
JANUARY 2012
VOL 67, NO. 1

News of Plumbing  • Heating  • Cooling  • Industrial Piping Distribution

Winnelson
opens 3rd
ND location
DAyton, oHIo — WinWholesale Inc.
opened Minot Winnelson Co., its third
location in north Dakota, to provide
plumbing contractors with a complete
line of equipment, parts and acces-
sories. Bob Rodgers, president of the
new distribution company, also opened
Fargo Winnelson in september 2010.

(Turn to Minot... page 61.)

Georg Fischer
acquires
Harvel Plastics
EAston, PA. — Georg Fischer has
agreed to acquire 100% of the issued
and outstanding shares of Harvel
Plastics Inc. in Easton, Pa., for about
$50 million in cash. the company is
a leading supplier in the north Amer-
ican market of polyvinyl (PVC) and
chlorinated polyvinyl (CPVC) pipes
for industrial applications. 

(Turn to Major... page 61.)

Jamie Milliken (left) of Shallotte Electric, and former NASCAR great Ward Burton, who drove the State

Water Heaters-sponsored car in his last NASCAR season. Burton continues to partner with State on

special marketing programs, including driving events at racetracks around the country. Milliken logged

the fastest time during an event at Charlotte Motor Speedway. See feature on page 64. 

Hornsby to serve as CEO

Boston – Advent International, the global
private equity firm, has closed a significant
majority investment in Morrison supply
Company, one of the largest distributors of
plumbing and HVAC supplies in the U.s.
Morrison supply will utilize Advent’s

strong expertise in the industrial sector to
expand its presence in the $60-billion U.s.
plumbing and HVAC supply market and
enhance its leadership position in the
southwestern U.s.

Advent operating Partner Chip Hornsby
will join the company as
CEo and will lead Morri-
son in the next phase of its
expansion. Hornsby is the
former CEo of Wolseley
plc, the largest building
products distributor in the
world with over $20 bil-
lion in global sales. Com-

menting on the transaction, Hornsby noted,
“Morrison’s core strength is the quality of
its people. And we believe this transaction
will be very positive for our employees, as
the company’s expansion should lead to
new and exciting opportunities for our peo-
ple and their families. Equally, our vendor
partners and customers stand to gain from
our growth and financial strength.”

 scott sangalli, Morrison’s former CEo
and principal owner for the past 25 years,
will continue as an investor in the company.

(Turn to Advent buys... page 89.)

Find us on Facebook & Twitter
twitter.com/wholesalermag
facebook.com/WholesalerMag

Morrison Supply acquired by Advent
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Keidel Supply opens new showroom
CINCINNATI — Keidel Supply, one of

Greater Cincinnati’s premier plumb-

ing, cabinetry, lighting and appliance

distributors, has opened a new

15,000-square-

foot showroom

at the corner of

Paddock road

and Tennessee

Avenue. All

product groups

are represented

in the show-

room and, as of

summer 2011,

the plumbing

sales counter

and warehouse also relocated to the

Paddock Hills site.

“It’s no secret that the Cincinnati

Building Products Industry has been

very turbulent the past few years,”

CEO Mike Barton said. “During

these times of uncertainty, Keidel has

seized the opportunity to upgrade fa-

cilities, increase employment and ex-

pand product offering through the ac-

quisition of Mason-based Central

light. In addition to our new lighting

department, all positions from our

Kenwood and Norwood branches

have relocated to the new facility.” 

This new showroom is a dramatic

change from Keidel’s well-known

Norwood and Kenwood locations,

but not everything has changed. With

a century of expertise under its belt,

Keidel will provide the same quality

service it has for years, with the

added convenience of a single loca-

tion. As one of Cincinnati’s premier

plumbing wholesalers, a counter

sales/will-call area attached to the

Paddock Hills

s h o w r o o m

b r i n g s

plumbers and

contractors the

benefits of a

cent ra l ly- lo-

cated distribu-

tion point. 

located just

south of the

Norwood lat-

eral, the newest

Keidel showroom offers the products

and services Cincinnatians have

trusted for 100 years. It also high-

lights Keidel’s commitment to inno-

vation and design through several

exciting features, including interac-

tive kitchen and bathroom displays,

functional faucets, iPad-activated

showerheads, digitally-controlled

CHINO, CAlIF. — Harrington Indus-

trial Plastics has expanded its busi-

ness into Guam with the opening of a

new 10,000-square-foot facility in

Tamuning. This key location is an ex-

tension of the company’s continued

expansion and provides local inven-

tories, deliveries and technical appli-

cation specialists.

The current relocation of U.S.

forces from Okinawa to Guam is re-

quiring a major expansion of the mil-

itary and civilian facilities and

infrastructure. This relocation is

being supported by both the U.S. and

Japanese governments with multi-bil-

lion-dollar investments.

While on the island in support of

our troops during World War II, Bob

Hope once joked, “In God we trust,

on Guam we rust.” Corrosive envi-

ronments and fluids are the chal-

lenges from which Harrington was

founded. With corrosion-resistant

fiberglass, plastic and lined steel pip-

ing systems, Harrington’s presence

will make a valued contribution.

Harrington’s strength in these mar-

kets is made possible by the knowl-

edge and experience of its

employees, the quality and support of

its suppliers and the loyalty of its cus-

tomers. As Harrington expands its ge-

ographic reach and product offerings,

they enhance the value and commit-

ment to their customer.

Harrington has grown from a re-

gional distributorship to one of the

largest distributors of engineered

plastic piping systems in the U.S.

Harrington began in 1959 with the

purpose of servicing customers that

handle corrosive environments and

has expanded its offerings to include

products for customers with high pu-

rity and corrosion resistant needs.

Companies that require corrosion re-

sistant solutions find Harrington an

indispensable resource for their de-

manding processes.

Visit www.harringtonplastics.com. 

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

NEW CASTlE DEl. — Speakman Com-

pany sold its Speakman Cooling busi-

ness, which consists of two individual

product lines, the OASys and the

Air2O lines, which have been sold to

two separate interested parties. 

Speakman Cooling started its busi-

ness in 2005 with the introduction of

OASys, an advanced indirect/direct

evaporative cooling technology. The

OASys IDEC product line was pur-

chased by Practical renewable En-

ergy Corp. of las Vegas, Nev., which

may be contacted at 702/463-2642.

In 2010, Speakman Cooling

launched the Air2O™, a unique and

sustainable line of indirect/direct

evaporative coolers. This product line

was purchased by Green Air Com-

pany. AirMax Industries llC of

Fresno, Calif., is the U.S. distribution

arm of Green Air. Contact www.Air-

max-Solutions.com.

Visit speakmancompany.com.

Speakman Cooling sells
evaporative cooling business 

Harrington
Industrial Plastics
expands into Guam

shower environments and a bathroom

suite dedicated to aging-in-place.

Keidel Supply encourages all

Cincinnati-area homeowners and

contractors to stop by the new

showroom.

Visit www.keidel.com.

Northeastern recognized by chamber of commerce
BAlTIMOrE — recognized for its de-

votion to the community, its cus-

tomers, its employees and the

environment, Northeastern Supply

was rewarded for its actions by the

Harford Chamber of Commerce

Award Committee with the 2011 Har-

ford Award. Northeastern received the

Industrial Award for their three facili-

ties located in Harford County, Md.

From its humble beginnings 66

years ago, Northeastern has become

one of the Mid-Atlantic’s fastest-grow-

ing plumbing, HVAC and water sys-

tems distribution businesses and was

honored for its history, its continual

caring and its position for the future.

Now with 32 branches in five states,

Northeastern was praised for its

growth, which includes its new state-

of-the art central distribution center

(CDC) in Aberdeen, Md. In a promo-

tional video produced by the Harford

Chamber of Commerce, they acknowl-

edge that “It is the attention to the needs

of its customers that distinguishes

Northeastern from its competition; all

of its sophisticated, cutting-edge re-

sources are designed to meet some very

basic customer needs.”

Northeastern has also maintained

its commitment to the environment.

Steve Coppage, Northeastern vice

president-business development,

said, “We offer products that save

water and electricity. We offer solar

products, tankless water heaters and

high-efficiency air conditioners that

save on electricity and create less of

a carbon footprint in the environ-

ment. Now we are challenged with

new laws; we have to provide lead-

free products, make that happen in

thousands of products in 32 locations

and roll it out properly.”

With deep roots in Harford County,

Northeastern sends out the message

that they are here to stay; that is a

main reason they chose to keep their

CDC in Harford County.

Northeastern president and CEO

Steve Cook said, “Though we serve

the entire Mid-Atlantic, we recognize

that our roots are here, and we sup-

port many local charities.” 

Visit www.northeastern.com.

Northeastern Supply president and CEO Steve Cook accpets the 2011 Harford

Award from the Harford Chamber of Commerce.
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Are we ‘normal’ or just accustomed to
strange ways? Let’s look at the specifics

H
aving just finished the holi-

days, we are all probably re-

minded that our family is a

great part of our lives and that we all

need to spend more time with them.

As they say, “Life is too short and

then you die.” Maybe it is just me but

it seemed like we lost a lot of good

people from our industry in 2011 and,

I know that I didn’t do a good job of

thanking them for their contribution

to my life. In 2012, one of my per-

sonal resolutions is to take a little

time to thank those who were so gen-

erous with their time and knowledge

in my career.

Through the holiday gatherings,

many of us are also reminded that

some of our families (of course, not

mine or yours) are more like the

Simpsons than the “Leave-it-to-

Beaver” Cleavers. Using the word

dysfunctional may be an understate-

ment. I sometimes wonder if Jerry

Springer and reality TV are shaping

the new norm for how families act

and relate or don’t relate. Or maybe

it is just showing us who we really

are without all the politically correct

filtering. As I discussed reducing the

drama in our lives last month it also

occurred to me that we may have be-

come desensitized to the drama cre-

ators. (Maybe to the point that we just

assume that they are normal and that

nothing can or should be done.)

With the questions in the back of

my head about what is a normal

family and becoming desensitized to

the drama creators, I began to won-

der, “What is normal in hard-goods

distribution?” Are we on course or

have we just become accustomed to

a goofy existence? In a previous col-

umn, I discussed the “Economic

New Normal” that we are operating

in but I am thinking about the basics

and the fundamentals of what we do.

With apologies to the industry aca-

demics, this will be a Rich’s Busi-

ness 101 version of how I

understand it to work.

There are specific functions or

tasks that must be performed in order

to sell products to the installer. Those

functions can be provided in a vari-

ety of ways but seemingly they can-

not be eliminated without causing a

hitch in the process. Typically the

functions are:

1. Manufacturing — making the

product

2. Marketing/Selling to the in-

staller — promoting/soliciting busi-

ness for the products to be sold

3. Getting the product to the in-

staller — Inventorying and delivering

4. Financial portion of the transac-

tion — providing credit to the in-

staller, billing the installer, collecting

from the installer

5. Support — technical & war-

ranty support to the installer

While there are many ways to ac-

complish each function, seemingly

all functions must be performed by

someone. Much of the product

moved in our industry is through

wholesalers or distributors so the ex-

ecution of these required functions is

typically shared between the manu-

facturer and the wholesaler.

Manufacturers

Often shown at the top of the

channel diagram. In most cases, the

manufacturers produce goods in one

or more locations. Often manufac-

turing operations must be config-

ured specifically to produce certain

products. (As the state of the art

evolves, factories are designed to be

more flexible but in hard-goods, a

production line is often configured

to make a single product or family

of products that have relatively

small differences.) Since this pro-

duction line reconfiguration is often

quite involved and requires that the

operation or sometimes the entire

factory be shut down while a prod-

uct changeover is done, the factory

does large runs of products for the

sake of efficiency.

Some factories may build a spe-

cific product only once or a couple

times per year. If they do one run,

they need to produce a full year’s

supply of the product during that

run. So if the forecast demand for

the product is 10,000, the factory

will build 10,000 items then recon-

figure the line or factory to build the

next product on their production

schedule. If the factory is located in

St. Louis, the manufacturer has a

warehouse full of the product in St.

Louis. If this product is to be sold

nationally, it is centrally located but

far from customers on both coasts.

Most manufacturers cannot afford

warehousing to store a full year’s in-

ventory of all their products. Thus

they need to move most of the

10,000 out of the warehouse so there

is room for the next product on their

production schedule.

The manufacturer typically has two

options:

1. Sell direct — therefore taking

responsibility for all functions in the

channel. This does not involve a

wholesaler. In our industry some

manufacturers seem to cycle between

performing these functions and using

wholesalers. They get frustrated with

their wholesaler’s performance and

their (the manufacturer’s) lack of

control. (Plus some have the mis-

guided view that wholesaling is

easy.) So after 4-5 years they cycle

back out of distribution having redis-

covered that wholesaling is a diffi-

cult, messy, complex business.

a. Inventory — All product is

stored in their St. Louis warehouse or

manufacturers build or lease regional

warehouses to move product closer to

the customer. Since most installers do

not have room to inventory much

product, the manufacturer is forced to

have warehouse space for their entire

inventory.

b. Delivery —

• All product is shipped directly to

the installer: Most manufacturers are

configured to ship truckloads of prod-

uct not a single toilet to Bob the

Plumber in Portland, Maine or Tom

the Plumber in Portland, Oregon. The

infrastructure required to ship single

products is expensive and very labor

intensive. 

• Local/regional warehouses could

be used — while this might work in

a major metro area, few manufactur-

ers have sufficient volume in smaller

markets to warehouse product there. 

(Turn to Do you... page 90.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

BY RICH SCHMITT

Management specialist

I sometimes wonder if Jerry Springer and
reality TV are shaping the new norm for how

families act and relate or don’t relate. Or maybe
it is just showing us who we really are without

all the politically correct filtering.

Part of the wholesaler’s
obligation to the

manufacturer is to actively
sell the lines that he is

given...It is critical that the
wholesaler periodically 
assess each item on the

stocking list very carefully.
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SSi enters license
agreement with Caroma
VANCoUVer, B.C. – Caroma® and

Sustainable Solutions International

(SSi™) have entered into a long-term

license agreement to distribute the

Caroma brand and its products in

North America, including Caroma’s

revolutionary dual-flush toilet tech-

nology. SSi will be the exclusive dis-

tributor and marketer of the Caroma

brand, strengthening the brand and

expanding sales in the U.S.

Caroma’s North

America operations

will be absorbed into

SSi, with distribution

continuing from facil-

ities in Los Angeles

County, Vancouver

and wisconsin. SSi

will also continue to

work with Armco

Agencies of ontario

Canada and Alterna

based in Miami. SSi will have direct

access to Caroma’s product design

and r & D departments as well as

production facilities. SSi and Caroma

have agreed to work in collaboration

regarding new product development

with Caroma continuing to provide

on-going technical support.

“we’ve been a distributor of the

Caroma brand for quite some time;

we know the products, understand the

North American marketplace and re-

spect their well-deserved reputation

as innovators and leaders of high ef-

ficiency toilets. The SSi family and

team have been fans for years and in

fact one of our own founding partners

introduced Caroma to North America

in 1993,” said Doug Sproule, Coo of

SSi.

“our new partnership agreement

confirms our commitment to our loyal

customer base in the US, Canada and

Mexico and it enables us to provide

total environmentally

responsible building

solutions. For Car-

oma, they get the ben-

efit of our deep roots

in the industry –

knowing what the

market demands are,

and being able to react

and respond,” Sproule

continued.

Founded in 1941,

Caroma® remains a world leader in

quality and innovative bathroom

products. In 1982, Caroma revolu-

tionized bathroom water conserva-

tion by introducing the first

dual-flush toilet system to the world.

By leading the industry with 47 wa-

terSense® certified toilets, more than

any company in the market, and pro-

viding water conserving toilet and

urinal solutions to residential and

commercial markets, the award-win-

ning Caroma products help preserve

the world’s most valuable resource –

water. Combining quality, water sav-

ing innovations, aesthetic appeal and

superior customer service, Caroma

has been chosen by businesses and

households worldwide for excep-

tional performance and stylish de-

signs. Visit www.caromausa.com.

Sustainable Solutions International

(SSi™) is a U.S.-based green prod-

ucts manufacturer and distributor

with offices in Los Angeles and Van-

couver. This revolutionary company

boasts a lineup of some of the best

and most sustainable building prod-

ucts on the planet. For over a decade

they have supplied solution-based

green products to North America’s

sustainable building industry and res-

idential markets that exceed codes

and client expectations. SSi believes

in conservation without compromise,

which they define as the confluence

of nature, design and technology.

Their clients rely on their staff’s ex-

pert knowledge of products and ap-

plication, and their ability to conserve

both resources and time. They have

earned a reputation as being respon-

sive, reliable and adaptable. SSi is the

parent company of fluid™ and the

exclusive North American distributor

of Caroma® fluid is comprised of

eight full bathroom fixture collec-

tions which showcase the best in de-

sign, functionality, and green

performance.

Visit www.sustainablesolutions.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

PISCATAwAY, N.J. — American Stan-

dard Brands has joined the Hospitality

Sustainable Purchasing Consortium as

a Founding Member. A leader in cre-

ating high-quality bathroom products

for the hospitality industry, American

Standard’s membership furthers the

Consortium’s goals of establishing the

Hospitality Sustainable Purchasing

Index (HSP Index) as the de facto per-

formance measurement solution for

the industry.

with more than 4.5 million hotel

rooms in the U.S., the products that

American Standard produces – in-

cluding faucets, shower systems, fur-

niture, vitreous china fixtures,

kitchen sinks, bath tubs and other

plumbing products and accessories –

are major investments for all hotels,

brands and owners. As an element of

in-room bathroom design, they also

have a substantial impact on the guest

experience and the environmental

footprint of a hotel.

Twenty-five organizations are now

part of the Consortium, including

more than a dozen industry-leading

suppliers, brands, architects, design-

ers, purchasing firms and sustainabil-

ity consultants.

The Consortium, created and led

by MindClick SGM™, is a collabo-

rative organization to help hotel own-

ers purchase products that both

reduce their properties’ environmen-

tal impact and contribute to guest

comfort, health and well-being.

American Standard, along with

other Consortium members, will help

establish criteria for creation of the

HSP Index, which will include meas-

ures of corporate social responsibil-

ity, environmental and product

sustainability. Product categories

covered include furnishings, fixtures

and equipment and operating sup-

plies and equipment. 

Visit www.americanstandard.com,

twitter.com/amercanstandard or

www.facebook.com/AmericanStan-

dardPlumbing.

American Standard Brands joins HSPC

PorTLAND, ore. — Precision Plumb-

ing Products (PPP) has implemented a

program incorporat-

ing the reVIT 3D

design software now

utilized on more con-

struction projects.

The company has partnered with

SmartBIM in compiling a complete

library of its products. The library in-

cludes accurate three-dimensional

drawings, complete submittal date,

all applicable product certifications,

plus much more.

To get access to the SmartBIM/

reVIT file, call Chuck Lott at

503/256-4010 or e-mail chuckl

@pppinc.net.

Precision Plumbing Products partners with REVIT software

New York — Corporations are com-

monly challenged by the high costs, in-

efficiencies and inaccuracies

associated with the billing process.

These difficulties can be overcome by

leveraging an integrated order-to-cash

platform, yet many companies are un-

able to achieve a straight-through

process due to disparate systems. Sun-

gard helps mitigate this challenge by

providing linkage between their billing

service (Billtrust CompleteBilling) di-

rectly into their core collections system

(AvantGard GeTPAID).

This offering delivers businesses a

solution from invoice creation and

delivery to automated credit, collec-

tions and dispute resolution to elec-

tronic invoice presentment and

payment (eIPP), including auto-cash

processing. with the dramatic growth

of electronic billing, the linkage with

Billtrust’s eIPP portal to AvantGard

GeTPAID helps accounts receivable

managers obtain real-time access to

important invoice transaction infor-

mation, including payments made

and transactions disputed.

Billtrust Ceo and president Flint

Lane said, “we are pleased to work

with SunGard to offer a seamless so-

lution that enhances collections and

settlement. Putting a billing strategy

into place that integrates the present-

ment and payment of bills with a

web-based collection system like

AvantGard GeTPAID is a great op-

tion for corporations that are looking

for ways to help reduce bad debt and

drive down operational costs.”

Jim Mangano, senior vice presi-

dent of receivables solutions, Sun-

Gard’s AvantGard business unit,

added, “SunGard’s ability to connect

to Billtrust is part of a larger strategy

to offer connectivity across the trade

receivables ecosystem, consisting of

credit data providers, agencies, banks

and customers. This link helps elimi-

nate the time and costs associated

with collections staff performing ad-

ministrative tasks, such as answering

account inquiries or having to go out-

side of the core credit and collections

system to retrieve copies of an origi-

nal invoice.” 

Visit www.billtrust.com or www

.sungard.com/ avantgard.

SunGard links 
to Billtrust’s
CompleteBilling
service
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First A. O. Smith plant earns LEED certification
JOhNSON CITY, TENN. — A long-term,
comprehensive approach to effi-
ciency and sustainability culminated
with A. O. Smith’s manufacturing fa-
cility in Johnson City, Tenn., earning
Leadership in Energy and Environ-
mental Design (LEED) silver certifi-
cation. The 470,000-square-foot
Johnson City facility manufactures

residential and light commercial gas
and electric water heaters.

Johnson City is the first A. O.
Smith facility awarded LEED certifi-
cation. To achieve LEED certifica-
tion, given by the U. S. Green
Building Council, a facility’s opera-
tion and maintenance must meet spe-
cific standards in energy efficiency,

environmentally responsible business
practices and maintaining a healthy
work environment. 

Among the short- and long-term
initiatives that enabled Johnson City
to earn the LEED certification were:

• Reducing water usage for com-
pressed air cooling by $80,000/year

• Reducing the annual water usage
in restrooms by 25% per year

• Efficient lighting and ventilation
systems that resulted in annual elec-
tricity savings of more than $40,000

• A “green” cleaning program that
reduced chemical costs by $5,000

• A long-term recycling program
that has achieved cost savings of
more than $30,000 per year.

In its submission to the Green Build-
ing Council, the plant listed its lighting
and ventilation system and water usage
programs as “innovative practices.”
The Johnson City team customized a
purchased software package to auto-
mate the building’s ventilation system.

A series of 17 temperature sensors
throughout the building enable staff to
monitor and control the system to de-
liver improved efficiency. The system
has enabled the plant to reduce its en-
ergy consumption as well as the
amount of water required for its air
cooling compressors.

The Johnson City team plans to use
the findings from the LEED certifica-
tion process to identify new opportu-
nities to save energy and money,
according to John Dreher, manager of
manufacturing engineering: “From
what we have learned from LEED,
we expect to cut the amount of elec-
tricity used to compress air by
$80,000 per year through improved
monitoring and controls. We also ex-
pect to further reduce water usage by
50% through the use of recycled
water in the facility.”

Earlier this year, the Johnson City fa-
cility earned an ENERGY STAR® rat-
ing, to rank it among the top 25% of
energy-efficient buildings in the U.S.

Visit www.aosmith.com.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Members of the team who helped coordinate the work and the submission to 

obtain the LEED Silver certification are (from left): Chuck Thornton, manufac-

turing engineer; Andy Demski, director of operations; Rebecca Grizzle, manu-

facturing engineer; John Dreher, manager-manufacturing engineering; Mike

Wilson, supervisor-maintenance; Nathan Timbs, manufacturing engineer.
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From basic hydraulic separation to full primary/
secondary zoning systems, PHP provides cost-
effective, space-saving, innovative piping solutions 
with our new U.S. Patent Pending products.
Specify PHP Hydraulic Separators for use with 
modulating/condensing and traditional boiler/
heating sources for assured quality, correct 
piping arrangements, installations that meet your 
expectations and limit your liability.
Available as basic or complete systems with 
Grundfos or Taco pump options.
Visit www.phpinc.us and contact your PHP rep for 
a quote on your next project or for ordering and 
information also try www.hydronicworkshop.com.

 • Correct pump and pipe size for heat source
 • Correct primary/secondary piping
 • Pre-made components limit installation errors
 • Space-saving installations

Innovative, Compact Piping 
Solutions with 

PHP Hydraulic Separators
Featured Product:
Mini-SepTM
 PHP-MSEP-125

AllcanTM

Patent Pending

Precision Hydronic Products 
Division of JL industr ies, inc. 
6807 NE 79th Court Ste E - Portland, OR 97218   
Phone: (503) 445-4188 - FAX: (503) 445-4187 
©2009       www.phpinc.us

Patent Pending Components Made in the USA.
We do not export labor.

Sep-Can PlusTM

Patent Pending
Header PlusTM

Patent Pending

Mini-Sep PlusTM

Patent Pending

TM

U.
S.
GR

EE

N B
UILDING COUNCIL

USGBC ®

Rev 12/11
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ENERGY STAR program targets
energy-conscious consumers
wAsHInGTon, D.C. — residential
water heating represents the second-
largest consumption of energy in the
home, just behind heating and cooling.
The U.s. ePA’s enerGY sTAr pro-
gram for residential water heaters was
established in January 2009. The pro-

gram provides water heater manufac-
turers, contractors and plumbers with
resources and tools to help them pro-
mote high-efficiency products that save
money and deliver the same or better
performance as comparable products.

Contractors and plumbers offering

their customers more energy-efficient
products are tapping into the growing
base of energy-aware homeowners.
Contractors can distinguish them-
selves from competitors by tapping
into resources provided by ePA’s 
enerGY sTAr programs to help
consumers assess the benefits of
these products and select the most ap-
propriate options. Following are
some common questions and answers
regarding the program:

• How can plumbers and contrac-

tors market their involvement with

ENERGY STAR?

ePA’s enerGY sTAr label is one
of the highest influencing labels in the
market place and provides free market-
ing resources for those working with
qualified products. The “we sell en-
erGY sTAr” logo is valuable brand-
ing that can be used in advertisements
and brochures. A range of free re-
sources are available at www.ener-
GYsTAr.gov, including a list of
qualified product models. In fall 2011
ePA rolled out an Ms excel-based sav-
ings calculator to help calculate the
benefits of qualified water heaters, as
well as the payback period.

• What tax credits and rebates are

available?

Detailed information on available
incentives and rebates is available at
www.energystar.gov/rebatefinder and
energystar.gov/taxcredits or, from the
home page, go to Frequently Asked
Questions then select Tax Creditsre-
bates/Financing/ Grants). 

Homeowners can benefit from a
$300 federal tax rebate for gas tank-
less and heat pump water heaters, as

well as a tax credit for 30% of the in-
stalled cost of solar thermal. Many
states offer additional incentives for
these technologies (see also www
.DsIreUsA.org).

• What other incentives are avail-

able to offset the costs of an ENERGY

STAR qualified water heater?

Many gas and electric utilities offer
rebates specifically for installation on
enerGY sTAr-qualified water
heaters and educate homeowners on the
benefits of these units. Information on
incentive and rebate programs available
from your utility can be found on the
residential Gas water Heating Pro-
gram summary 2011 page at
www.1cee.org, the website of the Con-
sortium for energy efficiency (Cee).

• Are training opportunities avail-

able to learn more about ENERGY

STAR qualified residential water

heaters?

Many manufacturers provide con-
tractors with training opportunities
specific to the sales and installation
of their enerGY sTAr-qualified
products. energy and water effi-
ciency training programs such as the
accredited GreenPlumbers training
program (www.greenplumberstrain-
ing.org) are available to better serve
energy aware customers. Green-
Plumbers residential audit calculates
energy and water savings for high ef-
ficiency product installations. 

Visit www.ENERGYSTAR.gov.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

ToleDo, oHIo — owens Corning an-
nounced improvements to its FIBer-
GlAs™ pipe insulation as a result of
investments in its newark, ohio, fa-
cility. The enhancements touch the
entire FIBerGlAs product line
through an investment in new capital

equipment as well as process im-
provements on existing equipment.

These advancements, along with
owens Corning’s proven ssl II® pos-
itive closure system, deliver consistent
pipe insulation sections that are easier
to install and have a smooth appear-
ance. Additionally, the company has
upgraded its pipe insulation cartons to
make them sturdier to withstand the
rigors of rugged jobsites.

Visit www.owenscorningpipe.com. 

Owens Corning
invests in innovation
with new pipe insulation

Downers Grove, Ill. — neuco Inc.
and the neustadt family were honored
recently by the Christopher & Dana
reeve Foundation with a Friendship
Award for their continuous involve-
ment and contributions. This tribute
took place at the annual reeve
Chicago Fundraising Benefit where
Jon neustadt, vice president of neuco,
and his wife Julie accepted the award.

Julie has been living with a spinal cord
injury since 2003.

Additional information on this
event and about their mission can be
found at www.Christopherreeve
.org/Chicago.

neuco Inc. is a leading master dis-
tributor of HvACr Controls located
near Chicago.

Visit www.neucoinc.com.

Neuco Inc. and Neustadts accept Friendship Award

Neuco owners with Julie Neustadt, (from left): Bill, Tim, Jon, Paul and Brian.

Far right, Mike Senko, friend of the Neustadts, who presented the award.
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Basco presents prestigious award
mASon, oHIo — basco Shower en-

closures Ceo George rohde pre-

sented the 2010 G. William rohde

Founders Award to Scott Cooper dur-

ing the company’s national sales

meeting in october. 

the prestigious G. William rohde

Founders Award honors an individual

who exemplifies honesty, integrity,

enthusiasm, and dedication and who,

by their standard, earned the respect

of the industry. Scott Cooper will join

an elite group of individuals who

have demonstrated a similar high

standard of character. 

“Heritage can set the stage and

play a big role in determining a per-

son’s path, but at some point the

character, commitment and the ini-

tiative of a person is the ultimate in-

dicator of success,” commented

rohde. “Scott couples strong sales-

manship with strategy. His deci-

sions are made through thoughtful

analysis and planning, and he is in-

novative and creative in his imple-

mentation. He is willing to

challenge the conventional and to

be challenged in return.”

Visit www.bascoshowerdoors.com

or connect with basco on Facebook

and twitter.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

William Rohde (left) and CEO George Rohde (right) flank Scott Cooper, winner

of this year’s G. William Rohde Founders Award.

Lumberton, n.J. — bLAnCo’s new

color app helps designers and home-

owners match bLAnCo SIL-

GrAnIt II kitchen sinks with

popular countertops. the intuitive

dashboard makes it fun and easy to

find the perfect sink and counter

combination with a selection of 63

different bLAnCo SILGrAnIt II

color sinks and 26 popular counter-

stones, including manmade, Caesar-

Stone and Zodiaq designs. 

users may enhance the collection

by taking a photo of any counter and

adding it to the App. the selected

sink and counter combinations ap-

pear together as

they would in a

real kitchen and

may be saved to a Favorites Folder

to share or come back to later. the

free bLAnCo SILGrAnIt II

Color App is available for download

on itunes (iPad), itunes (iPhone)

and Android market.

Visit www.blancoamerica.com.

BLANCO announces new app
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With Panasonic WhisperGreen® ventilation fans, you don’t have to sacri� ce performance for ef� ciency. Our quiet, powerful DC motor 
helps deliver optimal CFM at .25 w.g., the standard required by ASHRAE 62.2 and most current building codes. They even exceed 
ENERGY STAR® standards for ef� ciency by as much as 871% which is why we’ve been named ENERGY STAR Partner of the Year for 
a second consecutive year. Panasonic ventilation fans—an award-winning performance every time. 

Learn more at www.panasonic.com/wholesaler

Visit us at AHR Expo, Booth #4664

Effi ciency Perfected.

ENERGY STAR® is a registered mark of the U.S. Department of Energy (DOE).

See contact information on page 98
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Eliminate scale, lime
– and wasted time.

De-scale without fail.
Quickly, and safely. 

Did you know that 85% of the US is in moderate to hard water
areas? That means scale build-up begins almost immediately

on heat exchange elements like hot water heaters, 
boilers, tankless units and more.

SpeedClean’s Bucket Descaler quickly turns any 5-gallon 
bucket into a high-powered descaling system. Just add 

SpeedyBright, our NSF/UL certified descaler solution, and 
you’ll quickly reduce limescale, rust, and calcium –

returning systems to near peak efficiency. It’s a perfect 
addition to your maintenance offerings. 

Use it on •Tankless Hot Water Heaters
•Tanked Hot water systems
• Boilers/Heat Exchanger

Learn more at
SpeedClean.com

Improve your performance at

speedclean.comAvailable at your 
HVAC Distributor

Bucket
Descaler™
& SpeedyBright
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DDI System launches Inform SBE
saNDY Hook, CoNN. — smaller dis-
tributors were the inspiration for DDI
system in developing Inform sBE,
their new small Business Edition soft-
ware. DDI’s Inform sBE is a full-fea-
tured solution geared towards
distributors with fewer than 10 users.
this affordable alternative delivers the
same advanced business management
capabilities that hundreds of compa-
nies are already succeeding with.

Inform sBE is an easy-to-under-
stand windows system, including:

• Comprehensive inventory and
warehouse management. Manage
single- and multi-location inventory
levels with ease. Easily maintain
stock levels with real-time forecast-
ing, flexible purchasing options, spe-
cial order management and
consignment inventory.

• automated purchasing and pric-
ing. Inform’s automated procurement
system maintains stock levels and
forecasts future needs. Flexible mar-
ket-specific pricing models are de-
signed to meet the unique needs of

wholesale companies.
• Complete sales tools. salesperson

analysis, who-bought-what reporting,
commission management
and more, ensuring your
team stays on top of cus-
tomer service.

• advanced accounting
and financial reporting. an
accounting system your ac-
countant will love, with the drill-
down general ledger features you’ve
been looking for. 

• Exceptional features to drive
your business forward. Benefit with

built-in custom reporting options,
forms-free and paperless operations,
group calendaring, contact and ac-
tivity history, file attachments, sys-
tem driven fax and e-mail, plus so

much more.
DDI system’s Inform sBE

is an ideal solution for
QuickBooks, Peachtree or
any smaller distribution busi-
ness looking to improve effi-
ciency, productivity and

profitability. take advantage of cut-
ting-edge innovation at an affordable
price. 

Visit ddisys.com or call 877/599-
4334 to schedule a demonstration.

and is a Corporate Founder level
donor to the Foundation’s endow-
ment fund. Combined past and pres-
ent contributions from Ferguson now
total more than $195,000 in support
of industry education. 

the campaign fundraising goal for
2011 is $145,000 in gifts to support
the Foundation’s mission of provid-
ing quality business management and
technical education programs to con-

tractors and their employees. a por-
tion of the proceeds supports the
PHCC National auxiliary scholar-
ship Program. also, InsinkErator
provides matching contributions for
the fundraiser.

Industry contractors, suppliers and
manufacturers can show their support
and be represented on the donor
thank you list by making a contribu-
tion to the annual giving campaign.
Contribution forms and a list of in-
dustry donors are available directly
from the Foundation website, at
www.phccfoundation.org or by call-
ing 800/533-7694. 

Visit www.ferguson.com.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

ElgIN, Ill. — In their ongoing efforts
to expand their HVaC Division, Em-
bassy group ltd. has added five ad-
ditional HVaC vendors who joined
the group effective January 1. 

the additional vendors are JB In-
dustries (Instru-
ments, Vacuum
Pumps & tools),
Nu-Calgon (spe-

cialty Chemicals), ritchie Engineer-
ing/Yellow Jacket (Charging Hoses
& gauges), sterling/Beacon Morris
(gas Unit Heaters, Hydronic Heaters
& air Units) and Unico (High Veloc-
ity systems/Chillers). 

“we are excited to be partnering
with the leaders in these product cat-
egories for 2012,” said Mike lepley,
director of business development of
Embassy group ltd. “these compa-
nies will be a great addition to an al-
ready stellar HVaC vendor lineup.
Embassy continues to be selective
and vigilant when adding vendors to
avoid diluting the product categories
within the group. the vetting process
for prospective vendors is quite rig-
orous.”

Headquartered in Elgin, Ill., Em-
bassy group ltd. is one of the indus-
try’s premier Member owned
Plumbing, HVaC and PVF Buying
groups. 

Embassy Group
adds HVAC vendors

Ferguson gives
thanks by giving back
NEwPort NEws, Va. —Just in time
for the thanksgiving holiday, Fergu-
son made a significant contribution
to support the Plumbing-Heating-
Cooling Contractors Educational
Foundation’s 2011 Invest in Your
Future annual giving campaign. this

is the seventh consecutive year that
Ferguson has made a major gift to
the Foundation’s annual fundraising
campaign. 

Ferguson has been a major sup-
porter of the PHCC Educational
Foundation for more than 20 years
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STAINLESS AND ALLOY WELD FITTINGS AND FLANGES

 

Piping Solutions That Fit.

®

®

® ® ® ®

AND INNOVATION.
Quality and innovation are not just words to us. They represent a  
commitment embraced throughout our organization.  At Core Pipe 
Products, we deliver Piping Solutions That Fit®  the growing needs  
of our customers, the ever-changing global marketplace, and  
the quality expectations of the end user. Going beyond 
the industry standards to exceed our customers’  
requirements is the norm - and we are proud of it.

Because every customer has different needs, we have 
both standard and custom fittings and flanges.  To learn 
more about our products and solutions give us a call.  
We’d be happy to explore how Core Pipe Products can  
leverage the versatility of its four major brands to  
precisely fit  your needs.
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FoUNTAiN vALLEy, cALiF. — Noritz America has

unveiled two customer-service initiatives — a

technical support website and an in-house call

center — with the goal of delivering information

more quickly and efficiently to customers. Tar-

geting both tradespeople and consumers, the

website went live on November 1, while the new

call center began operations inside the com-

pany’s orange county headquarters on Novem-

ber 28. 

The origins of both initiatives can be found in

the product application and installation questions

that contractors and homeowners routinely ask

Noritz sales and service personnel on a daily

basis. “We are always looking for ways to en-

hance the level of service we provide our cus-

tomers,” said Scott isaksen, manager of

application engineering, who led the multi-de-

partment team that developed the initiatives.

“The tech-support site is a readily accessible,

easy-to-navigate place to locate Noritz product

information and, most especially, answers to

technical questions that arise again and again

from our customer base. Meanwhile, the new call

center will minimize waiting time and offer in-

depth technical expertise to those contractors and

homeowners who would rather get information

over the phone from a live human being.”

A nine-month collaborative effort involving

the Noritz engineering, information technology,

marketing and service departments, the technical

support website is accessible at www.

support.noritz.com. The in-house call center,

(866/766-7489), is staffed by a full-time super-

visor and three customer service agents, who are

available from 8:00 a.m. until 5:00 p.m. Pacific

time, Monday through Friday. Supplementing

the headquarters team is a second, outsourced

call center located on the East coast. Active since

2010, this estab-

lished call cen-

ter has, with the

opening of the

headquar te r s

o p e r a t i o n ,

shifted from

conventional,

daytime hours

to evenings and

Saturdays.

“By having

e x p e r i e n c e d

managers on hand to mentor the call center

agent, we anticipate answering more customer

questions on the spot, rather than making them

wait for a callback,” said isaksen. “We see this

face-to-face coaching process as a faster educa-

tional path to agent self-sufficiency, which is

what the current service environment de-

mands.” The call-center agents will also be able

to further educate themselves by tapping the

technical support website for product and appli-

cation information. 

“The two innovations will feed off one another

over time,” noted isaksen, “helping us to reach

our primary objective, which is to service the

customer with increasing speed and precision.”

Visit www.Noritz.com.

Master Group signs distribution
agreement with NAD Klima
BoUchErviLLE, QUEBEc — The Master Group

L.P. has signed an important distribution agree-

ment for the vast majority of its territory with

NAD Klima, manufacturer and supplier of a

wide range of air diffusers and services such as

design by way of its own soft-

ware and product laboratories.

“We are very excited and

proud to partner with NAD

Klima, a creative and innova-

tive Québec company, dedicated to the develop-

ment of high efficiency air management

solutions,” said André Paré, vice-president-engi-

neering and products, The Master Group L.P.

“on one hand, this alliance allows us to increase

the diversity of our ventilation products for the

benefit of our customers. The whole line of NAD

Klima air diffusers constitutes a first-class com-

plement to our existing product lines such as

Titus. Moreover, given the excellent reputation

for quality, we will have the

ability to meet all the technical

challenges presented to us.”

With a complete inventory

of helicoidal, ceiling, linear,

circular, air induction diffusers, etc., distributed

throughout its branch network, The Master

Group will be able to quickly provide the neces-

sary equipment, while offering some of the most

efficient solutions on the market.
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Noritz boosts tankless
water heater service quality 

Novi, Mich. — A new logo from Brasscraft

Manufacturing incorporates the American flag

encircled with text that reads, DESiGNED, MA-

chiNED AND ASSEMBLED iN ThE USA.

Brasscraft Manufacturing is diligently ensur-

ing that the products that carry this new flag logo

meet all of the applicable Federal Trade commis-

sion rules that prohibit deceptive advertising.

Their water connectors,

water stops, gas connectors

and appliance connectors

are designed in the USA, ma-

chined at plants in Lancaster,

Texas; corona, calif.; and Thomasville, N.c.;

and assembled by their American work force. 

Visit www.brasscraft.com.

BrassCraft redesigns logo
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CS Weld Fittings & Flanges • FS Fittings & Outlets • CI Flanged Fittings • MI Pipe Fittings
Merchant Steel Couplings • Pipe Nipples • Bolt Paks • Stockham® CS Valves • Fortune® CI Valves

Smith® Forged Steel Valves • Fortune® Ball Valves • Titan® Y-Strainers

Now a Full-Line Master Distributor of

CRANE PRODUCTS!

All factory new valves. Mill test reports available.

�  Flowseal ® High Performance 
Butterfly Valves

�  Center Line® Butterfly Valves 
and Check Valves

�  Crane Cast Steel Valves
� Crane Cast Iron Valves
�  Crane Bronze Valves
� Duo-Chek ® Valves

www.servicemetal.net

Service Metal of the Carolinas
Serving the Eastern U.S.

Toll Free: 800-438-6946
Fax: 704-331-0646

Service Metal Products Co.
Serving the Midwest & Western U.S.

Toll Free: 800-325-7820
Fax: 314-231-1821

ONE  CAL L  ST I L L  G E TS  I T  A L L

See contact information on page 98
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They’re not out to get you

The lighter side of OSHA
W

hen most of us hear the
word OsHA, we instantly
conjure up images of

ticket-writing cops invading our
workplace. And these aren’t the $35
tags that grace our windshield when
we linger in a parking spot too long.
these citations can easily hit the four-
or five-digit mark depending on the
severity of the violation. Let’s face it,
a visit from OsHA often ranks up
there with a visit from the iRs. But,
were you aware that there is a com-
pletely separate arm of OsHA de-
signed to help small businesses
provide a safe environment for their
employees? Best of all, it’s free.

the statement, “We’re from the
government, and we’re here to help”
has been the punch line in many a
pop culture medium. At the very
least, it raises an eyebrow when spo-
ken from an over-starched, briefcase-
toting individual. entrepreneurs are
natural skeptics when it comes to
governmental assistance and advice.
But i am here to tell you, this one is a
pretty good deal.

i stumbled across this side of

OsHA when i began teaching a ware-
house management course for the
American supply Association. in our
discussions about employee safety,
some of the participants mentioned
that they had invited an OsHA con-
sultant to do an assessment of their
facility. After the initial shock wore
off — envisioning letting the fox in
the hen house — i was exposed to
some pretty amazing success stories.
After the session, i became more cu-
rious about OsHA’s alter ego. i did
some research and learned that this
less-publicized side of the safety and
health administration is referred to as
the OsHA Consultation services pro-
gram. i even invited a member of the
consulting service side to speak at
one of my training classes. it was at
this event that my opinion of the
agency changed completely. 

the consulting program is de-
signed to help small businesses pro-
vide safe working environments.
they generally focus on companies
with fewer than 250 employees at
one site and work on practical solu-
tions designed to fit the individual en-
vironment. Best of all, working with

the consulting services side of OsHA
can give you an exemption from the
enforcement side for up to two years.
i would consider that some pretty
cheap insurance.

so what happens if the enforcement
side of OsHA comes knocking on
your door? For starters, you are going
to get a violation. i don’t care how
squeaky clean you think you are, an
inspector can always find something
to write up. it’s just like an iRs audit:
they will find some reason to justify
their time and energy on site. there
have often been rumors that auditors
have quotas or receive bonuses for is-
suing citations. My contact with the
service told me that this was simply
not the case. On the other hand, those
who discover more citable violations
tend to be promoted faster. 

As anyone who has been investi-
gated by OsHA can tell you, this is
not a slap on the wrist event. Gener-
ally, first-time offenders, without ma-
licious or negligent intent, can expect
to pay somewhere around $7,000 per
violation discovered. Willful, repeat
or severe negligence situations can

expect $50,000 to $70,000 fines
being levied. Of course, these fines
are negotiable; rarely does a company
pay the full amount, but it hurts all
the same. How many additional sales
dollars do you have to produce in
order to pay for $50,000 in viola-
tions? Do the math.

Here is how the consultation service
works. First, it should be noted that the
consultation side is not allowed to dis-
cuss your case with the enforcement
side. in most states, they are com-
pletely separate entities. in fact, many
states contract with local universities
to conduct the consulting services.

• Step One. Contact your local
consultative service program either
by phone or email. the best way to
locate your local office is to look on
the OsHA.gov website and click on
the small Business tab. You will see
references to the Consultation serv-
ices program. Again, each state han-
dles this a little differently. Once you
have made contact, you set up an ap-
pointment for the initial meeting.

• Step Two. this is the on-site
visit. the consultant will sit down
with you and explain the program

and what they will be looking for dur-
ing the visit. they will explain their
separation from the enforcement side
of OsHA and clarify expectations
from both sides. they will complete
the walk-through survey and gather
information for their report. At the
close of the day, they will discuss
some of the things they discovered.
Both sides will discuss reasonable
timelines for cleaning up the issues
discovered during the walk-through. 

• Step Three. the consultant will
formalize the report and document
the agreed-upon action steps. they
may also provide some research and
statistical data to help you justify the
work you are doing to make your
workplace safe. By the way, this in-
formation can be very helpful when
negotiating insurance rates.

• Step Four. the company must
correct any situation that poses immi-
nent danger or is a severe OsHA vi-
olation. Other recommendations must
be acted upon within the agreed-upon
timeline. Hazards must be posted
where employees can see them until
the problem is corrected. Part of the
enforcement exemption is the under-
standing that you will comply with
the recommendations.

this is a pretty painless process. As
i was gathering information about this
service, i found that my brother’s com-
pany had recently invited OsHA in to
start the consulting process. When i
spoke to the warehouse manager, he
said that it was relatively easy and that
the person was very familiar with dis-
tribution warehouses. it’s always nice
to know some of this stuff works.

the best thing about this program
is that you will be providing a safe
work environment for the people that
work with you and for you. As an
added bonus, you block out the en-
forcement side. Once you make con-
tact with the consultation service
folks, the enforcement people can’t

touch you for at least a year. 
so, here is a little advice. A sizable

accident, or a string of claims, can
trigger an OsHA audit. if you think
you may be getting a visit, call the
consulting services folks. Once you
get involved with the consulting side,
you essentially drop off the enforce-
ment radar. the only catch is that you
have to clean up what the consultants
find. this is a small price to pay con-
sidering the alternative. 

no decent business owner wants to
see their employees get injured on the
job. When someone goes down, the
rest of the team has to step up and
cover the work. Also, we have devel-
oped relationships with the people
who have made us successful over
the years. they become a part of our
family. it is unsettling when a part of
that family sustains a serious injury.
i know the thought of inviting OsHA
into your facility is slightly uncom-
fortable; but this is one government
program i would take a hard look at.
if anything, it might just prompt you
to become more safety conscious in
the future. Good luck. n

Jason Bader is the managing part-

ner of The Distribution Team, a firm

that specializes in providing inven-

tory management training, business

operations consulting and technology

utilization to the wholesale distribu-

tion industry. Bader brings over 20

years of experience working in the

distribution field. He can be reached

at 503/282-2333, Jason@Distribu-

tionteam.com or at wwwthedistribu-

tionteam.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

BY JASON BADER

Inventory management specialist

The consulting program is designed to help small businesses
provide safe working environments...and work on practical

solutions designed to fit the individual environment. Best of all,
working with the consulting services side of OSHA can give you an

exemption from the enforcement side for up to two years.

Austin, texAs — the latest Build-
Fax Remodeling index (BFRi)
showed that september 2011 became
the month with the highest level of
remodeling activity since the index
was introduced in 2004 and repre-
sented the 23rd consecutive month of
increases. in addition, BuildFax data
revealed the most popular permitted
residential remodeling jobs since
2006 have been roof remodels/re-
placements, followed by deck and
bathroom remodels. 

the BFRi direct reports residential
remodeling activity across the nation,
with monthly information derived
through related building permit activ-
ity filed with local building depart-
ments across the country. this
monthly report provides month-over-
month and year-over-year compar-
isons on trends in remodeling activity
for the entire u.s., as well as for the
four major regions of the country:
northeast, south, Midwest and West.

Visit www.buildfax.com.

Remodeling activity reaches record levels
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WoodridGe, ill. — Homes for our

Troops, a national non-profit organi-

zation dedicated to building homes for

injured veterans at no cost, has com-

pleted its most recent home building

project for army ssG Juan roldan in

Parrish, fla. serving as a building ma-

terials contributor, Gerber Plumbing

fixtures llC donated its sinks,

faucets and avalanche toilets, which

were installed by local plumbing con-

tractor Gator Plumbing inc., to help

build roldan’s new home.

“as a Marine Corps veteran, i was

excited that we at Gator Plumbing ac-

cepted the challenge of assisting with

building staff sergeant Juan roldan a

home in Parrish. When looking for in-

dustry leaders to partner with, i imme-

diately thought about Gerber,” said

William smock, vice president of

Gator Plumbing. “Gerber’s products

deliver every time, and we knew they

would satisfy roldan and his family.”

all of the residences built by Homes

for our Troops exceed ada require-

ments by featuring large door openings

and wide hallways, roll-under work

areas in the kitchen and a master bath

with a large roll-in shower.

roldan was left a double amputee

above the knees after an efP explo-

sion in sadr City, iraq, on december

29, 2006. This home will provide

him with maximum freedom of

movement and the ability to live

more independently.

Gerber Plumbing donates
bathroom products to Homes for Our Troops 

HunTersVille, n.C. — irWin®

Tools has extended its online services

for spanish-speaking

tradesmen with http://

es.irwin.com, a full-

service spanish-lan-

guage resource with easy access to

irWin’s product information, pro-

motions and retail channels, along

with customer service. 

The spanish-language website in-

cludes irWin’s full line catalog,

product reference guides and product

manuals for the company’s user-pre-

ferred brands, such as

Vise-GriP® pliers

and locking tools,

MaraTHon® circu-

lar saw blades, QuiCK-GriP®

clamping tools, sPeedBor® wood

drilling bits, sTraiT-line® mark-

ing tools, uniBiT® step drill bits and

Hanson® taps and dies. 

Visit www.irwin.com.

IRWIN Tools launches domestic
Spanish-language website, online catalog

Apricus announces
new webinar series
Branford, Conn. — apricus, a de-

signer and manufacturer of solar hot

water and hydronic heating products,

has launched a new, free webinar se-

ries geared towards solar industry and

design professionals interested in

learning more about solar thermal

technology.

Topics will cover everything from

a basic introduction of solar hot water

to detailed sizing and system infor-

mation. Webinars typically last one

hour, including a Q&a session at the

end of the presentation. 

View a list of upcoming webinars

and sign up for the next session at

www.solarthermalwebinars.com or

call 877/458-2634 for details.

Visit www.apricus.com.
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TAMPA BAy — When a large mansion

was under construction here seven

years ago, the local paper announced

that it was being built for Oprah Win-

frey. It was an easy mistake to make,

given the home’s trendy location. The

street is famous for its many celebrity

homes. Stephen King lives just a few

doors down.

“All it takes is a rumor for misin-

formation to catch fire,” said the

owner, chuckling. His fortune doesn’t

stem from hosting a talk show.

Rather, his background is in engi-

neering, and so it was that his profes-

sional interests spurred him to pursue

the most comprehensive controls sys-

tems available for his vacation home.

The home sprawls across 30,000

square feet, most of which are heated

and cooled. A 70,000-gallon indoor

swimming pool is located near the

center of the mansion. Although the

roof over the pool is all glass, with a

bridge crossing the middle, there’s

more to the arrangement than meets

the eye.

The pool serves as a giant heat

sink and source for the home’s ex-

tensive geothermal system. Through

load sharing and geothermal tech-

nology, the carbon footprint of the

gargantuan residence is dramatically

reduced. Integrating the entire envi-

ronmental system is Taco’s new

iWorx controls system.

Out with the (not-so) old

Originally constructed seven years

ago, the mansion’s HVAC needs were

met by 13 four- and five-ton air-

source heat pumps. It wasn’t long be-

fore the units had deteriorated

noticeably, with oozing rust and de-

creased operational efficiency.

“It’s not uncommon for air-to-air

systems to fail in four or five years

around here,” said Jay Egg, presi-

dent of Egg Geothermal Inc. in

Tampa. “The salty air just tears apart

outdoor equipment.” The owner of

the mansion contacted Egg after

talking with neighbors who had their

systems replaced.

With 16 technicians at the original

Tampa location, Egg Geothermal has

been doing ground loop installations

for the past 20 years. Recently, loca-

tions have opened in California and

Georgia, managed by Jay’s brothers.

The company designs and installs

state-of-the-art systems. “We prefer to

stick to commercial and high-end res-

idential projects,” said Egg, “Of the

50 systems we installed last year, only

a handful were installed in standard

homes. For this large project, the

homeowner came to us, not only

looking for a more efficient system,

but also for a system that wouldn’t de-

teriorate in the harsh atmosphere.”

Seven years into a 10-year warranty

on his existing equipment, the home-

owner was even willing to sacrifice

three years of warranty to replace the

aging equipment with new systems.

“’Just tear ‘em out and give me

the best of what you’ve got,’” was

pretty much what the owner said,

added Egg.

Btu swimming free

“The homeowner stipulated that he

wanted the new system to revolve

around a load sharing concept, know-

ing that his swimming pool could be

used,” continued Egg. “After all, he

was right – a lot of Btus can swim in

70,000 gallons of water.

“In fact, it’s a fully-accessible,

400,000-Btu heat sink, right in the

middle of the house,” he added. “The

biggest challenge for us would be

tying the ClimateMaster geothermal

heat pumps together with the swim-

ming pool, and the ground loop. We

knew it had the potential of being a

controls nightmare.”

Following the replacement of air-

to-air heat pumps with geothermal

gear, the house now has a total of 50

tons of heating and cooling capacity,

a load shared by the swimming pool

and well field. Each of the 17 geo -

thermal heat pumps is on the closed

condenser loop. The system is prior-

itized to take advantage of the heat

source, or sink, that seasonally opti-

mizes energy efficiency, regardless of

user demand.

The well field is an open loop, ver-

tical well system. It has one well for

supply, and another for return. The

South Florida climate isn’t well-

suited for the use of closed loop sys-

tems due to thermal retention in the

ground surrounding the wells.

“The owner, being a techie himself,

wanted to have full control of the sys-

tem,” said Egg. “He wanted to have

the convenience of controlling the

system in the Tampa vacation home

while he was away, and he also

wanted to see minute-to-minute en-

ergy usage and related data.”

It’s rare, admitted Egg, that home-

owners seek that level of insight or to

have full control of such a large, com-

plex system.

Highly recommended

“iWorx was brought up on several

occasions during conversations I had

with some other industry profession-

als, and they told me to give the sys-

tem a try,” said Egg. “As it turns out,

and because of its incredible flexibil-

ity – with modules that easily expand

or limit its use, full scalability and

wide open protocols – the iWorx con-

trol platform was a slam dunk for use

at the big home.”

Taco’s new iWorx system is a web-

based building management, moni-

toring and control system. Designed

for the light commercial market and

hi-end residential markets, it serves

buildings up to 50,000 square feet.

“What makes iWorx different from

other systems,” explained Tom

Polansky, technical service engineer

at Taco, “is that you don’t need spe-

cial tools, software or computers to

do the installation or commission-

(Turn to Florida... page 30.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Whole lotta’ Btus swimming in the pool

Load sharing, controls the solution for Florida Mansion

This 70,000-gallon, elegant indoor swimming pool is situated near the center of

the home and doubles as a 400,000-Btu heat sink for the geothermal system.

Built in 2004, the 30,000 sq-ft mansion had 13 heat air-source pumps for HVAC,

but the equipment soon began to corrode and fail in the salty air. Egg Geothermal

‘tore out’ the old equipment and installed a sophisticated, open-loop geothermal

system that provides 50 tons of heating and cooling capacity.

Egg Geothermal has been doing

ground loop installations for the past

20 years and employs 16 technicians

at its original Tampa location.

“The homeowner stipulated
that he wanted the new

system to revolve around a
load sharing concept,

knowing that his swimming
pool could be used.”
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What does C&C stand for?
“Commitment & Capabilities.”
 —      Dale Lutz, President

At C&C / Force, we’ve worked hard to earn our 
position as a worldwide leader in the manufacturing 
and distribution of premium quality, state-of-the-art valves, 

recognized for achieving the highest customer 

It all goes back to commitment – the commitment 
to keep providing cutting-edge products, the most 
competitive pricing, and hassle-free personal service with 

INDUSTRIES
The Clear Choice is C&C
713.466.1644
Toll Free - 1.877.996.9911 
www.candcvalve.com

See contact information on page 98
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Florida mansion gets HVAC
makeover with sophisticated
geothermal installation

Four pool heat pumps, prioritized to operate in a load match configuration with

the cooling load of the home, provide about 400,000 Btus in heating capacity.

ing.” Once wired, programs are resi-

dent in the controller. By manipulat-

ing control parameters for the

specific HVAC equipment on the LCI

(Local Control Interface), engineer-

ing time is eliminated, and installa-

tion costs drop significantly.

System details at a glance

There are four pool heat pumps

that provide about 400,000 Btu in

heating capacity. They’re designed

and prioritized to operate in a load

match configuration with the cooling

load of the home. Additionally,

there’s a 900,000-Btu titanium plate-

and-frame heat exchanger that pro-

vides passive cooling for many of the

geothermal heat pumps. As Btus are

fed into the pool to keep it warm, the

end result is that 70°F to 72°F water

is used as the first source of cooling

for the geo units. Only if additional

cooling is needed – typically in ex-

treme summer conditions – are the

open loop-supplied, geoexchange flu-

ids circulated and tapped.

“We needed to use a titanium heat

exchanger for the load-sharing,”

said Egg. “The chlorine

in the pool water is bru-

tal punishment for even

the best stainless steel

units. We spent twice as

much on a titanium sys-

tem, but will never need

to worry about it again.”

The geo units are scat-

tered throughout the

sprawling floor plan,

ranging from 24 to 64

MBH in size. Some are

outside; others are

tucked away in closets. A

VPU2 iWorx module

controls the VFD-driven

differential circulators

for the closed loop portion of the ge-

othermal system.

The well loop is powered by a sub-

mersible, 150-gpm pump as well as

an external pump supplying the heat

exchanger with pool water, both op-

erated with VFDs. “In fact, all circu-

lators and pumps at the home are

driven by VFD’s,” added Egg. “The

iWorx system controls the VFDs for

all heating and cooling functions.

With the DXU3 iWorx module, the

pumps can run at 10 or 20 percent

when we only need a fraction of the

flow, saving a lot on operating costs.”

Equipped with desuperheaters,

eight of the geothermal heat pumps

meet all domestic hot water needs

within the mansion, though – just to

be safe – four 80-gallon electric water

heaters serve as backup heat sources.

With the iWorx touch screen LCI,

the homeowner can control the sys-

tem on-site. If he’s at home, or at an-

other vacation property, he can alter

the control parameters for his Tampa

Bay mansion online.

It’s rare that a home this size has

such a small carbon footprint. Typi-

cally, it’d Sasquatch-sized. But, with

technology that’s readily available off

the shelf, it’s able to fit in a much

smaller shoe. n

Seven years into a 10-year
warranty on his existing
equipment, the homeowner
was even willing to sacrifice
three years of warranty
to replace the aging

equipment with new systems.

Jay Egg, president of Tampa-based

Egg Geothermal Inc.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 28.)

The homeowner can operate the system while at home using a control panel

(above) or remotely via Taco’s new iWorx system, a web-based building manage-

ment, monitoring and control system (below).

Techs install part of the extensive geothermal system

that employs a durable, titanium load-sharing heat

exchanger that shrugs off damage from the chlorine

in the pool water that would ruin stainless steel.

“It’s not uncommon for air-to-air systems to fail in four or five
years around here... For this large project, the homeowner came
to us, not only looking for a more efficient system, but also for a
system that wouldn’t deteriorate in the harsh atmosphere.”
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From the Big Sky country

MDM Supply is a big success story
H

ello Readers and welcome back

once again to “Martin’s Corner”

to help me kick off the new year

of 2012 in a big way!  I’m hoping that

everyone had a wonderful Holiday Sea-

son — and enjoyed all the time that you

could with your family and friends.  No

better way to have a good attitude about

business and life than coming off a rest-

ful time with the folks that mean the

most to you. 

Even though there are still several big

issues all of our companies face going

into calendar 2012, I feel it is a pretty sure

thing that the new year will be better than

last in most markets, and the stage set to

see the economy and the world demand

(commercial, industrial, mechanical,

HVAC & PVF) roll into 2013, 2014 and

beyond that will be an exciting growth

period once again.  Yes, by the way, I feel

that the single family housing market

(plumbing) activity will be back on a

greater growth pace also, just at a several-

month lag behind of commercial business

due to such a great amount of developed

land currently available, used houses on

the market for many reasons, and the un-

certainty right now of the home mortgage

system. Have faith,  and just keep in mind

that it can’t last forever, and that this

country is still the best place to work,

play, worship and raise a family. ”Get in-

volved and stay involved!” Those five

words always motivate me. 

Speaking of “motivation,” when I see

a company in any industry that is born by

rising out of the ashes of another com-

pany in the same market, I always think

about what might be the motivation be-

hind the new management team of the

new company to feel that they can make

it, when the others (for what ever reason)

did not or could not.  The wholesale dis-

tributor that I want to spotlight this month

in “The Corner” to kick off 2012 is, in my

opinion, just such a company. I’m talking

about MDM Supply Company with their

HQ in Helena, Mont. MDM was founded

in July 1990 when a couple of gentlemen

acquired two Iron Oak Supply Co.

branches (formerly known as Amfac Sup-

ply.) These two locations were located in

Helena and Kalispell, Mont., where they

are to this day, some 21 plus years later!

The gentlemen that purchased these loca-

tions — Mr. Lou Dumas and Mr. Craig

Skinn — were actually employees of the

locations acquired, and when they saw all

the changes that appeared to be coming

in those years with regards to Amfac con-

tinuing to own and operate this huge

group of companies that they had man-

aged to acquire over a very short period

of time actually, Mr. Dumas and Mr.

Skinn felt it was now or never if they

wanted strike out on their own, so the

“offer” was put together, it was presented

to Amfac, and in July, 1990 MDM Supply

was born!  

I have known Craig Skinn personally

for some 30 years and known Lou Dumas

for quite a while but he did not travel and

run around the industry market place like

Craig did for the prior owner.  Craig was

in the role of Western regional manager I

believe for them at that time, and so was

I for ITT Grinnell. Lou was the area man-

ager for them in Montana.  We hit the

same customers and towns in the mid to

late 1980s from Alaska to Denver and all

points in between. We were customer/

vendor driven and competitive competi-

tors in those days as well.  Nevertheless,

like so many people that I have known

which I had sort of lost track of over the

many years of territory changes, owner-

ship change, promotions, etc., we drifted

apart. In late 1996 early ’97 I once again

became more involved in our company’s

Western region through our salespeople

working the territories and through some

of our rep. agencies.  I was also heading

up the buying groups and national ac-

counts nation wide for our company,

when I learned that MDM was a member

of the WIT-CO group.  (I’ll have more on

WIT later in this story.)

Well, as they say, the rest

is history, as MDM

(Craig and Lou) have be-

come great friends and

customers, and we see

each other often. A great

success story it seems,

and I always have

wanted to ask them what

did “motivate” them in

the start up days to do

this deal and make it

work, when it was in-

deed not working. 

The wait is over faithful readers, so

let’s get this show on the road, huh? As I

sit here in Helena this morning with a cup

of coffee in my hand and pen and pencil

ready to go, Ladies & Gentlemen, allow

me to introduce you all to Mr. Craig

Skinn and Mr. Lou Dumas, co-

founders/owners of MDM Supply Co.,

located across the state of Montana and

headquartered here in Helena.

Martin: Hey, Craig and Lou! Thanks

to you both for taking the time to do this

article with me, and for allowing me the

time to come visit you in this absolutely

wonderful and beautiful part of our

United States, the “Big Sky” State of

Montana!  How are you both?

Skinn: Thanks, John.  I speak for my-

self and Lou when I tell you it is an honor

to have The Wholesaler in “our State and

our House” and for wanting to allow the

readers of “Martin’s Corner” to hear the

story of our company MDM Supply. We

are extremely pleased that you are con-

ducting all this, and we are proud to tell the

story and experience that we have lived for

the past 21 plus years. Welcome to Helena.

This is Lou’s home, and the company

headquarters. I make my home in the

Kalispell area and have my main office in

our location there. 

Martin: Thanks to

you both, and believe

me it is our pleasure to

do this.

My first thought and

question is a multiple

one.  I told just about

all I know above in the

introduction of you fel-

lows and your company,

so if I missed any de-

tails about the start up

of MDM, please tell the

readers, and would you

please comment on the

original market seg-

ments serviced, and

product lines carried?

One more thing, just ex-

actly how did the name

MDM originate?

Dumas: I’ll take that,

John.  You did a good

job in telling the story of our company

from all the key points.  I’d like to com-

ment on that word “motivation” that you

hung out there early on in your com-

ments. What did motivate us to do this?

Mostly it was a feeling of excitement to

possibly and finally get the chance to do

something totally from our ideas of what

a wholesale house should be in our busi-

ness, and to hopefully make that happen

with our families and names tied to it!  I

know that Craig was getting pretty tired

of running all over the western half of the

U.S. and Alaska — and to tell you the

truth, we felt that so much more could be

done then and in the future if we could be

making local decisions that had a positive

impact on the local industry, that the sky

could be the limit.  We wanted to try it,

and while trying to figure out how, the op-

portunity to acquire these two locations

from the prior owner as you spelled out

came up, it was like a dream to us really.

I mean land, buildings, inventory, rolling

stock, customer base, and people — and

ready, set, GO!  We just could not afford

to let it go by — so we jumped in! 

The two locations serviced residential

and commercial plumbing contractors,

excavation contractors, and well drillers,

along with the industrial market segments

which included, underground mines, alu-

minum smelter, lead smelter, timber pro-

cessing facilities such as sawmills,

plywood plants, MDF plants and fiber-

board plants.

The major product name brands carried

at the time of acquisition were Kohler,

Moen, Delta, Aqua Glass, State Indus-

tries, Burnham, along with pipe, valve

and fitting lines to support the industrial

customers in the markets we served such

as all the products that were the trade

mark of your old company at the time —

.and now Anvil products as an example.

At the time of acquisition the two loca-

tions employed 15 people including my-

self and Craig. We purchased the

inventory and fixed assets of the company

with our savings, borrowed funds from

family and an SBA loan. The acquisition

process began in March and was com-

pleted at the end of June 1990, making

that July 1990 the start up date. I’d like to

point out that after these 21 years in busi-

ness 40% of the original employees are

(Turn to Montana... page 34)
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PVF industry veteran

Here is the inside sales and will call counter in Helena.

MDM owners and management (front row) VP Craig Skinn,

president Lou Dumas; (back row) Missoula mgr Harry New-

man, Bozeman mgr Bob Gaughen and asst mgr Doug Schnell.
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Montana distributor growing
strong after just 21 years
still with us. Besides Craig and myself

those employees are Mike Larkey, Becky

Martello, Larry Giovanini, Dale Person.

We really appreciate and value them

greatly. Also at this acquisition time, my

wife Renee and Craig’s wife Erlene stood

right with us, so with their strong family

values of working and pulling together,

their support & understanding, it was in-

deed possible for us to build MDM.

Skinn: Lou is right!  We had to get a

ton of issues ironed out that started com-

ing head on at us pretty quick just to get

to a solid start date for the new company.

Along with the arranging for business fi-

nancing he told you about, we had to se-

lect an enterprise system, negotiate

insurance and medical/health coverage,

and convince building landlords we could

pay the leases, we also realized we had to

name the business to make it our own.

The names of our children were consid-

ered, so their initials became the name of

the company, Megan, Danielle and

Matthew became MDM Supply Com-

pany. (It is notable here to tell you that

right after 1990 another child came to the

Skinn family, a young lady by the name

of Malory.  

Since the “second “M” in “MDM” is for

Lou and Renee’s son Matthew, and since

Craig’s wife Erlene refused to name the

new arrival “Supply” just to complete the

new company name, one can suppose that

in reality, we could have had a company

by the name of “MDMM Supply”.  In-

stead, Malory was just happy to find out

that her name indeed was not “Supply!”

Martin: I can see already that “moti-

vation” was very evident with you guys

from the start.  Just sharing the base out-

line of the financial structure and deals

you had to do to get it all together shows

that both your families were involved and

“motivated!   Now, the way the name

“MDM” came to be sure has meaning

and to me shows a strong partnering re-

lationship that is second to none.  Blend-

ing your children’s names (three of their

initials to create the name) is simply out-

standing. Thanks for all that honest input.

Now, gentlemen, would you share with

us a current snapshot of the company

today, including the footprint of coverage,

facilities, leadership/management team,

number of employees, market segments

served, etc.?

Skinn: Today MDM Supply serves

western and central Montana from its four

branch locations — Helena, Kalispell,

Bozeman and Missoula. This geographic

market area is roughly 85,000 square

miles with a population of approximately

650,000 people. Three of the company’s

facilities have been built by the owners in

the last 11 years. The Kalispell warehouse

was our first new facility. It is 16,000

square feet with a 2500-square-foot

Kohler showroom. This facility was built

in 1998. The Helena facility is 25,000

square feet and was built in 2006. This fa-

cility houses the corporate functions, and

has 3,000 square feet roughed in for a

showroom. The Bozeman facility is

20,000 square feet and was built in 2008.

It, too, has a 3,000-square-foot area

roughed in for a showroom. Missoula’s

43,000-square-foot warehouse was pur-

chased in 2004. 

The company is still directed by its

founding partners, Lou

Dumas and I.  We also

share administrative and

management responsi-

bilities. Mike Larkey,

who is director of pur-

chasing and IT, has been

with the company from

its inception. Bozeman

manager Bob Gaughen

was hired to open the

branch in 1994. He came

from the industry and

had 10+ years of experience prior to his

hire. Harry Newman, the Missoula man-

ager, was hired to open this branch in

2004. Harry had 20 years with one of the

large national chain wholesalers in this

market prior to his hire date. Dennis Ben-

nett, the Kalispell sales manager, has been

with the company since June 1991. Jerry

Miller, our Helena sales manager, came

on board in 2001 and had 15+ years in the

business. Corporate accounting is under

the direction of Bill Bradford, who has

been with the firm

since 1992. Becky

Martello oversees

accounts payable

and manages the

Eclipse system.

Becky was one of

the original employ-

ees who came with

the acquisition. Pam

Trettin is the corpo-

rate accounts receivable supervisor.

MDM currently has 75 employees in its

four locations.

Today the company’s market segments

are very similar to those from the date the

company was founded. The industrial

markets have changed considerable with

the closing of many of the timber industry

plants, an aluminum smelter, a custom

lead smelter, and a fiberboard plant.

Martin: Here’s a two-part question:

• How are your sales divided among

your  market segments served, and

• Do you have a specialty market

niche?

Skinn: You know, John, we have al-

ways been really strong in the plumbing,

heating, commercial, residential, repair

and remodel segments. Today, our sales

into those segments wrapped together

covers about 75% of the company’s total

volume. The remaining 25% comes from

industrial business sites and plants in the

geographic areas served.  Now to the sec-

ond part of the question reference a mar-

ket niche. Within the heating side of our

business, we are known as the “go-to peo-

ple” for help/support in a system design,

inventory, parts and technical support

needs of that segment our employee train-

ing programs are second to none with the

intent to service the products that we sell.

Three out of four facilities have dedicated

training centers in them which are used

for employee, and customer product

training events and are also utilized by the

State of Montana plumbing code trainers

for their continuing education programs.  

Martin: You’ve hit a key point on the

training portion of the value added serv-

ices you appear to offer.  All across the

country as I travel around and speak with

contractors and end users, the key today

is still training, and on hand application

of products and systems. I commend

MDM on that, my friend.

Lou, has there been any special or

major projects over the years in your

market service area that you guys have

been involved in which is a particular

source of pride? 

Dumas: Nothing specific really, how-

ever our list is long when it comes to the

commercial market. Our company is very

active in the commercial market and has

been involved in the majority of the com-

mercial projects in our market areas for

the past 20 years. In addition to this, when

the “trophy home” market started to de-

velop in our area we were really excited

due to the fact that we had been involved

in past years with custom home projects

that were in the $30-million-plus range in

total construction cost.

Martin: How anyone could spend in

the $30-million range for the construction

of a home simply blows my mind!  One or

two of those a year would be plenty, huh?

Wow, what a story line!

Have you had to change the focus of

your business or do anything differently

over the past say 24 months or so due to

the economic slump? Could you describe

the situation in your market area now v/s

the so called “good times,” and when you

may see it improving? 

Skinn: The great recession did finally

show up in Montana, it just came about 15

months later than it did in the rest of the

country. Our residential construction has

dropped well over 60% from its peak and

the “trophy home” market went the same

way. The commercial market did the same

as well, and along with all of that our in-

dustrial base began closing up. Timber

plants closed, along with the aluminum

smelter plant, lead smelter and fiberboard

plants. All of this added up was a huge hit

to MDM. We simply had to dig in deep,

look at what our real customer base was,

and just went back to the basics. Identify

it, Sell it, Deliver it, and Service it! That

strategy really saved us, I think. The rela-

tionships we developed with that core cus-

tomer base then, and totally over the past

20 years, has allowed us to maintain our

market position during the slowdowns, the

peaks, and the valleys.

Martin: That response I could feel as

you were speaking Craig.  Thanks. Now,

being a strong market-driven independent

in this industry must be a very good feel-

ing with a lot of pride attached.  Having

said that, I know that MDM is also a

proud member of  WIT, a marketing/ buy-

ing group in our industry, which is mem-

ber owned and completely made up of

strong local and regional independent

players. Can you share with the readers

of “Martin’s Corner” the reasons MDM

became a member/owner in WIT, how

long has your association with them been

in place, and has it been what you

thought it would be? 

Skinn: One of our many industry

friends suggested to us in 1993 that we

should look at joining a buying group.

WIT was the group he recommended and

so off we went to find Wit as well as look-

ing into others as well. The late Karl Ne-

upert of Consolidated Supply out of

Portland, Ore., was a great ally for us in

our application to join WIT. We have

been extremely fortunate to be involved

with this group. The networking opportu-

nities have brought so many things to our

company and have helped us to become

who we are today. We have been active

within the group by serving on its heating,

technology, and education committees as

well as on its board of directors. It is a

great group of companies who are fo-

cused on their businesses and all share

common values. 

Martin: There are many good groups

out there today in our industry that serve

the wholesaler and

industry well.  When

it comes to plumb-

ing, I would think

that you made a

good choice with

WIT. Their mem-

ber/owner body of

wholesalers does

well in total with our

company today, and

we appreciate you being a part of that.

How have your customers’ expectations

changed over the years, and how has

MDM been able to adapt to those chang-

ing needs/wants without major learning

curves, operational differences, etc.? 

Dumas: You know, John, from my

point of view, I believe our customer ex-

pectations today are the same as they

have always been. They demand that we

have the inventory of products they need

on hand, employ knowledgeable people,

deliver their orders correctly and on time,

and invoice them at the prices that we

(our people) agreed to. Doing these things

consistently allows us to succeed in our

daily efforts.  This may sound like so
(Turn to Fortunate and... page 36.)
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This is a shot of warehouse inventory in Helena.

This is an expanded shot of MDM’s yard and building in Helena, along with a portion of

their rolling stock feet of trucks — all owned by MDM, not leased.
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‘Fortunate and successful’ from
the beginning: MDM Supply
much “Customer Satisfaction #101,” but

it truly has worked for us here at MDM.

Martin: Hey Lou, if it works and is

proven to do so, why not preach it? Great

evidence to me that honest hard work

pays off! Now Sir, Do you have any spe-

cial events/activities that MDM routinely

sponsors to help build your customer loy-

alty and relationships? 

Skinn: This is a fun question to answer

and close to my heart.  Let me jump in

here, Lou, and give some detail, okay?

The short answer, John, to your question

is yes, and we are really proud of the suc-

cess we feel we have annually with a cou-

ple events our customers really look

forward to. We have an annual MDM

Customer Classic golf tournament. Be-

lieve me when I say it has become the

event of the summer for our market place

industry. 2012 will be our 18th annual and

we field 186 golfers on this Saturday

event. Along with this event, we also have

sponsored The MDM Marlin Derby in

Mexico. This two-day fishing derby, held

in either Mazatlan or Cabo San Lucas,

provides the opportunity for 80 contrac-

tors to get in some major fishing time and

win some major dough at the same time!.

Our most recent event paid out in excess

of $36,000 in cash prizes.  I must tell you

also that the vendors that attend and par-

ticipate have a ball, and the opportunity

to get some real quality time with “key

contractors” that use their products. These

events are very successful for us.

Martin: I agree with you Craig. I have

never done the fishing trip (not really a

fisherman), but I have made several of

those 18 golf outings, and it truly is a fun

and good time with some great customers

of yours and our industry. Keep it up Pal.

Just a couple more questions and we will

wrap this up, okay? How would you de-

scribe the leadership philosophy at MDM,

such as their accessibility to customers and

employees, and if there is strong hands-on

activity by Lou and yourself? 

Dumas: Our philosophy is and has al-

ways been to have strong relationships

with those that we do business with. With

our customers, they know us and we

know them. We have made this our focus

to develop these relationships. We also

believe the same thing is true with our

vendors. We are partners with our ven-

dors. As a distributor of a manufacturer’s

products it is imperative that we know

their expectations and they know ours.

Building these relationships and main-

taining them, with both our customers

and vendors is our core belief Craig and I

are “in it” — every day!

Martin: Lou, strong and solid on your

response here. Combine this with the sim-

ple fact that it boils down to it being a

people-to-people business, no matter how

you cut it.  Make those relationships and

maintain them.   

With so many sources of competition

across the country, how does MDM dif-

ferentiate itself in your local markets? 

Skinn: This comes pretty easy for us,

John. We are very active in our business,

with our customers, vendors and em-

ployees. Being involved as we are al-

lows us to react to the needs of our

customers and keep them coming back

to do business with us. In most cases, we

know their families and all the key peo-

ple in their life and in their companies.

We feel we are a big family.

Martin: Based on my 40-plus years in

the business, I have seen a lot of good

companies, great companies, and strug-

gling companies, I’ve seen companies go

out of business over night it seems. I have

seen and know many successful companies

all over the country like MDM. Common

sense will tell anyone that all things are

not always what they seem and that there

have been tough times. In the early days of

MDM start up, did you guys ever wonder,

“why in the world are we doing this? All

work, no play & not much to show for it!”

When did times get “good” for MDM and

real growth and success were staring you

in the face? The company obviously did

most all the right things as the years and

the success of those years have been good

to you and your partner.

Skinn: From the first day that we

began to operate this business, we have

been fortunate and successful with our ef-

forts. Our customers, employees and ven-

dors have truly been partners with us and

the success of our company is testimony

of this. The market place is very challeng-

ing today but our partnerships are

stronger than they have ever been and

with this, so is our success.

Martin: No argument with success here.

Lou, any comments on this question?  

Dumas: No, nothing, except to say that

Craig is right.  It is not brag, just facts.

Sure we’ve had some breaks a long the

way, but they are most always available

to everyone.  We just try to be the first to

take advantage of then when they come

by.  It has been a long, hard, fun and good

ride thus far.

Martin: Okay, Gentlemen, this is the

last and it, too, is a two-part question.  If

we don’t find a stopping place, we will

run out of magazine!!! Here ya go —

First of all, based on MDM currently

being an independent and assuming you

remain an independent, where do you feel

the company will be or should be over the

next five years. And second, would you

venture to offer a forecast of what calen-

dar 2012 is going to look like based on

your knowledge of what is taking place in

the foot print that you cover here as

MDM.  Maybe a rolling forecast for 2012,

’13, ’14, and 2015?

Skinn: Very good, John. You don’t

miss too much, do you?  We will con-

tinue to build on our relationships and

look for new products to bring to market,

new customers to service. Our commit-

ment to technology will enable us to

meet the needs of the next generation of

customers for years. 

Secondly, as I stated early on in these

questions, when Montana dropped it re-

ally dropped, so I’ll speak in terms of

growth from where we have been and are

on record as of 2008 and forward.  We

ended 2009 just about flat in total for

2008.  We were up about 4% 2010 v/s

2009.  Now we expect to end calendar

2011 just about flat v/s 2010. When you

consider that the Pacific Northwest and

the state of Montana came late to the

party and therefore is slower than some

of the other parts of the country to re-

cover, it confirms that the past three years

or so have been pretty tough, so this per-

formance in these times is not bad. 

We certainly hope and plan for 2012 to

be on the upside overall, but frankly

speaking, not sure how much or how to

put an educated guess out there. If indeed

2012 even slow starting turns into a

pretty good year, then we may be through

it up here and 2013 could be good. That

is just about as far as I care to go for now.

Let’s talk again in a couple years and pre-

pare an up-date, okay?

Martin: That’s fair, Craig, and thanks

for being open and sharing those market

thoughts.  believe it is a pretty fair assess-

ment.  In fact, thanks to both you and Lou

for making this a fun and easy success

story to put together and share with the

readers. I wish MDM continued success.

As another one of my favorite country

singers, Terry Laurence, proclaimed in

his #1 hit record of a few years ago:

“Time Marches On!”  

That’s it for now. Hope you all enjoyed

this story coming at ya from the Big Sky

State of Montana!  It is true, and it is real.

As we close out another “Martin’s Cor-

ner” article for January 2012 , please re-

member I’d love to hear from any of you

with questions of me on most any matter,

or about anything I’ve said in any issue

that you need to know more about. Love

ya’ll and see ya next month at the corner!

Blessings now, John. n

Starting in our industry in 1968 at Anvil

International (formerly Grinnell Com-

pany), John Martin has been with them

over this 43-year span through at least

five different owners! Currently serving as

vice president of national account sales

for Anvil’s mechanical products division,

he has worked in every phase of the com-

pany from warehouse to sales (inside and

outside) to the branch manager’s job in

the 1970s and 1980s, regional vice presi-

dent for their West Coast units, and since

about 1990 in this national role with con-

tacts and customers/ vendors coast to

coast. He also is responsible for Anvil as

their lead person at ASA & MCAA. He

says, “I’ve been blessed and had fun and

been productive for my entire career, but

I believe the most energizing time or times

in my life have been (still is today) work-

ing with all the folks at Anvil and seeing

the young ones in the field ‘get it’ on al-

most a daily basis... Anvil is a great place

for me to be right now.” He can be

reached anytime at jmartin@anvilintl.com

or his cell phone at 303-588-9806.
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You know, there have been many

quotable words and statements writ-

ten over the past 2,000 years to pair wine

and happiness! The curative powers of

wine were used by long forgotten ancestors

to help both physical and mental pains. So

it is no wonder that past writers most al-

ways wrote of “sorrows being lifted,” since

wine was a healthful and restorative elixir

of the ancient times of Bacchus. Life is not

always going to be happiness and smiles or

those imaginative “days of wine and

roses,” but share a glass of wine with some-

one and it will be an occasion to enjoy!

This is not to say that I think wine is nec-

essary for happiness to exist, but I am say-

ing that wine and happiness have long been

friends! I’ll reference this phrase that is said

to have been written back in the times of

Bacchus, and I quote: “Happiness is not de-

pendent on drinking wine, but wine

drinkers are usually very happy people!”

Maybe that is why it is almost impossible

to find a sad wine taster; they are doing

something that they enjoy and the restora-

tive powers of wine are indeed taking hold!

Wine and merriment have been linked to-

gether in literature and history as the fol-

lowing quotes and interesting quips point

out. Please note:

“Wine makes daily living easier, less

hurried, with fewer tensions and more tol-

erance.”

— Ben Franklin, Commonsense

“Who ever said money can not buy

happiness, has obviously never bought

any wine!”

— From the book Wine & sWeet

Words, by margot dillard

“How simple and frugal a thing is hap-

piness; a glass of wine, a roasted chest-

nut, a wretched little brazier, and the

sound of the sea!”

— From ZorBa the Greek

(nikos kazantzakis)

“I only drink wine when I’m happy,

and when I’m sad. Sometimes I drink it

when I’m alone. When I have company, I

consider it obligatory. I trifle with it if I

am not hungry and drink it when I am!

Otherwise, I never touch it — unless I’m

thirsty!”

—mark twain

So, as we move along into the year of

2012, let us all tip a glass of our favorite

and share these thoughts with all our in-

dustry partners. “You can’t change what

has been in the past, nor can you set and

wait for the good things in life to come

to you. May we all find that niche in our

business and in our lives that fills our

needs, and helps keep alive our unified

fight for peace and freedom in the

United States of America!” Remember,

the joy of wine is in sharing and getting

to know fellow wine lovers. Drink re-

sponsible and enjoy! n

Wine tip of the month

“The opportunity to acquire these two locations from the prior owner
came up, it was like a dream to us really. I mean land, buildings, 

inventory, rolling stock, customer base and people — and ready, set, GO!
We just could not afford to let it go by — so we jumped in!”
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Briggs® acquired by its
management: Now wholly American-owned
KNOxvIlle, TeNN. — Briggs®

Plumbing Products, a major manu-

facturer of enameled steel products,

vitreous china and faucets previ-

ously known as Briggs Industries,

has been acquired by its senior U.S.

management. The new owners have

secured capitalization “to grow the

company and gain market share for

Briggs and our strategic partners in

North America and the Caribbean,”

said Chuck Dockery, president, CeO

and co‐owner.

“This is a very exciting time for

Briggs and our employees,” com-

mented Dockery who, with key exec-

utives including Bob Robison, vice

president-sales & marketing, com-

pleted the purchase from CISA, S.A.

In further explanation, Dockery said:

“We are truly a new company, fo-

cused on new products, quality and

service. We are now totally Ameri-

can‐owned, in control of our corpo-

rate structure and future direction.

This management team has more

than 100 years of combined experi-

ence in the industry, and our goal is

to become the first choice for afford-

able, high‐quality plumbing products.

We’ll do that by earning and keeping

the trust of our customers.”

As part of its branding strategies,

Briggs is announcing one of the

largest new product introductions in

company history. Robison noted that

the launch “will encompass a full

line of high‐efficiency toilets and

urinals, two complete luxury suites,

and UltraTUFF® II — an affordable,

composite‐backed tub that comple-

ments our UltraCAST® premium tub

introduced earlier this year.” Robi-

son said the SAYCO® brand faucet

line will continue to expand with

new products and programs for

North America.

Briggs has executive offices at its

manufacturing facilities in Knoxville.

Distribution and administrative activ-

ities will remain at the company’s

Charleston, S.C., complex. Dockery

also noted that Briggs recently rati-

fied a five‐year contract with their

American work force, which further

solidifies their position in the enam-

eled steel market. 

“We have worked diligently this

year to become a company renewed

— an organization strategically and

structurally poised to produce the

highest quality plumbing products

and service levels that our customers

expect and deserve. So we’re looking

forward to the future and capturing

significantly more market share,” he

said. “Our focus is on building strong

customer trust and alliances that at-

tain our partners’ objectives while

strengthening the Briggs® brand. We

have hit the ground running.”

Visit www.briggsplumbing.com

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

“We are truly a new company,
focused on new products,

quality and service. We are
now totally American‐owned,
in control of our corporate

structure and future direction.”
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Mid-City’s New shaves mustache for charity
ElkHArT, INd. — Every year, Mid-
City Supply and its associates donate
money to the United Way.  In Sep-
tember, Mid-City president and
owner Jeff New challenged associ-
ates to up their United Way commit-
ment for 2012 by 25% by telling
them that if the company’s total
pledges reach $20,000, he would
shave his mustache.  Mid-City has
never reached the $20,000 mark be-

fore, even when the economy was
better. 

New has not shaved his mustache
since he was 21 years old.  “When I
was a teenager my grandfather told
me when he was 21 he had a baby
face and had to grow a mustache so
people would actually think he was
21,” said New. “When I turned 21, I
was in the same situation so I decided
if it was good enough for him it’s

good enough for me.”
Not many people have seen him

without it  — including his wife of 35
years or his three children.  As a re-
sult of New’s audacious goal and
selfless incentive, there was extra
buzz around the United Way cam-
paign this year.  Every associate
reevaluated their previous year’s
pledge to see if they could squeeze
out any incremental donations.  As-

sociates and customers joked with
New about losing the mustache and
encouraged others to help reach the
goal.  After the dust settled, the final
total was $20,567.08. 

The goal was reached and New
made good on his offer.  On Friday,
November 18, Mid-City held its
“Shave and a Price Cut” Promotion.
They had a local barber come in and
do the honors in the middle of

counter area, and offered discounts
on orders that afternoon.  Over 50
customers and associates gathered to
watch the unique event.

“We were looking for an incentive
for our associates to hit the BHAG
(big hairy audacious goal) for our
2012 United Way campaign,” said
New. “When I told them that I would
shave my moustache if we hit the
goal, I thought I was pretty safe; I
didn’t think we would ever collect
that much in pledges.  Well, I was
wrong!  Neither my wife nor my kids
a have ever seen me without it.  The
kids handled the change ok, but Ilene
is still evaluating the new look.

“I may have lost my moustache,
but the real winners are the people
served by the United Way agencies of
our communities.  I am pleased to do
my part, and proud of our associates
for stepping up their pledges.”See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Mid-City president and owner Jeff

New hasn’t shaved his mustache since

he was 21 years old, but when Mid-

City Supply associates donated more

than $20,000 to United Way, he

pledged to shave it off.

Going...going....

Gone!
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T
he 2012 PVF sector’s performance potential

is poised for the best record ever generated by

this energy, power and expansion-anticipated

flow control infrastructure.

Never before has such a perfect storm of opportu-

nity faced pipe-valve-fitting manufacturers, distribu-

tors, end-users and installers, as facility development,

maintenance and repair, as well as expansion-in-place

combine to simultaneously move forward.

The following major factors are the key to such un-

usually lofty expectations:

• Energy Development. All aspects of oil and its

derivatives, natural gas and renewables are set to

move aggressively forward, as the private sector’s in-

vestments trump the obstacles put in its way by the

Environmental Protection Agency, bent on inhibiting

dynamic energy development opportunities. This puts

significant additional pressure on extraction, refining,

and transmission.

• Power Generation. The nation’s electric utilities

are in a woeful state of disrepair, anticipating a rash

of brownouts and blackouts as the years wear on.

These shocking shortages in upkeep and expansion

have gotten worse in the wake of the Enron scandal,

which subsequently cancelled new projects and rele-

gated existing initiatives to mothballs. This critical

restoration was further delayed by the jarring reces-

sion, which downplayed growth due to reduced de-

mand. As the industrial sector leads the current

economic comeback, America’s utility network is

hard-put to keep up with sharp demand growth.

• Renewables. Solar, geo-thermal, wind, ethanol.

Although expectations for these “green” peripherals

are exaggerated by an environmentally-involved Ad-

ministration, they have added to the overall impact

on the wide range of pipe, valves and fittings needed

to activate these added procedures. With the federal

government committed to a ‘green’ strategy, the need

to implement its growth will put additional demand

on the PVF sector’s capability.

• Derivatives. Such consumer-oriented sectors as

chemicals and plastics, as well as food, depend on

PVF products to service their facilities ongoing. Al-

ready on the upswing in 2011, they

are headed for accelerated ex-

pansion in 2012.

What makes domestic and

export opportunities for the

widening expanse of PVF prod-

ucts feasible is the greatest

monetary liquidity ever

enjoyed by America’s

corporations and banks.

Where previous post-re-

cessionary rebounds

have been restrained by

money shortages, plen-

tiful balance sheet cash

THE WHOLESALER® — JANUARY 2012• •43PVF Forecast for 2012

2012 PVF sector poised
for record performance

(Turn to

PVF... page 44.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

See contact information on page 98

BY MORRIS R.

BESCHLOSS

PVF and economic 

analyst emeritus
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PVF sector poised for
takeoff during 2012 
makes simultaneous growth on all
fronts readily available.

The wild card in this potential break-
out to the upside is the rapid evolution
of technology. This is particularly rel-
evant to the  hydraulic-fracturing
(fracking) process of extracting natural
gas and oil from shale. Although this
process was first engendered more
than 50 years ago, the high price of oil,
especially, has made this constantly
improving technique profitable. It has
already fulfilled all domestic natural
gas requirements, anticipating export
possibilities in the future. As the fol-
lowing column points out, it’s now a
real possibility in oil as well.

Total oil energy independence
lurks under America’s top soil

Outside of the Middle East, only the
Russian Federation has the potential oil
reserves that could challenge the esti-
mated 90 billion oil barrels trapped in
the handful of U.S. regions where
shale rock content has already been
identified.

It’s likely that this potential could be
multiplied many times over if a “full-
court press” could be undertaken with
enthusiastic government support.

Therein lies the problem. It’s no ex-
aggeration to claim that the current Ad-
ministration is an unwilling party to a
massive drive for exploiting this unan-
ticipated oil glut. These production ca-

pabilities, not even dreamed about a
short few years ago, have been made
available through the hydraulic-frac-
turing process.

Further enhancing an astounding re-
serve potential and profit-ample do-
mestic U.S.-based oil prices are the
revolutionary fracking process. This
has already turned a relatively recent
shortage of natural gas and sky-high
costs of up to $15 per million British
thermal units only three years ago, into
downward cascading price levels in the
$3.75 per comparable Btu into a virtual
glut. This previous anticipation of liq-
uid natural gas (LNG) to meet U.S.
growing needs has, in the veritable
blink of an eye, elicited a major export
opportunity.

Fracking opportunities have pro-
vided a stunning turnaround in natural
gas. This has already been proven in
the Bakken Belt in North Dakota, and
the Marcellus Range in Pennsylvania
and upstate New York. In addition,
new discoveries have already been
found in West Texas, and there are end-
less acres awaiting development on
federal lands.

But standing as an irrevocable bar-
rier to a fossil fuels (natural gas and
oil) breakthrough is the anti-fracking
Environmental Protection Agency, and
its activist head Lisa Jackson. She be-
lieves that accelerating prices of oil,
her number one target, will make an
evolutionary leapfrog into renewables,
such as solar, wind, geothermal, hydro-
electric and electric cars totally viable,
sooner rather than later. She is commit-
ted to a total renewable energy replace-
ment at any cost.

Whether this rejectionism will stop
the energy revolution dead in its tracks,
will depend on the outcome of the No-
vember 2012 general election.

(Editor’s note: The controversy over

fracking revolves around the many

proprietary mixtures of substances in-

jected into the fuel-bearing substrates

during the fracking process. Environ-

mental groups contend these mixtures

contain toxic chemicals that can find

their way into water tables and water-

ways, depending upon the depth and

location of the fracking process.) 

‘Buy America’ is gathering support

The most recent attempt by both the
U.S. government and the independent
businesses sector to shift industry back
to America’s shores seems to be in-
creasingly resonating.

Although wrapped around the “Stars
and Stripes,” Buy America’s initial ob-
jective is primarily employment-wise
motivated. To put this concept into full
context, this call to “Americanization”
encompasses manufacturers, distribu-
tors, contractors, retailers and speci-
fiers, who control the overwhelming
employment potential in the American
nation.

Even though a reversal of rampant
unemployment is a major target of 
“Buy America,” it should not be exclu-
sively protectionist. But it should re-
store a realistic global balance within
the world’s largest economic giant, the
U.S.A.

While the huge shift to imports has
had a salutary effect on both producer
and consumer costs, with a moderating
impact on a potentially inflationary
spiral, it may have swung the pendu-
lum too far toward offshore depend-

ence. Energy usage is the best exam-
ple. With America’s massive
business/industry community en-
meshed in import/export activities, it
would be foolhardy to embrace the
[Republican-sponsored] Depression-
era Smoot-Hawley protectionist legis-
lation, which some economists claim
exacerbated that disaster’s downward
plunge.

What I have gleaned from several
hundred respondents regarding a
restoration of a more balanced for-
eign/domestic role in America’s eco-
nomic future brought out the
following:

• An overwhelming majority of
business decision-makers believe that
it should be mandatory that American
business owners and managers all be
totally responsible for the products of
their domestic or import manufacture;

whether industrial or consumer-ori-
ented. Their point is that the highest
standards of safety and performance
must be assured by the progenitor to
their markets, no matter where their
origins.

• An attitudinal shift indicates that
the runaway importation of foreign fin-
ished goods and components, in the
hands of importers buying strictly on
price, should be reversed.

• Higher overseas labor costs, gal-
loping transportation outlays, question-
able and untraceable foreign quality
standards, and “just in time distributor
inventories” have added to bringing
some manufacturing back to the U.S.

In the final analysis, the legal conse-
quences to the company responsible
for installing or dispensing such prod-
ucts made overseas, if not controlled
by a reputable owner/manager in the
U.S., will provide the ultimate answer
to how well the foreign/domestic bal-
ance continues to resonate.

Just-in-time distributors’
inventory restrictions mask

U.S. manufacturing comeback

In my continuous national survey of
America’s manufacturing comeback,
now in its multi-month consecutive re-
bound, I tend to dwell on the consum-
mate amount of orders emanating from
the actual product users for new proj-
ects, maintenance and repair, and inter-
nal expansion.

Since I interface with a substantial
number of distributors of industrial and
flow control products, I noted an Oc-

tober disparity between the brisk pace
of new orders emanating from the
field, in comparison with the inventory
downturn at the distribution level,
which seemed to be lagging from the
brisk pace I noted from field reports in
general.

The answer lies in the schism be-
tween increasingly skittish distributors,
concerned about a sputtering economy
and overall fears of increasing reces-
sionary trends, and the actual usage.
This has caused distributors in general
to tighten their “just-in-time” inventory
level, while customer orders were ex-
panding during the month of October.

Since the bulk of distribution’s in-
vestment revenues are expended on in-
ventory buildup, this critical segment
of the business channel is heavily in-
fluenced by anticipation of future eco-
nomic growth, pricing levels, and

maintenance of adequate immediate
service to its customers.

The thrust of my October conversa-
tions revealed strong existing demand,
but increasing concern with a ‘double
dip’ recession, largely influenced by
Europe’s intensifying financial tur-
moil, and the lack of cohesive busi-
ness-positive legislation emanating
from the Washington, D.C. political es-
tablishment.

While energy development has
reached new levels of U.S.-based dry
land growth, especially in “fracking”
activities like North Dakota’s Bakken
Belt, and the Pennsylvania/New York
Marcellus Range, in addition to onsite
refinery expansion, and electric utili-
ties’ catchup, the specter of outright
hostility by the Environmental Protec-
tion Agency, and its successful attempt
to stop the building of the
Canadian/American oil pipeline has
the distribution fraternity especially
concerned about the future.

(Editor’s note: Nebraska’s Republi-

can governor Dave Heineman says he

supports efforts to accelerate the fed-

eral approval process for a controver-

sial crude oil pipeline through

Nebraska, provided state officials

agree to a new, acceptable route in Ne-

braska. Pipeline developer Trans-

Canada agreed to divert the

1,700-mile project away from the sen-

sitive Nebraska Sandhills that are lo-

cated over the Ogallala Aquifer.

Environmental groups oppose the

pipeline because it would carry toxin-

(Turn to Despite... page 46.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 43.)

Although wrapped around the “Stars and Stripes,”
Buy America’s initial objective is primarily employment-wise
motivated. To put this concept into full context, this call to
“Americanization” encompasses manufacturers, distributors,

contractors, retailers and specifiers, who control the
overwhelming employment potential in the American nation.

I noted an October disparity
between the brisk pace of new
orders emanating from the field,
in comparison with the inventory
downturn at the distribution level,
which seemed to be lagging

from the brisk pace I noted from
field reports in general.
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services within the borders of Amer-
ica’s 50 states, shifting production
abroad is generally not an option. In
fact, our surveys indicate that main-
taining domestic control over quality
and inventory levels ranks high in pri-
orities that such manufacturers, distrib-
utors, contractors and retailers impose
on themselves.

This ever-hardening position, in the
face of perceived government hostility,
has negatively impacted employment
increasingly. It has further shifted the
relocation within the U.S. from such
high tax states as New York, California
and Illinois to Texas, Nevada and the
Carolinas, where state governments
have made the hiring climate more
propitious.

The insensitivity of U.S. govern-
ment-controlled agencies like EPA,
SEC and FTC, in coagulating the ar-
teries of businesses, desperately desir-
ing to prevail in a stagnant economy,
will make it nigh impossible for Amer-
ica’s private employment sector to
even absorb new entries into the labor
pool, much less reduce the high reces-
sion level employment rate.

and small, spent on capital equipment
expansion and replacement. What
makes these gross expenditures so phe-
nomenal is that an overwhelming ma-
jority were allocated to automation,
upgrading and mechanization of exist-
ing facilities, rather than expansion.

It ratifies what these columns have
attested to in the past year, that busi-
ness and industry is focusing on greater
unit productivity, in markets that are
squeezing profit margins between
higher raw material costs on the one
hand, and customers' static demand
and non-acceptance of price increases
on the other.

As often repeated here, it is also part
of a widespread resistance movement
against federal and even state and local
governments to impose greater costs
on America’s independent business
sector. Since the overwhelming per-
centage of such non-publicly traded
companies produce their goods and

laden Canadian oil-shale crude oil in

a 36" pipeline that could wreak envi-

ronmental havoc should it  rupture.

The obama administration has de-

layed the final approval of the

pipeline’s route until 2013, following

more extensive studies of the pipeline’s

proposed route.)

Internal corporate capital
expenditures hit all-time high

Non-defense capital goods orders,
excluding military and commercial air-
craft, hit an all-time high of $68.9 bil-
lion in September, surpassing the
previous high of $68.5 billion in April
2008. The latter came at the peak of the
pre-recession boom preceding the
global financial disaster of September
2008, ushering in the most recent re-
cession.

These numbers represent the invest-
ment dollars that U.S. companies, large
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PVF Forecast for 2012

Despite world turmoil,
PVF markets set to soar

An American economic decision
showdown will have to await the No-
vember 6, 2012, general elections to
determine this nation’s future eco-
nomic course.

America’s intellectual property
rights thefts — U.S. multi-national

corporate victim?

Although the federal government
has accused such major world powers
as China, Russia and India as being
complicit in the theft of America’s in-
tellectual property rights — such as
high technology, films, literature and
patented medical innovations, etc.—
this has not stopped such practice in its
tracks.

The U.S. is obviously the leading
victim in this ongoing theft, due to the
prominence of its inventive exception-
alism.

While these alleged crimes are said
to be committed by a shadowy group
of “idea thieves,” it may come as a
shock to learn that large American cor-
porations, and even government agen-
cies, are complicit.

With the surge by many of Amer-
ica’s billion-dollar entities gravitating
to low-cost overseas manufacturing
and service facilities having become
epidemic in the past 20 years, the
usurping of America’s innovative ge-
nius has become increasingly easy.

Since manufacturing facilities in for-
eign nations are easily accessible to
local managers and engineers, such
usurpation is not difficult to evolve
even under the strictest surveillance by
corporate U.S. headquarters.

Charges levied by legal representa-
tives of multi-nationals, who have de-
manded stoppage of such practices
when incurred, found little satisfaction
in those accused’s national courts.

This practice has also spread to mil-
itary and security-oriented equipment,
either sub-contracted overseas or li-
censed to foreign contractors, who can
“leak” such world-leading ideas as
aeronautics, avionics, and missile de-
fense technology.

Although this “leaking” of innova-
tions is known to be a relatively ongo-
ing practice, there is little the U.S.
government or the major corporations
have done to nip it in the bud.

These thefts are an unfortunate side-
bar to America’s spreading depend-
ence on its foreign affiliates. In
addition to the purloining of America’s
innovative genius, these ongoing idea
thefts will further weaken the domestic
advantage that should have accrued to
the benefit of America’s business in-
dustry, and the public in general. n

Morris R. Beschloss, a 55-year vet-

eran of the pipe, valve and fitting in-

dustry, is PVF and economic analyst

for The WholesaleR.
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“Greenlee holemaking products stand 
head and shoulders above the rest.
These products are top quality 
and consistently last longer 
than their competition. This 
helps the bottom line.
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- Bill McLaughlin,  Broadway Electrical Co, Inc. 
  Boston, MA

Made For the Trade!™

1.800.435.0786
www.greenlee.com

”

OUR HOLE LINE-UP

Knockouts

Step Bits

Auger Bits

Hole Saws

Combination
Drill/Tap

Reciprocating 
Blades

Spade Bits

D’VersiBIT®

        

See contact information on page 98
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2012
is here—which

means it’s time

for those of us

in the kitchen and bath industry to start

looking at new sources of design in-

spiration and the latest product trends

(cringe). Hearing the word “trend”

makes most designers shudder, but

after 25 years serving as a lead mar-

keting strategist for kitchen, bath and

architectural products, I have also

begun to find the word troublesome.

After all, how does one really deter-

mine if something is a trend? How

does one determine if it’s a fad? And

when does it stop being a trend and be-

come an industry standard? 

With 2011 in the not-so-distant

past, 2012 will continue to be defined

by conscientious discretionary spend-

ing. Understandably, homeowners

and designers in affluent markets

have not been deterred by the eco-

nomic slowdown when it comes to

buying or specifying luxury kitchen

and bath products. Yet, they are

searching for innovative solutions

and luxury products that have staying

power and long-term value as op-

posed to the next “in” thing. In that

regard, there are several “anti-trends”

(if you will) emerging in the kitchen

and bath sector that are worth taking

a look at this year:

Water delivery technology
There is no denying it: water deliv-

ery technology has made rapid strides

in the bath space. From state-of-the-art

electic shower systems to turbine-

powered proximity faucet applica-

tions, recent digital advancements are

giving users more opportunities to

have control over their shower or bath

experience in terms of water tempera-

ture and volume, as well as water and

energy usage.

Today’s digital shower systems

offer the greatest opportunity for

control over the in-home shower ex-

perience. Although boutique manu-

facturers have offered digital shower

systems for some time, Kohler and

Moen showed their level of invest-

ment in R&D when they debuted

their own versions at the Kitchen &

Bath Industry Show last year (most

likely encouraged by consumer

feedback)—a strong indication of

where the industry is heading.

2012 will also usher in several ex-

citing digital shower systems, includ-

ing Watermark ID’s Luxury Shower

System (LSS) and GRAFF’s Aqua-

Sense. In the case of LSS, a full-color

digital touch screen gives users the

ability to control shower lights, con-

nect to any audio device with head-

phone jack and program shower

scenarios with the user’s name, pre-

ferred water temperature, speaker

volume, lights, water consumption

timer or shower duration timer. The

scalability of systems like the LSS

make them ideal for both commercial

use (the hospitality mode allows one

pre-set program to be set by hotel

staff, locking out setting menus from

guests – just imagine the energy and

conservation efficiencies of this) and

residential use (for anyone who wants

a gentle reminder about home conser-

vation… or of course, wishing to put

a limit their teenagers’ annoyingly

long showers). Staying true to

GRAFF’s signature European style,

Aqua-Sense is also a fully program-

mable shower system with touch

screen technology, MP3 or iPod ca-

pability, ceiling mounted speaker op-

tions and RGB LED shower-heads

for a whole body spa experience, cus-

tomized totally to the user’s needs. 

Proven technologies, such as Blue-

tooth and other web-based applica-

tions, are also making their way into

plumbing and bath offerings this year.

ThermaSol is an example; the steam

shower manufacturer launched its

Bluetooth-enabled Serenity Light &

Music System at the DPHA confer-

ence in late 2011 to rave reviews and

has a new digital product hitting the

market in first quarter 2012. Wireless

technology in the bath has several

benefits: 1) users now have the ability

to wirelessly control the audio in their

steam shower from anywhere in the

bathroom; 2) they can customize their

experience with their personalized

audio selections; 3) and most people

are already familiar with how Blue-

tooth works, so there is less of a bar-

rier for not-so tech-savvy users.

Another benefit is installations are

made easier. If the manufacturers

have really taken their electronic

commitment as serious as ThermaSol

has, their digitally integrated equip-

ment makes component upgrades,

virtually “plug and play.” 

Beyond the shower, new faucets hit-

ting the market this year are not neces-

sarily electronic—but offer touchless

applications powered by alternative

energy sources. Chicago Faucets’ Self

Sustaining Power System (SSPS) and

TOTO’s EcoPower products—both re-

(Turn to Trend... page 50.)
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See contact information on page 98

Four new bath trends to watch

BY DAVID SCHLOCKER

Special to The WholeSaler

With 2011 in the not-so-
distant past, 2012 will
continue to be defined

by conscientious
discretionary spending.
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Trend to smaller spaces will
require downsized fixtures
leased in 2011—are two examples of

high-performance turbine powered,

hands-free faucetry.

Since many of these new water de-

livery products help conserve water,

energy and money, they offer home-

owners great long-term value, if not

the added bonus of a unique bath ex-

perience they can make all their own. 

Less is more
Die-hard minimalists have been

singing the “less is more” refrain for

forever, but it’s not just about aesthetic

anymore. According to an Interna-

tional Furnishings and Design Associ-

ation survey called “20/20: IFDA’s

Vision for the Future,” Americans will

be living in smaller spaces with fewer

rooms by the year 2020–increasing the

need for products with uncluttered,

clean lines. Product manufacturers

have answered the call, introducing

bath fixtures and accessories with con-

cealed parts or technologies, stream-

lined faucets, products that serve

double duty and smaller versions of

their bath lines — offering better pro-

portioning and scalability.

Examples: Hastings Tile & Bath

decided to downsize its popular

Chelsea Tub for 2012. It now comes

in a smaller version measuring 58"

wide from tip to tip. GRAFF’s

SENTO, available in first quarter

2012, keeps the design strikingly

minimal with a single lever mixer and

widespread faucet, and yet still man-

ages to create a strong visual impact.

And Vola’s Round Series—which

consists of sleek waste bins and tissue

dispensers that save space (and hide

the technical parts) by sitting flush

against the wall—harken us all back

to a time when Arne Jacobsen (the fa-

ther of Danish Modern) and Verner

Overgaard first brought their idea of

concealed technical parts into the

mainstream. 

Anti-bacterial finishes
Here is an anti-trend after a germa-

phobe’s heart: finishes with anti-bac-

terial qualities. “Healthier” bath

products, such as faucets, grab bars

and sinks with antimicrobial treat-

ments are quickly becoming staples

on the hospitality circuit. JACLO is

one manufacturer that offers a unique

coating treatment option on many of

its decorative grab bars, helping to in-

hibit the growth of bacteria, molds

and mildews that can cause odors,

staining and product deterioration. 

On the residential side, Clarke Bath

Products offers antimicrobial protec-

tion by using Lucite® with Microban®

in their Passages walk-in baths (for

assisted living needs and the aging in

place requirements of today’s home-

owners ), made of high-molecular

acrylic infused with a protectant

against microbes such as, bacteria,

mold and mildew.

LAUFEN’s ceramic sinks, vanities

and toilets are also treated with their

own coating called “Laufen Clean

Coat,” which makes cleaning easy,

not to mention effortlessly hygienic.

And if you are looking for natural

products with finishes that have anti-

bacterial qualities, Native Trails’ new

contemporary line of copper sinks

help keep kitchens and baths clean

and sanitary. Copper has inherent

anti-bacterial qualities, plus their

(Turn to Customers... page 52.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 48.)

See contact information on page 98

Americans will be
living in smaller spaces
with fewer rooms by the

year 2020–increasing the
need for products with
uncluttered, clean lines.
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Customers want products
that are ‘Made in the USA’
sinks are handcrafted from sustain-

able and recycled materials. 

Sustainability, durability
The desire for quality and durable

products will also reach a fever pitch

this year, as more American con-

sumers and designers seek out prod-

ucts that are “Made in the USA.” This

stems from a perceived difference in

quality between products manufac-

tured in the U.S., compared to prod-

ucts that are manufactured in Asia. 

We continue to hear anecdote after

anecdote about customers walking

into showrooms and specifically ask-

ing for plumbing products that are

“Made in the USA.” Why? Because

they want to support local jobs. Be-

cause they want to connect with these

products and take pride in the prod-

ucts in their home; and they are often

willing to pay a higher premium for

these products as long as they have

long-term value and quality. 

Designers, architects and plumb-

ing specifiers, however, are usually

motivated by a different set of cir-

cumstances. Locally-made products

help sustainable projects earn extra

LEED points; while higher priced

items produced in the U.S. with a

long life cycle can help offset devel-

opment or renovation costs. 

And one final observation I’d like

to point out regarding sustainable lux-

ury products. Affluent consumers

continue to seek out residential prod-

ucts of distinction first and foremost,

but many are pleasantly surprised

when they discover that these prod-

ucts also have “green” aspects

(whether it’s an actual eco-feature or

responsible manufacturing). In some

cases, we have found that these high-

end green products are actually dis-

placing other high-end products in the

same category. In the end, I suspect

these eco-luxury products will be pos-

itive for the luxury niche, ultimately

transforming it into one that is consci-

entious as opposed to conspicuous. 

Regardless of whether or not

“trend” is a bad word to you, the New

Year is an opportune time to rethink

the luxury products you are selecting

for your home or specifying for your

clients. Is it going to bring them

value? Is it going to be sustainable in

the long-term? Will it make their

lives better and healthier for the fore-

seeable future? In an age where

trends are here one minute and gone

the next, products with a sense of

timelessness should have a special

place in our catalogs. I know they do

in mine. n

David Schlocker is the CEO and

founder of DRS and Associates, a

full-service branding, advertising

and public relations agency in Los

Angeles. He has more than 25 years

of experience in marketing, design

and merchandising to luxury con-

sumers, architects and designers,

specific to the Kitchen & Bath and

architectural products industries. A

frequent trade show globetrotter, he

comes into contact with virtually

thousands of new K&B products each

year, but ultimately found it impossi-

ble to not mention some of his firm’s

clients in this article. For more infor-

mation on DRS & Associates, please

log on to www.drsandassociates.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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In some cases, we have found that
these high-end green products are
actually displacing other high-end
products in the same category...
these eco-luxury products will be

positive for the luxury niche,
ultimately transforming it into

one that is conscientious
as opposed to conspicuous.
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observed the following:
• A continuing focus on sustain-

able technologies such as solar ther-
mal, ground-source heat pumps,
air-to-water heat pumps, and bio-fuel
systems. The one thing these systems
have in common is hydronics. 

• Passive house and related build-
ing envelope technologies will be-
come mainstream. We completed our
first passive house mechanical sys-
tem this year (see my June and July
2011 columns) and have two more in
the design phase. 

• A larger percentage of hot water
boiler installations will be 95%+ con-
densing gas boilers. We will probably
install eight low-mass condensing gas
boilers for every one cast iron atmos-
pheric boiler we install.

• New control systems allow me-
chanical contractors to achieve what
used to be subbed out to specialty
contractors. Uponor CCN, tekmar
and Taco iWorx are three I have used,
but many more are available. 

• Radiant cooling (or more cor-
rectly, absorbtion cooling) will be a
growth area. Our first system is going
in now. The affordable control sys-
tems mentioned above now make ra-
diant cooling systems possible for
residential projects.

I’m optimistic about the opportuni-
ties for growth and higher margins in
2012. I hope you’ll write to us and
share your thoughts for the year
ahead, and I wish you all a healthy
and prosperous new year. n

Dan Foley is president and owner

of Foley Mechanical Inc., based in

Lorton, Va. FMI specializes in radi-

ant, hydronics and steam systems, as

well as mechanical systems for large

custom homes. He can be reached at

703-339-8030 or by e-mailing dfo-

ley50@verizon.net.
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A
s we’re in the process of
closing out 2011 here at
Foley Mechanical, I took

some time to reflect on 2011. We’re
ending the fourth quarter on an up-
swing and had a positive year. Gross
revenues stayed about the same as
2010, but our margins improved from
6% net to 11% net. And there is still
room for improvement. 

I have the good fortune to work in
a thriving local economy. The Wash-
ington, D.C., metro area seems to
weather economic downturns better
than most. Our economy is diverse
with no single dominant sector. The
federal government stokes the eco-
nomic engine, but it’s actually the
companies doing business with the
federal government and the military
that really give the economy a boost.
In particular, defense and other gov-
ernment contractors have done well
for the last several years, helping to
cover the dip in the residential hous-
ing market. The commercial market
remained steady throughout.

Business looking up

My outlook for 2012 is positive. If
2010 was about holding ground and
not slipping backwards, and 2011
was about improving the bottom line,
then 2012 will be about growth and
ever-higher margins. 

After two years of keeping a tight
handle on overhead spending and
keeping operating costs in check, I’ve
made the following changes in my
company:

• Hired four new field employees
in the past month (for a total of 17
employees at FMI)

• Invested in a new website (in de-
velopment), logo, and professional
services

• Ordered two new trucks 
• Purchased new design software 
• Purchased new tools to improve

the efficiency of field staff
I’ve made these changes so that my

company will be in a good position to
respond when the recession loosens
its grip. This past fall, I closed three
significant deals totaling more than
$2M that allowed me to invest in the
new employees and infrastructure. 

“Luck is what happens when prepa-
ration meets opportunity,” said the first-
century Roman philosopher Seneca. I
plan on being “lucky” in 2012.

I asked old friend and super rep

Skipper Joyce how he envisions the
coming year. Skipper is owner of The
Joyce Agency (www.thejoyceagency
.com) located in Springfield, Va. Skip-
per reps many of the lines we use, such
as Viessmann, Grundfos, Mitsubishi,
and Watts Radiant. He also carries a
full plumbing line.

“2011 was a good year for The
Joyce Agency,” said Joyce, “espe-
cially on the commercial side. 2012
is going to be a mixed bag with com-
mercial business expected drop a lit-
tle. We’re planning on residential to
be up slightly. Repair and remodel
work will hold steady. Moving for-
ward into 2012, we’re looking to
react to the market and be able to
change direction quickly.” 

For a broader insight into the state
of the hydronics industry, I contacted
Lino Santoro, director of radiant sales
at Viega North America. Lino has a
pulse on the national market. 

“Viega is forecasting a double-digit
increase in sales in 2012 for our resi-
dential radiant product line,” said

Santoro. “We expect this trend to
hold true for our commercial
snowmelt, heating and cooling line as
well. We’re also forecasting an in-
crease in our Pro-Press line.” 

What recession? It appears that
Viega has chosen to ignore the econ-
omists and create its own market. I
like Lino’s optimism and make-it-
happen attitude. 

Larry Drake, president of Teal In-
ternational Corporation and former
executive director of the Radiant
Panel Association, is well connected
within the hydronics industry. He is
presently working on an innovative

graphical hydronics design software
program. He shared his thoughts on
the future of the hydronics market: 

“2012 will be a year of ‘if’ this,
‘then’ that. As with most election
years, the mood of the country’s eco-
nomic outlook will depend on who
stays in office and who goes. ‘If’ the
current administration continues,
‘then’ we can expect to see things re-
main pretty much the same. The
world market will continue to strug-

gle and any recovery is years away. 
On the other hand, ‘if’ there is a

new administration, regardless of
one’s political bent, ‘then’ it will
bring a spurt of optimism. This will
fuel a temporary uptick in the econ-
omy. There is a lot of pent up energy.
Industry has been winding its spring.
‘If’ a new administration offers any
kind of regulatory relief for industry,
‘then’ the spring will begin to unwind
once again. 

Politicians like to say jobs fuel the
economy, but it is optimism that
makes our system work. Give indus-
try a reason to believe in the future
and it will create jobs. Jobs create
wealth and wealth builds homes.”

To benefit from a West Coast per-
spective, I talked with Bill Shady,
P.E., owner of Sustainable Design
and Product Management, a Santa

Cruz-based consulting engineering,
and product development firm
(www.sustainabledesignpm.com).
Bill’s primary market covers the en-
tire state of California, but he has
projects all over North America as
well as international commissions.

“2011 was a recovery year for
everybody,” said Shady. “The econ-
omy and construction industry con-
tracted so quickly, it took people by
surprise. We look for 2012 to be a
year of positive growth.” 

Bill certainly has a positive out-
look. He’s rolling out a brand new, in-
novative product called the Climate
Right System, a packaged mechani-
cal and control system that I plan to
cover in greater detail in a future col-
umn. The product is in growth mode
with nine systems on order. 

“My market is full of young,
wealthy, stock-laden internet and
software entrepreneurs,” said Shady.
“I foresee the high-end custom estate
home market picking up.” 

Bill also forecasts growth in the
hydronics market for the multi-family
high-rise commercial market. The
owners of these projects are looking
for mechanical systems with a small
footprint that are economical to oper-
ate and allow for sub-metering, ac-
cording to Bill. So it sounds like this
is a good time to be in the hydronics
business in California as well. 

Here in the D.C. market, I’ve ob-
served a number of trends. In my
daily contact with architects,
builders, engineers and clients, I’ve

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

BY DAN FOLEY

Special to The WholeSaler

“For 2012 we’re planning on
residential to be up slightly.
Repair and remodel work

will hold steady.”
— Skipper Joyce, the Joyce Agency

... “It is optimism that makes
our system work. Give industry

a reason to believe in the
future and it will create jobs.”

— Larry Drake, Teal International Corp.

“2011 was a recovery year for
everybody... We look for 2012 to
be a year of positive growth.”

— Bill Shady, Sustainable Design
and Product Management“Viega is forecasting a

double-digit increase in sales
in 2012 for our residential

radiant product line.”
— Lino Santoro, Viega North America

The outlook ahead for wet heat 
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The results of the 2010

CLEAReport*, an independent 

water heater study by Clear Seas

Research, revealed that product

quality, service, technical support,

and the fact that Bradford White is

not sold in retail stores were the

most important factors to

contractors when selecting a 

brand of tank type water heater. 

And now our support for you 

gets even better. Bradford White

has just opened a 24/7, factory-

based call center. 

This fully staffed technical 

service team is there when you

need it, anytime day or night. 

We’re making it easy for you to 

be a Bradford White contractor. 

www.bradfordwhite.com | Built to be the Best™ | To Find A Wholesaler Call 800.523.2931

*Ranking is based on the 2006, 2007, 2008, 2009 and 2010 CLEAReports by Clear Seas Research. Please visit www.clearseasresearch.com for additional information.  © 2011, Bradford White Corporation. All rights reserved.

“We made the switch to Bradford White almost 15 years ago when we started having
problems with another brand. Our reputation depends on the products we recommend so
quality and reliability are critical. We couldn’t be happier. Bradford White is loyal to the
plumbing profession. Their products and people are top notch.” Kevin and Ryan Carney -

Carney Plumbing – Heating – Cooling, Line Lexington, PA

For the fifth
straight year,
Bradford White 

is the tank water
heater brand most

purchased by
professional
contractors. 

And again, 
we are the most

recommended
brand.

         

See contact information on page 98
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Half empty or half full?

Where is your mindset for 2012?
A

s I review the last several
years of my 40+ year career,
I encourage you to create a

more positive attitude and to look for
solutions to improve your success in
these tough economic times. 

How do you see 2012 for you and
your showroom? Is the glass half
empty or half full?

There is lots of positive thinking
and solution-orientated wisdom for
2012. In my November 2011 column,
I expanded on David Kohler’s ideas
from the Southern Wholesaler Asso-
ciation convention keynote presenta-
tion. In his speech, Kohler offered the

following advice and solutions:
• You can succeed in this environ-

ment. In many ways, it’s better than
what we’ve seen in other recessions.
Consumer mindset is shifting, creating
opportunity and change. Every seg-
ment of the market cares about value.

• Let’s focus on what we can con-
trol and what is possible. We can
overcome adversity and find ways to
succeed in any environment.

• The Internet is the single biggest
factor impacting business in my life-
time. I want to use our presence on
the Internet to drive more traffic to
our distributors. That speaks to our
distributors having both a strong
physical presence as well as an on-
line one. 

• My father (Herbert Kohler) said
if it’s worth doing, it’s worth measur-
ing. What gets measured gets man-
aged. What gets managed gets
improved. We will still live by that

philosophy.
On December 4, I received an in-

formative e-newsletter, Year End

Economic Outlook, from Steven Kle-
ber, president of Kleber & Associates.
Steven is an expert in the kitchen and
bath industry in marketing, advertis-
ing, public relations and social media.
In his newsletter, he spoke about pos-
itive outlooks for 2012. He cited
these facts:

• December began with the stock
market’s best performance in almost
three years.

• The unemployment rate fell to a
21/2 year low, while the number of
Americans who signed contracts to
buy homes surged to the highest level
in a year. Homebuilders are now as
confident as they were in May 2010.

• What’s more, consumer confi-
dence rose by the most since April
2003, on the heels of record-breaking
retail sales from Black Friday and

Cyber Monday. And it wasn’t all flat
screens and iPads; Home Depot
shares are now at a 52-week high.

• U.S. factory activity expanded to
its highest level since June, while
construction spending climbed to an
annual rate of some $800 billion, led
by housing and commercial starts. 

• The Census Department released
its monthly New Residential Homes

Report showing a 1.3% monthly in-
crease and an 8.87% increase year-
over-year. The inventory of new
homes has now fallen to the lowest
level seen in the last 47 years.

• The U.S. is on target to invest
more than $337 billion on our homes,
with annualized private residential
fixed investment rising 3% for the
quarter, based on the Bureau Eco-
nomic Analysis. Significantly, this is
only the second increase since 2006,
and this time it’s not boosted by arti-
ficial government tax-credit stimulus.

• While shadow foreclosure inven-
tory and the European economic
community both appear to be held in
check (at least for now) by coordi-
nated institutional effort, I remain
quite optimistic for the new year.
How about you?”

Jonathan Sweet, editor in chief of
The HousingZone.com, wrote a
multi-page article published on
12/2/2011, called “Nine reasons to be
optimistic about housing.” You can
read the full article at www.housing-
zone.com/industry-data-research/9-
reasons-be-optimistic-about-housing)
. He said, “There have been a lot of
positive signs for a housing (and
broader economic recovery) coming
out lately. Here are nine reasons why
we might be looking at a better 2012
than 2011 in the residential construc-
tion market.

• Unemployment drops to lowest
point since 2009.

• Pending home sales were up
10.3% in October.

• Housing affordability is at record
levels.

• Consumer confidence is up head-
ing into year-end.

• Existing home sales make a sur-
prising October jump.

• Residential construction spend-
(Turn to Looking... page 58.)
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BY PETER SCHOR 

Showroom specialist

• Opportunities in value-
conscious consumers

• Internet biggest factor
• Optimism growing
• Bath-plumbing sector

a growth area

See contact information on page 98
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DRIVEN BY A SENSE OF PURPOSE WE ARE SINGULAR IN FOCUS.

Trust and faithfulness are prerequisites to the development and sustenance of lasting relationships. Since
1989, the founder has offered the premise of; no fabricators, no contractors, no end users and no exceptions.
This premise has been the keystone of a philosophical commitment to exclusively service the distribution
market. Looking towards the future Team Alloys LLC will capitalize on this customer confidence that has been
earned. While others compromise on the doctrine of master distribution, Team Alloys will operate as Amer-
ica’s true master with strict adherence to the aforementioned fundamental principles.

Team is beginning operations in January of 2012. Our facility includes 70,000 square feet of warehouse and
6.5 acres of outside storage. Initially Team will service the carbon, low temp and high yield markets with fit-
tings and flanges 24” and down. Our commitment to service will redefine expectations of the industry. By Au-
gust of 2012 stainless steel products will be added to the mix. Special alloys will enhance the value equation
as our business grows. Finally, seamless carbon pipe will round out the package.

People are the heartbeat of any organization. You can expect an outstanding staff of employee owners. The
person you speak with is empowered to take care of you; as seasoned veterans they will accept nothing less.
In house machining facilities will be a complement to our can do attitude. The entire sales staff will be servic-
ing the complete range of products. Team will truly be a one stop shop with leadership from management fa-
miliar with the entire product range. 

Our Supply chain spans the globe. Whether you need specific manufacturers or just a competitive price, Team
can fill the bill.  If, approved, generic, Western European or domestic is required, Team has got it. The supply
relationships will be fortified with a transparency that has never been envisioned before. Pertinent financial
and product information will be communicated to suppliers on a regular basis. Our interaction with suppliers
insures a steady stream of incoming material and enhanced value in the supply chain. These partnerships will
add a dimension to the meaning of win - win. Over the long run, it is supplier relationships that characterize a
master distributor’s ability to service the market.

The essence of teamwork is the ability to put aside individual interests to pursue a common goal. We derived
our name with this thought in mind. Our group is intensely focused on customer service and integrity. While
others have been long established and may be far larger in scale, we simply think we can. We are here to
serve and our service will separate us. As a team, we have collectively” got your back”.

Of course technology is a part of commerce today. Team will be in the forefront of efficient customer interac-
tion. However, computers don’t walk to the shipping desk to make sure the order is ready and accurate. Our
operations department understands it has to go. That is why you called us, you can be confident your order
receives personal attention throughout the fulfillment process. Our administration department understands the
paperwork has to be right. From top to bottom and side to side ours is a culture of distinction.  Our customer
is king, not bureaucratic protocols. 

Dedication to basics drives our business, quality products, quick response, good prices, forthright communi-
cation, and excellent service. Give Team a try.

We appreciate your support.

Bill Bootz

Team Alloys LLC – ‘America’s True Master’
7350 Roundhouse Lane

Houston, TX 77078
(855) TEAM-ATM
(713) 360-1060

(713) 360-1069(fax)
www.teamalloys.com 

See contact information on page 98
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Looking toward an upbeat
2012 marketing season
ing up 3.4%.

• Construction industry adds most

jobs since 2006.

• Builder confidence is at an 18-

month high.

• Single-family starts increased in

October.”

My deepest area of expertise is in

bath/plumbing products in the hotel

industry. I have read a dozen articles

written by leading hoteliers in maga-

zines and mainstream newspapers

such as USA Today that indicate that

the hotel industry is doing well. Some

examples include: Hotel Interactive, a

24/7 online hotel news source, report-

ing on the 17th annual lodging confer-

ence in Phoenix, said that,

“Confidence is higher than it has been

in years and financially focused folks

are happy!”; USA Today, 9/27/2011,

“Hotel industry sees ‘positive activ-

ity’”; USA Today: “Travelers check

back into luxury hotels”; USA Today,

10/28/2011, “Hotel industry expects

check-ins to rise in 2012”.

“Where are the solutions for in-

creasing your sales in these tougher

economic times?”

The following articles are included

in the archived section of my show-

room columns in The Wholesaler

(www.thewholesaler.com). Go to the

website and click on Archives. Trust

me, most of the answers are there. 

• October 2011, “Selling luxury

goods in a tough economy”

• August 2011, “Meeting the chal-

lenge of today’s economy”

• July 2011, “Creating The Experi-

ence in your showroom”

• February 2009, “Stress reduction

in these tough economic times”

• January 2008, “Making 2008

your best year”

I saved the best article for last. The

January 2008 article listed 33 ways to

increase your sales and gross profits,

save time, increase productivity and

improve your showroom. 

Attention readers: I care 100%

about plumbing wholesaler show-

rooms and your wellbeing. Please

send me an e-mail to tell me, besides

the economy, what problems and

challenges you face? I will respond to

you and, if you give me permission,

I will publish the problem and solu-

tion (without using your name or

company) so that others can see that

there are solutions to common chal-

lenges. 

In the meantime, let 2012 be a

great year for you, your family, and

your showrooms! n

Peter Schor, president of Dynamic

Results Inc., is a bath/plumbing in-

dustry speaker, educator, author,

columnist and consultant in the many

segments of our industry. For the past

20 years, he conducted seminars and

speaks at numerous conventions.

Schor has great expertise in the field

of showrooms and hotel bathrooms

and has won many industry awards.

He also consults manufacturers in

taking their products to market in the

areas of sales, marketing and public

relations. Schor can be reached at

1302 Longhorn Lane, Lincoln, CA

95648, phone 916/408-5346, fax

916/408-5899, email pschor@dy-

namicresultsinc.com or visit www.dy-

namicresultsonline.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 56.)

Stiebel Eltron has been manufacturing heat 
pump water heaters for over 30 years, and is 
the largest seller in Europe. We like to think 
we have a jump on the competition. We use a 
special single element to supply extra heat if 
the heat pump can’t supply enough energy to 
heat all the water you need. The competition 
uses two elements, just like their regular water 
heaters. It’s almost like they expect their heat 
pump part to not work.

Our Accelera® 300 heat pump turns every 
watt it uses into 3 to 5 watts of hot water 
by extracting up to 80% of its energy from 
the air around it. It is engineered and made 
in Germany using 90 years of technological 
excellence.

Stiebel Eltron Accelera® 300 Heat Pump Water Heater

TOLL FREE 800.582.8423
www.stiebel-eltron-usa.com

SAVE
ENERGY
WATER
MONEY

» Accelera 300® is #1 in Energy Star ratings
» Makes renewable energy savings possible where 

solar won’t work 
» Reduces hot water costs by up to 80%
» 2.5 energy factor
» 80 gallon storage capacity uses less energy during 

a year than competing 50 gal. models
» Cools and dehumidifies air around it
» Low standby losses through good insulation
» 20 sq. ft. wrap-around heat exchanger for efficient 

energy transfer and no possible contamination of 
potable water

» Single 1700 watt backup element
» Rolling piston pump compressor for reliability
» Removable sacrificial anode with wear indicator 

helps ensure long life
» Reliable German technology & manufacturing 

backed by a 10 year warranty

MADE IN
GERMANY

OUR NAME IS ON IT BECAUSE WE’RE PROUD OF IT.

Simply the Best

Visit us at AHR 4688 and IBS W112

See contact information on page 98

Unemployment drops to lowest point since 2009... Pending home
sales were up 10.3% in October... Consumer confidence is up
heading into year-end... Construction industry adds most jobs
since 2006... Builder confidence is at an 18-month high...
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GENUINE    PARTS CENTER©

FA
X

Tapco has Chicago
Faucets OEM genuine
obsolete replacement
parts for commercial,
industrial and
institutional
applications.
Tapco acknowledges
Chicago Faucets FAX
orders promptly by
return FAX, complete
with your prices.
No extra charge for
same day shipment on
Chicago Faucets
orders received by
noon eastern time.
Tapco
P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300

Fa
uc

ets

Chic
ag

oFor reliability...
buy Chicago Faucets OEM
genuine parts from Tapco.

See contact information on page 98
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Rheem announces
racing sponsorship plans
ATlANTA — Rheem Manufacturing Company of-

ficially announced a comprehensive plan to con-

tinue its involvement in various NASCAR racing

series. Rheem has completed a multi-year agree-

ment with Richard Childress Racing (RCR) to be

the primary sponsor of the No. 29 Chevrolet

driven by Kevin Harvick for 10 NASCAR Sprint

Cup Series® points races as well as being the co-

primary sponsor with Budweiser for NASCAR’s

annual mid-season All-Star race over the term of

the agreement. 

Rheem will also be a major associate

sponsor of the No. 29 Chevrolet for

the remaining NASCAR Sprint Cup

races in which Budweiser or

Jimmy John’s is the primary spon-

sor. Rheem will continue its co-

sponsorship with Menards® of

RCR’s No. 33 Chevrolet driven by

Paul Menard and others in the

NASCAR Nationwide Series® for 12

races in the 2012 season.

Rheem also announced an agreement with

Eddie Sharp Racing® (ESR) to be the season-

long, primary sponsor of the No. 33 Chevrolet

Silverado that will compete in the NASCAR

Camping World Truck Series® in 2012. As part

of the agreement, RCR has formed a technical

alliance with ESR to provide engineering, testing

and technical assistance to the team, while also

receiving support from Chevrolet and ECR En-

gines. After successfully competing in several

NASCAR races for Rheem in 2011, Cale Gale

has been signed to drive the No. 33 Rheem truck

full time for ESR in 2012.

The 2012 season marks the sixth consecutive

year that Rheem has participated with sponsor-

ships in the NASCAR Sprint Cup, Nationwide

and Camping World Truck Series.

Rheem experienced immediate success by win-

ning its first race as a sponsor in February

2007 — the Daytona 500. Since then,

the company has recognized and re-

warded nearly 10,000 plumbing

and HVAC contractors by hosting

them at its Rheem VIP Racing Ex-

perience hospitality events. Rheem

uses its motorsports program to de-

velop strong business-to-business

relationships, build consumer brand

awareness, promote sales and advocate

for special causes such as breast cancer aware-

ness and youth programs.

“NASCAR has proven to be a perfect fit with

our professional contractor network, while pro-

viding excellent brand exposure to the tens of

millions of NASCAR fans who value perform-

ance, durability and commitment to excellence.

We can hardly wait for the start of the 2012 sea-

son,” said Ed Raniszeski, Rheem corporate di-

rector of strategic relationships.

Visit www.rheem.com.

See contact information on page 98• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

“NASCAR has proven to be a perfect fit
with our professional contractor network.”

(Continued from Winnelson, front cover.)

The third Winnelson location is in Grand Forks.

WinWholesale is the majority shareholder in

each of the local companies and is one of the

largest distributors in the U.S. Minot Winnelson

will serve customers in the Minot area as well as

those located north to Canada, south to Bismarck

and west to Montana. 

“Bob returned to his home state to open in

Fargo and now to his hometown to introduce

Winnelson, its personalized service, expertise

and high-quality products to the Minot area,”

said Monte Salsman, WinWholesale chief oper-

ating officer. “With oil exploration and produc-

tion driving a large part of the North Dakota

economy, Bob saw the opportunity to expand our

brand across the state to meet the needs he dis-

covered during his market research.” 

Minot Winnelson’s product lines include

American Standard, A.O. Smith, Moen, Delta

and InSinkErator, among others. 

Visit www.winwholesale.com.

Minot Winnelson is 3rd location in ND

(Continued from Georg, front cover.)

The top-quality products of Harvel are mainly

used in water treatment and chemical processes.

Closing of the acquisition is anticipated for the

beginning of 2012. Harvel Plastics Inc., a sub-

sidiary of the Detrex Corporation of Southfield,

Mich., was founded in 1964 as a pioneer in the

manufacture of PVC and CPVC pipes. The com-

pany generates sales of more than 460 million

and employs 148 people. Its production sites are

located in Easton, Pa., and Bakersfield, Calif. 

The product ranges of Harvel and GF Piping

Systems are fully complementary and will

allow the combined entity to offer a comprehen-

sive package of pipes, fittings, valves, sensors

and instrumentation to all its industrial piping

systems customers. In addition, the plant loca-

tions of Harvel in Pennsylvania and California,

together with Georg Fischer’s Arkansas facility

will allow for a much better logistical coverage

of the U.S. territory. 

Major plastics firm now part of Georg Fischer

+GF+
GEORG FISCHER
PIPING SYSTEMS
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Viega ProPress system
gains industry certification
WICHITa, Kan. — The Viega Pro-

Press® system for

stainless steel ob-

tained certifica-

tion through the

Technical Stan-

dards and Safety

authority (TSSa) for its 1/2" to 4" size

fittings. The system, consisting of

stainless steel pipe, valves and fittings,

provides a faster, more reliable, flame-

less way to make watertight and

gastight stainless steel connections.

The fittings were submitted for ap-

proval under the american Society of

Mechanical engineers code for pres-

sure piping, B31. This code outlines

requirements for piping that is found

in a variety of industrial applications,

including petroleum refineries, chem-

ical, pharmaceutical, textile, paper,

semiconductor and cryogenic plants. 

The Viega ProPress system for

stainless meets the aSMe require-

ments for dimension, pressure and

temperature ratings, materials, iden-

tification markings and service that

demonstrate a high standard of safety.

This certification approves the Viega

ProPress system for use with boiler

piping, compressed air, chilled water

and other piping applications.

aSMe’s technical standards im-

prove safety and efficiency and are

accepted in over 100 countries as op-

erating standards.

Visit www.viega.com.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Franke celebrates
centennial with new sink system
HaTFIeld, Pa. — With the Centennial

Sink, Franke celebrates its first 100

years by creating a design that brings

together ageless elegance and contem-

porary quality and innovation. The

sink’s shape evokes fine sterling silver

service pieces, with its curved perime-

ter tapering to an ample bowl.

In three sizes, adaptable to a vari-

ety of spaces, the Centennial Sink

supports a bottom grid for draining, a

top grid to raise the work surface and

a cutting board adaptable for left or

right hand use, further increasing

functionality. The sink meets the

kitchen designer’s demand for a style

that is equally at ease in traditional

and contemporary settings. 

The first sink system from Franke

conceived and designed from start to

finish in the U.S., it celebrates the

american kitchen with the highest

quality materials in a traditional d-

bowl shape. The three 18-gauge

stainless steel undermounts are suit-

able for cabinets of 24" to 33" in

width, with bowl depths ranging from

77/8" to 91/16".

Franke designers are currently put-

ting the finishing touches on the Cen-

tennial Faucet, to provide an even

fuller expression of the sink system’s

elegant grace. The faucet’s gracefully

curved neck complements the sink’s

signature curves.

With its combination of engineer-

ing skills and design refinement,

Franke’s Centennial Sink is a fitting

tribute to a century of quality, inno-

vation and consistency.

In 2011, Franke, one of the world’s

largest manufacturers of kitchen

sinks, begins its second century as a

privately held company that special-

izes in the design and engineering of

luxury systems for the management

of air, water and waste.

Visit www.frankeksd.com.
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Special Events
BY MARY JO MARTIN

Editorial director

S
tate Water Heaters has teamed

up with Ward Burton and the

Richard Petty Driving Experi-

ence to provide some pedal-to-the-

metal, high-speed adventures for

customers at a number of racetracks

around the country. 

The adrenaline was at full throttle

when about 50 wholesalers and con-

tractors — and me! — got behind the

wheel of some real NASCAR race

cars and took to the track at Charlotte

Motor Speedway. These 600-horse-

power stock cars are capable of

speeds up to 165 miles per hour, pro-

viding the thrill of a lifetime for these

lucky State customers. And not only

do customers get to drive the cars, but

they also have an opportunity to ride

along in a specially equipped car with

2002 Daytona 500 winner Burton —

who delights in going full-tilt-boogie

and giving his passengers a real feel

for what NASCAR drivers experi-

ence on the track.

These well-coordinated events are

designed to bring selected whole-

salers and their contractors customers

together for two days with key mem-

bers of the State sales and marketing

team, as well as giving them a chance

to spend some time with Burton. In

2007 — his last season of racing in

the NASCAR Winston Cup Series —

Burton was behind the wheel of the

#4 State Water Heaters Chevy, a part-

nership that has continued to expand

and grow.

State national manager of customer

marketing Jeff Storie has been work-

ing with Burton since State’s initial

car sponsorship, and feels he is a

great fit with State and its customers.

“Throughout the 2007 racing season,

we formed a strong partnership with

Ward and realized what a natural con-

nection he had with our wholesalers

and contractors,” Storie noted. “And

his impressive on-track resume

helped give State the

star power needed to

put together great

race-related events

and attract customers

to our brand.”

Michael Maloney

of Coburn Supply,

who was a guest at the

Charlotte event,

added, “State really

goes the extra mile to

make sure all that par-

ticipate have a first

rate time. They make

it easy for us as distributors to bring

groups and entertain our customers.

It’s fun with a purpose. We get both

an opportunity to spend time with our

guests and grow relationships which

in turn will turn into increased oppor-

tunities down the road.”

Let’s go racing!

These racing events kick off with a

relaxing evening of

dinner and beverages

for customers, State

personnel and Burton

at a nearby watering

hole. While in Char-

lotte, everyone gath-

ered at a motorsports-

themed smokehouse. It was a great

opportunity for customers to get to

know Burton, whose home-spun,

genuine country charm put everyone

at ease right away. Many in the group

were die-hard race fans who were ex-

cited to share their favorite

racing memories with Bur-

ton — and get an opportu-

nity to ask him questions.

And while he graciously

answered questions and

shared stories, Burton also

tried to deflect attention

from himself and instead

expressed sincere interest

in getting to know each of

us.

“To be honest, I hadn’t

really followed NASCAR

much before this so didn’t

really know what to ex-

pect,” said contractor Pet-

ros Floros. “I did some research

before getting to Charlotte and

learned about Ward’s great success as

a driver. So I was a little nervous

about meeting him. But he quickly

put everyone at ease. Ward is very

personable, yet soft spoken. He’s

highly respected and I think he repre-

sents State very well. Having us all

get together the night before really

put everyone at ease about getting in

the cars the next day. In fact, Ward

actually sat down with me and drew

out the track on a bar napkin, point-

ing out different spots to watch out

for and giving me pointers for how to

handle them.”

The following morn-

ing, everyone gathered

for a hearty breakfast at

the hotel and Burton of-

fered an overview of

what to expect at the

track. He shared some

special tips about the de-

sign of the track to help

the drivers adapt to the

challenges they would

face later that day. The

group then boarded a

shuttle to the Speedway

where the high-energy

crew from the Richard

Petty Driving Experi-

ence led the State group

through an important driver orienta-

tion and safety course on handling a

racecar — and got everyone suited up

in racing gear — before taking us

down to the track.

The massive structure left every-

one a bit awestruck, but the great

guys from Richard Petty kept the

group loose with their humor and

hospitality. The State team — and its

customers — have found working

with the Richard Petty group partic-

ularly enjoyable because of their

great blend of professionalism and

sense of fun. 

“The Richard Petty staff help make

these events first class,” noted Storie.

“With their many years of experi-

ence, the ability to add a NASCAR

star like Ward into the event is sim-

ple. The combination of Ward and

Richard Petty at these State events al-

lows us to offer a one-of-a-kind event

and a true experience of a lifetime for

our customers.”

The Petty group holds driving

schools at nearly all the NASCAR

tracks around the country, which en-

ables State to move the events around

and hit key strategic locations where

they have major customers. Among

the most popular tracks they’ve held

events at are Daytona, Texas, Las

Vegas, Chicago, Kansas City, Char-

lotte and Miami. So far, State has

hosted more than 500 customers as

guests at these events.

“All of the customers we invite ex-

perience the same high level of hos-

pitality and excitement at each and

(Turn to Let’s go racing! page 66.)

Ward Burton (in State racing suit) greets the group 

before a Richard Petty Driving Experience instructor

leads them through driver orientation and safety training

on handling a racecar. 

Editorial director Mary Jo Martin receives last-minute

encouragement from one of the Richard Petty crew 

before getting the ride of a lifetime — 180 mph around

Charlotte Motor Speedway — from former Daytona 500

winner Ward Burton.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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Zoom zoom!

State customers experience
high-speed racetrack thrills

“Throughout the 2007 racing
season, we formed a strong
partnership with Ward and
realized what a natural

connection he had with our
wholesalers and contractors,
and his impressive on-track
resume helped give State the
star power needed to put
together great race-related

events and attract
customers to our brand.”

— Jeff Storie

“It was a fantastic experience; I’ve never done anything
like that before in my life. It was a dream come true to ride
with a former Daytona 500 winner. He talked to me the
whole way around the track, describing what he was doing
and why — and told me to just hold on and enjoy the ride!
The word ‘brake’ wasn’t in his vocabulary.

“I’ve been a State contractor for more than 20 years, and
I must really credit the Contractor Rewards program for
giving me this opportunity. When I got the call from State
that I had won this promotion, I could hardly believe it. I
told everyone I know about it, and really encourage people
to participate in the program. It has helped me connect with
key people at State, and be recognized for my hard work
and loyalty. In fact, I kind of feel like I’m a spokesman for
the benefits of the Contractor Rewards program now!”

— Petros Floros
P. Floros Plumbing & Heating
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Let’s go
racing!
every event,” Storie said. “The ex-

citement level of each and every

guest that has attended is always sur-

prisingly high. These events always

go a long way toward helping build

the relationship between State, our

sales reps, and our loyal wholesalers

and contractors.”

Each highly coordinated event is

run similarly, and allows State guests

the opportunity to drive a racecar

twice — getting tips in between on

how to improve their performance.

Typically there are about six cars on

the track at a time, with half driven

by Richard Petty staff and the others

by State guests. Each State guest is

assigned a staff member to follow,

whose specially equipped cars have

lights that signal whether the guest

should stay at their pace, slow down

or speed up. At the Charlotte event,

State customer Jamie Milliken

logged the highest speed on the track

at about 160 mph.

“I think everyone has the same ex-

perience when they first tighten up

the belts in the car,” said Coburns’

Maloney. “Your heart is pounding

and all you want to do is step on the

gas. Having done it the year before, I

knew what to anticipate — but you

still feel like your heart is going to

jump out of your chest. Once you get

on the track it takes a while to get into

the rhythm of running a clean lap.

You quickly begin to realize how

much focus and precision it takes to

drive one of those cars. I respect

those that do this for 500 miles with

42 other cars on the track. It’s some-

thing that takes immense skill, con-

trol and concentration.”

State’s guests also have the oppor-

tunity to ride shotgun with Ward Bur-

ton in a specially painted and

equipped State Water Heaters stock

car, an experience I can only describe

as thrilling. Burton let us all get a true

feel for what a NASCAR driver ex-

periences during a race, going up to

185 mph and feeling the G-forces as

we took the turns very high. 

“When I was driving, it felt like I

was going 200 mph, especially when

you roll out of Turn 2 and into the

backstretch,” Mal-

oney described. “But

in all actuality I think

my best lap speed was

around 147. These

cars can definitely go

faster and you feel

that when you ride

with Ward. The differ-

ence is night and day

when you’re in the

hands of a true profes-

sional.

“Riding with Ward

gives you a much bet-

ter understanding

about what it takes to drive. Being a

race fan and working for a distributor

that uses NASCAR as a customer

platform, I use the experience to ex-

plain to our customers what the driv-

ers feel while inside the car. The

difference between a good lap and a

bad lap is really the blink of an eye.

It’s hard to comprehend that when

you watch it on television or even

watch the race from the stands on

Sunday.” 

Burton’s car is also

equipped with a video

monitor that records

each guest during

their ride-along —

which State later

sends to their guests

on a CD. Customers

also have their picture

taken with Burton

both inside and out-

side the State Water

Heaters Chevy, which

are printed onsite so

that Burton can sign

them before they are framed for each

guest.

Following the events at the track,

guests were brought back to the hotel

where State treated everyone to a

lunch, and a couple of special presen-

tations. Storie sincerely thanked

everyone for their business and sup-

port, and thanked Burton for his con-

tinued partnership with State. Burton

then took the microphone and shared

some final thoughts with the group.

“State does such a wonderful job

with their programs,” he said.

“When it comes to building rela-

tionships and showing appreciation

to customers, experiences like this

are so important. I’m just honored

to do this with them. State cares

about their customers and your

businesses. There aren’t a lot of

companies out there I’ve dealt with

that care about their customers and

those relationships like State does.

“It’s really fun to experience the

range of emotions I’ve seen from

State’s customers at these events —

I’ve seen tears, joy, frustration, fear,

all the emotions that you can imagine

when they first get in the car.

But in the end, there are al-

ways thank yous for what

State does and what this ex-

perience means to them. The

enthusiasm and friendliness

you’ve shown me make it a

lot of fun.”

He ended by encouraging

customers to stay loyal to State, say-

ing the entire State organization —

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 64.)

At the track, the group takes final pointers from Richard

Petty Driving Experience instructors before climbing 

behind the wheel of a genuine NASCAR stock car and

taking control of 600 horsepower.

The ‘front office’ of a Richard Petty Driving Experience

stocker, where participants can get a feel for what

NASCAR drivers face in every race.

Ward Burton, driver of the State Water

Heaters #27, enjoys his partnership with

State, and customers find him warm and personable. Here he greets Coburns’

Michael Maloney (left) and State’s Robin McLaughlin and Malea Barron.
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Richard Petty Driving Experience stock cars lined up, ready for action.

“You quickly begin to realize
how much focus and precision it
takes to drive one of those cars.”

— Michael Maloney, Coburn Supply

“This is a once-in-a-lifetime experience 
for anyone. Race fan or not, you cannot deny
the thrill of riding alongside a Daytona 500 
winner at 180-plus mph. Then to drive 
yourself, it’s an amazing opportunity and 
an adrenaline rush. State has done a great 
job with these events. They have really 
capitalized on their NASCAR participation
with Ward Burton. He is one of the nicest
people around and took time to make sure 
all of our guests were having a great time.”

— Michael Maloney
Coburn Supply

“This experience turned out even better than I 
had expected. State and the whole group were so 
receptive to us. We greatly appreciate everything
that State does for us. We’re excited to be working
with them and we really thank them for the 
experience. It was a blast!”

— Scott Mankins
DCN Cable

(Turn to State... page 68.)

“It was even more than you would
think. Driving the car was cool, but 
getting in the car with Ward and sliding
up against the wall gives you a rush like
you’ve never had. It was great. When
you come out of Turn 4 you’ve got to
slide out of the turn right up against the
wall. It’s a pretty wild feeling.”

— Scott Gagnon
State Guest 
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OmegaFlex, Inc.
451 Creamery Way • Exton, PA 19341

1-800-671-8622
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®

®

Flexible Gas Piping by OmegaFlex

The main reason we exclusively use CounterStrike® is that Florida 
is the lightning capital of the world. CounterStrike eliminated all  
my concerns about lightning. I feel it is the best material in the market. 
— Rich Stothers, Service Manager & Plumber, South Florida Gas 

Corrugated Stainless Steel Tubing (CSST) has compiled a remarkable safety record over the last 
two decades. On the other hand, rigid iron pipe is much more likely to be involved in a fire  
or explosion.1 

However at Omega Flex we didn’t stop there and that’s why we now only offer the very safest 
in gas piping products-CounterStrike. After seven years, millions of feet and tens of 
thousands of installs, CounterStrike CSST has protected families 24/7/365 
with no lightning damage.

Safety is everyone’s responsibility.  
Follow our lead to CounterStrike.

“

”

1  Natural Gas and LP-Gas Home Structure Fires, Jennifer Flynn, NFPA, January 2010; 
Deaths Due to Unintentional Injury from Explosions, John Hall, Jr., NFPA, March 2008

See contact information on page 98
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State Water Heaters pours on the
power at Petty Driving Experience

and himself — are here for them.

Burton even shared his own cell

phone number with State customers,

encouraging them to call if they ever

needed his help. 

These events are complete with

awards for some of the lucky guests.

Prizes at this event included full size

racing helmets, autographed by Ward

as well as gift certificates to attend fu-

ture RPDE events at the track of the

recipient’s choice. Fastest driver

Jaime Milliken won the grand prize

which included one of each.

Maloney said that the lunch and

awards ceremony was a great way to

end the event. “The driving experi-

ence really provided a great conduit

to getting to know each other rather

easily,” he said. “We all got a chance

to compare lap times and see where

we all ended up. State had some

great prizes for the fastest and slow-

est times. Ward spent time with each

and every one of us at our tables, and

our customers were blown away. It

was really the icing on the cake to a

wonderful day.”

He went on to laud

the great care that

everyone at State

takes in building rela-

tionships with their

customers: “Their ap-

proach has always

been based on person-

ally getting involved

to develop long-term

relationships from the

top down. These types

of events can come

off being antiseptic

with no real personality. That has

never been that case with State and

the customer events they put to-

gether. They all work hard to make

everyone feel special and that makes

it so much easier when developing

customer relationships. “

State’s Storie said the company

continues to be pleased with the reac-

tion these events generate from cus-

tomers. “The reaction from the guests

is always very positive,” he noted.

“Many of them claim that the

State/Ward/Richard Petty event is

one of the best experiences they’ve

ever had.” n

After racing, Burton,
who is an advocate for

land and wildlife
conservation, has used
his name and resources

to draw more
attention to these issues.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 66.)

State’s partnership with Ward

Burton dates back to 2007 —

when State signed on for a full-year

car sponsorship and Burton was be-

hind the wheel of the #4 State Water

Heaters Chevy in the then-Nextel

Cup Series. 

Burton won five races during his

17-year NASCAR career — includ-

ing the Daytona 500 and the Dar-

lington Southern 500. With his

friendly demeanor, Burton easily

formed a natural connection with

State and its customers. Following

Burton’s retirement at the end of the

2007 season, he maintained a strong

partnership with State, both through

racing and the Ward Burton Wildlife

Foundation. After racing, Burton,

who is an advocate for land and

wildlife conservation, has used his

name and resources to draw more at-

tention to these issues. Projects his

foundation is involved include re-

newable energy and enabling

landowners to access government

programs that allow their land to be

passed down for generations.

“Ward had a near-instant connec-

tion with our customers,” said State

national manager of customer mar-

keting Jeff Storie. “It was a very nat-

ural fit, and because of it we’ve

basically been with Ward since the

day he retired.

“Since we wrapped up the 2007

season together on the race track,

we’ve changed our program a little

bit. Now we do six to eight events

per year with Ward that fall into

three categories:

• Events at The Cove, which pro-

vides an ideal location to host great

outdoor activities for our cus-

tomers. The Cove is owned by the

Ward Burton Wildlife Foundation

and allows State and Ward to host

around 50 customers several times

a year. Activities include target

shooting using shotguns and bows,

as well as a fishing competition. 

• Taking part in the Richard Petty

Driving Experience at various loca-

tions around the U.S. where our cus-

tomers get the chance to drive a

NASCAR race car as well as take

high speed laps riding with Ward. 

• Suite events at various

NASCAR races around the U.S.

where Ward and State personnel

host customers for an exciting race

day.”  n

For additional information, visit

www.stateracing.com.

An ongoing partnership

“It was out of this world. Ward Burton,
the guys from State…everyone was so
great. I’ll take everything from this 
experience with me for the rest of my
life. My kids are going to be so stoked
when I tell them all about it!”

— Tim Stanfield
Bennett Hawkins Supply

“It’s like going around in a mixing bowl
at 200 mph. It’s amazing — a crazy
adrenaline rush. The power of these 
cars is unbelievable! I’ve never done
anything like this before.”

— David Soto
Wilkinson Supply 

“It’s the most exciting experience I’ve
ever encountered. I was a little scared
listening to all the instructions during
the school, but once I got going, I was
more relaxed and it was fun! I enjoyed 
it immensely.”

— Pete Benoit
Coburn Supply

Ward Burton’s favorite seat — he’s happiest piloting

guests in his State Water Heaters #27 stocker.

It’s thumbs-up for an excited guest as he rolls back into the pits after a once-in-

a-lifetime top-speed ride around the Charlotte high banks.
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McJunkin Red Man Holding Corp.
to acquire OneSteel Piping Systems
HOUSTON, TExAS — McJunkin Red
Man Holding Corporation (MRC) an-
nounced that it has signed an agree-
ment to acquire the operations and
assets of OneSteel Piping Systems
(OPS). This latest acquisition contin-
ues MRC’s international expansion in
targeted key markets and supports
MRC’s vision to be a major world
PVF distributor. Effective as of clos-
ing, OPS will operate as “MRC Piping
Systems Australia”.

This Sydney-based acquisition fol-
lows the acquisition of Melbourne-
based MRC Transmark Australia in
October 2009, and Perth-based MRC
SPF in June 2011. When MRC Pip-
ing Systems Australia is combined
with these previous acquisitions,
MRC will have Australia’s largest
full-line product offering including
carbon steel, stainless steel, and alloy
pipe, valves, fittings and flanges to

serve both the MRO and project
needs of customers throughout Aus-
tralia in oil and gas, mining and min-
eral processing. The acquisition price
is $67.7 million (AUD $67 million)
and the transaction is expected to
close in the first quarter of 2012.

Formed in 2001 as a merger be-
tween Tubemakers Piping Systems
and Pipeline Supplies Australia, OPS
currently operates as a division of
OneSteel Limited’s Australian distri-
bution business. OPS is a leading
PVF product and service specialist
with proven capabilities supplying
the oil and gas, mining and mineral
processing industries. Headquartered
in Sydney, New South Wales, OPS
has a nationwide distribution network
with 12 sites in Queensland, New
South Wales, Victoria, South Aus-
tralia, Western Australia and North-
ern Territory. 

MRC, with $4.6
billion in revenue
over the prior four
quarters, has more
than 400 global service locations and
approximately $900 million of PVF
stock strategically located around the
globe. Following the acquisition,
MRC’s combined Australia pro
forma 2011 revenue will be in excess
of $250 million, with approximately
365 employees in 20 sites and $70
million in inventory.

Andrew Lane, chairman, president
and CEO commented, “This acquisi-
tion furthers our vision to be the
world’s premier PVF distribution
company to the energy and industrial
sectors. Australian oil and gas, mining
and mineral processing end markets
are strategic for MRC, and following
the acquisition we will be the largest
PVF distribution company in Australia
in the sectors we serve. The combined
capabilities of MRC Piping Systems,
MRC Transmark and MRC SPF in
Australia can provide our key cus-

tomers and suppli-
ers a one-stop solu-
tion for all their
PVF needs. From

this strong platform in Australia, we
expect to be well-positioned to expand
our presence in the Asia Pacific re-
gion. On behalf of the MRC manage-
ment team, we are very pleased to be
adding Grant Bates as General Man-
ager of MRC Piping Systems Aus-
tralia, and we look forward to
welcoming all of OneSteel Piping
Systems’ 209 employees to MRC on
the closing of this acquisition.”

Bates commented, “We are very
pleased to be joining the MRC team.
As the global leader in our core PVF
energy and mining business, MRC
brings the experience, scale and re-
sources to allow us to better serve our
customers. The combined strengths of
OPS, MRC Transmark and MRC SPF
create the leading PVF distribution
business in Australia.”

Log on to www.mrcpvf.com.

See contact information on page 98 

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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BY MARY JO MARTIN

Editorial director

A
fter years of first-hand expe-
rience with mechanical and
fire protection, Seung I. Oh

recognized a need for flexible piping
solution for water and gas distribu-
tion, which led him to found Kofulso
in South Korea in the fall of 1989.

One of Oh’s most serious concerns,
given violent movement within
buildings associated with earth-
quakes, was fire outbreak. Existing
sprinkler systems that used conven-
tional methods within buildings often
failed to perform during seismic
events.

Flexible Sprinkler Drop had re-
cently been invented and introduced
in Japan. These flexible connections
would allow movement during seis-
mic events without disrupting the
structure and function of sprinkler
system. Kofulso, as one of the key pi-
oneers, began production and distri-
bution. The company’s initial mission
was to address ongoing seismic
events and its devastating effects in
the region that had been a threat for
decades.

In the past two decades Kofulso
has become a prominent leader in
manufacturing flexible stainless steel
piping products. The company has
made significant progress in supply-
ing to Asia and Europe, and noted
that demand in the U.S. market was
growing rapidly as well. In response
to that growth, Kofulso realized it
was crucial to be located closer to its

U.S. customers for fast delivery, cus-
tomer service and technical support.
In addition, in order to truly establish
long-term relationships with cus-
tomers, Kofulso believed that having
a physical presence in the U.S. was
needed. This led to the launch of
Easyflex in 2005 — a brand that
brings Kofulso’s solid expertise and
record to the U.S. market. 

Easyflex vice president Taek
Chong and sales & customer rela-
tions manager Tommy Shinn recently
were interviewed by editorial director
Mary Jo Martin — and shared infor-
mation about the company’s practices
and products, and what is ahead.

MJM: Have you had to do any-

thing differently with Easyflex than

with the way you operate Kofulso;

does the U.S. market and distribution

channel differ from that in overseas

markets?

Chong: Kofulso’s primary role is
manufacturing, research and develop-
ment. Easyflex, on the other hand, is
the sole distributor and the represent-
ing arm for the American market —
this includes South, Central and
North America. Its services include
sales, distribution, warehousing,
transportation, compliances and
product support.

The U.S. market is remarkably
unique. First, distribution is complex
with various types of business and
distribution models. Often there are
distribution network in place that pre-
clude sales to others. Second, sales
methodology is diverse. For example,
we have independent sales represen-
tatives who bring years of valuable
experience and relationships with
customers. They are knowledgeable
of local codes and regulations. They
know the likes and dislikes of cus-
tomers and consumers. For this rea-
son we highly value our partnerships

with representatives and believe is
key to our success. Lastly, the indus-
try culture is highly conservative and
often exclusive. Companies and peo-
ple tend to adhere to what is familiar
and reluctant to change. This is why
we spend a great deal of effort in not
only in marketing venues such as
trade shows and advertisements, but
also in cultivating relationships and
trust in the community. 

MJM: Describe the range of prod-

ucts you offer in the U.S. market?

Shinn: Our expertise is in manu-
facturing flexible stainless steel prod-
ucts within the fire protection,
plumbing, HVAC and renewable en-
ergy industries.  The products include
flexible sprinkler drop, gas connector,
water connector, water CSST, solar
CSST and other related products.

MJM: Would you share some

specifics on your manufacturing fa-

cilities, including size, shifts, capac-

ity, etc.?

Shinn: We have two main manu-
facturing facilities, one in Incheon,
Korea, and the other in Shanghai,
China. Both locations have a com-
bined over 250,000 square feet under
roof. We currently stock about $20
million in inventory, primarily stain-
less steel and brass pipe, valves and
fittings. About 150 employees oper-
ate 16 machineries, including propri-
etary heat treatment furnaces, and
process over 3 million feet of mate-
rial per month per shift.  Additional
shift and machinery is executed per

need basis, yielding over 10 million
feet per month.

It should be noted that Easyflex, lo-
cated in Southern California, pos-
sesses its own 30,000-square-feet
warehouse and carries more than
3,500 SKUs across all product cate-
gories.  Here, once again, we check
for product integrity, quantity and
identification. Custom assembly, la-
beling and packaging are performed.
Orders are received, and they typi-
cally ship within one or two days.
Will calls are also available if desired.
We understand businesses today op-
erate under a tight timeline and
budget. This is why we are dedicated
to accommodation and service.

(Turn to Focus... page 74.)

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Exclusive Q&A

Easyflex brings real and flexible solutions to the market

Easyflex sales & customer

relations manager Tommy Shinn

Easyflex vice

president Taek Chong

Kofulso, a leader in manufacturing flexible stainless steel piping products in

Japan, saw tremendous growth in the flexible-tubing market in the United States

and launched Easyflex as its sole distributor and  representing arm for the Amer-

ican market, including South, Central and North America.

“We spend a great deal of 
effort not only in marketing
venues such as trade shows

and advertisements, but also in
cultivating relationships and

trust in the community.”
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Focus on quality drives
Easyflex’s U.S. effort
MJM: And please talk about the

three-step testing process that all of

your product goes through at the

factory?

Shinn: We have always regarded

quality to be our highest priority, and

will always remain committed to that.

Every technician and personnel

working in the plants must first un-

dergo training and certification

courses. Their knowledge and skills

are then carefully evaluated by floor

supervisors for proficiency. Only

after successfully completing entire

preparatory program do they step into

the production lines.

Our production and quality control

consist of 12 checkpoints including

material inspection, forming, swag-

ing, precision-cutting, heat treatment

and impact tests. Lot management,

guided by Active Preventative Pro-

gram, consists of identification, dat-

ing and tracing mechanisms. Upon

production, each and every product is

tested for leaks — three times. This

is critical since we cannot afford any

leakage of flammable material such

as natural gas which can lead to dev-

astating consequences.

It should also be noted that our

manufacturing facilities are certified

and approved by the International Or-

ganization for Standardization, or

ISO, thereby affirming our highest of

production practices and standards.

They are also continuously inspected

by independent testing agencies UL,

FM, LPCB, CSA and IAPMO.

MJM:Who are some of the people

in your sales and management teams

here in the U.S. — especially those

who are recognizable to our whole-

saler readers?

Chong: Our CEO Seung Oh

spends majority of his time at the

headquarters in South Korea.

Easyflex management consists of me

as vice president and Hun Kim, Gen-

eral Manger. Our Advisory Board is

chaired by Bill Sallee, and our Sales,

Marketing and Customer Relations

are led by Tommy Shinn.

MJM: Talk about your CSST prod-

uct and what makes it so unique?

Chong: CSST, or Corrugated

Stainless Steel Tube, is a pipe made

of stainless steel. The corrugations, or

folds, allow the tube to be flexible

manually. It is also very light in

weight. In comparison to conven-

tional rigid pipe, these characteristics

of CSST make it much more attrac-

tive in terms of handling, installation

and simplicity.

MJM:What are some of the bene-

fits of CSST?

Chong: Let us mention the re-

markable properties of stainless steel

alloy itself. It is highly resistant to

corrosion in atmospheric and water

environments, including most acidic,

alkaline, and chlorine bearing solu-

tions; it resists scaling and retains

strength at high temperatures; it is

highly biostatic and thus hygienic;

strength to weight ratio is excellent.

Now combine these values of stain-

less steel and make it flexible. The re-

sult is a product that, in many ways,

is superior over conventional rigid

pipe for gas and water distribution.

MJM: There seems to be more

widespread acceptance of CSST —

why do you think that is?

Chong: Given the significant ben-

efits mentioned previously, contrac-

tors and consumers alike are

increasingly becoming receptive to

the use of CSST.  

MJM: Describe its various uses

and applications?

Shinn: Our products are used

mainly for gas and water distribution

across various industries. For fire

protection, the Flexible Sprinkler

Drop provides flexible connection

between the branch line and sprinkler

head. For plumbing, Gas and Water

Connectors supply gas and water for

residential and commercial appli-

ances; Water/Solar CSST for general

plumbing, heat exchanger, and solar

thermal systems; Braided Supply

Connectors for fixtures. 

MJM: What are some of the

newest products you’ll be launching?

Chong:Next year we will be intro-

ducing Commercial Gas Connectors

for the food service and Gas CSST

for residential gas distribution. But

this is only the beginning. Current ap-

plications of CSST are still very

much limited, and we envision a con-

siderable potential. I will tell you that

we have a few classified projects in

progress, and once complete, they

will be nothing short of astonishing.

We expect it to be so revolutionary

that the industry itself will experience

complete transformation.

MJM: Do you involve customers’

suggestions/ideas when developing

new products?

Chong: It is not surprising that for

any business of any industry, a com-

pany cannot exist without its cus-

tomers. They are the reason why we

are here and are the driving force to-

wards success. So we make every ef-

fort, top to bottom, from executives

to interns, to listen and absorb their

concerns and suggestions. Quite sim-

ply, what good is a product if cus-

tomers have no use for it?

MJM: Describe the efforts you’ve

made in branding and marketing

your product in the U.S.?

Shinn: We have had advertise-

ments in various publications includ-

ing The Wholesaler, FPC and Home

Power. We attend major national and

local trade shows like the AHR,

NHS, PHCC, and NFPA. We regu-

larly host exciting drawing contests

and participate in customer apprecia-

tion events. We understand, however,

the key is in the relationships — not

only with our customers, but also

with our sales representatives, gov-

ernment agencies, contractors and

consumers. This is not a transient

event but rather an ongoing process

that takes real time and effort.

MJM: Describe how important

your relationships with wholesalers

are to Easyflex’s business, and the

steps that you take to develop, main-

tain and strengthen those relation-

ships?

Shinn: In the recent years, our in-

dustry and its people have experi-

enced one of the most challenging

economic times in history. In hopes

to stay afloat, many had to imple-

ment drastic changes in the ways

they do business. Some made painful

budget cuts and reduced inventory.

As such, we understand each of our

customers has unique circumstances,

and we spend significant resources

on serving their individual needs.

Each and every customer is as-

signed, in addition to the outside

sales representative, a sales manager

who carefully oversees all their ac-

tivities. This means that all incoming

orders are verified, product support

provided, and special requests ac-

commodated by the sales manager.

We believe this kind of continuity

and care to our customers is a crucial

and necessary component of

strengthening relationships.

MJM: Talk about the commitment

that Easyflex and its parent feel to-

ward their role in the U.S. market?

Chong:We are committed to supe-

rior product and service. We are com-

mitted to new ideas. We are

committed to the highest ethical and

moral standards. It is our vision to be

the leader in this industry by provid-

ing real and flexible solutions to the

market’s need. n

For additional information, visit

www.easyflexusa.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 72.)

Quality is Easyflex’s highest priority, and all technicians and plant personnel

must undergo training and certification courses before beginning their jobs. Pro-

duction and quality control consist of 12 checkpoints including material inspec-

tion, forming, swaging, precision-cutting, heat treatment and impact tests. Every

product is tested for leaks, three times. Manufacturing facilities are ISO certified

and approved , and continuously inspected by independent testing agencies UL,

FM, LPCB, CSA and IAPMO.

Each and every customer is assigned, in addition to the
outside sales representative, a sales manager who carefully
oversees all their activities. This means that all incoming
orders are verified, product support provided, and special

requests accommodated by the sales manager.

We understand each of our
customers has unique

circumstances, and we spend
significant resources on

serving their individual needs.
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Action steps for business and life 
B

eing “skinny” is a goal for

many in weight loss. Yes, I

know that skinny is a rela-

tive term and is hard to define. It

varies for each person and depends

on our perceptions. What one per-

son would consider skinny is out of

line for another. Here, I’m talking

about the way a good friend would

compliment you on how skinny you

look after you really did lose some

excess weight. 

As with physical conditions, where

it is critical to get the expert advice of

a trained health care professional, it

is good to get advice from others in

business that we admire. Have you

noticed that all customers don’t gen-

erate the same value for you? Some

are much more costly and, frankly,

not worth the effort. Others are enor-

mously profitable; you wish you had

many more like them. Your goal in

business is to “get skinny” so you cut

out the “fat” of those customers who

are bogging you down with needless

energy- and cash-draining activities. 

Now, in the New Year, is a good

time to begin the process of thinking

through what you’ll discard and elim-

inate from your business and your

life, those things that drag you down

and are not in line with your values. 

Here are some areas of life and

business that should be open to exam-

ination for some “weight loss” or

lessening of importance in your life.

Others might be best eliminated com-

pletely. My job is to raise the ques-

tions. Your job is to decide what is

right for you and your business. 

• Activities. What are you doing

that really isn’t worth it? What is a

complete waste of time, money and ef-

fort? What activities fall into the “nice,

but not necessary” category? What ac-

tivities should be eliminated? You

know they should be out of your life,

but just need a push. Consider this the

push you need to get rid of those ac-

tivities that no longer serve you. 

• Toxic relationships. An old say-

ing going around the Internet on

FaceBook and Twitter now is, “Some

relationships are for a season, some

for a reason and some for a lifetime.”

When you have customers who are

toxic, it is time to fire them. Another

great quote I recently saw on Face-

book was, “Sometimes, when you

give up on someone, it’s not because

you don’t care anymore, but because

you realize they don’t.” Recognize

reality. If you’ve tried and tried to

make a relationship positive (in busi-

ness or your personal life) and the

other party refuses to embrace kind-

ness, value-for-value and is actually

harming you, wish them well and

leave that toxic relationship. 

• Subscriptions. This relates to

magazine and other subscriptions that

no longer bring you value. It also

refers to commitments that were

good in the past but are no longer

beneficial. This can be in the form of

associations, clubs and other groups.

Unsubscribe to those subscriptions

which no longer generate positive

help for you. 

Any time is a good time to get on

with skinny living for your life. Get

rid of fat that impedes you from

achieving the goals you want. In

business, focus on those activities,

customers and energies that generate

a positive bottom line. For personal

relationships, make sure there is a

value-for-value exchange. If the situ-

ation is no longer a healthy, value-

for-value relationship, examine it

and, if it is necessary, eliminate it so

you can have an ideal skinny life that

is healthy and profitable.

So, what kinds of activities, rela-

tionships and subscriptions have you

found best to eliminate? How did you

handle the emotions of leaving? What

advice would you give to others? I

look forward to hearing your com-

ments at www.TerryBrock.com. n

Terry Brock works with organiza-

tions to bring about positive change.

He is a member of the Speaker Hall

of Fame and a certified speaking pro-

fessional. To find out how he can help

your company, drop an email to

Terry@TerryBrock.com or visit his

website at www.TerryBrock.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

BY TERRY L. BROCK

Technology/marketing specialist

• Pay attention to
good advice

• Cut the “low-value”
aspects of business

• Stop useless activities
• End toxic relationships
• Examine committments

See contact information on page 98

Have you noticed that all
customers don’t generate the
same value for you? Some are
much more costly and, frankly,
not worth the effort. Others

are enormously profitable; you
wish you had many more like
them. Your goal in business is
to “get skinny” so you cut out
the “fat” of those customers
who are bogging you down.
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Boiler manufacturer takes high tech training to the masses

A
s mechanical systems con-

tinue grow in efficiency —

and inevitably in sophistica-

tion — some manufacturers are up-

ping the ante when it comes to

customized training for contractors,

wholesalers and engineers. Laars,

with offices in Rochester, N.H., is

one such firm.

With the market pushing for ad-

vanced, more energy efficient heating

systems, Laars managers felt that a

new customer outreach and training

facility was in order. 

Just completed in November 2011,

Laars’ state-of-the-art, 12,800-square

-foot Customer Center is designed to

help educate installers about radiant

system design, Laars products, and

the next generation of heating tech-

nology. Contractors, wholesalers and

engineers can all benefit from the

courses offered.

“Flexibility in training content and

techniques was kept at the forefront

during the design phase of the facility

and curriculum,” said Bill Root, VP

and general manager of Laars. 

To maximize the value of each

training experience, the staff at Laars

tailors classes to the needs of contrac-

tor, wholesaler, or engineering group

attendees. According to Chuck 

O’Donnell, Laars marketing man-

ager, either pre-structured training

courses can be selected or an à la

carte approach of training topics can

be chosen based on attendees’ level

of experience and educational goals.

High tech, hands on and fully integrated

The Customer Center is a two-story

expansion of the Laars headquarters.

The first floor consists of a new main

lobby to the Laars facility, a 60-seat

tiered classroom used as one large

room or two individual 30-seat class-

rooms, a café that can seat up to 70 and

a large outdoor patio next to the café.

In-floor radiant heat runs through the

lobby and café and an expansive

snowmelt system melts

winter precipitation

from sidewalks and the

patio, all sourcing heat

from Laars NeoTherm

boilers.

Front and center in

each 30-seat class-

room are the crown

jewels. Two bays are

capable of displaying

any Laars boiler

and/or water heater;

each display unit can

be live-fired during

training sessions. The boilers tie into

the facility’s existing large cooling

loop allowing for continuous opera-

tion of up to two million BTUs – one

million BTUs per 30-seat classroom,

or two million in one bay. 

“We felt it was critical to include

live-fire equipment right in the class-

room to create a meaningful experi-

ence by allowing the attendees to

work with our equipment as they

learn,” said O’Donnell.

Seamlessly connecting the class-

room experience with the live-fired

equipment is a state-of-the-art

audio/video system. Each 30-seat

section has a high-definition projec-

tion system with large display screens

used for standard presentations and

also to tie into ceiling

mounted HD cameras

to pan and zoom into

Laars trainers or

equipment. This al-

lows for up close

views of system com-

ponents to enhance the

learning experience.

Laars also invested

in the latest in video

conference hub tech-

nology, permitting live, streaming of

training sessions to the web or to

record for later viewing. The live

streaming system will offer even fur-

ther flexibility for training those that

cannot travel or for follow up training

sessions after attending a live session

at the Laars facility.

In-house experience

“It was a great experience for the

Laars staff as many departments were

involved in the design and installa-

tion of the hydronic and radiant heat

systems,” explained Root. “The in-

door radiant and snow melt systems

were designed by the Laars applica-

tion team. Also, over a two-day pe-

riod, just prior to the concrete pour,

many of our employees were in-

volved with the installation of PEX

tubing for the addition. It turned into

an enjoyable, team-building exercise.

Who said Outward Bound has the

corner on that market?” 

O’Donnell added: “It was a thrill

for so many of us to take interest in

and to be closely involved with our

work on the building systems; we

can't wait to share this new facility

with our customers!” n

Sign-up for courses will be done

through area sales managers and

also online at www.laars.com.

Courses begin in early 2012. For

more information about courses and

scheduling, e-mail Laars at custom-

erservice @laars.com.

In front of each 30-seat classroom are two bays that can

display any Laars boiler and/or water heater, and each

display unit can be live-fired during training sessions.

Laars’ 12,800-square-foot Customer Center helps educate installers about radiant

system design, products and upcoming technology. A 60-seat classroom can be

divided into two 30-seat classes with live-fire boiler system demonstrations.

A flexible approach of training

topics can be chosen based on

the attendees’ level of experience

and educational goals.

tw01_12_pgs_72_79_Layout 1  12/28/11  8:26 AM  Page 78



See contact information on page 98

tw01_12_pgs_72_79_Layout 1  12/28/11  8:26 AM  Page 79



• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Volume water heater
The Mighty Stack volume water

heater combines the

Mighty Therm 2

boiler with an 80-gal

storage tank, result-

ing in 199, 300 and

399 MBH sizes fu-

eled by natural or

propane gas. With

less than 10 ppm

NOx emissions, the

sealed-combustion

unit offers 83% ther-

mal efficiency and

meets low lead re-

quirements. Key assets include its

small footprint, a removable upper

boiler section for easy handling, com-

mon venting and up to 50 ft of Cate-

gory I or III venting. Meets ASHRAE

90.1 requirements; can be installed

inside or outside. Laars.

www.Laars.com

Tankless water heaters
Models C 1210 ESC, C 1210 ES,

C1050 ES and C 950 ES are a con-

densing tankless series that meets the

new, stricter, low NOx requirements

passed in Cali-

fornia and Ver-

mont. The units

use a unique de-

sign that pro-

duces a lower

flame tempera-

ture from the

burner and a

wide flame

p a t t e r n .

When  that

is combined

with con-

densing technology to preheat incom-

ing cold water, is allows these models

meet future code requirements and

offer optimal efficiency. 

Bosch Thermotechnology.

www.boschusa.com

Heat pump/solar hybrid
The AirTap hybrid water heater Model ATI-S is a heat

pump-solar hybrid water heater that can also harness solar

energy to heat water. Allowing solar and heat pump tech-

nologies to work in tandem is expected to boost the unit’s

efficiency. Model ATI-IO is a double-vent unit that allows

users to vent intake air into the unit and vent exhaust air

away. The company’s current products are pre-configured

with a vent outlet but the addition of an intake option will

be of significant benefit to many. Air Generate.

www.airgenerate.com
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Hot water condensing boilers
The ultra-high efficiency Triple-Flex™ series of hot water

condensing boilers deliver a minimum 90% operating ef-

ficiency with 160° return, 180° supply at maximum input.

The boiler line includes forced draft, atmospheric gas,

electric, low NOx and knockdown boilers in capacities

from 6 to 600 hp for industrial, commercial

and institutional applications. 

Bryan Steam LLC.

www.bryanboilers.com

Extreme recovery gas water heater
The 29-gal XR90 ex-

treme recovery gas

water heater delivers

more hot water,

faster and more effi-

ciently than a stan-

dard 50-gal gas

water heater. It has

an FHR of 90 gal-

lons and, once the

unit has been de-

pleted of its avail-

able hot water, can

be ready with 90

gallons of available

hot water in only 29

minutes. The XR90

has received the

AHR Innovation

Award in the plumbing category for

the 2012 show. Rheem.

www.rheem.com

Mini tank water heater
The EMT1 is a glass-lined,  1-gal,

electric mini tank water heater that

fills a need in the market-

place for an in-

stant hot water

heater that fits

easily in tight

spaces. Light-

weight, compact

design with wall

or floor mounting

options; goes vir-

tually anywhere.

Use as a stand-alone

heater or inline with an existing sys-

tem to store hot water at the point of

use. Plugs into a standard 110-volt

outlet and requires no special hard-

wiring. Eemax Inc. 

www.eemax.com

New condensing
combi boilers also
ASME certified

The manufacturer’s new

lines of combination boil-

ers and tankless water

heaters are ASME certified

— a complete line of

combi boilers are model

numbers CH 240 ASME

with 199,000 Btus, CH

210 ASME with 180,000

Btus, and CH 180 ASME

with 150,000 Btus, in both

natural gas and propane

fuel applications. All of the

units are condensing and

can be vented using 3”

Schedule 40 PVC pipe in

most application. Navien

America.

www.navienamerica.com

Hybrid water heater
The GU100 was designed specifically for the

retrofit market and will be the most affordable

high performance, on-demand water heater. It can

support two simultaneous applications and pro-

vide endless and consistent hot water with mini-

mal pressure drop. The GU100 has a self-cleaning

stainless steel heat exchanger. It is recirculation

compatible, meets new low NOx requirements

and comes with an industry leading warranty.

Low gas and venting requirements make it easy

to replace a standard tank.

Eternal.

wwwEternal100.com

Wall mount boiler
Loaded with a winning combination

of features, the WM97+ is a wall

mount boiler that comes in 70,000

and 110,000

Btu input

m o d e l s ,

both at an

AFUE rat-

ing of 97%.

T h e

W M 9 7 +

offers a

u n i q u e

condensing

s t a i n l e s s

steel heat ex-

changer, built in boiler circulator and

a built in primary secondary option.

Weil-McLain. 

www.weil-mclain.com

Water heater descaling system
The BucketDescaler™ quickly and

easily solves tankless water heater

maintenance. Fully integrated recircu-

lation system made from high-grade

acid-proof pumps and fixtures is in-

dustrial grade, lightweight and affixes

to any standard 5-gal water bucket for

ease of use. Easily connects to water

in/out couplings and, with a flick of a

switch, circulates SpeedyBright™

NSF-certified descaler liquid to re-

move limescale and other deposits in

20 to 30 minutes. Formulated in “sin-

gle shot” bottles; one shot and a mix

of water clean a standard tankless unit.

SpeedClean.

www.speedclean.com

Water and gas shutoff valve
The “Wags” (water and gas shut-off) valve is a simple, inex-

pensive and reliable way to guard against disastrous water

problems that can arise when water heaters develop

a leak. Ideal for new or existing water heaters,

the valve is totally mechanical and can be in-

stalled with or without an electric harness. Taco.

www.wagsvalve.com

WATER HEATER, BOILER NEWS
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Exhaust, manifold expansion joints
EX exhaust and manifold joints are

rated at temperatures up to 1200° F.

Expansion joints  placed in the proper

locations prevent damage from re-

peated expansion and contraction of

the piping system. Joints will also

help dampen vibration, extending

system life. Manifold expansion

joints between the manifold and the

silencer isolate the engine vibration,

protecting the engine and the silencer.

The Metraflex Company.

www.metraflex.com

Rooftop air conditioner
The Rebel™ is the first official submission to a rooftop unit challenge facilitated

by the U.S. Department of Energy to develop the next generation of high-effi-

ciency air conditioners for commercial

buildings. It challenges the status quo for

energy efficiency at almost double the

ASHRAE 90.1 minimum standard. Uses

variable heat pump technology with aux-

iliary gas heat, as well as Daikin’s ad-

vanced variable inverter scroll

compressor. When functioning as a vari-

able air volume unit down to 3 tons, the

fans allow for variable speed, which re-

duces noise. Available in 3- to 15-ton sizes, offers a modulating hot gas reheat

option and operates efficiently in colder weather. Daikin McQuay.

www.daikin.com or www.mcquay.com

Pilot ignition controls
Four new intermittent pilot ignition

(IPI) controls

can be used

with inter-

mittent pilot

boilers, fur-

naces and

other heating

appliances. These new

controls are designed as low-

cost replacements for the original

OEM control. Newly launched mod-

els include the ICM295 and ICM296,

and the ICM2901 and ICM2902.

Each of these models offers micro-

processor-based precision and com-

patibility with both liquid propane

and natural gas. The ICM295 is de-

signed as a continuous spark unit,

while the others offer a 100% safety

lockout feature.

ICM Controls.

www.icmcontrols.com

Valve softeners and filters
Autotrol valves are the most

reliable water condi-

tioning controls on the

market in a vari-

ety of problem

water applica-

tions. Autotrol

valve softeners

and filters are de-

signed to provide

customers with

purer, better quality

drinking water, while also reducing

various hard water contaminants, in-

cluding iron, calcium, sediment and

rust. The Autotrol line includes the

255 and 268 control valves and the

740, 742, 760 and 762 controllers,

with a variety of tank and media op-

tions. Hydrotech.

www.hydrotechwater.com

Hydronic manifold
Hydro-Core Double Ball Drain is a

hydronic manifold designed to ease

the installation of mod/con boilers

with internal pumps. Fits 40 different

boilers from 15 different manufactur-

ers. Specifically designed for hy-

draulic separation and purging the

near boiler piping or secondary cir-

cuit loops. Saves time and space; re-

duces leak paths. Webstone Valves.

www.webstonevalves.com

Pipe thawing machine
The Hot-Shot 400™ thaws frozen

pipes in minutes. It eliminates tearing

up floors, breaking through walls or

digging around pipes in frozen

ground. With 400 amps of thawing

power, it can clear frozen lines up to

175 ft long in 11/2" diameter lines.

Can be switched down to 320 amps

and pull just 14 amps. Easy to use:

Attach the pipe clamps to a frozen

pipe section, plug the machine into a

115-volt receptacle and, in a few min-

utes, the frozen pipe is thawed out.

The 30-lb machine is compact,

mounted in a heavy gauge steel case

and carries a two-year warranty.

General Pipe Cleaners.

www.drainbrain.com/hotshot

Boiler header manifolds 
Prefabricated boiler header manifolds

for use in residential plumbing appli-

cations are available in 11/4" and

11/2" diameters and come in 2, 3 and

4 zones. Can be used on the supply

and return and eliminate fabricating

a boiler header out of pipe nipples

and fittings. Shipped with thread pro-

tectors. Matco-Norca.

www.matco-norca.com

Commercial boilers for hydronics, potable hot water
XP boilers and XP auto-

matic circulating

water heaters are

designed to be used

in both hydronic

and potable hot

water applications.

Each unit features

fully modulating

burners with a turn-

down ratio of up to

20:1, which allows

an unprecedented

range of load-equal-

izing firing rates.

The multi-pass/

multi-burner heat

exchanger is de-

signed to optimize

efficiency and mini-

mize operating costs

with every heating

cycle. A touchscreen

user interface operates

each of the burners as a separate

boiler, which means that it is able to send error messages about problems

with one burner while activating another, thus preventing system shutdowns.

A. O. Smith Water Products Company.

www.Hotwater.com

Multi temperature loop control 
The SMART SYSTEM™ multi temperature loop control (MTLC) simplifies

the integration of KNIGHT Heating Boilers into multiple temperature hydronic

heating systems. Accurately controls up to three separate space heating loop

temperatures, while maximizing the efficiency of the heating boiler as a primary

function. Works in conjunction with the on-board SMART SYSTEM Control

on all second-generation floor-

standing and wall-mount

KNIGHT heating boilers for

residential applications as well

as KNIGHT XL commercial

heating boilers. Installation is

easily handled through wiring

in the terminal strips located

on the boiler and control as

well as easy setup through the

display on the KNIGHT

boiler. Lochinvar.

www.Lochinvar.com
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Metallically shielded system 
dissipates electricity and heat

Two semi-conductive 
polymer jackets surround 
layer of metal mesh for 
extra protection

Rated to withstand 
80 coulombs of 
electrical energy

Rated to withstand 
6 coulombs of 
electrical energy80 680 6

Jacket-Bite™ fi ttings provide 
continuity with metal mesh

Unprotected metal between 
polymer jacket and fi tting

Single layer of 
semi-conductive polymer jacket

WHICH CSST WOULD YOU CHOOSE TO PROTECT YOUR HOME?

Closest competitor

Choose the fl exible gas tubing with more science on its side.
When it comes to lightning-resistant CSST, there’s “good enough,” and then there’s FlashShield. That’s because FlashShield
is grounded in real science. In addition to an extra layer of protective polymer coating, it features the same revolutionary metal 

mesh used to protect aircraft from lightning strikes. FlashShield is also 13 times more resistant to electrical 
energy, according to independent laboratory testing. Real science. Real 
protection. Real results. Now that’s what we call Safety in Layers.

Scan this code and watch our video. Visit www.gastite.com/fl ashshield/sbsTW 
to learn more, or email us at fl ashshield@gastite.com

 

See contact information on page 98
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Sensor faucets 
Sensorflo® faucets feature a modern

angled design and an above-counter

mixer integrated into the faucet body,

providing the in-

creased vandal resist-

ance needed for high

traffic facilities. The

Sensorflo product line

offers various configura-

tions of battery- and AC-

powered sensor faucets made from

high quality commercial brass for

long lasting durability in commercial

applications. All electronics for Sen-

sorflos are above the counter, making

maintenance simple and quick.

Speakman Company.

www.speakmancompany.com

Integrated boiler control
Modulating, or selectable stage fire,

the VERSA IC™ integrated boiler

control fully integrates temperature

control, ignition, safety and individ-

ual fault monitoring. Cold water pro-

tection software included. Field

upgradable. Modbus communica-

tions port standard for continuous

monitoring, trending and trou-

bleshooting. Control platform was in-

corporated into XFyre modulating

condensing boilers by December and

will be phased in to all products dur-

ing 2012. Raypak.

www.raypak.com

Heavy duty flapper
Clean Check® valves prevent sewage

backups from plugged or

flooded municipal sewer

system lines. Designed to

be installed easily outside

a home, business or other

structure without using a

costly manhole. Readily

accessible for mainte-

nance or cleaning. Ex-

tendable valves consist

of a tee-shaped valve

body, a top and bottom

collar and a new, replaceable 75-psi

PVC flapper. In the event of back-

pressure, the flapper blocks the re-

verse flow, preventing sewage from

entering into the structure. 

The Rectorseal Corporation.

ww.rectorseal.com

Chemical pumps
500 series 301 pumps offer outstand-

ing performance and process versatil-

ity in corrosive chemical dosing and

transfer applications. A reverse cov-

ered seal design between the rotor

and shaft eliminates metal exposure

to fluids. Phenolic housings and ro-

tors offer superior corrosion resist-

ance. Hose connections, resilient

cushion and cradle mounting provide

easy installation, maintenance and re-

placement. For direct or belt drive, in

capacities from .45 to 13 gpm and

pressures up to 25 psi. Moyno Inc.

www.moyno.com

Levels and tape measures are easy to use
Four new aluminum machined levels are built from a solid block of alu-

minum and come with rare Earth magnets that are v-grooved for maximum

stability on pipe or magnetic metal surfaces. Levels feature oversized, 0-gra-

diant vial to aid in sloping installations and are marked for rises of 1/8" to
1/2" of slope per foot of run. Locking steel tape measures are designed with

a comfortable grip on a heavy-duty tape measure structure. Available in 16-

ft or 25-ft versions. The extra-wide (11/16") measuring blade is easy to read,

nylon coated and abrasion resistant. RIDGID.

www.ridgid.com

Coupling for rigid conduit
The T&B® Fitting XD expansion/deflection coupling supports movement and

thermal expansion in conduit runs, providing a flexible and watertight

connection. Has an Erickson® conduit union for reduced installa-

tion time and effort. Durable, protective, stainless-steel inner

sleeve facilitates wire installation. Accommodates

axial or parallel movement up to 3/4" and angular

movement up to 30° from the normal position. Has

enclosed, copper ground mounting plates secured

with tamperproof, stainless-steel jacket straps. Dual-layer hubs are made of

ductile cast iron, zinc plated and coated with aluminum acrylic paint for corro-

sion protection. Thomas & Betts Corporation.

www.tnb.com

Isolation ball valve
T-2012RFLG and S-2012RFLG full port rotating flange isolation ball valve  for

circulator pump isolation permits pump removal without

complete system drain-down. Durable forged brass, full-

port design does not affect pump flow volumes. Standard dia-

mond-shaped pump flange connection rotates to allow infinite

valve positioning, and integrated drain valve with tethered cap

permits purging, balancing and flushing operations. Positive-seal,

blowout-proof stem features dual Teflon packing and EPDM rubber O-ring

seals. Available in threaded or sweat connections, sizes 3/4" to 11/4". Flange

mounting hardware is included. Legend Valve.

www.legendvalve.com

Condensing commercial boilers
The PF-850 (850,000 Btu), the PF-1000 (1,000,000

Btu) and the PF-399 are part of the PUREFIRE® line of

products. Commercial sizes have ASME and ETL cer-

tifications for both the U.S. and Canada and are avail-

able for natural or LP gas. Thermal efficiency is near

97%. Boilers feature a unique condensate system with

built-in neutralizer component and float switch protec-

tion, a high-grade stainless steel burner and heat ex-

changer, 10:1 turndown (PF-850 and PF-1000) and low

NOx operation. State-of-the-art control board features

outdoor reset control and domestic hot water priority. Peerless Boilers.

www.peerless.com

Mechanical piping system
The Advanced Groove System (AGS)

is indisputably the strongest Victaulic

large-diameter grooved

mechanical piping

system. The only

two-piece cou-

pling on the

market avail-

able in sizes up to

60” in diameter,

AGS offers faster

and simpler installation over cou-

plings featuring multi-segment hous-

ings. AGS-joined pipe handles higher

end loads and a higher-pressure rating

up to 350psi/2,410kPA, with a nomi-

nal three-to-one safety factor. 

Victaulic.

www.victaulic.com

Radiant mechanical room
The Radiant Ready 30E is a com-

plete radiant mechanical room de-

signed in a compact, preassembled,

easy-to-install panel. The installer

simply hangs the panel on a wall and

connects the tubing, thermostat and

electrical power. To accompany the

panel, Fast Trak knobbed mats pro-

vide a faster, easier method for in-

stalling PEX tubing in overpour

applications. The Radiant Ready

30E covers up to 2,000 square feet

of radiant floor heating (based on 15

Btuh/sq ft) and 4,000 square feet of

radiant floor warming (based on 7.5

Btuh/sq ft). It comes standard with a

five-loop manifold that can be cus-

tomized to add additional loops if

necessary. Uponor Inc.

www.uponor-usa.com

tw01_12_pgs_80_87_Layout 1  12/28/11  9:55 AM  Page 84



See contact information on page 98

tw01_12_pgs_80_87_Layout 1  12/28/11  9:55 AM  Page 85



3-point press fittings
G-PRESS Copper Fittings are de-

signed to work with hard (drawn tem-

pered), half-hard and soft (annealed)

copper tubes. V-press system utilizes

a 3-point press tool that includes two

mechanical presses on either side of

the bead to hold the tube in place and

a hydraulic press that crimps the O-

ring, creating a leak-tight seal. To

help ensure a leak-free system, the

fittings have a leak-before-press fea-

ture molded into the O-ring in two

positions, so the installer can identify

fittings that have not been pressed

properly. Sizes 1/2" through 2". 

Grinnell Mechanical Products.

www.grinnell.com
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Stainless indirect water heating
The H2O Series, a complete line of

stainless steel indirect water heaters,

storage tanks,

dual coil solar

tanks and

buffer tanks, is

constructed of

durable 316L

stainless steel

and manufac-

tured in the

USA for de-

pendabil i ty.

With a wide

range of sizes

from 30- to

115-gal capac-

ities, the H2O

features a

stainless steel

dip tube, ther-

m o p l a s t i c

jacket and a

low pressure

drop.  Top connections allow for easy

installation. Utica Boilers.

www.uticaboilers.com

Stainless instrumentation fittings
The new SCI-lok line of stainless instrumentation fittings and valves is now

available. Fittings are double ferrule construction and conform to material

specification ASTM A-182, 316 Stainless. Interchangeable with Swagelok;

and nut threads are silver plated to increase resistance to seizing and galling

of nuts on the body. Maunfacturer also stocks seamless stainless instrumen-

tation tubing in 304/L and 316/L to complement the fittings and valves.

Smith-Cooper International.

www.smithcooper.com

New hybrid water heater for retrofit market
On January 23, 2012 at the AHR Expo in Chicago, Eternal will unveil its

newest hybrid water

heater — the GU100.

The new model was de-

signed specifically for

the retrofit market and

will be among the most

affordable high perform-

ance on-demand water

heaters on the market. It

can support two simulta-

neous applications and

provide endless and con-

sistent hot water with

minimal pressure drop.

Like the other models,

the GU100 has a self-

cleaning stainless steel

heat exchanger, it is re-

circulation compatible,

meets new low NOx re-

quirements, and comes

with one of the industry’s leading warranties. Its low gas and venting re-

quirements makes it easy to replace a standard tank too. Come to AHR booth

#2051 to learn more or go to www.Eternal100.com.

Drain tempering valve
New 1" drain tempering valve has twice the flow capacity of the original DTV

valve. Common applications where water over 140°F becomes

a concern include boiler blow down,

condensate drains, commercial dish-

washers, laundries, commercial coffee

makers and more. Self-operating, easy to install. Open only

when the effluent exceeds the specified setpoint so it also conserves water by au-

tomatically turning off cold water when not needed. Therm-Omega-Tech.

www.ThermOmegaTech.com

Collet covers 
Color-coded collet covers are available

in both inch and metric sizes for use in

water treatment/filtration systems.

Color selections are black, yellow,

blue, red, grey and green. Made of

durable, tough, cross-linked

polyethylene (PEX) in sizes

ranging from 3/16" to 5/16" and

4mm to 22mm. Collet’s stainless steel

teeth grip inserted pipe and provide,

along with an EPDM O-ring, a perma-

nent, leak-proof seal. Collet locking

tool is available in sizes ranging from
3/16" to 1/2". John Guest USA. 

www.johnguest.com

Residential fire protection
Product line includes: RF PEX™ tub-

ing, lead free RF PEX™ fittings and

lead free RF PEX™ sprinkler fittings,

which are designed to accept all stan-

dard 1/2" residential sprinkler heads.

UL 1821 listed and meet NFPA re-

quirements for fire suppression (NFPA

13D) when designed and installed by

professionals who are licensed/certi-

fied for residential fire protection. All

Watts brand residential fire protection

products are made in the USA from top

quality components. 

Watts Water Technologies Inc.

www.wattswater.com

Water source heat pump
The Versatec™ Base combines high

efficiency and an impressive list of

value-added features in a compact

water source heat pump for water

loop and geothermal applications.

Exceeds ASHRAE 90.1 efficiencies,

while utilizing environmentally

friendly R410A refrigerant. Avail-

able in a wide selection of capacities

(018 – 070 MBtuh output), the heat

pump offers unmatched application

flexibility. Units feature a recipro-

cating single-capacity compressor

paired with a PSC blower motor to

provide high efficiency while ensur-

ing quiet operation and a wide range

of airflow selections. Optional X13

and variable-speed electronically

commutated motors (ECM 2.3) are

also available for improved effi-

ciency and comfort. 

WaterFurnace International Inc.

www.waterfurnace.com
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Get a GRIP

ALL THE STRENGTH; HALF THE INSTALL TIME

G

R

I

P

10X
UP TO 10 TIMES

FASTER INSTALLATION
THAN TRADITIONAL
JOINING METHODSC

O
U

P
L
IN

G
SGRINNELL

RAPID

INSTALLATION

PIVOT-BOLT

GRINNELL   Figure 640   Pivot-Bolt   Rigid Coupling

GRINNELL Rapid Installation Pivot-Bolt

Couplings install 10 TIMES FASTER than tradi-

tional joining methods and in half the time of

standard couplings. The GRINNELL Pivot-Bolt

design offers clear visual con� rmation that a 

gasket is properly seated in its groove, an 

assurance you won’t get from other installation-

ready couplings. 

Simply swing the coupling over the pipe joint, 

tighten just ONE bolt with an impact wrench, 

and you’re done.

Optimal productivity is within your grasp. Call 

800-558-5236 or visit www.grinnell.com.

Fast Installation – 
No need to alternate the tight-
ening of the bolts. Tighten 
ONE bolt with an impact 
wrench and you’re done.

No Lost Components – 
Without removing nuts and 
bolts, swing the coupling over 
the pipe joint.

Visual Confi rmation – 
Quickly and easily see that the 
push-on, center-stop gasket 
is properly seated before 
clamping the coupling.

1 2 3

See contact information on page 98
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GENUINE    PARTS CENTER©

FA
X

For reliability...
buy Hamat OEM
genuine parts from Tapco.

Tapco
is the national
distributor of Hamat
OEM genuine replacement
parts for European designed
solid brass faucets.
No extra handling charge
for same day shipment on
Hamat orders received by
noon eastern time.
Tapco acknowledges
Hamat FAX orders
promptly by return FAX,
complete with your prices.
Tapco will ship your order of
Hamat OEM genuine replacement

parts within 24 hours.
Tapco
P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300

See contact information on page 98
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Advent buys Morrison supply

(Continued from Morrison, front cover.)

Sangalli commented, “With advent’s support,
Chip’s leadership and our great people, Morrison
Supply has a rock-solid foundation upon which to
build its existing business and continue to provide
industry leading service to our customers. Morri-
son will also be in a position to acquire businesses
and broaden its footprint. after weathering the his-
toric construction downturn, we can now look for-
ward to a period of expansion.”

darrell hawkins and Charlie allen will con-
tinue in their roles as president and CFO, respec-
tively. additionally, they will remain investors in
the company and deeply committed to its ongo-
ing success and expansion.

advent Operating Partner Wes Clark will join
the company as non-executive chairman. Clark
is the former president and COO of W.W.
Grainger, a leading $8-billion distributor of in-
dustrial maintenance and repair supplies. he also
served as CEO of Morton Salt, the largest U.S.
producer and distributor of sodium derivatives.

advent has been an active investor in building
products, distribution and construction supply for
over 20 years, and has invested in more than 20
companies in these sectors. In its most recent
transaction in the space, advent acquired Bradco
Supply in 2008 and subsequently merged it with
aBC Supply in 2010 to create the largest U.S.

distributor of roofing supplies and complemen-
tary exterior building materials.

“Scott Sangalli and the rest of the team at Mor-
rison have established a powerful franchise in the
Southwest, and we are excited to build on their
strong position,” said Stephen hoffmeister, man-
aging director at advent. “We will support the
company’s growth with our capital, resources
and sector experience.”

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

haTFIEld, Pa. — Franke began its second century
by launching an enriched website that brings a new
level of 21st-century access to its products and
links all the varied members of its brand commu-

nity. The new site
provides con-
sumers, designers
and architects with
a convenient way
to see and select
options for the

rooms they are planning. Media visitors can easily
access new press releases and event information
and have upfront access to what is current on
FrankeluxuryUSa social media sites.

The website gives the growing world of
Franke’s friends, followers and tweeters access
to the brand’s social media. Users are invited to
join in a conversation, read posts and blogs, ex-
perience their roles and exert their influence as
thought leaders of the Franke online community.

Visit www.frankeksd.com

Franke launches new website

Rinnai expands heating product offerings
PEaChTREE CITy, Ga. — Rinnai Corporation has
expanded its heating product portfolio to include
an upgraded ES38 direct vent wall furnace
model, as well as a new condensing boiler side
mount kit, just in time for the winter heating sea-
son. The introductions make Rinnai heating so-
lutions available to a greater
number of consumers by en-
abling wider distribution of
the ES38 unit and by provid-
ing greater installation versatility for Rinnai’s
boiler units.

“Thanks to key product and accessory intro-
ductions, it’s now possible for Rinnai heating so-
lutions to be installed in homes that previously
could not use them, due to local code require-
ments or installation barriers,” said Rinnai vice
president-engineering James york. “These en-
hancements help broaden an installer’s customer
base, which should translate to increased busi-
ness for Rinnai partners.”

Rinnai has made its most popular direct vent
wall furnace model, the ES38, even better with
the addition of an enhanced digital control panel
for the unit. Featuring a new timer function that
lets consumers pre-set the unit for two separate,
timed heating events during a 24-hour period, the
updated model enables maximum heating com-
fort and energy efficiency, because a space may

be heated only during times of anticipated occu-
pancy. The redesigned control panel also offers
a setback feature that allows for a minimum tem-
perature to be pre-set and maintained between
timed events and an override option to temporar-
ily turn on or turn off a programmed timer event.

Rinnai’s revamped ES38
unit, along with Rinnai’s other
direct vent models that have
the same control capabilities,

has achieved certification from the International
Code Council. The ICC certification verifies that
all Rinnai direct vent furnace models comply with
the 2009 International Residential Code for main-
taining minimum room temperatures and the 2009
International Energy Conservation Code for daily
heating schedule and set back operational capabil-
ities.

Rinnai also launched a side mount kit for its
condensing boiler products that enables installers
to place Rinnai boilers in retrofit projects more
easily. The kit relocates a boiler’s plumbing con-
nections from the bottom of the unit to the left
side of the boiler, significantly simplifying the
installation process in buildings where height re-
strictions are an issue. Three mounting kits with
custom-made steel tubing and connection pieces
are available for all of Rinnai’s boiler models.

Visit www.rinnai.us.
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Do you perform your normal functions?
Do you even know what ‘normal’ is?

(Continued from page 8.)

c. Selling — There is also the has-

sle of selling products to Bob and

Tom using a factory sales team or rep

agencies.

Staffing a national sales force to

sell to plumbers across the country

is a costly and management inten-

sive effort. 

d. Credit/collections — The trans-

action could be paid using a credit

card but traditionally buying “on ac-

count” is expected by trade customers

which adds a national credit and col-

lections group into the manufac-

turer’s team.

e. Customer support/warranty —

This would require a national cus-

tomer support organization to handle

problems and warranty claims.

2. Sell through local, regional or

national distributors/wholesalers 

a. The above functions are similar

except typically there is a local pres-

ence and local execution of most of

the functions.

b. The other main difference is that

the local presence is affordable since

wholesalers sell products from mul-

tiple manufacturers and thus enjoy

some economies of scale. In effect,

hundreds of manufacturers have

micro-operations within a wholesaler.

c. While the economy of scale is

positive, the inefficiencies and diffi-

culties of managing and making

money selling tens of thousands of

products from hundreds of manufac-

turers is a huge challenge.

d. The responsibility and cost of

each function is moved to the whole-

saler and so there must be sufficient

margin to cover the cost of those

functions and to make a profit.

e. Successful wholesalers under-

stand and manage their costs for pro-

viding each function and they remove

any function that the installer doesn’t

value…in other words, is not willing

to pay for.

f. Obviously the manufacturer

must now execute the same functions

with the wholesalers but on a much

smaller scale so adding a “step” into

the channel involves some additional

cost to the channel.

While this is very simplified, that’s

how I think it’s supposed to work “in

theory.” As someone observed, “I

wish I lived in Theory because every-

thing seems to work in Theory but

certainly not where I live.”

So let’s assume we’re talking about

distribution through a wholesaler and

discuss some of the challenges that

can make the channel dysfunctional.

1. The wholesaler doesn’t sell —

As I have discussed before, during

the boom times we all got out of prac-

tice when it comes to selling. We nat-

urally thought that customers were

arriving in hoards due to our brilliant

wit, our great charm and, of course,

our good looks. When, in fact, they

just needed product. (BTW, I don’t

want to live in Fact because the truth

often hurts.) When the tough times

hit, it was hard to change our ways.

In the good times, the manufacturers

tolerated this default selling because

business was very good. Now manu-

facturers are viewing some of their

non-selling wholesalers as more of a

roadblock than the express lane to the

installer. (Manufacturers sometimes

perceive non-selling wholesalers to

be lazy or disinterested.)

2. The wholesaler doesn’t properly

sell all of his lines — Part of the

wholesaler’s obligation to the manu-

facturer is to actively sell the lines

that he is given. This starts with the

development and ongoing mainte-

nance of the wholesaler’s “stocking

list.” When wholesalers don’t take

this seriously, they increase their

costs and defocus their team. It is crit-

ical that the wholesaler periodically

assess each item on the stocking list

very carefully.

a. Does the wholesaler have the

ability to stock the product?

• Financially — Is there enough

money to inventory the product in

quantities so the customer can count

on the wholesaler to provide the

product reliably?

• Physically — Is there enough

warehouse space to stock an adequate

quantity of the product so the cus-

tomer can count on the wholesaler to

provide the product reliably?

If the wholesaler cannot be reliable

they are often not considered to be

day-in, day-out source for the prod-

uct.

b. Can the wholesaler sell the

product?

• Marketing and promotion — Will

there be sufficient time and dollars to

market the product? Few products in

our industry sell themselves. At the

very least, trade customers should

know that the wholesaler stocks the

product. Even better, there should be

activities to entice the customer to try

or to use each product.

• Sales time — Is there enough

sales capacity to sell the product on

an ongoing basis? 

• Sales push — Can the sales team

go into “hyper-drive” to properly in-

troduce new products or changes to

the product to the customers?

• Sales commitment — Is there a

signed-in-blood-quota for the team

that documents their promise to sell

the product?

3. The manufacturer sets pricing in

the local market. This happens in a

variety of ways —

a. The manufacturer publishes a

list price sheet — If there was a sin-

gle action that I would recommend to

manufacturers to help wholesalers it

would be to stop creating list price

sheets. They restrict the wholesalers’

ability to make money.

• Top performing wholesalers vary

the margin based upon each product’s

price sensitivity, its velocity, its

shrinkage and availability to create

fine-tuned, micro-managed pricing

that will provide the optimum profit

output.

• Some wholesalers use list and a

single discount across whole lines of

product. One wholesaler character-

ized it this way, “The lazy whole-

salers use list and discount to mess up

the market for everyone. Some of it

got sorted out in the last downturn but

there are still plenty of these ‘worst

practice’ wholesalers out there. Man-

ufacturers ‘enable’ this practice when

they publish list pricesheets. What I

find offensive is that the practice is

there to support the manufacturers’

worst wholesalers, not those of u

working hard to make money.”

• The wholesaler needs to know

his cost and then to use that cost to set

a thoughtful, competitive, profitable,

market-based price for each product

sold to their customers in their area.

When I have discussed this directly

with manufacturers’ senior manager,

there have generally been two lame

excuses: 1) I agree it’s dumb but it’s

the way we have always done it. 2)

Our wholesalers are lazy and they de-

mand it.

b. A rep makes price suggestions

to trade customers: Reps have a very

important role in promoting products

but suggesting product pricing to

trade customers is not, in my opinion,

any part of that role. Sharing pricing

with trade customers, in effect, de-

fines an expected market price with-

out regard to the wholesalers’ cost of

stocking and supporting the product.

This then prevents wholesalers from

creating thoughtful, competitive,

profitable, market-based prices for

each product

As I said before, there are certain

functions that must be performed to

make the channel work. There are a

myriad of ways to divide those func-

tions between the manufacturer and

the wholesaler. The dysfunctions

seem to occur when each party

thinks the other has the ball, thus no-

body has the ball, somebody fum-

bles the ball or either party “phones

in” their effort when they have the

ball. I think the first task is to under-

stand the roles, responsibilities and

rewards in the channel so we can do

more of the right things and less of

the wrong things as we conduct

business. This, “in Theory” should

make you more money.

As a head start on my 2012 resolu-

tion, I’d like to thank all the folks at

The Wholesaler who do the heavy

lifting in publishing the best maga-

zine in our industry. (I am opinion-

ated of course.) Special thanks to

publisher Tom Brown, production

manager Cate Brown, managing edi-

tor Jim Schaible, editorial director

Mary Jo Martin, and of course my fa-

ther Joe (posthumously) who gener-

ously mentored me when I started

co-writing this column with him a lit-

tle over 16 years ago. n

Rich Schmitt is president of Schmitt
Consulting Group Inc., a manage-
ment consulting firm focused on distri-
bution and manufacturing clients for:
• Pricing
• Consulting Seminars
• Profit improvement

www.go-scg.com

Rich is also the co-owner of Schmitt
ProfiTools Inc.(SPI), providing: 
• Web Storefronts and

Handheld tools
• Print catalog software,

content creation and services
• Pricing management and

pricing analysis
www.go-spi.com
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Successful wholesalers understand and manage
their costs for providing each function and they

remove any function that the installer doesn’t value...
in other words, is not willing to pay for.

I think the first task is to
understand the roles,

responsibilities and rewards
in the channel so we can

do more of the right things
and less of the wrong things

as we conduct business. 
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Every job has a different set of challenges; 
that’s why we make so many di� erent circula-
tors.  Each model is designed to deliver speci� c 
performance characteristics to get the most 
out of the system.  While other companies are 
cutting back, we continue to introduce new 
models because we believe you shouldn’t have 

to compromise.  Whether you choose any size 
“00”, a 3-speed, a variable speed, 2400, or one 
of our new high e�  ciency e-smart pumps, you 
can be con� dent you’re not only getting the 
right pump for the job, you’re getting a Taco 
pump.  That puts you two steps ahead.

If there was only one type of job, we’d build only one model of pump.

www.taco-hvac.com

See contact information on page 98
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I
n early November, Affiliated Distributors held their North American Meet-

ing for their PHCP Divisions at The Rio Hotel & Casino in Las Vegas. Ed-

itorial director Mary Jo Martin attended the event, and shares a wrap up

in her Viewpoint column beginning on page 98. 

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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RoundtableT

he PVF Roundtable held their quarterly meeting in mid-October in

Houston, which featured an enlightening keynote address by John

Hofmeister, founder and CEO of Citizens for Affordable Energy and 

former president of Shell Oil, along with a look ahead at the demand for PVF

by Morris Beschloss, PVF and economic editor emeritus for THE WHOlESAlER.

Publisher Tom Brown, West Coast regional sales manager Diane Spangler and

editorial director Mary Jo Martin were on hand at the event.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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2012 AHR Expo Innovation
award winners selected
CHICAGO — The winners of the pres-
tigious 2012 AHr Expo Innovation
Awards have been chosen and will be
honored at a special ceremony during
the exposition and conference in
Chicago on Jan. 24.

representing a broad cross-section
of the HVAC/r marketplace, the win-

ning entries were selected in 10 cate-
gories and represent the most innova-
tive new products among the
thousands that will be displayed at
the show. A panel of judges made up
of ASHrAE members evaluated the
products submitted, based on innova-
tion, application, value to the user
and market impact.

ranging from a wall-mounted
solar air heater to a mobile toolbox
for contractors, many well-known in-
dustry leaders will share the stage
with companies new to the competi-
tion. Emerson Climate Technologies
was the big winner, capturing three of
the top 10 awards.

The winners of the 2012 AHr
Expo Innovation Awards are:

• Building Automation — Geofin-
ity Manufacturing Inc., OrB Heat
Pump Controller

• Cooling — Emerson Climate
Technologies, Copeland Scroll Vari-
able Speed Compressor 

• Green Building — ClimaCool
Corp., SHC ondEMANd™ Simulta-
neous Heating and Cooling Heat
Pump System

• Heating — Enerconcept Tech-
nologies Inc., The lubi Wall Wall-
mounted Solar Air Heater

• Indoor Air Quality — E+E Elek-
tronik Ges. m.b.H., EE245 Wireless

Transmitter 
• Plumbing — rheem Manufac-

turing Company, The rheem Xr90
Extreme recovery Gas Water Heater

• refrigeration — Emerson Cli-
mate Technologies, Copeland Scroll
K5 refrigeration Compressor 

• Software — Emerson Climate
Technologies, Emerson Climate
Technologies HVAC/r Mobile Tool-
box For Contractors

• Tools & Instruments — Fluke Cor-
poration, Fluke Tir1 Thermal Imager

• Ventilation — Melink Corpora-
tion, Intelli-Hood Kitchen Ventilation
Control.

One of the 10 winners will be
named AHr Expo Product of the
Year. Winners receive placards to dis-
play at their booths during the show,
as well as an etched crystal award to
be displayed at their company’s head-

quarters. In addition, 31 other prod-
ucts are recognized with Honorable
Mentions in these same 10 categories

and will also be given placards to dis-
play in their booths.

A record number of companies en-
tered the competition this year. The
nearly $12,000 generated by the entry
fees will be donated to a charitable
organization in the Chicago area.
Since the inception of the Innovation
Award competition in 2003, more
than $100,000 has been donated to
charitable organizations and educa-
tional institutions in the cities where
the Expo was held.

Visit www.ahrexpo.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

WOOdrIdGE, Ill. — Globe Union
Group Inc., parent to well-known
plumbing manufacturers Gerber
Plumbing Fixtures llC and danze
Inc., was a Platinum Sponsor of the
lymphoma research Foundation
(lrF) annual gala in New York City
in October. The company, led by
president and CEO Michael Werner,
helped the organization raise $1.1
million in one evening. 

In addition to Globe Union’s recog-
nition as a sponsor, Michael Werner
(on behalf of the entire Werner family)
was honored with the organization’s
Freundlich leadership Award, which
recognizes outstanding leaders in the
community who have supported the
mission of the lymphoma re-
search Foundation. 

Michael Werner was diag-
nosed with lymphoma in 2006
and has been dedicated to pa-
tient research and education
ever since. In 2007, he joined
the lrF board of directors,
with the goals of helping to
raise money for research and of

aggressively advancing the scientific
agenda. “No one has more reason to
be motivated to eradicate lymphoma
and to serve those touched by this
disease than fellow patients and our
loved ones,” said Werner upon re-
ceipt of the leadership award. 

“The efforts of the Werner family
and our other award recipients have
resulted in increased funding for im-
portant lymphoma research initia-
tives, better treatments, greater
awareness and improvement of care
for patients with lymphoma,” com-
mented diane Blum, CEO of lrF.
“It’s a pleasure to honor them and to
recognize their dedication to the lym-
phoma community.”

Globe Union CEO honored
for support of lymphoma research 

CHICAGO — Elkay Manufacturing
was named one of the 10 winners of
the 2011 Chicago Innovation Awards.
The Chicago Innova-
tion Awards, celebrat-
ing its 10th year, is the
Chicago region’s fore-
most recognition of
the most innovative
new products or serv-
ices brought to market
or to public service
each year.

Elkay was recog-

nized for its EZH2O bottle fill-
ing station, which offers an
alternative solution to the

environmental and eco-
nomic waste of plas-
tic disposable bottled
water. The EZH2O
provides end-users

with a rapid fill of
clean, cold drinking water
for their existing bottles
and cups, eliminating the
need to purchase single
serving plastic bottles.
Since its introduction in

February 2010, the EZH2O
has become a fixture on hun-

dreds of college and university cam-
puses, within major terminals at some
of the nation’s busiest airports, as
well as on corporate campuses and in
countless other high-traffic public
venues. 

Among the many advanced fea-
tures that set the Elkay EZH2O apart
from other units is the built-in pres-
ence of its Green Ticker™. This vi-
sual counting mechanism tracks the
number of 16-ounce water bottles
saved from landfills, reinforcing the
sustainability efforts made by each
person who uses it. The EZH2O unit
also contains a sensor that dispenses
water into a container without requir-
ing the end-user to touch the water
cooler or hold the container while it
is being filled, ensuring sanitary op-
eration. In addition to offering a
green, clean solution, the EZH2O
provides a rapid fill of cold, filtered
water three times faster than a stan-
dard drinking fountain. 

The complete list of this year’s
Chicago Innovation Award winners
can be found at www.chicagoinnova-
tionawards.com. 

Visit www.elkayusa.com.

Elkay wins 2011 Chicago Innovation award

www.airgenerate.com

For more information:

AirTap™ Hybrid 
is the next generation replacement 

model using advanced heat 
pump technology.

Available in 50 and 66 gallon models

High efficiency even at cold temperatures

Stainless steel construction

Top exhaust duct
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Weisberg keynote speech electrifies AD
for everyone. It never has been and

never will. If we thought the most im-

portant thing about AD was our vol-

ume, we’d be trying to add an

unlimited number of members and

suppliers. But we don’t think that and

we aren’t trying to do that. The most

important thing about AD is not our

volume, it’s our value. Volume is just

the number you are at. Value is accel-

erated growth.  Value is new ideas, new

markets, innovation and a passion for

continuous improvement.  Value

comes from quality, not quantity. …

“If you want to learn a game — and

I mean any game — you need to play

it with better players. That’s how you

get better. And that’s why we are so

diligent about the quality of our mem-

bers and the quality our suppliers. …

“Market leaders come in all in

sizes. What makes a company a mar-

ket leader is the passion of its man-

agement and its people to grow and

be better. And those are exactly the

kind companies you will find right

here, at AD. …

“Building a quality team makes all

the difference in the world. So, don’t

let your pride stand in the way of

your success. No one thinks less of

you when you admit and correct an

error. No one thinks less of you when

you build a great team. They think

more of you. You don’t measure lead-

ers by their number of followers. You

measure leaders by the number of

leaders they raise up. I think Tom Pe-

ters said that. …

“AD’s success was also a product

of the great leaders in our distributor

and supplier communities who came

along side us and led us through the

years. You see at the end of the day,

everything in life and I mean every-

thing, comes down to leadership. …

The gulf between being a manager

and a leader is crossed with your

heart. You don’t become a leader by

some promotion you get or the title

you have or some class you take. You

become a leader by having the

courage to be leader. And you make

that decision, in here. …

“The theme for this year’s meeting

is ‘Lead, Connect and Grow.’ That

slogan doesn’t start with the word

grow. And it doesn’t start with con-

nect. It starts with Lead. Success

starts with leadership. Every com-

pany needs more leadership. Yours

does. Every family needs leadership.

Mine does. Every country needs lead-

ership. Ours sure does. …

“Successful leaders understand

their heritage, they are passionate

about what they believe, they adjust

their sails as circumstances warrant

and they encourage others. … I don’t

worry about the future of independ-

ents; because at the end of the day, it

all comes down to leadership.   And

independents have leadership in

spades. …

“Now as important as leadership is

in business, it’s even more important

to be a leader in life. And this has

never been truer, than it is today.

Everywhere you turn, people are con-

fused, uncertain, frustrated and even

angry. People feel as lost as they do

in this country today because we have

a serious lack of leadership. People

are as confused as they are in this

country today from a lack of practical

wisdom. And people are as uncertain

as they are, from a lack of encourage-

ment. And that makes this a truly

challenging and difficult environment

in which to grow a business. …

“So let me ask you an important

question: Where will the leadership,

wisdom and encouragement that peo-

ple in this country need come from –

if it doesn’t come from me and you? 

“One of the problems we have in

this country today is that good people

— like you and me — are reluctant

to speak up and talk about important

things that we know are true. We hold

our tongues, we keep silent. Maybe

we are waiting for someone else to

lead the way. Or maybe we feel that

the truly important subjects like pol-

itics and religion are just too personal

or too sensitive to talk about.

“Well, just like you, I don’t want to

offend anyone. But I find myself

wondering just how well our self-im-

posed silence is working out and

what our continued silence might cost

us in the future. There’s a big election

coming next year. That election will

have a huge impact on our businesses

and our families for years to come.

The candidates that will be running

will have very different perspectives

about our country’s heritage and what

made American great. Competing vi-

sions for our country’s future will be

on that ballot. So should we be silent

and keep our opinions to ourselves?

Or should we share whatever wisdom

we might have with the people we

know and the people we work with?

“Most of us in this room under-

stand what made this country strong.

We’ve lived it. We know what works

and what doesn’t work. If we don’t

share that understanding with others,

where will they learn it? And how

does our silence help?

“They say we aren’t supposed to

talk about politics. And we sure aren’t

supposed to talk about religion. But

what if a big part of our country’s

economic crisis and political dys-

function is the direct result of the

sharp decline we’ve had in our na-

tion’s moral standards?

“I think we can all agree that be-

havior in business and in life that was

considered wrong and even sinful to

the average American just 10 years

ago, is considered normal and main-

stream today. Some people think

those changes have been for the bet-

ter. And some don’t. I think that a

very clear line can be drawn from this

decline in values to the greed and dis-

honesty that’s on Wall Street, in

Washington, D.C., and in the hearts

and minds of so many Americans –

including corporate Americans. And

frankly, I don’t see how we will ever

solve that problem if we don’t talk

about it and share what we know with

others. …

“Faith has turned my life around.

And I believe that it can turn this

country around too. I believe that a

return to sound moral principles is

exactly what we need to overcome

our political dysfunction, our eco-

nomic recklessness and our over re-

liance on government.

“If you believe that we need to re-

turn to higher standards of morality

and operate with greater regard for

others and if you believe that we need

to elect politicians that understand

our country and will look out for the

interests of our entire nation and you

don’t speak up about this, then who

will? And how will people ever know

the truth?

“Leadership takes courage. You all

show that courage in your business

every day. Well, our country needs

you to be a leader in life as well.

Every person in this room has a plat-

form. Use it. Stand up and speak up,

for the sake of your family, your busi-

ness and our country. …

“In closing, I’d like to share with

you the one thing that I believe we

will all discover at the end of our ca-

reers. In preparation for this talk, I

called a good number of people who

were active in AD when it first started

and who have long since retired. I

asked them a lot of questions about

those early days. And then I asked

them to look back on their careers

and tell me what they valued most

about it.

“And you know what? Every one

of them told me the very same thing.

They said that when you are no

longer working and when you look

back over the years, the most gratify-

ing thing about it all is not going to

be the money and it’s not going to be

whatever recognition you might have

received. They said that the single

most gratifying thing about your ca-

reer will be the lifelong friendships

that you’ve made along the way and

the positive impact you’ve had on

others. Friendships with customers,

distributors, suppliers and the people

you work with.

“You see, contrary to public opin-

ion, what makes life worth living is

not the possessions we accumulate —

there are not enough things in this

whole wide world to satisfy the heart

of man. What makes life worth living

is the difference we make in the lives

of other people and the legacy we

leave behind. The journey we take

from Heritage to Legacy is not meant

to be taken alone. It takes friends and

it takes faith.

“So make friends and be a friend.

Coach others and be coached. En-

courage others and be encouraged.

Those shoulders we stood upon when

we came into this industry — we

need to be those shoulders now. So

lift up the next generation, lead them,

share your wisdom with them, tell

them what’s really important in life;

and leave them with a strong and in-

dependent business to take to even

greater heights.” n

To watch Bill Weisberg deliver his

2011 North American Meeting

Keynote, visit www.YouTube.com/AD-

HQvideos and hear what he has to say

year round by following him on Twitter

@BillWeisberg.

Mary Jo Martin is editorial director

of THe WHolesAler. she can be

reached at 972-315-9803, by emailing

editor@thewholesaler.com, on face-

book at www.facebook.com/maryjo-

martintx or follow her on Twitter

@maryjomartin.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from page 98.)

“Building a quality team makes all the difference in the
world. So, don’t let your pride stand in the way of your
success. No one thinks less of you when you admit
and correct an error. No one thinks less of you

when you build a great team. They think more of you.”

“The single most gratifying
thing about your career will
be the lifelong friendships
that you’ve made along the
way and the positive impact

you’ve had on others.”

tw01_12_pgs_88_100_Layout 1  12/28/11  10:32 AM  Page 95



96 • •THE WHOLESALER® — JANUARY 2012CLASSIFIED ADS

• All Cash Deals
• Premium Prices Obtained
• Negotiating Power
• Personalized, Tailored Service

For over 30 years, our experienced 
professionals have completed more
acquisitions per person than any other
firm. Over 90% have been all-cash
deals.

Our unique, business-oriented process
guides clients through the entire 
transaction. We direct and control all
negotiations assuring our clients 
protection from post-closing litigation.
For additional information about our 
services available throughout the U.S.,
contact:

GEORGE SPILKA AND
ASSOCIATES

Investment Bankers & 
Acquisition Consultants

Allison Park, PA 15101
412/486-8189 • spilka@georgespilka.com

www.georgespilka.com

Selling Your Company...

EMPLOYMENT OPPORTUNITIES

SALES REPS WANTED
United Pipe & Steel Corp., founded in 1980,
is a distributor of steel, copper & plastic pipe
to the plumbing and electrical wholesale in-
dustries. We have six regional warehouses
serving over 35 states. We are currently seek-

ing enthusiastic top sales candidates for two positions in our Sales Department to sup-
port our expansion.

Outside Sales Representative – New England Region
• Knows New England PVF / P&H wholesalers.
• Has significant experience selling commodity products.
• Travel throughout the New England Region up to 95% of the time.  
• Possesses a strong work ethic and a charismatic personality.
• A self-starter who can work independently.

Inside Sales Representative – Ipswich, MA Sales Office
• Responsible for selling pipe products to an assigned geographical region.
• Make outbound phone calls to customers; initiate cold calls for new accounts;
respond to inbound inquiries.

• Works with the outside sales team.
• Generate new and repeat sales by providing product and technical information
in a timely manner. Process orders, prepare correspondence, and fulfill
customer needs to ensure customer satisfaction.

Interested candidates please send cover letter, resumé, and salary history to:
Ruben Klein (rk@united-pipe.com), CFO/Director of Human Resources.

Visit www.united-pipe.com to learn more about United Pipe & Steel Corp.

REPS WANTED

DIRECTOR OF MARKETING
Midwest manufacturer has a need for an
experienced Director of Marketing who
can develop and execute an effective
product marketing campaign for a vari-
ety of commercial/institutional plumbing
products used in the construction indus-
try. This full time position requires docu-
mentable experience in the creation and
execution of a comprehensive marketing
strategy for commercial plumbing prod-
ucts. Successful candidate must also
have demonstrable hands-on skills in
the areas of product photography, art-
work creation, descriptive text genera-
tion and sales literature development.
This position requires strong attention to
detail and superior communication
skills. A comprehensive benefits pro-
gram is available. Please respond via e-
mail to:

jptr44@yahoo.com.

AGGRESSIVE REPS NEEDED!
BMI is looking for plumbing reps in the fol-
lowing states:
AL, TN, GA, MN, WI. Also looking for PVF
reps in several territories.

Website: www.bmicanada.com.
Send company resumé to Steve Nygren,

E-mail: snygren@netzero.com
if interested. Tel: 803-728-4592.

INSIDE SALES - REP
If you are looking to be part of an organ-
ization that is second to none in the
Denver metropolitan area, look no fur-
ther. We are a leading manufactures’ rep
firm looking for a highly motivated inside
sales person with experience in the hy-
dronic heating and plumbing field. Job
responsibilities will include fielding cus-
tomer service and technical service
phone calls, commercial job quotations,
order entry, purchasing, receiving and
inventory control. Major medical, dental
and 401k benefits are provided and
salary is based on experience. Only ex-
perienced, motivated, driven people
need apply. Please send resumé to
kend@tmsalesinc.com.

FULL-TIME AND PART-TIME
SALES REPS WANTED

Best Plumbing Specialties is about to
celebrate their 50th year in the plumbing
specialty business. Founded in 1962 by
William Breen Sr., Best Plumbing has
grown to be one of the largest independ-
ently owned plumbing specialty compa-
nies in the country. With over 50 reps in
over 27 states and growing, Best is look-
ing for experienced full-time and part-
time reps nationwide, with immediate
openings in California, New Orleans,
and Houston. If you are looking for an
opportunity to work for a great company
that pays excellent commissions and
benefits, please send your resumé to:
bestresumes@bestplumbingonline.com

or visit our web site:
www.bestplumbingonline.com

to download an application. EEOC

SALES MANAGER
Enolgas USA, a European manufac-
turer of valves and controls, is seeking
a sales manager to help further estab-
lish its U.S. distribution office in Ft. Laud-
erdale and increase market share.
Duties include maintaining inventory,
prospecting new clients and sales op-
portunities, after sale customer support,
addressing technical issues, and other
related responsibilities.

We prefer a candidate who can suc-
cessfully work independently with a
background and/or training in one or
more of the following fields:

HVAC, building automation/energy man-
agement, plumbing.

Position will require some travel includ-
ing trade show attendance and out-
oftown sales calls.

Skills/Qualifications that are required:
• Detail-Oriented, • Thoroughness,
• Productivity, • Customer Service,
• Meeting Sales Goals,
• Independence, • Good Energy Level,
• Professionalism, • Dependability.
Bi-lingual a plus. Bachelor's degree min-
imum requirement. Experience in the
wholesaler plumbing market in Florida a
plus.

Please send your resumé to:
bonomi@enolgasusa.com

WEB MARKETING/INSIDE SALES
Enolgas USA, a European manufac-
turer of valves and controls, is seeking
a Web Marketing / Inside Sales to help
further establish its U.S. distribution of-
fice in Ft. Lauderdale and increase mar-
ket share.

Duties include administrate the web-
site/keep it updated, arrange e-com-
merce sales with our patent pending
Leaking Detection System (LDS),
prospecting new clients and sales op-
portunities, after sales customer sup-
port, lay down product technical data
sheets with colleagues.
We prefer a candidate who can suc-
cessfully work independently with a
background and/or training in one or
more of the following fields: HVAC, build-
ing automation/energy management,
plumbing, water conservation.

Out of town sales calls and attendance
at trade show maybe required.
Skills/Qualifications that are required:
• Detail-Oriented, • Thoroughness,
• Productivity, • Customer Service,
• Meeting Sales Goals,
• Independence, • Good Energy Level,
• Professionalism, • Dependability.
Bi-lingual a plus. Bachelor’s degree
minimum requirement. Experience web
marketing and e-commerce sales in
HVAC or Plumbing company a plus.

Please send your resumé to:
bonomi@enolgasusa.com

Nashua, N.h. — Extech Instruments

has relocated its headquarters to an

all-new facility in Nashua that will

accommodate strong growth and to

serve customers better in the years

ahead. Extech announced the move,

along with the Billerica, Mass., oper-

ations of parent company, FLIR sys-

tems’ Commercial systems division,

to 9 Townsend West, Nashua, Nh

03063-1233.

The opening of the state-of-the-

art headquarters signals a signifi-

cant milestone in Extech and

FLIR’s transition towards a unified

organization that can better equip

customers with innovative, revolu-

tionary and affordable thermal im-

agers as well as the best in handheld

test and measurement.

In the coming months, the Nashua

location will house the eastern u.s.

operations for FLIR’s commercial

systems division, supporting the

FLIR and Extech brands, as well as

FLIR’s marine systems division,

Raymarine. The new location will

house administrative and corporate

offices, customer service and tech-

nical support, marketing and sales,

quality control, NIsT calibration

laboratories, repair services and an

extensive warehouse. FLIR’s lead-

ing educational institute, the In-

frared Training Center, will also be

moving to the Nashua location in

January 2012.

NEWS
Extech
Instruments
relocates HQ
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SUPPLIERS

PROFESSIONAL SERVICES

WANTED TO BUY
Contractors! Wholesalers! 

Sell us your surplus or overstock plumb-
ing materials. Black, Galv., PVC, Groove,
No-Hub, Copper, Brass, Weld Flg's & Fit-
tings, Valves, SS316 & 304, etc.

Excess Plumbing, Inc.
GSchneider@ExcessPlumbing.com
Ph. 602-252-1280 • Fax. 602-252-1668

WANT TO BUY

Get more BANG for your
advertising buck with a
display advertisement in
The Wholesaler! See
the facing page for your
nearest advertising sales

representative!
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AD’s Weisberg keynote theme:
‘Success comes from leadership’ 

BY  MARY JO MARTIN

Editorial Director

I
had the great privilege to be a guest of Affiliated
Distributors at their North American Meeting for
the PHCP Division this fall in Las Vegas. As al-

ways, AD put on a top-quality program and provided
plenty of face time for its affiliates and vendors. 

Known for its cutting-edge approach, AD really
showcased their developing social media efforts, cre-
ating a hashtag on Twitter (#NAM11) for the event,
and encouraging attendees to use AD’s Twitter and

Facebook presence as a new way of communicating and networking. It really
created a great buzz throughout the meeting, as AD projected revolving Tweets
regarding NAM on a big screen located near the meeting registration area.

As always, AD’s Chairman and CEO Bill Weisberg could be counted on
for a rousing keynote speech. 

He started off with a nod to his father, AD’s founder, on the group’s 30th
anniversary: “30 Years. Wow! Not bad for a little outfit that started as a one-
man office in King of Prussia, Pa. … Did you know that Dad was 55 when he
walked out on a secure and high-level corporate job to start AD from scratch?
55. That took a lot of courage back then, just like it would today. Good things
take courage don’t they?”

He went on to share the tremendous financial growth the group has realized,
from $50 million on product purchases in 1983, to $600 million in one month
alone this year. “Now, I’m not so great at math, but I think that means we’ve
gone from $50 million a year to $20 million a day. That kind of story makes
me proud to be an American! We need more success stories like that in Amer-

ican business today, don’t you think?”
His speech was just so inspiring that I wanted to share as much of it as pos-

sible with you — as I think it applies to organizations of all sizes and types
today. Following are some of my favorite excerpts:

“Understanding a company’s heritage is important. We all know that if you
want to connect with people or lead them, you need to understand what drives

them. Well, this is true in
business, too. All busi-
nesses have context.
They were started some-
where, by someone and
they made important de-
cisions along the way.

Decisions that shaped them into what they are today. Everything your com-
pany did and everything it does to this day is done for a reason. It may not al-
ways seem that way, but it’s true. If you want to be a leader within any
company or organization you need to understand its heritage. If you want to
do more business with some other company, you need to understand their her-
itage and what drives them. …

“Most suppliers can easily articulate the reason a distributor should join
AD. Those rebate dollars are very compelling and motivational.  But some
suppliers struggle when trying to help their people understand why they
joined. … Permit me to summarize it.  AD protects manufacturers from being
overly reliant on national chains. AD helps manufacturers build their brands.
And AD delivers accelerated growth. AD is where market leaders (distributors
and manufacturers alike) grow. …

“There’s one final point about AD’s heritage that I’d like to mention. AD isn’t
(Turn forward to Weisberg keynote speech ... page 95.)

“The most important thing about AD
is not our volume, it’s our value.

Volume is just the number you are
at. Value is accelerated growth.”
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