I’ve had at vendor shows, 
discussions with colleagues, and exposure to ven-
dors at the national and regional conferences, I 
became aware of the opportunities available. I had 
plenty of colleagues to consult with to make sure 
I found the right direction. This helped me enable 
my department to be an early adopter and begin a 

highly successful program on our campus.
Other benefits that I’ve derived from NAEP and 

its institutes include help with legal language, 
knowledge about effective bid-document struc-
ture, exposure to excellent RFP evaluation tools, 
and numerous other vital skills.

My point, of course, is that we become better 
purchasing people and create better purchasing 
departments by supporting professional devel-
opment. We do well to fight for that right and 
work harder to become active and contributing 
Members of NAEP. NAEP does not exist without 
us, and the institutes and conferences do not 
exist without NAEP.

If we are not out there learning new things, we 
may not be gaining the knowledge and skills that 
make us innovative. If we are not being innova-
tive, we are not adding value. If we are not adding 
value, we can be viewed as replaceable.

I believe that NAEP is the professional organi-
zation that best fits what we do and best supports 
our unique needs as educational institutions. Can 
we improve NAEP and its offerings? Of course, 
but how is that done? Through volunteerism, 
involvement, dedication and work by all of the 
Members—all of us—not just a few. 

Cory Harms, M.S., is Associate  
Director of Purchasing at Iowa 
State University. He serves on the  
NAEP Board of Directors as 
Second Vice President. He is a 
Past President of the MINK (Mis-

souri, Iowa, Nebraska and Kansas) Region and serves 
on the NAEP Editorial Board. He has presented at both 
regional and national NAEP meetings and has spoken 
for the Missouri Association of Public Purchasing (MAPP). 
Email: clharms@iastate.edu.

If You Ain’t Comin’,  
You Ain’t Learnin’

by Cory Harms, M.S.
Iowa State University

HEARD    ON THE STREET

I have brought them back 

to my university and made 

my Purchasing Department 

stronger and better able  

to avoid outsourcing,  

elimination, or downsizing.
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One question that plagues many of us in pro-
curement is: How do we inform others of 
our value to our institution? Procurement 

has a tremendous story to tell about value-added 
outcomes that advance the accomplishment of 
our institution’s strategic plan. So, it is logical to 
use performance metrics to tell this story.

Performance Metrics
Performance metrics are a measure of activi-

ties, performance, and results. Quality perfor-
mance metrics require the collection of mean-
ingful data for trending and analysis of change 
over time. Metrics have the most impact when 
they measure meaningful outcomes—instead of 
mere outputs—and tie directly to an institution’s 
goals. Some factors to consider in developing 
performance metrics include:
•	 Can the metric be objectively measured?

•	 Does the metric support the institution’s goals?

•	 Are the metrics addressing effectiveness and/
or efficiency of the department?

•	 Will the metric be able to provide meaningful 
trend analysis?

•	 Is there a standard established against which 
performance can be compared?

We should develop our metrics based on the 
story we need to tell, and we should minimize 
any chance that our audience could read a dif-
ferent story altogether. For example, measuring 
an output such as the number of purchase 
orders processed per year can tell different 
stories. A decrease over time in the number 
of purchase orders could signify that: 1) more 
volume-based contracting is being used to elim-
inate the need for individual purchase orders; 
2) e-procurement solutions are creating greater 
efficiencies; or 3) expenditures are down or 
there is more maverick buying. Measuring and 
reporting mere outputs can create a confusing 

story unless the outputs are well known to be 
part of an overall strategy, such as to create 
efficiencies. 

Story Basics
The use of metrics establishes credibility for 

our story and takes it out of the realm of fiction. 
The higher education story usually includes: the 
retention of outstanding faculty/staff; the support 
of growth in research; the promotion of economic 
growth; the enhancement of vitality in surrounding 
communities; the practicing of sustainability; and 
the demonstration of fiscal responsibility.

Any story starts with deciding what is important 
to our reader, even if it sometimes means we must 
tell our reader what is important. Procurement 
has a direct impact on the successful completion 
of campus-wide projects, the maximization of uni-
versity resources, the compliance with governing 
directives, and the maintenance of positive public 
perception. Explaining how we do this with fewer 

resources and increased demand for services is 
our story. One example of using performance 
metrics to tell our story is created below.

Chapter 1: Fiscal Management
Demonstrate accountability for university 

expenditures. Spend management is an important 
function of procurement and translates to institu-
tional cost effectiveness. Leading research in the 
procurement field suggests that an organization 
benefits financially as the percentage of spend 
managed by procurement increases. Best-in-class 
private sector results suggest that 70 percent of 
spend should be managed by procurement. In 
the previous fiscal year, procurement managed 61 
percent of the total operating budget of the univer-
sity (less salaries and scholarships) and facilities 
construction services managed 16 percent. Efforts 
to reduce or eliminate reimbursements, checks 
requests, or other direct pays were successful as 77 
percent of the institution’s spend is managed. The 

Telling Your Story Through 
Performance Metrics

by Nancy S. Brooks, MPA
Iowa State University
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high percentage is attributable to procurement’s 
involvement in employee benefits contracting 
which may not be the case in the private sector.

Provide efficient, value-added services that 
maximize university resources. During the 
previous fiscal year, Procurement achieved a 
Return on Investment (ROI) of 998.9 percent, 
based on a total departmental operating budget 
of $1,526,489 and documented cost savings of 
$15,247,578. Over a five-year period, concerted 

efforts have increased ROI from 659.6 percent to 
998.9 percent. 

Administrative efficiency is necessary for good 
stewardship of public funds, and the cost to 
process a dollar of spend through central pro-
curement was .0054 or about half a cent. This is 
consistent with benchmarks in the private sector.

Implement enhanced administrative systems 
and associated processes. Procurement began 
transitioning to an e-procurement model several 

years ago. A web-based catalog-hosting software 
was implemented to provide increased access to 
prime contracts and a procure-to-pay process. 
Expenditures increased 62.2 percent over the 
previous year. The new tool along with education 
efforts produced positive results by increasing 
the volume of spend on major contracts by 28.1 
percent, a goal of strategic sourcing.

The e-procurement solution provided benefits 
to other areas of the university. It has reduced the 

Continued on page 16
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number of invoices and checks written by over 
22.7 percent and significantly shortened overall 
process times. 

Enhancements to our online system to inter-
face with the quote solicitation process continue 
to provide efficiencies. Those enhancements, 
coupled with the additional purchasing agent, 
improved process times for orders requiring 
competition by 26 percent, which is equivalent 
to 10 days.

Provide business systems, processes, 
training that promote compliance with 
policies, procedures & regulations. During the 
previous fiscal year, procurement conducted 
outreach educational workshops and sessions 
for 641 individuals. These outreach efforts con-
sisted of p-card user and system training, card-
holder orientation, e-procurement training, and 
an eight-hour procurement process certification 
course for p-card users.

Generate revenue sufficient to support 
core Business and Finance operations. The 
e-procurement tool has been operational for 
approximately two-and-a-half years. Acceptance 
has surpassed expectations, handling almost 
$14 million in annual expenditures. It now cre-
ates enough revenue to be self-supporting.

Chapter 2: People
Develop tools and strengthen professional 

development opportunities for employees. 
Procurement is not merely a process but rather 
a function requiring analytical skills, good judg-
ment, and innovation. E-procurement can create 
efficiencies but relies on the skill of professional 
staff to analyze spend, create and manage effec-
tive contracts, and promote an ethical business 
environment. Professional development is 

critical for staff to support the university as a 
resource. Eighty-eight percent of staff have bach-
elor’s degrees; two staff members have master’s 
degrees and one has a PhD. Almost one-fourth 
of the staff have professional certifications.

During the previous fiscal year, all profes-
sional staff participated in at least one profes-
sional development opportunity. Increasing skill 
levels is crucial for an employee’s success in a 
dynamic business environment.

Provide experiential learning opportunities 
for students. The flood created a huge demand on 
our existing resources due to the extra reporting 
and documentation needed for the Federal Emer-
gency Management Agency (FEMA). Procurement 
hired two master’s-level students, converting one 
of the positions into an internship for the second 
semester. These students not only provided assis-
tance but gained valuable work experience.

Identify best practices and benchmark 
programs, processes and procedures with 
peer institutions. We participate in the 
national benchmarking program sponsored by 
the National Purchasing Institute. We received 
national recognition when we were given the 
Award of Excellence in Procurement for the 

seventh consecutive year. The criteria of this 
award are designed to measure innovation, 
professionalism, productivity, e-procurement, 
and leadership attributes of the procurement 
organization.

Chapter 3: Environment
Implement sustainable strategies that pro-

mote institution as an environmental leader. 
Procurement actively pursues/initiates recycling 
contracts including waste oil, waste cooking oil, 
scrap metal, paper/cardboard/phonebooks, 
electronics, and fluorescent lamp/ballasts.

Procurement evaluates bids using total cost 
of ownership when the long-term costs over-
shadow the purchase price of equipment. This 
practice not only provides cost savings over time 
but reduces our energy demands.

Procurement supports “buy local” for many 
reasons. It is an effective economic development 
strategy, in addition to reducing our carbon 
footprint. Buying local can easily be classified 
as buying within the state. Efforts to locate local 
sources paid off with an increase of 14 percent 
in procurement volume with in-state businesses. 
Procurement expenditures with local small busi-
nesses increased 59.5 percent over the previous 
year. The university channeled nearly $126 mil-
lion back into the local economy during the past 
fiscal year through procurements.

The never-ending story
Procurement will always have a story to tell, 

as continuous improvement is essential to our 
mission. The story may vary from time to time, 
and new performance metrics may be needed 
based on your specific audience. Determine 
what is important to convey and identify the per-
formance metrics that support your story. Most 
of all, have fun telling YOUR story.

Nancy S. Brooks, MPA is 
Director of Purchasing at Iowa 
State University and served 
as NAEP Board President for 
2008-2009. Employed by ISU 
since 1989, Ms. Brooks’ career 

began in the private sector as a purchasing agent in a 
large manufacturing facility. Her background includes 
a number of years in the construction management 
field. She received her B.S. in Business and Master 
in Public Policy and Administration from Iowa State 
University. Email: nsbrook@iastate.edu

Mark Your 2012 
Calendars!

NAEP’s 91st Annual Meeting
April 1-4, 2012  

Anaheim, California

Watch for details at  
www.naepnet.org/am2012

Determine what is important 

to convey and identify the 

performance metrics that 

support your story. Most  

of all, have fun telling  

YOUR story.

Performance Metrics, Continued from page 15
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It was a long hard week. So, our 
intrepid Purchasing Director 
decided to enjoy a nice lunch over 

at the University Club. But before he 
could even order, the VP for Research 
sat down at his table and excitedly 
shared her plan to double research dollars in 
the next five years. “You people in purchasing 
can handle that, can’t you?” 

“Of course!” our purchasing hero said, 
knowing full well that this was going to put him 
off his lunch. So, our intrepid hero just stared at 
the menu wondering how in the world he was 
going to pull it off.

How indeed? He knew that since FY 02, research 
awards had increased by 136 percent, from $147 
million to $347 million, while his staffing strength 
remained the same. How could these same 
people handle $700 million in research awards? 
By following the same strategy that enabled them 
to handle the current volume? “Maybe,” he sup-
posed. “Let me think this through.”

We have been thinking strategically. So, we do 
not do a solicitation for one item. We turn all 
solicitations into requirements contracts for the 
next five years. We buy the one that the user now 
needs, and we have a contract under which we 
can buy more. This enables us to process more 
purchases faster.

We buy from someone else’s contracts 
whenever possible. We are members of a large 
number of buying consortia, and we are fortu-
nate that we can buy from a State contract but 
are not required to. To be sure, we still do our 
professional purchasing thing, and determine 
which of the potential competitively bid con-
tracts is best for us, and we always make a deter-
mination that the price we will pay is fair and 

reasonable. If we find a good contract, then 
we use it. This ensures that we are only doing 
solicitations for goods and services in cases for 
which we can add value. This is an efficient and 
effective use of our resources.

We deploy technology. Our users can order 
from more than 250 suppliers in our web-based 
e-ordering system. They can get more than 8.5 
million line items, all of which are under con-
tract. Our users can also order goods and ser-
vices from contract suppliers through our web 
listing of contract supplier contacts, and pay for 
these transactions with a purchasing card. Our 
users can also make purchasing card transac-

tions up to $5,000, and use a depart-
mental professional services order to 
hire a consultant up to $10,000. All of 

this happens with no intervention by 
us in purchasing. This takes tons of 
transactions off our desks.
We have reasonable bid limits. We 

do formal solicitations when we expect 
to spend $50,000 or more, informal 

solicitations when we expect to spend between 
$25,000 and $50,000, and under $25,000, it is 
buyer discretion. Buyer discretion means that 
as the buyer understands the market, the com-
modity, the suppliers, and the user, the buyer can 
easily decide if the price is fair and reasonable, 
and then either issue the purchase order, find a 
contract, or do a solicitation.

Our intrepid Purchasing Director laughed. 
“Sure, we can handle $700 million in research 
dollars,” he thought to himself. “I think I’ll have 
the filet mignon, today.”

(Burp)
“Excuse me.” 

by John Riley, C.P.M.
Arizona State University

John Riley, C.P.M., is the 
Executive Director of Purchasing 
and Business Services at Arizona 
State University and a former 
President of the National Asso-
ciation of Educational Procure-

ment. He is an author of the chapter on procurement 
in College and University Business Administration, and 
numerous other articles. John is a recognized leader in 
the use of technology to enhance purchasing functions 
and in integrating sustainability in all aspects of the 
supply chain. Email: john.riley@asu.edu

The Seven Hundred  
Million Dollar Question
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LEED Certified
LEED, or Leadership in Energy and 
Environmental Design, is an internation-

ally recognized green building certification 
system. Developed by the U.S. Green Building 
Council (USGBC) in March 2000, LEED provides 
building owners and operators with a framework 
for identifying and implementing practical and 
measurable green building design, construction, 
operations and maintenance solutions. LEED 
applies to all building types—commercial, as 
well as residential. 

LEED has developed a rating system covering:
•	 New Construction (NC);

•	 Existing Buildings: Operations & Maintenance 
(EB: O&M); 

•	 Commercial Interiors (CI);

•	 Core & Shell (CS);

•	 Schools (SCH);

•	 Retail;

•	 Healthcare (HC);

•	 Homes; and

•	 Neighborhood Development (ND).

Not sure which system is right for you? A Selec-
tion Guide is available on the U.S. Green Building 
Council website (www.usgbc.org) for your refer-
ence. Once you determine the system you will 
be working under, you can begin your journey 
towards certification.

The USGBC site also offers a selection of certifi-
cation tools. You will want to have an accredited 
professional (LEED AP) on your team moving 
forward. 

LEED AP
The LEED AP credential was established in 

2001. This broad accreditation offers the fol-
lowing tracks:
•	 LEED Green Associate;

•	 LEED AP Operations + Maintenance (O+M);

•	 LEED AP Homes;

•	 LEED AP Building Design + Construction 
(BD+C);

•	 LEED AP Interior Design + Construction 
(ID+C);

•	 LEED AP Neighborhood Development (ND); 
and

•	 with a Specialty Area (Building and Design 
Construction, Interior Design and Construc-
tion, etc.).

Accredited professionals can use their exper-
tise by educating those desiring to build a LEED 
Certified Building and learning about the rating 
systems. They can assist in getting through the 
certification process. 

So, the professional is accredited and the 
building is certified. Need more information? Go 
to www.usgbc.org. You can also find a listing of 
accredited professionals to assist you and your 
institution with your GREEN building projects. 

LEED Certified or LEED AP? 
What Is The Difference?

by Karin B. Coopersmith, C.P.M., LEED AP
Indiana University

The Indiana University Research and Teaching Preserve’s new field laboratory, an ecology and environmental 
sciences research station and classroom facility on the Bloomington campus. Silver LEED-certified structure, 
April 2009.

Karin B. Coopersmith, C.P.M., 
LEED AP, Assistant Director of 
Purchasing at Indiana University 
for the past 10 years, has served 
on the NAEP Membership, Edito-
rial, and Sustainability Commit-

tees, and as Vice President and President of NAEP’s 
Indiana Region. She has moderated and presented 
at the Association’s Annual Meetings and for the past 
seven years has organized the vendor show for the 
Great Lakes Regional meetings. She has served on 
E&I Cooperative Service’s Office Products, Copier and 
Carpet RFP Teams. Karin holds a Lifetime C.P.M. and 
owned and operated a commercial furnishings company 
for 18 years. She graduated from Indiana University with 
a BME and ME in Music Education. Email: kcoopers@
indiana.edu
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I heard of a man who, knowing his wife’s 
birthday was approaching, asked her what 
she wanted for the occasion. She said, “I want 

to be 10 again.” So he threw a party for her and 
then took her to the circus. On the way home, he 
stopped at an ice cream shop and had them make 
her a hot fudge sundae. Finally, that night they 
watched a Disney movie together. Pleased with 
himself, he asked how she enjoyed her birthday. 
She said it was OK, just so-so. “So-so?” he asked. 
He then reminded her of everything he had done 
to make her remember how it was to be 10 again. 
“No,” she said, “I did not want to be age 10 again. 
I wanted to be size 10 again!”

Then I heard of a teacher who asked her third 
grade art-class to draw something—anything. As 
she walked around, looking at each child’s work, 
she saw little Mary’s picture and asked, “What is 
that Mary?” Without looking up, Mary replied that 
she was drawing a picture of God. The teacher 
was amused but had to remind Mary that no one 
knew what God looked like. Her reply was, “They 
will as soon as I am done drawing Him.”

Seems to me that many of us in NAEP are like the 
folks in these stories. Some of us realize that many 
activities can be done only if we are physically fit 
and prepared to take advantage of any opportunity 
that requires being in good physical condition. 
Since we do not want to miss out on any oppor-
tunities that might arise, we pay the price and 
get fit. We have others who want to be 10 again 
but who do not want to pay the price. They are 
the ones who are willing to sit back and let such 
opportunities pass them by because the price of 
getting prepared is too high. They settle for staying 
where they are, wondering—clueless—why other 
people are going places and doing things. 

But the ones in NAEP who are of most con-
cern to me are those who used to be like little 
Mary in the second story. They used to know no 
boundaries. They used to be creative. They used 
to believe they could accomplish anything. They 
used to insist on being challenged so they could 
learn more, excel and outdo their peers. They 
used to be willing to pay any price so nothing 

would hold them back from being the best they 
could be. They remembered that it is the best-
prepared person who is chosen when the next 
big challenge presents itself—and they wanted to 
be that person.

What happens in between third grade and 
adulthood that makes some people believe they 
no longer need to make their reach exceed their 
grasp? Why is it that some of us keep ourselves 
physically fit and some do not? Even more impor-
tant to NAEPers, why is it that some of us keep 
ourselves mentally fit and prepared to compete 
in today’s highly competitive supply management 
world, but some do not? 

Talk-show host Oprah Winfrey said, “What 
we dwell on is what we become.” She would 
agree that the first thing we need to dwell on is 
just starting. But when should we start? Political 
consultant James Carville said, “The best time to 
plant an oak tree is 25 years ago. The second best 
time is today.” He would agree that we should 
start today dwelling on accomplishing our goal 
of increasing our educational level. 

But getting started amid all the personal and 
business cares invading our lives is difficult. So, 
isn’t there an easier way to get ready rather than 
undertaking all the reading, working and testing 

required to obtain a degree or certification? 
Opera star Beverly Sills said, “There are no 

shortcuts to any place worth going to.” Ms. Sills 
would ask if you know where you want to go and, 
if so, if it does not require much effort, is it worth 
going? She would ask if you have your sights set 
high enough. Still others wonder if they are up to 
the challenge, if their efforts would really pay off, 
if they could really accomplish their educational 
goals. Tennis great Andre Agassi said, “If I’ve 
learned nothing else, it’s that time and practice 
equal achievement.” 

So there you have it: (1) dwell on what you 
want to become; (2) start today to realize your 
dream; (3) don’t take any shortcuts, but instead 
pay the price to achieve success; and (4) if you 
stick with your program, over time you will 
achieve that dream. 

Ah, how I’d like to see all of us be 10 again—
creatively preparing ourselves mentally and aca-
demically, positioning ourselves to compete for 
new jobs, promotions and opportunities. 

If you are one who wants to restart your mental 
creativity, who is ready to prepare yourself edu-
cationally and academically, who understands 
that your future depends on it, email me at 
ashbybob@embarqmail.com and let me help you 
become 10 again.

by Bob Ashby, C.P.M., CPCM
University of Nevada, Las Vegas (retired)

 CERTIFICATION

Bob Ashby, C.P.M., CPCM, 
is retired from his position as  
Director of Purchasing and 
Contracts for the University of  
Nevada, Las Vegas, where he  
also served as an Adjunct Pro-

fessor in the Management Department. Bob has been 
active in NAEP since 1997. In 2006, he received 
NAEP’s Distinguished Service Award, and in 2008, he 
won the newly established Mentor of the Year Award. 
NAEP renamed the award in his honor to the Bob Ashby 
Mentor of the Year Award in 2009. Email: ashbybob@
embarqmail.com.

I Want to Be 10 Again

Ah, how I’d like to see all of 

us be 10 again—creatively 

preparing ourselves men-

tally and academically, posi-

tioning ourselves to compete 

for new jobs, promotions 

and opportunities.

mailto:ashbybob@embarqmail.com
http://www.naepnet.org
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ACADEMIC MEDICAL CENTERS

UHC
155 North Wacker Drive
Chicago, IL 60605
Tel: (312) 775-4213
Fax: (312) 775-4580
Contact: Susan Jarrett
Email: Jarrett@uhc.edu
Website: www.uhc.edu

UHC provides supply chain solutions for academic 
institutions.  Our program helps universities opti-
mize supply chain performance through sourcing/
contracting and performance improvement, as 
well as networking and education.  Novation, 
UHC’s supply contracting company, offers the 
most comprehensive portfolio of best-priced 
contracts for products and purchased services, 
including medical and pharmaceutical sup-
plies, campus dining and office supplies. Visit  
www.uhc.edu.

ATHLETIC SURFACES & COATINGS 
ArmorGarage, Inc. 
19333 Collins Avenue
Sunny Isles Beach, FL 33160
Tel: (866) 532-3979
Fax: (786) 228-0062
Email: sales@armorgarage.com
Website: www.armorgarage.com

ArmorGarage, Inc. is a leading manufacturer and 
distributor of Industrial and Commercial grade 
floorings & coatings. We specialize in Liquid Elas-
tomeric Roof Coatings, Indoor and Outdoor Epoxy 
Based Coatings, Rubber Roll Out Flooring and 
Lifetime Guaranteed PVC Interlocking Tiles. Free 
delivery and full engineering & tech support.

AUDIO & VISUAL EQUIPMENT 

Canon Education Sales
Tel: (800) 344-9862
Email:  educationsales@cusa.canon.com
Web:  www.usa.canon.com/educationsales

From academics to administration, the Canon 
Education Sales Department is your one stop 
solution for all of your imaging needs. From 
Digital SLR cameras for Photojournalism to HD 

camcorders to record events & movie production.  
MultiFunction Printers to Print/Copy/Scan/Fax 
and Multimedia projectors are also available.

BUILDING AUTOMATION SYSTEMS	

Delta Controls, Inc. 
17850 - 56th Avenue
Surrey, BC V3S 1C7
Tel: (877) 557-4372
Fax: (604) 574-7793
Email: info@deltacontrols.com
Website: www.deltacontrols.com

Delta Controls is recognized as a global market 
leader of BACnetopen-protocol building auto-
mation systems (BAS), including HVAC/R, Card 
Access and Lighting control.  For more than 30 
years Delta BAS/EMS systems have enabled 
owners to be more environmentally conscious 
by monitoring and controlling their buildings 
plus the resources serving them.

BUILDING CONSTRUCTION  
MATERIALS
The Home Depot
2455 Paces Ferry Road
Atlanta, GA 30339
Tel: (866) 589-0690
Fax: (866) 589-0691
Contact: Richard Nyberg
Email: Richard.Nyberg@homedepot.com
Website: www.homedepot.com

The Home Depot® is the world’s largest home 
improvement specialty retailer. The Home Depot 
offers customized cost reduction solutions that 
target and meet the evolving needs of specific 
professional customers involved in government, 
residential and commercial construction and 
facilities maintenance

BUSINESS TECHNOLOGY  
SOLUTIONS 
Marco, Inc.
3000 Division Street
St. Cloud, MN 56301
Tel: (800) 892-8548
Fax: (800) 847-3087
Email: marco@marconet.com
Website: www.marconet.com

Marco is a 100% employee owned company that 
specializes in copiers and printers, production 
printers, document management and workflow 
software, managed IT and print services, data 
networking and security, voice over IP systems, 
audio/video systems, digital signage, and video 
surveillance solutions.

COMPUTER FURNITURE

ERG International 
361 North Bernoulli Circle
Oxnard, California 93030
Toll Free: (800) 446-1186 
Tel: (805) 981-9978
Fax: (805) 981-9878
Email: sales@erginternational.com
Website: www.erginternational.com

ERG International offers an exclusive selection 
of furniture for Educational, Healthcare, Public 
Venues & Foodservice/Dining environments. 
Quality-made in USA, our products are 100% 
Green and qualify for LEED credits. Our extensive 
selection consists of: dining banquettes, cafe 
chairs & bar stools, lounge sofas and arm chairs, 
tables: fixed, folding, computer, cafe, conference 
and training. We do it all from conceptual draw-
ings to finished product.

COMPUTER HARDWARE

Black Box Corporation
1000 Park Drive
Lawrence, PA 15055
Tel: (724) 873-6662
Fax: (724) 873-6678
Contact: Diane Magin
Email: diane.magin@blackbox.com
Website: www.blackbox.com

Black Box is dedicated to designing and main-
taining the education sector’s complicated data 
and voice infrastructure systems. From on-site 
installation to our 118,000+ networking and 
infrastructure products, including digital sig-
nage and campus wireless networking, Black 
Box keeps your school’s mission-critical data 
networks running smoothly day after day. www.
blackbox.com.

mailto:Jarrett@uhc.edu
http://www.uhc.edu
http://www.uhc.edu
mailto:sales@armorgarage.com
http://www.armorgarage.com
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http://www.homedepot.com
mailto:marco@marconet.com
http://www.marconet.com
mailto:sales@erginternational.com
http://www.erginternational.com
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GovConnection, Inc.
732 Milford Road
Merrimack, NH 03054-4631
Tel: (800) 800-0019 
Fax: (603) 683-2482
Email: customercare@govconnection.com
Website: www.govconnection.com
 
At GovConnection, we’ll listen and help you design, 
implement, and manage technology solutions that 
keep you moving in the right direction. From mobile 
computing, virtualization, networking, security and 
software licensing we have it all — on the con-
tracts you use. Call 800-800-0019 today or visit at  
www.govconnection.com.

 COMPUTER SOFTWARE

PROVISIO
18851 Northeast 29th Avenue, Suite 747
Aventura, FL 33180
Tel: (305) 974-1952

Fax: (305) 974-1953
Website: www.provisio.com

PROVISIO provides turnkey kiosk software named 
SiteKiosk to secure, monitor and control Windows 
computers in public locations (schools, colleges, 
libraries etc.). SiteKiosk prevents students and 
other users from tampering with public com-
puters and ensures they are used as intended. 
SiteKiosk also features an Internet content filter 
which blocks inappropriate websites.

COOPERATIVE PURCHASING 
National Joint Powers Alliance 
202 12th Street Northeast
Staples, MN 56479
Tel: (218) 894-5490
Fax: (218) 894-3045
Email: duff.erholtz@njpacoop.org
Website: www.njpacoop.org

CREATIVE TECHNOLOGY

B&H Photo, Video & Pro Audio
420 Ninth Avenue
New York, NY 10001
Phone: (212) 239-7500 
Fax: (800) 858-5517
Contact: Yossi Hirsch, Business Development – 
Higher Education
Email: yhirsch@bhphoto.com
Website: www.BandH.com/b2b

B&H is the “Professional’s Source” for Photo, 
Video, Audio, Multimedia, A/V Presentation and 
all Creative Technology products for Higher 
Education customers. Our extensive “in-stock” 
inventory, modern warehouses, unparalleled 
product selection, expert know-ledge, dedicated 
EDU account team and competitive pricing 
make any supply chain or specialty purchase 
a breeze at B&H. 

mailto:customercare@govconnection.com
http://www.govconnection.com
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FINANCIAL SERVICES

MasterCard Worldwide
2000 Purchase Street
Purchase, NY 10577-2509
Contact: Daniel W. Rose
Email: publicsector@mastercard.com
Website: www.mastercard.us/public-sector/
solutions/college-payment-solutions.html

Look to the MasterCard “U” Student Prepaid 
Card for a versatile money saving tool that 
reduces your school’s administrative burden of 
paper check payments and addresses the needs 
of students and their parents who want a conve-
nient way to access and send money. Visit http:// 
www.mastercard.us/public-sector/solutions/ 
college-payment-solutions.html to learn more.

Nuesoft Technologies 
1685 Terrell Mill Road
Marietta, GA 30067
Tel: (800) 401-7422 x 1
Fax: (678) 303-1142
Email: info@nuesoft.com
Website: www.nuesoft.com

Nuesoft Technologies is the leading provider of 
campus billing solutions for university health 
centers.  Nuesoft’s insurance billing service 
combines our knowledge of college health with 
a team of credentialed billers and our state-of-
the-art, cloud-based software.  We can help your 
health center to seamlessly transition to a com-
mercial insurance billing model.

FLOOR COVERING
ArmorGarage, Inc. 
19333 Collins Avenue
Sunny Isles Beach, FL 33160
Tel: (866) 532-3979
Fax: (786) 228-0062
Email: sales@armorgarage.com
Website: www.armorgarage.com

ArmorGarage, Inc. is a leading manufacturer 
and distributor of Industrial and Commercial 
grade floorings & coatings. We specialize in 
Liquid Elastomeric Roof Coatings, Indoor and 
Outdoor Epoxy Based Coatings, Rubber Roll Out 
Flooring and Lifetime Guaranteed PVC Inter-
locking Tiles. Free delivery and full engineering 
& tech support.

Milliken 
920 Milliken Road
Spartanburg, SC 29303
Tel: (706) 302-1837
Fax: (866) 513-6858
Email: donald.hooper@milliken.com
Website: www.millikencarpet.com

Milliken has a proven record of delivering 
flooring solutions that support education inte-
riors from the ground up. From libraries to food 
courts, offices to residences, student centers to 
sports complexes – and, of course, classrooms 
– Milliken carpet is designed to stand up to the 
challenges at hand.

FURNITURE & EQUIPMENT

ERG International 
361 North Bernoulli Circle
Oxnard, California 93030
Toll Free: (800) 446-1186 
Tel: (805) 981-9978
Fax: (805) 981-9878
Email: sales@erginternational.com
Website: www.erginternational.com

ERG International offers an exclusive selection 
of furniture for Educational, Healthcare, Public 
Venues & Foodservice/Dining environments. 
Quality-made in USA, our products are 100% 
Green and qualify for LEED credits. Our extensive 
selection consists of: dining banquettes, cafe 
chairs & bar stools, lounge sofas and arm chairs, 
tables: fixed, folding, computer, cafe, conference 
and training. We do it all from conceptual draw-
ings to finished product.

Falcon
810 West Highway 25/70
Newport, TN 37821
Tel: (800) 873-3252
Fax: (866) 319-9371
Email: sales@commercialfurnituregroup.com
Website: www.falconproducts.com

For fifty years, Falcon has been the “go to” 
resource for designers, architects and facility 
managers who demand high performance prod-
ucts for educational space.   We are table and 
seating experts for cafeterias, classrooms, lec-
ture halls, libraries, student unions, and lobbies. 

KI
1330 Bellevue Street
P.O. Box 8100
Green Bay, WI 54308-8100
Toll: (800) 424-2432
Website: www.ki.com

http://www.mastercard.us/public-sector/solutions/
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KI’s insightful solutions support active, learning-
centered approaches, whether collaborative, 
social, or co-curricular. We design furniture that 
facilitates contemporary learning and inspires 
interaction between students and staff.   From 
the classroom to the computer lab and beyond, 
our solutions strike the perfect balance between 
innovative design, user satisfaction, and func-
tional effectiveness.

GROUP PURCHASING  
ORGANIZATION

Premier Purchasing Partners
1349 Tilton Drive
Franklin, TN 37067
Tel: (615) 261-9385
Fax: (704) 733-4927
Email: Kathy_kickert@premierinc.com
Website: www.premierinc.com/essentials

Premier, one of the nation’s leading purchasing 
networks with more than $31 billion in total pur-
chasing power, provides the discounted value of 
manufacturer and service agreements to yield 
operational excellence for your foodservice, 
facilities, support services, lab, health center and 
information technology purchasing programs. 

HVAC

Big Ass Fans
800 Winchester Road
Lexington, KY 40505
Tel: (800) BIG-FANS
Direct: (859) 977-1353
Fax: (859) 233-0139
Contact: Barrett Clayton
Email: barrett@bigassfans.com
Website: www.bigassfans.com

Big Ass Fans, the global leader in air movement 
solutions for industrial, agricultural, commercial 
and residential spaces, combines advanced 
engineering with precision craftsmanship for 
its 6-24 ft large diameter, low speed fans. Along 
with superior comfort, these fans generate year-
round, energy-efficient air circulation, helping 
earn points towards LEED certification.

JANITORIAL SERVICES / FACILITY 
MAINTENANCE

FBG Service Corporation
407 South 27th Avenue
Omaha, NE 68131
Tel: (800) 777-8326 x 5064
Fax: (402) 595-5049
Contact: Michael Livermore
Email: mlivermore@fbgservices.com
Website: www.fbgservices.com

FBG Service Corporation is among the largest 
employee-owned janitorial and facility main-
tenance companies in America, and the only 
service provider in the industry ISO 9001:2008 
Certified at every location.   We ask the right 
questions, we develop the right solutions for 
your school, and we do what we say.

JANITORIAL SUPPLIES

Excel Dryer, Inc. 
357 Chestnut Street
East Longmeadow, MA 01028
Tel: (800) 255-9235
Email: sales@exceldryer.com
Website: www.exceldryer.com

Excel Dryer, Inc., manufactures the industry’s 
finest quality American made hand dryers and 
hair dryers featuring the XLERATOR®, the New 
Industry Standard! XLERATOR dries hands com-
pletely in 10-15 seconds, uses 80 percent less 
energy, saves 95% versus paper towels, and 
eliminates their maintenance while improving 
restroom hygiene.

LAB GASES, CHEMICALS  
AND EQUIPMENT

Airgas, Inc.
P.O. Box 1384
Pataskala, OH 43062
Tel: (740) 964-1178
Fax: (740) 964-1179
Contact: Todd Morris
Email: todd.morris@airgas.com
Website: www.airgas.com

Airgas (E&I approved: CNR-01291) is the one 
source for efficient procurement of laboratory 
gases, chemicals, equipment, cryogenics, lab 
safety supplies; on-site product management 
and cylinder tracking programs; complete 
laboratory gas management system design, 
installation and maintenance services; and 
state of the art eBusiness tools (punch-out 
and B2B). Aigas provides the lowest total cost 
solutions for the university and research lab 
markets. 

For your opportunity to 
advertise in the next  
issue of Educational  

Procurement Journal, 
please contact  

Kathleen Pishotta at  
888-371-4933 or by  
email at kathleen@

apogeepublications.com.
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MATHESON
166 Keystone Drive 
Montgomeryville, PA 18936
Tel: (800) 416-2505
Fax: (215) 619-0458
Email: info@mathesongas.com
Website: www.mathesongas.com

MATHESON is a single source for industrial, 
medical, specialty and electronic gases, gas 
handling equipment, high performance purifi-
cation systems, engineering and gas manage-
ment services, and on-site gas generation 
with a mission to deliver innovative solutions 
for global customer requirements. MATHESON 
is the largest subsidiary of the Taiyo Nippon 
Sanso Corporation Group, the largest Japanese 
supplier of industrial gases and one of the five 
largest suppliers of industrial, specialty, and 
electronics gases in the world.

LAUNDRY SERVICES & SUPPLIES
Mac-Gray Campus Solutions
404 Wyman Street, Suite 400
Waltham, MA 02451
Tel: (800) MAC-GRAY
Website: www.campus-solutions.net

LOCKERS
FJM Security Products
18424 Hwy 99
Edmonds, WA  98037
Tel: (800) 654-1786
Fax: (206) 350-1186
Website: www.fjmsecuity.com

Salsbury Industries
1010 East 62nd Street
Los Angeles, CA 90001-1598
Tel: (800) LOCKERS (800-562-5377)
Fax: (800) 562-5399
Email: meu@mailboxes.com
Website: www.Lockers.com/ 
www.Mailboxes.com

MATRESSES
University Sleep Products
1520 Bayswater Lane 
Cicero, IN 46034

Tel: (800) 548-2072
Fax: (317) 984-4813
Email: info@universitysleep.com
Website: www.universitysleep.com

•	 State-of-the-art fire blocker bedbug resistant 
inverted seam mattresses 

• 	Certified to pass full-scale institutional flam-
mability tests Cal TB 129, and BFD IX-11 

• Mattresses & retrofit covers: anti-fungal, 
anti-microbial, fluid resistant, cleanable, 
extremely comfortable and popular 

• 	Warranties up to 7 years 

• Available through E&I competitively bid 
agreement CNR01300 

Modular Buildings

 
Mobile Modular
5700 Las Positas Road
Livermore, CA 94551
Tel: (800) 944-3442
Website: www.mobilemodularrents.com
 
Mobile Modular Management Corporation rents 
and sells modular classrooms and relocatable 
buildings. Our products make excellent solutions 
for both temporary and permanent space needs. 
Whether growing enrollment, modernization 
or budgets are driving your temporary building 
needs, Mobile Modular can help your school 
adjust to the demands of your student popula-
tion. Your Project – Our Commitment.  

OFFICE PARTITIONS/  
ROOM DIVIDERS
Space Plus, LLC
2820 Townsgate Road, Suite 101
Westlake, CA 91361
Tel: (805) 497-8686
Fax: (805) 497-8555
Email: Sheryl@spaceplusllc.com
Website: www.spaceplusllc.com

Space PlusLLC, a small woman-owned business 
servicing all of North America, specializes in 
interior glass door solutions including office par-
titions, room dividers, swing doors and privacy 

walls. Our solutions are environmentally friendly 
and recyclable. Perfect for green construction.
Transform your office or classroom in a day. 
Minimize down time, share resources (lighting/
air conditioning), optimize functionality.

OFFICE PRODUCTS

Staples
500 Staples Drive
Framington, MA 01702
Tel: (508) 253-4810
Contact: Rick Clemons
Email: rick.clemons@Staples.com
Website: www.StaplesAdvantage.com/Facility

Staples Facility Solutions – Expertise in the 
cleaning and maintenance of your buildings 
is our specialty. Our qualified facility solutions 
specialists will customize cost-saving institu-
tional cleaning programs based on your need. 
You’ll benefit from strong inventory control, our 
streamlined ordering & billing system and sup-
plies fulfilled by Staples through our next-day 
delivery system.  Contact rick.clemons@staples.
com for more information.

PURCHASING COOPERATIVES
E&I Cooperative Purchasing
2 Jericho Plaza, Suite 309
Jericho, NY 11753-1671
Tel: (800) 283-2634
Fax: (631) 630-8471
Email: sschell@eandi.org
Website: www.eandi.org

Provista
220 East Las Colinas Boulevard
Irving, TX 75039
Tel: (972) 581-5529
Email: kgoldste@provistaco.com
Website: www.provistaco.com

As one of the nation’s leading supply chain 
improvement companies, Provista provides group 
purchasing and business solutions services to 
help colleges and universities achieve their supply 
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chain objectives.   Through Novation, Provista’s 
supply contracting company, Provista leverages 
nearly $40 billion in annual purchasing power 
and provides members with the most competi-
tive, extensive portfolio of products and services 
available to support every area of your school.

RESEARCH APPLICATIONS 
Taconic
One Hudson City Centre
Hudson, NY 12534
Tel: (518) 697-3962
Fax: (518) 697-3905
Website: www.taconic.com

ROOFING & FLOORING SYSTEMS
ArmorGarage, Inc. 
19333 Collins Avenue
Sunny Isles Beach, FL 33160
Tel: (866) 532-3979
Fax: (786) 228-0062

Email: sales@armorgarage.com
Website: www.armorgarage.com

ArmorGarage, Inc. is a leading manufacturer and 
distributor of Industrial and Commercial grade 
floorings & coatings. We specialize in Liquid Elas-
tomeric Roof Coatings, Indoor and Outdoor Epoxy 
Based Coatings, Rubber Roll Out Flooring and 
Lifetime Guaranteed PVC Interlocking Tiles. Free 
delivery and full engineering & tech support.

TEMPORARY & CONTRACT  
PLACEMENTS
Adecco 
99 Summer Street
Boston, MA 02110
Tel: (617) 951-2560
Fax: (617) 345-9949
Email: roxolana.martin@adeccona.com
Website: www.adeccousa.com

WINDOW TREATMENTS

Factory Direct Drapes ™ 
P.O. Box 1143
Union City, CA 94587
Tel: (866) 713-7273
Fax: (510) 489-4717
Email: cs@factorydirectdrapes.com
Website: www.factorydirectdrapes.com

Since 1954 Factory Direct Drapes ™ has spe-
cialized in Drapery, Curtains, Rods & Valances 
for Schools & Educational Institutions. We offer 
hundreds of different fabrics in all of the most 
popular styles. Flame Retardant Fabrics, Room 
Darkening / Blackout, Insulation, Sound Reduc-
tion, Phenomenal Volume Discounts, Heavy Duty 
Rods, Lifetime Warranty.
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Beau Grant, our beloved NAEP teacher 
and keynote speaker, used a dead horse 
analogy to make fun of our penchant for 

solving problems by appointing committees and 
holding ineffective meetings.

The problem: “What to do with a dead horse?”
Answers included: 

•	 Appoint a committee to meet and study the 
dead horse to see if it is really dead.

•	 Appropriate money and have  
purchasing buy a better whip!

•	 Change riders.

•	 Group dead horses together to  
see if they will run faster.

•	 Visit other universities to see how they  
ride dead horses; incorporate findings  
into training videos, etc.

I asked coworkers to recall the worst meetings 
they had attended, and one remarked that many 
of them were called and conducted by me. His 
candor reflects the strength of our relationship. I 
am sure it has nothing to do with the fact that he 
no longer reports to me and that I can’t hurt him.

So, if you would like to call a meeting in a wasted 
effort to consider what to do with your own dead 
horses, pay attention to our helpful tips:
•	 Call meetings with little notice and  

make attendance mandatory.

•	 Begin late and end well after the scheduled time.

•	 If you are not sure whom to invite,  
invite the entire staff!

•	 Keep the objective of the meeting  
secret to add intrigue!

•	 To allow flexibility of topic discussion,  
do not prepare an agenda.

•	 Remember that every good meeting begins 
with a review of the last campus sporting 
event. If one has not been held recently, get 

everyone relaxed by expounding on a child’s 
recent school or club achievement.

•	 Build interest in the first slide or video by 
touching every button on the dead AV  
console and change every cable.

•	 Introduce your leadership vision in a slide 
presentation by challenging attendees’  
vision with eight point type.

•	 Demonstrate your authority by reprimanding 
and berating a participant without warning  
in front of everyone else.

•	 Don’t document decisions.

•	 Don’t follow up on previous assignments.

•	 Invite senior personnel to describe in  
detail how the office operated years ago  
with typewriters and carbon paper.

Another tip: Get yourself in the mood for your 
next meeting by reading a poem I read 35 years 
ago and committed to memory:

Meetings mostly are a menace,  
bringing out the blockhead in us
Poorly organized confusion;  

rarely leading to conclusion.
When we’re goofing off they’re fun,  
but for getting most things done, 

“Nothing’s quite so self-defeating 

quite so often as a meeting!

–Author Unknown

One last word of caution: If you are going to 
relieve meeting boredom or stress with poetry, 
do it silently. A former boss once overheard me 
quoting a couple of lines from Invictus by Wil-
liam Earnest Henley as I exited his meeting. He 
definitely heard the line “My head is bloody but 
unbowed… .” That led to an impromptu one-
on-one behind closed doors as he demanded to 
know what I meant by that. Not a good time to ask 
for a raise unless you are encouraged by answers 
such as, “When hell freezes over.” 

When the day’s meetings have concluded and 
as the last waning rays of sunlight sink ever-so-
softly behind the clouds, I leave the meeting and 
campus, riding my proverbial dead horse into the 
sunset and thinking to myself, “Another day shot 
to hell!”
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