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Central Arizona Supply opened their newest showroom in Phoenix last year. Called The Studio, the

showroom has a gallery-like design that features bath and kitchen ware, lighting, unique hardware,

mirrors that complement the bath and paintings from local artists. The Studio is managed by Jeremy

Smith (top), one of the fourth generation of the Smith family at the company. Read more on page 42.

Westport, Conn. — According to a re-

cent AHr expo survey sent to more than

1,000 HVAC/r manufacturers worldwide,

70% of the respondents expect the econ-

omy to be better in 2013 than in 2012. In

fact, 15% of these manufacturers expect a

“much better year,” while

28% of respondents ex-

pect the economy to re-

main the same. Just 3% expect it to be

worse than 2012.

In keeping with this optimistic outlook,

86% of the manufacturers believe sales will

increase next year, with 35% percent of these

respondents expecting sales increases of

more than 10%. thirty-two percent forecast

sales increases between 5% and 10%, and

19% expect increases of less than 5%.

(Turn to Distributors... page 71.)

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

Scan with your
smart phone or
visit online at
qr.qg.com/9W7iRR
to renew your
subscription to
The Wholesaler!

HVAC/R manufacturers bullish on 2013

70% upbeat on economy
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Cregger sells assets
of Ill. locations to PSC

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

Brea, CaliF. — duratrac recently
announced the addition of BackStop
expansion tanks to its product line.
this will allow customers of dura-
trac and BackStop to consolidate
shipments of their products into single
shipments making it easier for cus-
tomers to qualify for free freight.

also, duratrac recently moved
into a new 40,000-square-foot
warehouse in Brea, Calif., and is
using BackStop’s warehouse in at-
lanta, Ga., to position product for
quick shipment to the eastern
united States.  this will allow du-

ratrac and BackStop to ship to most
of the u.S. within three days.

duratrac and BackStop have
added a number of new products to
their lineup: Corrugated Copper and
Stainless Steel Water Connectors,
Braided Stainless Steel Water Con-
nectors and tankless Water Heater
Kits, Solar expansion tanks, Hy-
dronic expansion tanks and patented
2 Port expansion tanks. duratrac
invented the original flexible gas
connector in 1931 and has been a
leading innovator in product design
for the HvaC industry ever since.

DuraTrac moves to new warehouse, adds lines

HouSton — MrC Global inc. announced that the
company’s u.S. operating subsidiary, McJunkin
red Man Corporation, has signed an agreement to
acquire the operating assets of Production Specialty
Services inc. Headquartered in Midland,
texas, and established in 1990, Production
Specialty Services supplies pipe, valves
and fittings as well as other Mro products to the
oil and gas industry. the company operates 17 serv-

ice locations, including one distribution center, in
the Permian Basin and eagle Ford shale regions of
texas and new Mexico.

the Permian Basin is the most active oil drilling
and production region in the u.S. Cur-
rently more than 425 rigs are operating
within the region. With the acquisition of

Production Specialty Services’ 17 locations, MrC
will have a service location network of 23 branches

and one major distribution center supporting the
Permian Basin energy infrastructure activity.

Production Specialty Services has projected 2012
revenue of $127 million. the acquisition is subject
to customary closing conditions, including the ex-
piration or early termination of the waiting period
under the Hart-Scott-rodino antitrust improve-
ments act of 1976.

Visit www.mrcglobal.com.

Belleville and Mt. vernon, ill. —
Cregger Company inc., a leading
wholesale plumbing, HvaC and pip-
ing supplier across the Midwest and
Southeast, announced the transfer of
assets for two illinois branches to
Plumbers Supply Company, based in
St louis, Mo. the transfer will be ef-
fective december 21, 2012. the
Cregger branches in Belleville and
Mt. vernon, ill., will now operate as
part of the Plumbers Supply network
and customers will be serviced by the
current branch management and 

workforce with support from PSC’s
central distribution center and exten-
sive local resources. Financial terms
of the transaction were not disclosed.

the transfer of assets for these two
outlying branches by Cregger to
Plumbers Supply allows Cregger to
invest more heavily in core markets
across Georgia, the Carolinas and
along the eastern Seaboard. illinois
customers will benefit from expanded
product offerings, four convenient illi-
nois branch locations along with en-
hanced fulfillment and delivery
capabilities including “Gt” guaran-
teed “in stock” and “Gt” guaranteed
delivery to all illinois customers.

Cregger has built its reputation since
the 1970s as a premier wholesale sup-
plier to commercial, residential, mu-
nicipal and industrial markets across
the Midwest and Southeast, featuring
plumbing fixtures, pipe, valves, fit-
tings, HvaC and utility supplies. 

Morris Cregger, Ceo of Cregger
Company, commented, “the decision
to exit the illinois market was diffi-
cult as we had built a loyal base of
customers, and our associates in this

market were an integral part of the
Cregger family and had played a sig-
nificant role in the success of our
company. We are confident the trans-
fer of these operations to Plumbers
Supply is in the best interest of our
customers and associates as they are
positioned to service the market geo-
graphically and as a financially
strong, family-owned, independent
distributor. their values are very sim-
ilar to those of our firm. the depar-
ture from this market will allow our
company to concentrate our efforts
and resources in the Southeast as we
continue to expand our HvaC and
Plumbing outlets at a more aggres-
sive rate through acquisitions and
new openings with a continued an-
nual growth target of 10% to 15%.
We thank all our customers for their
support and they, along with our as-
sociates, can be assured that both
Plumbers Supply and Cregger are
committed to make this a seamless
transition for them.”

PSC is a leading wholesale plumb-
ing supplier in eastern Missouri and
Southwestern illinois, with 10 con-
venient branch locations and two
state-of-the art kitchen & bath show-
rooms. PSC was established in 1924
and has been family-owned and op-
erated for four generations. PSC has
built its reputation with great cus-
tomer service, superior product
knowledge, the widest array of guar-
anteed “Gt” in-stock products, the
fastest guaranteed “Gt” delivery and
time-tested family values for over 88
years. 

John dubuque Jr., president of
Plumbers Supply Co., affirmed that,
“We are pleased to welcome Cregger’s
Belleville and Mt. vernon branch lo-
cations to the Plumbers Supply family.
Both companies share the strong em-
ployee and customer-focused culture
often found in a family-owned and op-
erated business. We are a natural
match and we are looking forward to
supporting the illinois market sector
for many years to come!”

MRC to acquire Production Specialty Services

Liberty Pumps em-

ployees contributed

to the purchase of

items to be shipped to

help with Hurricane

Sandy relief efforts.

Items sent by Liberty

employees included

cleaning supplies,

first aid supplies, toi-

letries, food items,

paper products, baby

items, batteries, win-

ter clothing, pet items and much more. Also contributing to this shipment

was C&M Forwarding, a local trucking company that shipped this huge

pallet at no charge. Visit www.libertypumps.com

Liberty Pumps sends
items for Hurricane Sandy relief

“We thank all our customers
for their support and they, 
along with our associates, 
can be assured that both

Plumbers Supply and
Cregger are committed
to make this a seamless

transition for them.”
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On the road to growth you need a map;
but watch out for potholes and roadblocks

I
n talking about growth in my No-
vember column, I mentioned a
reprint that discussed ways to

grow your business. As I reviewed
that reprint, I decided that a more ro-
bust discussion of growing might be
helpful.

If you are not planning to grow,
you are preparing to lose ground.
Here are some facts:

• The industry is growing at a slow
but steady pace. 

• If you aren’t growing, your mar-
ket share is probably shrinking be-
cause your competition is grabbing
the growth in your market. (These
are, of course, general statements that
may not apply to your markets.) 

• Even while inflation is low
(2010-2011 Consumer Price Index
(CPI) was 3.2%), if you only match
last year’s numbers you are actually
sinking. When you don’t compare
year-to-year performance in constant
dollars, you are kidding yourself
about your real achievements. 

• Said another way, if your sales
were up 3.2% in 2011 over 2010,
guess what: you really didn’t grow at
all, you just kept pace with the rate
inflation. (You might argue whether
the CPI is a proper number to use but
it is probably not far off.) For infor-
mation on measuring your perform-
ance using inflation corrected
numbers, email me rich@go-spi.com

• Even when the economy was at
its very worst, many of the best

wholesalers were planning to grow.
They were planning to grow from a
much lower base number but they
were not satisfied to stay where they
were. 

• Growing the business must be a
part of every wholesaler’s ongoing
plan. 

• Solid growth seldom happens
without focused efforts and planning
directed specifically toward growing.

Critical mass is critical 

Very small wholesalers, in my
mind, are the most vulnerable to
economic or market changes be-
cause they have not achieved critical
mass. My seat of the pants number
for the critical mass threshold is
around $20M in sales. While it takes
a lot of work to get to that size, often
times world events can blow away
years of hard work in a matter of
weeks or months. 

One wholesaler I know went from
$30M to $15M during the downturn.
He said, “It took many years of hard
work to grow from $15M to $30M
and it was all gone in an instant. He
is a really upbeat guy but it was quite
discouraging. So he took a day off to
feel sorry for himself then went back
to growing his business. When I last
talked with him, they were not all the
way back to $30M but were making
great progress.

I also don’t want to give the im-
pression that wholesalers with less

than $20M in sales are in trouble, by
any means. They are just more vul-
nerable and can often improve their
situation with solid, planned growth.
Even with the benefits of buying
groups, smaller wholesalers will have
to continue to scramble as large na-
tionals and regionals try to buy them
or squash them.

Put lots of eggs in many baskets

Ideally, you will have multiple ini-
tiatives to provide a balance of activ-
ities toward growing just like your
personal investment portfolio should
be balanced. Initiatives should cover
a range of considerations since not all
ways of growing are created equal.
Some have higher risks. Some offer
greater potential growth. Some in-
volve significant investments while
others require very little to imple-
ment. Some approaches to growth are

tougher than others. Take note, I did-
n’t say easier than others because I
don’t think there is an easy way to
grow. In my book, they are all tough
and some are tougher than others.

You will note that my list of ways
to grow is based mostly on varia-
tions of four questions with the con-
cepts of learning new tricks and
paying your dues.

1. Current or new product lines

or products?

• Current products have a plenty of
issues but after you have been selling
a product for some period of time,
you have hopefully discovered many
of those issues, learned how to ad-
dress them and have reduced the
number of potential surprises…you
have, over the years, paid your dues
with those products.

• With new products you will
need to learn how to stock, sell and
support those new products. This
takes time, you will make mistakes,
you will get some things right. In
the end, some new product attempts
will end in failure. 

• In some cases, building working
relationships with new reps or ven-
dors will be involved which intro-
duces even more unknowns.

2. Current or new customers?

• Often you will need to learn each
customer’s good and bad habits and
maybe some of the tricks they have
up their sleeve. While your existing
customers may invent some new
tricks, for the most part you have paid
your dues and know what to expect
from them.

• While new customers may use
some tricks you already know, they
may teach you a few new ones too.

• Also properly serving new cus-
tomers will require that you invest
time and energy getting to know
them.

3. Current or new types of cus-

tomers?

• Often you will need to learn
about selling and supporting the type
of customer. Pricing will always be
an area to explore prior to pursuing a
new type of customer. In some in-
stances, after you understand the
level of margin that can be achieved
you may walk or run away from the
market segment. Sometimes though
proper preparation (say that fast 3
times) you can avoid a messy expe-
dition into an unfriendly market.

• Selling to a plumber is probably
different than selling an MRO buyer
for a hotel. Failing to understand and
to address those differences can result
in a failure of the initiative.

4. Current or new geographies?

• Often you will need to learn the
buying/selling customs of the market

• Understand the competition you
will face. Seldom will entrenched
competitors sit idly while you try to
come into their house and eat their
lunch. 

• Understand the required invest-
ment and the margins that may be
produced. As above, if the odds of
success are low, look for better ways
to invest your time and effort.

(Turn to Growth is... page 102.)

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

BY RICH SCHMITT

Management specialist

Selling new products to new customers in a new
geographical area will often be the toughest option...
If less-tough options exist, you should consider them

first. Thus far, I think any time “new” is involved, you will,
in the end, pay your dues. There just isn’t a shortcut.
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Wheatland Tube
partners with
Michigan Seamless Tube
CHICaGo — Wheatland tube Com-
pany, a division of JMC steel Group,
has entered into an agreement with
Michigan seamless tube (Mst) to
jointly supply a106 seamless pipe to
the marketplace. In this agreement,
Mst will market exclusively through
Wheatland tube. In turn, Wheatland
will purchase all of its a106 supply
(sizes 1/2" through 4") from Mst and
will capitalize on Mst’s extensive
sales network to sell into both the
u.s. and Canada.

“this agreement brings together
two great companies who are both
determined to better serve the a106
market. It also allows Wheatland
and Mst to build on their strong
heritage of producing products that
are made and melted in the u.s.a.
and continuing to create jobs for
americans together,” said Randy
Boswell, vice president-sales for
Wheatland tube.

Visit www.wheatland.com.

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

CRanston, R.I. —taco Inc. recently received a highly-
coveted Vendor of the Year award from national
HVaC/R wholesaler sid Harvey’s. 

sid Harvey, CEo; John Rynecki, senior vice president
of sales and marketing; and Rich Carbonaro, VP of pur-
chasing, presented the award to taco CEo and president
Johnny White during a recent visit to taco. 

“We give these awards on rare occasions, based purely
on merit,” said Rynecki. “We routinely deal with more than

300 manufacturers, and it’s quite special when one com-
pany exceeds our expectations based on many variables.
It’s not like a cookie cutter evaluation process. Rather, the
award is the sum of many experiences, including taco’s
consistent innovation, product design and quality, attention
to details; even the rep firms they choose. this recognition
resembles a “lifetime achievement award” more than it
does a typical Vendor of the Year award.

Visit www.taco-hvac.

Taco receives award from Sid Harvey’s

HutCHInson, Kan. — superior Boiler Works Inc. and ICI
Caldaie, s.p.a. have established a strategic business part-
nership that allows sBW to utilize ICI’s high-efficiency
condensing boiler technology. as
part of the agreement, sBW will pro-
vide certain value-added components
to the base boilers at its facility to
complete the final packaged boiler product. sBW’s facility
also will conduct final acceptance testing.

through its distribution network, sBW will exclu-
sively sell the ICI-manufactured boilers throughout

Canada, Mexico and the u.s., as part of its Creek con-
densing boiler product line, in sizes from 300,000 to 6
million Btuh.

superior Boiler Works manufac-
tures an array of boiler systems and
is a leader in clean-air emissions
technology for the boiler equipment

industry. ICI Caldaie has more than 50 years of experience
and is a recognized leader in providing boiler systems
throughout Europe and other markets. 

Visit www.superiorboiler.com or www.icicaldaie.com.

Superior Boiler Works and ICI Caldaie
announce strategic partnership

VaCaVIllE, CalIF. – M&G Group,
owners of M&G DuraVent Inc., has
signed an agreement to purchase se-
curity Chimneys International lim-
ited from Comvest Investment
Partners IV, l.P. and Innovative
Hearth Products. security, located in
laval, Quebec, is a manufacturer of
venting products and accessories for
residential and commercial applica-
tions in both the u.s. and Canada.

Brooks sherman, president and

CEo of DuraVent, said, “We are very
excited about the addition of security,
which will serve to expand Du-
raVent’s line of innovative products
for the venting of resi-
dential and commercial
appliances of all kinds. In
particular, security has
recently made significant investments
to further develop their commercial
venting systems, which has excellent
potential for future growth. 

“this acquisition further demon-
strates DuraVent’s commitment to
provide customers with technologi-
cally advanced chimneys and com-

plete venting solutions.
security will continue to
serve all the venting
needs of its customers

under their well-established brand
names, including security Chimneys
and oliver Macleod.”

Visit www.duravent.com.

M&G Group acquires Security Chimneys

PVF Roundtable secures
new meeting facilities
Houston — In the wake of record
attendance increases for all four of
the PVF Roundtable’s quarter-an-
nual sessions this past year, the fast-
growing, this Houston-based
national pipe-valve-fittings organi-
zation encompassing all aspects of
that estimated annual $50 billion
sector, including manufacturers, dis-
tributors, end-users, turnkey con-
tractors and specifiers, has
successfully concluded arrange-
ments with J.W. Marriott, 5150 Wes-
theimer, in Houston, to
accommodate its further anticipated
activity expansion during 2013.

With the kick-off meeting sched-
uled for tuesday, February 19, the or-
ganization has secured the PVF
industry’s most sought-after speaker,
Dr. Don Mcneeley, who has com-
bined unprecedented success as cur-
rent CEo of multi-branch distribution
giant Chicago tube and Iron with the
industry's only full professorship of
engineering, as adjunct professor at
northwestern university.

Most recently, Mcneeley “engi-
neered” the merger of PVF distribu-
tor Chicago tube with Cleveland's
olympic steel Inc., forming an indus-
try colossus of $1.5 billion in annual
sales, with a combined 30 locations.

Kicking off the February meeting’s
exciting agenda will be the Round-
table’s renowned “networking” ses-
sion, followed by a sumptuous dinner
and an ongoing industry forecast by
economic analyst Morris Beschloss.

tw01_13_pgs_008_015_Layout 1  12/28/12  6:43 AM  Page 10



See contact information on page 106

tw01_13_pgs_008_015_Layout 1  12/28/12  6:43 AM  Page 11



12 • •THE WHOLESALER® — JANUARY 2013INDUSTRY NEWS
Xylem hosts challenge for students
MORTON GROve, Ill. – What is the
solution to building the most efficient
water pump? That was the question
over 100 high school students from
Rochester, NY, recently tried to solve
as part of the inaugural let’s Solve
Water Challenge sponsored by
Xylem.

Xylem engineers kicked off the
two-week competition that brought
together Rochester Community Ro-
botic teams from 8 local high schools
and introduced them to the challenge
of designing and building a water
pump. A key element was the stu-
dents could not use any commercial
assemblies in their projects other than
the motor and the battery case pro-
vided, and their total budget could
not exceed $50.

The competition was judged in
four categories with each winning
team receiving $1,000. The four cat-
egories were:

• Fastest fill for a 1-gallon con-
tainer at 6" of head

• lowest average amps / gallon of
water

• highest pressure (at 0 flow) gen-
erated

• Most elegant design / presenta-
tion

“The students gained real-world
water engineering skills. They
worked around design constraints,
were able to discover trade-offs con-
cerning energy efficiency, flow and
pressure that working professionals
encounter on a daily basis,” said John
Maxwell with McQuaid Jesuit and

coordinator of the let’s Solve Water
Challenge.

With the overwhelming success of

this first-time competition, plans are
being made to repeat the Xylem let’s
Solve Water Challenge next year in
Rochester and perhaps additional
marketplaces in the future.

Visit www.xyleminc.com.

high-pressure flow control compo-
nents and systems for oil and gas,
agriculture and petro-chemical appli-
cations. Terms of the transaction were
not disclosed. PGI International has

See contact information on page 106

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

ClevelANd, OhIO — Parker han-
nifin Corporation has acquired PGI
International, headquartered in hous-
ton. PGI is a market leading designer
and manufacturer of specialized,

Parker Hannifin announces acquisition

sales of approximately $100 million
and 550 employees. Its products are
used to enable safe and reliable con-
nection, isolation, measurement and
control of high-pressure fluids.

The acquired company will be-
come a part of Parker’s Instrumenta-
tion Group; approximately 80% of
revenues will be reported in the
North American industrial segment
and the remaining 20% of revenues
will be reported in the international
industrial segment.

“This acquisition will strengthen
Parker's position in the oil and gas
and general instrumentation mar-
kets,” said John Greco, vice president
and president — Instrumentation
Group. “The addition of PGI pro-
vides product and manufacturing
technologies and expanded systems
capabilities, along with a solid name
in the industry. We are excited about
the opportunities to combine our or-
ganizations to allow us to extend
more solutions to our customers.” 

Visit www.parker.com.
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Oatey launches new app
ClEVElaND, OhIO — a free solvent Cement se-

lector app for iPhone® and iPad® technology is

available from Oatey Company. The app

is designed to assist plumbing profes-

sionals in selecting the proper solvent

cement for their application demands.

The swipe-friendly interface lets

users easily browse 26 various

Oatey solvent cements, cleaners and

primers. a simple tap on any prod-

uct gives you more detailed infor-

mation about the applications

that cement is recommended

for, its temperature range and other formula-

tions to consider.

If you’re not sure which product to use, tap the

help Me Choose button and select by pipe type,

then by pipe diameter or temperature range. also

included is a link to view and download safety

Data sheets (sDs), as well as a link to a how to

solvent Weld video.

“long-time Oatey customers will re-

member the solvent cement ‘wheel’

and the detailed information it pro-

vided on our solvent cement prod-

ucts,” said Diane artman, VP of

marketing and r&D. “This new web

app is the modern-day version of that

selector wheel, with links to sDs and

videos for today’s busy plumbing

professionals. With this app, they basi-

cally have a brochure, sDs info and how-to

videos right at their fingertips.”

You can find the Oatey solvent Cement selec-

tor app in the iTunes® store or the app store.

Visit www.oatey.com.
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See contact information on page 106

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

Falls ChurCh, Va. — Members of the newly-

formed Get The lead Out Plumbing Consortium

met on November 9 with media representatives

to highlight how the group is working together

to explain the impact of the national reduction

of lead in Drinking Water act on the plumbing

industry. The meeting was held at Plumbing

Manufacturers International offices in rolling

Meadows, Ill., at the invitation of the Plumbing-

heating-Cooling Contractors — National asso-

ciation Educational Foundation.

roger Peugeot, vice chair of the PhCC Edu-

cational Foundation and owner of roger the

Plumber in Kansas City, Mo., spoke on behalf of

the consortium. he explained how industry-wide

compliance with the amended safe Drinking

Water act that takes effect on January 4, 2014,

will reduce the permissible levels of lead in pipe,

fittings and fixtures to a weighted average less

than or equal to 0.25% from the current national

standard of an 8.0% maximum. 

The mission of the consortium is to provide

widespread education about the manufacture,

distribution and installation

of lead free plumbing prod-

ucts. To this end, the consor-

tium has developed a training

program that will be offered

at industry meetings in 2013.

Online training options will

also be available, as well as a

website that will include a

calendar of events, FaQs and

other resources. 

Members of the consortium include: american

society of Plumbing Engineers (asPE); ameri-

can supply association (asa); International as-

sociation of Plumbing and Mechanical Officials

(IaPMO); International Code Council (ICC);

legend Valve; Milwaukee Valve; NIBCO INC.;

Plumbing-heating-Cooling Contractors — Na-

tional association (PhCC); PhCC Educational

Foundation; Plumbing Manufacturers Interna-

tional (PMI); reliance Worldwide; Viega llC;

Watts Water Technologies.

Visit www.phccweb.org.

Plumbing consortium highlights
impact of the lead free law 

Roger Peugeot

Members of the newly-formed Get The Lead Out Plumbing

Consortium met at the invitation of the Plumbing-Heating-Cooling

Contractors — National Association Educational Foundation.
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Taco and industry allies assist hurricane victims 
CrANSToN, r.I. —When Hurricane
Sandy trudged ashore in october,
she left a broad, $70-billion path of
destruction in her wake. Sandy
roamed between Jamaica and
Puerto rico and all the way from
Florida to Maine, also pushing
deeply into Michigan and Wiscon-
sin. More than 250 deaths were at-
tributed to the storm. 

Just missed by the worst of Sandy’s
wrath was Cranston-based Taco Inc.
Taco braced for the storm. The night
the hurricane came ashore was a
tense one for Taco’s 500-some em-
ployees. “It looked at first like we
were the bullseye but, as fate would
have it, we missed the worst of the
assault,” said Johnny White, Taco
president and Ceo. 

“The next day, it was clear to us
that we had a mandate,” added White.
“We were spared by the storm’s
worst, but there are huge areas, espe-
cially to our south and west, that took
the hurricane’s full hit, and they’ve

still not recovered. Shortly after the
storm, we met as groups within the
company and with our reps and
wholesalers. It was immediately ap-
parent that, because Sandy had hit
hard in hydronics country, we’d have
to work hard to keep up with replace-
ment orders.”

Among those eager to join forces
with Taco to help with recovery and
supply efforts was Greg Talbot, vice
president-sales for Wales-Darby Inc.,
an Islandia, N.Y.-based manufac-
turer’s rep firm. 

Taco’s Steven Pearson, vice presi-
dent-oeM sales, and Ken Anderson,
vice president-sales, Northeast re-
gion, joined a group of industry rep-
resentatives and contractors at
Wales-Darby’s location in Islandia
for a meeting hosted by Kevin
rooney, Ceo of oil Heating Institute
of Long Island. Attendees included
representatives from several oil heat-
ing companies and Hunter Botto,
New York state PHCC president. 

“It was a big meeting with a real
sense of urgency and a lot of unan-
swered questions,” said Pearson.
“The key items were: How many
homes are affected? How many boil-
ers need to be replaced? and What’s
the time frame?” 

Talbot added, “We learned,
among other things, that recovery
efforts are now just the tip of the
iceberg, and that more than 40,000
homes will require new heating sys-
tems, most of them hydronic. The
meeting was helpful, but there were
still big questions about how best to
pitch in with the recovery. obstacles
are inevitable; our key task is to
lessen the storm’s effect. Among the
complications: There simply aren’t
enough contractors, and homes need
to be certified before they can be re-
inhabited.” 

Anderson commented, “our focus
at Taco is to eliminate any bottle-
necks in the pipeline. The focus is on
filling orders as quickly as possible

and coordinating assistance wherever
possible. The replacement work in
Sandy’s wake has become a giant
need, especially considering that win-
ter is right around the corner.” 

At Taco, employees are working
overtime and with overlapping shifts
to meet the need for replacement
products. vendors were asked to ex-
pedite material and component ship-
ments to meet the need.

“We set up a task force that meets
daily to streamline the delivery of
products into areas affected by the
storm,” explained Todd Facey, Taco
senior vice president-sales and mar-
keting. “We’re also working with
many of our oeM partners to help
them ramp up boiler production and
shipments.” 

Taco has also set a group on their
FloPro Team Neighborhood to con-
nect contractors affected by Sandy
with other contractors around the
country that are willing to provide as-
sistance. “The FloPro Neighborhood
is all about one hydronic professional
helping another hydronic ‘neighbor’
— with education, practical answers
or, in the case of the Sandy aftermath,
with equipment, or offering to lend a
hand,” said Facey. 

If you are one of the contractors
still affected by disruption from the
storm, are having challenges meeting
customer’s hydronic needs, or are
able to help others with these needs,
visit the Taco FloPro Neighborhood
at www.flopro.taco-hvac.com. 

See contact information on page 106

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

F.W. Webb expanding 
facility, services in Dover

Dover, N.H. — F.W. Webb is open-
ing a new, larger location in Dover at
218 Knox Marsh road (route 155).
The 68,000-square-foot facility is
three times the size of the current dis-
tribution center and will feature F.W.
Webb’s full inventory of plumbing,
heating, HvACr, LP and natural gas
and water systems in a convenient,
open concept layout. The full inven-
tory is on display for browsing so
customers can shop the aisles or
come to the counter. The facility also
includes a 40-seat training room that
offers free training sessions. 

The Dover location will be opening
Frank Webb’s Bath Center in the first
quarter of 2013. This will be a great
resource to the community, as bath-
room and kitchen products can be
quickly delivered directly to a cus-
tomer’s home. 

The firm has added three people to
its workforce and plans to add more
employees as the wholesale business
grows and the new Bath Center
opens.
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Sun Valley, CA 91352

info@falconstainless.com

Falcon Stainless, Inc.

Nobody
Does It
Better
Than

Falcon

Nobody
Does It
Better
Than

Falcon

For a Full 
Line of Gas 
and Water 
Connectors,

One Call Does 
It All...

800-814-8444

www.worldsbestconnectors.com

The Original Since 1981

Quality Backed by Engineering

Rep Territories Available, Please Call

Visit us 
at

5523

See contact information on page 106
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AHR Expo Innovation Award winners announced
WESTPORT, CT. — Ranging from an
innovative geothermal heat pump to
a copper theft-deterrent system, the
winners of the prestigious 2013 AHR
Expo Innovation Awards have been
chosen and will be honored at a spe-
cial ceremony during the worldʼs
largest HVAC/R exposition and con-
ference in Dallas on January 29.

Representing a broad cross-sec-
tion of the HVAC/R marketplace,
the winning entries were selected in
10 categories and represent the
most innovative new products
among the thousands that will be
displayed at the show. A panel of
judges made up of ASHRAE mem-
bers evaluated the products submit-

ted based on innovation, applica-
tion, value to the user and market
impact.

The 2013 AHR Expo Innovation
Award winners by category are:

• Building Automation — Cop-
perWatcher LLC; CopperWatcher
Model CW-3, an A/C copper theft
deterrent system

• Cooling — Rheem Manufactur-
ing Company; H2AC rooftop unit,
a restaurant integrated AC and
water heating system

• Green Building — Titus; Solar
Plexicon, displacement ventilation
diffuser with light-powered, energy
harvesting capabilities

• Heating — ClimateMaster,
Inc.; Trilogy™ 40 Series, geother-
mal heat pump

• Indoor Air Quality — Energy
Wall; Energy Wall, a high effi-
ciency heat and moisture recovery
plate exchanger, air purifier and de-
humidifier

• Plumbing — Navien America
Inc.; NPE-240A NG condensing
tankless gas water heater

• Refrigeration — Danfoss;

ADAP – KOOL AK– PC 781inte-
grated pack controller

• Software — NexTraq; NexTraq
Fleet Tracking, web-based GPS
software

• Tools & Instruments — Fluke
Corporation; Fluke 805 vibration
meter

• Ventilation — American
ALDES Ventilation Company;
Zone Register Terminal-2 (ZRT-2).

One of these 10 category winners
will also be selected as the overall
winner of the 2013 AHR Expo
Product of the Year award. Winners
receive placards to display at their
booths during the show as well as
an etched crystal award to be dis-
played at their companies’ head-
quarters. 33 other products are
recognized with Honorable Men-
tions in these same 10 categories
and will also be given placards to
display in their booths.

More than $10,000 generated by
the entry fees will be donated to a
charitable organization in the Dal-
las area. Since the inception of the
Innovation Award competition in
2003, well over $100,000 has been
donated to charities and educational
institutions in the cities where the
Expo was held.

The 2013 AHR Expo will feature
more than 1,800 leading manufac-
turers and suppliers from around
the world, showcasing hundreds of
innovative new products to nearly
45,000 industry professionals. 

Visit www.ahrexpo.com.

877-599-4334 
www.ddisys.com
sales@ddisys.com

The Wholesale Distributor’s 
Complete Business Hub

Get high-ef�ciency operations, business analytics, real-time eCommerce,  
and mobile sales all with DDI’s inform business solution.   

See why so many PHCP and HVAC/R distributors choose DDI System.
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Solar Supply teams with Make-A-Wish to grant boy’s wish

MIlWAUKee — Nine-year-old Chris-
tian’s nickname is diego, inspired
by the prehistoric saber-toothed tiger
of the same name in the movie Ice
Age. his favorite movie is Jurassic
Park. he spends hours reading and

learning about dinosaurs and other
creatures of the past. So, when
Make-A-Wish® offered to grant
diego a wish, it came as no surprise
to his parents that the wish involved
dinosaurs. What did surprise them

was that diego, who suffers from
leukemia, wished for more than a
museum trip to study dinosaur skele-
tons; he wished to actually dig for
dinosaurs, with hopes of unearthing
a Tyrannosaurus Rex bone.

With the help of Make-A-Wish and
luxaire® distributor Solar Supply
Inc., diego’s wish came true. In July,
he and his family traveled from their
hometown of Santa Rosa, Texas, to
Baisch’s dinosaur digs in Glendive,
Mont., where he played paleontolo-
gist-for-a-day. he was accompanied
by Jerry Jacene, field director/paleon-
tologist with the Makoshika dinosaur
Museum in Glendive, and Alan
Brown, geology instructor at Middle
Tennessee State University and direc-
tor of the school’s Mineral, Gem and
Fossil Museum. Together, they
braved the heat and dust of eastern
Montana’s badlands and discovered
two dinosaur bones. 

Jacene and Brown shared informa-
tion with diego about the plant-eat-
ing dinosaurs known as hadrosaurs
and taught him how to apply plaster
bandages around the bones so that

they could be removed from the site
and taken back to a laboratory to be
safely studied. To add to diego’s ex-
citement, operators of the dig site
gave him permission to take the
bones home. Because members of the
public are prohibited from traveling
with dinosaur bones, Jacene, who is
licensed to transport them, volun-
teered to take the relics to diego’s
home in Texas.

The excitement continued when
diego returned home. Ponciano
Perez Jr., manager of the harlingen,
Texas, branch of luxaire distributor
Solar Supply Inc., greeted him at the
airport and presented him with a large
toy dinosaur wearing personalized
dogtags with his name on them.

Solar Supply, Inc., a privately-
owned wholesale hVAC/R supply
company, has supported Make-A-
Wish since luxaire announced its
sponsorship in 2001. The relation-
ship between luxaire and Make-A-
Wish began in 2001 and has
resulted in donations totaling more
than $2.4 million, enough to grant
nearly 330 wishes.

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

Nine-year old Diego proudly shows the plaster “bandage” holding the dinosaur

bones he dug up in Glendive, Mont., as part of his wish to dig for dinosaurs.

FORT WORTh, TexAS — Niagara
Conservation® recently launched an
innovative program for utilities and
their customers designed to provide
maximum water and energy savings.
The turnkey Niagara Green City pro-
gram allows water utilities to offer
their customers the opportunity to
upgrade to the ultra-high-efficiency
plumbing fixtures included in Nia-
gara’s Stealth® system, with no cost
to the utility.

Niagara Conservation will be
leveraging its partnership with Green
Plumbers USA to ensure the up-
grades are installed by certified
Green Plumber contractors. The
Stealth system is composed of the
ultra-high- efficiency Stealth toilet, a
low-flow Bi-Max showerhead and
three low-flow faucet aerators, which
help to reduce water usage and utility
bills. If 25,000 homes or businesses
are retrofitted with the Stealth sys-
tem, the savings for the city is esti-
mated at one billion gallons of water
per year. Consumers can save up to
40,000 gallons of water and as much
as $600 per year.

To participate in the Green City
program, utilities need only to agree
to provide access to its customers
through bill inserts and the utility’s

website. Niagara will administer the
program, handling management, in-
stallation, reporting, customer serv-
ice and marketing services. 

Following the installation, cus-
tomers pay their local utilities a
monthly charge amounting to less
than their water and utility savings.
For example, the charge added is typ-
ically $5 per month for an average
home, but the estimated savings
amounts to $20 per month. Niagara
Conservation includes a 10-year war-
ranty on all products installed, pro-
viding program participants with
added peace of mind.

In addition to the benefits for util-
ity customers, Niagara’s Green City
program offers benefits to the partic-
ipating city or municipality. The
water savings created from the pro-
gram means a decrease in the de-
mand for water storage, sewage
treatment and/or lift station capacity.
The plant capacity needed for water
desalination is reduced and there is
less need for the participating city to
purchase costly imported water. en-
ergy usage is also decreased during
peak demand times, because less
water is used, which means less en-
ergy is needed to heat that water.

Visit niagaraconservation.com.

Niagara Conservation launches 
groundbreaking program to save water

AShlANd CITY, TeNN. — Former 
A. O. Smith employee and PGA Tour
member Tommy “Two Gloves”
Gainey secured his second win on
Nov. 18 at the Calloway Pebble
Beach Invitational. 

Gainey sunk a three-foot birdie
putt on the 18th hole, shooting a 3-
under 69 and clinching a one-stroke
victory over Kirk Triplett and
William McGirt. This marks
Gainey’s second win of the 2012
season, just three weeks after his
first PGA Tour victory at the
McGladrey Classic.

“We at A. O. Smith are proud to
call Tommy a member of the family,”
said Ajita Rajendra, president and
COO of A. O. Smith. “We are thrilled
to see Tommy continue to grow and
thrive with his second win this sea-
son. Congratulations, Tommy!”

Unlike most golfers, Gainey has a
special relationship with his lead
sponsor A. O. Smith. he began his
career at the company’s McBee, S.C.,
manufacturing facility, where he
wrapped insulation around water
heaters as they were assembled. 

“I can honestly say that part of my
check used to go toward golf in some
form or fashion every week,” said
Gainey. “I guess you can say A. O.
Smith started supporting me and my

love for the game before they even
realized it.”

Gainey realized his dream to be-
come a professional golfer in 2007
when he left A. O. Smith to compete
on the Golf Channel’s Big Break II
and later Big Break VII. In 2008,
Gainey earned his PGA Tour card

with a top 25 finish at PGA Q-
School. After a stint on the Nation-
wide Tour that included two wins,
Gainey has been competing on the
PGA Tour on a full-time basis for the
past two years. 

Gainey won $60,000 of the Pebble
Beach Invitational’s $300,000 purse.
“You can’t ask for more than winning
at Pebble Beach,” he said. 

Visit www.hotwater.com.

A. O. Smith-sponsored Gainey
wins at Pebble Beach tourney 
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We support the 
American Worker.

ISO 9001:2008 
CERTIFIED and has 
been continually ISO 
certifi ed since 1993.

Carbon Steel Weld Fitting 
and Weld Flange Products 

for Piping Construction

Weldbend products are only 
sold through distribution.

    

 

  
When it comes to quality and traceability, 
why compromise when you can have both?

Weldbend has been a recognized leader 
for domestically manufactured carbon steel 
butt-weld fi ttings and fl anges adhering to 
strict ASME specifi cations, made from only 
the highest quality steel. 

Weldbend maintains a large inventory of 
both fi ttings and fl anges, complete with full 
traceability, in A234-WPB, A105, MSS SP-75 
WPHY-52 and MSS SP-44 F52.

When it comes to fi ttngs and fl anges, 
Weldbend offers products ranging from 
½ inch through 60 inches of various classes 
and schedules . 

Weldbend offers fl anges in classes 150, 300, 
600, 900, 1500 and 2500 available with 
RTJ facing. We also offer a range of both 
fi ttings and fl anges in schedules Std, XS, S80, 
S160 and XXS. Other schedules available 
upon request.

Call Weldbend today for a quote on your next 
specifi ed job!

phone  708.594.1700
fax  708.458.0106

6600 South Harlem Avenue   
Argo, Illinois 60501-1930

www.weldbend.com

122612 WEL506-12 

tw01_13_pgs_016_023_Layout 1  12/27/12  7:32 AM  Page 23



24 • •THE WHOLESALER® — JANUARY 2013INDUSTRY NEWS
Open for business: Reliable Controls headquarters
ViCToRia, B.C. —The new Reliable
Controls® headquarters was offi-
cially opened at a ribbon-cutting cer-
emony on october 18. The event was
well attended by local dignitaries and
individuals close to the project. The
$8-million annex to the existing Re-
liable Controls building is a targeted
leeD Platinum facility that will be

instrumental in showcasing the com-
pany’s products. The origins of the
new headquarters date back to a fea-
sibility study conducted in June 2008.
after completing schematic designs
and submitting development permits,
the shovels finally hit the dirt in april
2011. 

Flash forward to october 18, 2012,

and the building’s official opening.
Well over 100 invited ViPs and Reli-
able Controls personnel listened to
master of ceremonies and executive
vice president of sales and marketing
Tom Zaban and the assembled guest
speakers. Throughout the one-hour
ceremony, a vivid portrayal of the
green building movement was
painted — from last century’s pipe
dream to today’s necessity. 

after the official ribbon-cutting
ceremony, attendees were divided
into smaller groups and escorted by
tour guides through the entire new fa-
cility, stopping at 13 leeD learning
stations manned by experts in green
building techniques. leeD topics in-
cluded an accounting of the targeted

leeD credits in the areas of sustain-
able sites, water efficiency, energy
and atmosphere, material and re-
sources, and indoor environmental
quality. attendees came away from
the event with a concrete understand-
ing of the design and construction
principles used to create the building
and how the building’s leeD status
is verified by an independent third
party.

The following day saw a well-at-
tended general open house for family,
friends and neighbors. Going for-
ward, the leeD learning stations will
be the centerpieces in self-guided
tours of the facility for parties inter-
ested in witnessing the green building
movement first-hand. 

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

The origins of the new Reliable Controls headquarters date back to a feasibility

study conducted in June 2008. The $8-million annex to the existing facility is a

targeted LEED Platinum facility designed to showcase the company’s products.

RonKonKoMa, n.Y. — Vormittag as-
sociates inc. announced that Release
5.4 will offer a windows client and a
web client for an enhanced user ex-
perience. The s2K Web Client will
provide anywhere, anytime access
from any device with a browser and
seamless integration with other web
applications. This interface will en-
able social possibilities with integra-
tion to iBM’s smart Cloud for social
Business platform. The iBM smart
Cloud solution provides enterprise-
grade file sharing, communities, web
meetings, mail and calendar for any
organization.

By running business applications
through a web browser, users can
leverage Vai’s s2K enterprise Portal
technology to create role-based ac-
cess where screens, applications and
dashboards have been consolidated
and customized for the specific role
of the user. Through the use of a sin-
gle sign-on, the user can consolidate

multiple applications including s2K
CRM, s2K analytics, s2K enter-
prise and iBM smart Cloud, all
within one browser session. addi-
tionally, users can configure their
own workspace by accessing a myr-
iad of s2K and collaborative portlets
that can be arranged on their home
screen for immediate access to essen-
tial information.

“eRP systems today provide a
wealth of applications and functions
that can sometimes overwhelm the
user,” said Joe scioscia, VP of sales
at Vai. “allowing users to tailor their
screens to the exact applications and
information that is important to their
role will increase employee produc-
tivity and allow the user to react
quickly to business demands. Role-
based computing is the next evolution
of eRP software, and Vai is excited
to bring this dynamic user experience
to our client base with s2K enter-
prise Release 5.4.”

VAI provides ‘role-based’ computing
with S2K Enterprise release 5.4

Des Plaines, ill. — Distributors can
now count on Chicago Faucets for a
complete line of new and improved
food service plumbing products. Plus,
Chicago Faucets has launched the
Food service Distributor Buy-in Pro-
gram. Distributors can take advantage
of the program’s discounted introduc-
tory package of Chicago Faucets
sprays, faucets and other food service
products, along with two free display
faucets, displays and support. 

The Food service Distributor Buy-
in Program packages 48 popular prod-

ucts at an attractive introductory price,
including two free display faucets. The
program also provides a showroom
display, counter mat and national direct
mail and advertising to support sales.

The package has a total list price
value of more than $7,000 and is being
offered to distributors for only $3,000.
This special promotional program is
only available through March 31,
2013. Distributors can sign up for the
program through their Chicago
Faucets sales representative.

Visit www.chicagofaucets.com.

Chicago Faucets launches distributor 
buy-in program for food service line

tw01_13_pgs_024_031_Layout 1  12/27/12  7:33 AM  Page 24



www.deltabreez.com  /  www.deltaww.com  /  Visit us at  IBS 2013 Booth N1411

Delta’s complete line of BreezGreenBuilder fans have been recognized as the Most 
®

product lines. Delta is proud to be recognized for its never ending commitment to the 

Learn more at www.deltabreez.com.

A Quiet Leader in 
Energy Efficiency

BreezGreenBuilder Fan

See contact information on page 106
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For more information call: 800.334.2004 or email us at info@camco.net

FOR GAS OR ELECTRIC 
TANKLESS WATER HEATERS

#11476
WITH 

CPVC 
DRAIN PAN FITTING

Case Quantity : 6

#11470
WITH 

PVC 
DRAIN PAN FITTING

Case Quantity : 6

• Made of no-break polypropylene

• Injection molded to provide  
superior strength and durability

• Recyclable and non-toxic

• Drain fitting included

• Made in the USA

 DIMENSIONS:
 Width: 21.5"    

Height: 16"    
Depth: 13.4"

 Installation instructions included.  
Fits under most whole-house tankless water heaters

The Wall Saver™

U.S. Patents 8104634 and D653745
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Epicor ICE business architecture extended to Prophet 21
DUbLiN, CaLiF.— Epicor Software

Corporation announced that Epicor

iCE business architecture is available

for the Epicor Prophet 21® wholesale

distribution enterprise resource plan-

ning (ERP) solution. 

Epicor iCE provides Prophet 21

users with enhanced levels of mobil-

ity, accessibility and interactivity

among business applications and acts

as a connector and application

builder, providing distributors with

access to the latest applications and

technical capabilities, while still tak-

ing advantage of Prophet 21's distri-

bution functionality.

Epicor has long believed that enter-

prise software should evolve its func-

tional and technological capabilities

independently.  Moreover, business-

critical applications like ERP have to

be robust platforms that enable users

to easily and continuously adapt to

constantly changing business scenar-

ios. Epicor’s approach to software de-

velopment is designed to ensure

customers stay competitive.  The par-

allel focus on ERP functionality and

Epicor iCE technology drives parallel

benefits in business efficiency and

agility.   

With the advent of Epicor iCE,

businesses gained a highly sophisti-

cated, standards-based platform for

low-cost integration and high-end

performance that offers unprece-

dented user productivity and a rapid

return on investment (ROi). Epicor

iCE redefines business architecture

by exploiting both the social and

technical aspects of Web 2.0 tech-

nologies and fusing them with mod-

ern SOa to deliver a solution

designed for people, built for busi-

ness, yet ready for change. 

“Epicor iCE brings some amazing

capabilities to Prophet 21,” said Erik

Johnson, vice president of technical

strategy for Epicor. “With Epicor

iCE, distributors can work when,

where and how they want to work —

field sales representatives can man-

age opportunities from their smart-

phones, executives can analyze

financial data using spreadsheets, and

anyone can find data in Prophet 21

through a search engine — all with-

out ever having to sign in to the

Prophet 21 application.”

Current Prophet 21 customers may

contact their Epicor customer account

manager to discuss specific hardware

and software requirements for Epicor

iCE. all others can call 800-776-

7438 to speak with an Epicor solu-

tions specialist, or email

info@epicor.com. 

Visit www.epicor.com.

See contact information on page 106

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

LAUFEN expands 
brand reach to
Mexico with Artexa
MiaMi — LaUFEN has part-

nered with artexa to act as the ex-

clusive distributor of their brand

in Mexico. Located in Monterrey,

Nuevo Leon, artexa is one of

Mexico’s best-known distributors

of contemporary kitchen and bath

products. all of LaUFEN’s col-

lections will be available through

artexa’s showroom partners. 

This past year, LaUFEN intro-

duced several new collections, in-

cluding additions to the Palomba

Collection 2012, designed in col-

laboration with Roberto Palomba

as well as the Living Square and

Palace collections, designed by

andreas Dimitriadis of platinum

design.

Visit www.laufen.com.
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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.

QUALITY
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See contact information on page 106
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ASA endorses introduction of Metal Theft Prevention Act 
itASCA, ill. — the American Supply
Association applauds Senators Amy
Klobuchar (D‐Minn.) and lindsey
graham (r‐S.C.) for their efforts in
bringing about S. 3631, the Metal
theft Prevention Act of 2012. Deter-
ring metal theft — specifically theft
of copper — has been a key priority
for ASA and the industry. ASA appre-
ciates the senators’ leadership in this
critical, yet under‐addressed area of
crime prevention.

“Copper theft is a pervasive, op-
portunistic crime that poses a risk to
public safety, communication, trans-
portation and construction sites and

is a threat to the PHCP/PVF indus-
try,” said Dan Hilton, ASA director of
government affairs. 

With the price of copper pipe and
tubing up more than 70% since 2005,
theft has become a growing epi-
demic. recently, the Department of
Energy conservatively estimated the
total value of damages from copper
wire theft across impacted industries
in the U.S. would be $900 million an-
nually. this signifies the critical need
to address this issue.

if passed into law, the bill would:
• Make the theft of metal a federal

offense

• impose stricter documentation
and recordkeeping requirements

• Put a limit of no more than $100
that can be paid out in cash

• Make recommendations for fed-
eral sentencing guidelines.

Every state is impacted by metal
theft, but not every state has enacted
laws to reduce the threat. States that
have enacted legislation simply put
requirements on scrapyard dealers to
document the transaction, but more
needs to be done. therefore, it is im-
portant that Congress enact legisla-
tion to put an end to copper theft.

Visit www.asa.net.

Distributors see
healthy sales 
increase of 
11.6% in October 
ColUMBUS, oHio — HArDi an-
nounced that average U.S.
HVAC/r distributor sales in-
creased 11.6% in october. the
healthy double-digit gain was
widespread, with six of the seven
reporting regions showing
growth for the month, and a nice
rebound from the 4.7% decline in
September. 

the strongest results were in
the West and Southwest; a mid-
teens growth stretched from the
Central region to the Southeast.
Hurricane Sandy’s late october
visit influenced the slight decline
of sales for the Mid-Atlantic re-
gion, which, in this case, ranges
from Maryland to new Jersey. 

the strong results in october
helped push the 12-month rate of
change to 3.9%. HArDi econo-
mist Andrew Duguay said that
this 12-month growth rate is the
highest in three months. “this re-
flects the positive consumer
trends, rebounding residential
construction market and general
economic growth,” said Duguay.
“the growth rate continues to be
constrained by the mild business-
to-business spending and ongo-
ing challenges in commercial
construction markets.” 

the Days Sales outstanding
(DSo) also increased during the
month. “the DSo may have
ticked up, but that is to be ex-
pected with the strong sales per-
formance,” said Brian loftus,
market research and benchmark-
ing analyst, HArDi. “the ab-
solute DSo level remains in the
modest and considerably im-
proved territory versus where it
was early last year.” 

next month will likely reflect
the dark shadow of Hurricane
Sandy. “We are encouraged by
the positive tone of the economic
indicators in general, so expect
the negative impact of Sandy to
be brief,” said loftus. “Sandy
may not lead the industry over an
economic cliff, but sluggish
economies in Europe and Asia
will continue to be a headwind
by reducing demand for our ex-
ports and constraining our recov-
ery.” 

Visit www.HARDInet.org.

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

BMI Canada Inc.
marks 40 years 
BoiSBriAnD, QUEBEC — BMi Canada
inc. is proud to celebrate 40 years in
business. President Marc Bouthillette
founded the company on october 20,
1972. “As we celebrate our 40th an-
niversary, we want to take the oppor-
tunity to thank all the key individuals
who have played a role in our success:
our customers, our suppliers and our
employees,” said Bouthillette.

today, BMi consists of:
• 40 employees in Canada
• three distribution centers strategi-

cally located throughout Canada and
one in the U.S.

• over 80,000 square feet of ware-
house space

• More than 8,000 products in stock
• 6,500 pallets of goods received per

year
• 40,000 orders shipped per year.
BMi believes their keys to success

are twofold: 
• Quality products at competitive

prices. BMi imports products from
north and South America, Europe and
various countries in Asia. Since 1980,
BMi has developed long‐term relation-
ships with reliable overseas manufac-
turers. this ensures that BMi customers
get high-quality products that meet and
conform to north American standards
at the best possible price. An in‐house
quality control process must validate
each shipment received.

• outstanding customer service.
throughout the years, BMi has man-
aged to innovate and integrate new
technologies. orders and prices are
confirmed by email, and they can be
received directly from EDi or any per-
sonalized electronic format. Standard
lead‐time from BMi Distribution Cen-
ters is 48 hours, with an order fill rate
of 98%. At BMi, the focus has always
been on meeting the needs of its cus-
tomers and being attentive to the latest
developments within the industry. 

Visit www.bmicanada.com.

Corrosion Materials
moves to new
Houston facility
HoUSton — For many years, Corro-
sion Materials served its customer
base from the northwest Houston lo-
cation on Steadmont Drive. on octo-
ber 1, the Houston team moved its
operations and sales into a new
30,000-square-foot facility, located at
12305 Cutten rd., which is just min-
utes from both i-249 and Beltway 8. 

the move into a larger facility will
allow Corrosion Materials to expand
its inventory to include sheet, pipe,
flanges and fittings to better serve the
demanding needs of the local process
industries. in addition to stock, pro-
duction capabilities have also been in-
creased, making it easier to
accommodate same-day service to
support turnaround work and emer-
gency maintenance needs. 

Camco acquires
rights to tankless
water heater pan
grEEnSBoro, n.C. — Camco Manu-
facturing, inc. has signed a licensing
agreement with Applied Design Con-
cepts inc. of Mechanicsville, Va. re-
garding the Wall Saver™ tankless
water heater drain pan. the patented
Wall Saver is designed to protect prop-
erty from water damage in the event
of a tankless system leak or failure and
is the only drain pan on the market
specifically engineered for tankless
water heaters.

the Wall Saver is made of injection
molded polypropylene for superior
strength and durability; it will not rust,
corrode or crack. Easily installed un-
derneath the tankless heater, the pan
may be used for both electric and gas
applications. Pans come with either a
PVC or CPVC fitting attached.

this agreement grants Camco ex-
clusive rights to manufacture and mar-
ket the Wall Saver in both the U.S. and
Canada.

AHRI applauds 
Senate for passing
regulatory relief bill
Arlington, VA. — the Air-Condi-
tioning, Heating, and refrigeration in-
stitute applauded the Senate for
passing H.r. 6582, the American En-
ergy Manufacturers technical Correc-
tions Act, in an exemplary display of
bipartisanship that followed passage
of the bill in the U.S. House of repre-
sentatives. AHri and its member

companies have worked diligently for
months to ensure passage of the bill,
which has been an industry priority
this congressional session.

“Despite the tension in Congress
and the difficulty of getting much
legislation passed, AHri and its
members were able to steer this bill
to its successful conclusion,” said
AHri president and CEo Stephen
Yurek. “We are very grateful to En-
ergy and natural resources Commit-
tee chairman Jeff Bingaman
(D-n.M.), ranking member lisa
Murkowski (r-Alaska) and Sen. rob
Portman (r-ohio), along with the
tireless efforts of their staff, in paving
the way for passage of this bill.”

the bill will create much-needed
stability and regulatory certainty for
manufacturers, while positively im-
pacting thousands of workers across
the U.S. Yurek stressed that without
passage of the bill, manufacturing jobs
in this country may have been lost.

H.r.6582 would also expedite the
creation of a uniform efficiency de-
scriptor and accompanying test pro-
cedure for water heaters one year
from the date of passage. given the
overwhelming support for the bill in
the House and Senate, the president
can be expected to sign it when it
reaches his desk.

“AHRI and its members were
able to steer this bill to its
successful conclusion...”
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See contact information on page 106
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1                        -800-571-8191
www.saniflo.com

The next generation of gray water pumps

Quiet operation and easy installation

Pumping distance 
of up to 14' 

vertically and/or 
140' horizontally*

Powerful and 
economical with 

a modern style

Pre-assembled 
and easy to install

Compact 
and smaller than 
similar products

Three inlets 
to accommodate 

a sink, washer and 
dishwasher

2-YEAR
WARRANTY

SANIVITE®

*SANISWIFT®
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Weil-McLain & MEP donate to Red Cross
Hurricane Sandy Relief Effort 
BuRR RIDgE, ILL. — In response to
the massive devastation on the East
Coast caused by superstorm sandy,
Weil-McLain and Marley Engineered
Products (MEP) have donated
$10,000 to the Red Cross superstorm
sandy Relief Effort. 

At a presentation ceremony on De-
cember 6, LaPorte County, Ind. Red
Cross executive director Bobbi Petru
acknowledged a $10,000 donation on
behalf of both companies and pre-
sented President tom Blashill with a
plaque of recognition from the Red

Cross for the generous donation. 
In his remarks, Blashill said, “on

behalf of our employees we thank the
Red Cross for all of the work that you
are doing to support the people of the
East Coast. Both Weil-McLain and
MEP are producing and shipping

every boiler we can and have ramped
up production to a 24/7 schedule in
order to meet the demands of our
friends and neighbors in the north-
east.” 

Petru thanked both companies for
their donation and commented that

this donation “would make a major
difference in the lives of individuals
who have lost everything.” she
thanked the employees of both com-
panies for spending so much time
away from their families to meet the
product needs of the people of the
East Coast. 

Petru also stated that, since super-
storm sandy hit, the Red Cross has: 

• served over eight million meals
to people on the East Coast 

• Donated 6.1 million relief items
(blankets, goods, etc.) 

• Provided 8,000 shelter nights to
victims. 

to make a donation to the Red
Cross superstorm sandy Relief Ef-
fort, visit www.redcross.org. 

Visit www.weil-mclain.com or

www.marleymep.com.

Corrosion Materials 
Houston operation 
moves to new facility

Houston — on october 1, 2012,
Corrosion Materials moved its op-
erations and sales into a new
30,000-square-foot facility, lo-
cated at 12305 Cutten Rd., Hous-
ton, texas 77066, which is just
minutes from both I-249 and Belt-
way 8. 

the move into a larger facility
will allow Corrosion Materials to
expand its inventory to include
sheet, pipe, flanges and fittings to
better serve the demanding needs
of the local process industries. In
addition to stock, production capa-
bilities have also been increased,
making it easier to accommodate
same-day service to support turn-
around work and emergency
maintenance needs. 

See contact information on page 106

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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Learn more:
www.webstonevalves.com/pro-connect

(800) 225-9529

39-Piece assortment includes 
all the � ttings and tools for 

connecting to Copper, CPVC, or PEX.

Easily recover from 
installation & 

deburring mishaps.

PRO PERFORMANCE
PUSH CONVENIENCE

C-Clip Removal Tool

Complies w/ 
NSF/ANSI 61
& ASSE 1061

FULLY REMOVABLE
CONNECTION

GET STARTED WITH THE 
CONTRACTOR PUSH FITTING KIT

OVER  99% ORDER  ACCUR ACY  •  S A ME  DAY  SHIPP ING  •  GUA R A NTEED  FOR  L IFE
See contact information on page 106
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Precision Plumbing Products
“Specify with Confi dence - Install with Pride”®

Precision Plumbing Products (PPP) is proud to announce the 
development of a comprehensive product library intended for 
exclusive use with Autodesk® Revit software.

We have partnered with SmartBIM in developing a product library 
of three dimensional objects encompassing our entire line. For a 

marketing@pppinc.net 
or go to our website www.pppinc.net and click on SmartBIM. 

Precision Plumbing Products is a worldwide 

water hammer arrestors and a variety of other 
plumbing specialty items. SmartBIM is a leading 

MADE IN U.S.A.
We do not export jobs.

Precision Plumbing Products

PRECISION PLUMBING & SMARTBIM TEAM UP TO PROVIDE THE ULTIMATE REVIT LIBRARY

Selling a bidet to an Iowa farmer!

T
rue story, this actually hap-
pened, but the names have
been changed slightly to pro-

tect the innocent, the retired and those
who may sue me. Just kidding!

On a beautiful spring day in april
1987, I was representing kohler Co.,
working a booth at Baker Wholesale
in Fort dodge, Iowa, at their annual
BakEr SaLE-a-BraTION. In our
booth, manager Joe riley had me
marketing the new kohler Coralais
washerless faucet, a few cast iron
sinks in a new color and a raspberry
puree bidet that had been on their
showroom floor at a discounted
price, with a sign that read “$100 or
best offer.”

along comes Fred the farmer — or
at least I assumed he was a farmer:
He looked the part and had an inquis-
itive look while staring at the bidet.
(For those who may not know, it's
pronounced “bi-day” and is a product
designed for personal cleanliness; it’s
very popular in older, traditional ho-
tels in Europe).

Fred stares for quite some time then
asks: “Is that a bottom washer?”

I reply, “Well, it can be. What
other use do you think may be ap-
propriate?”

Selling tip # 1: Establish rapport
and draw them into the discussion.

“Well, my wife says I always
track s*** in from the barn and my
feet smell, and I don’t have a good
place to wash them. How does this
thing work?”

Selling tip # 2: always have a
working display.

“Simple,” I say, “just like this” …
while easing the hot and cold water
on ever so gently to show Fred how
the bidet operates, gently flowing
water from the middle. Then I let him
operate it.

Selling tip # 3: Let mechanical
people pLaY with your product, in-
spect it, really look it over and get it
into their hands: They are hands-on
people! (This is really a great trial
close.)

“dang this would work great,”
Fred says. “What kind of color is
that?”

“That is a new high-fashion color
called raspberry puree,” I offer.
“High fashion is our top-of-the-line
color, and it blends nicely with other
colors in the bathroom.” 

Selling tip # 4: Educate.
“What type of application are you

thinking about for this?”
Selling tip # 5: ask probing ques-

tions about his potential purchase, to
draw out any objections.

“Well,” Fred says, “we are
plumbed for water in the new milk
house. I could put it right there; then
I am only steps from the back door.”

“Sounds ideal to me,” I say. “Can I
help you carry it to your truck?”

Selling tip # 6: Offer to assist with
the purchase and add value to en-
hance the post-purchase behavior.

also, assume the sale: This is very
important.

“Well you sold me. Let’s ask the
real boss. Hey honey, they got a great
deal here on a bidet. This would solve
our problem of me tracking crap into
the house and having smelly feet.
What do you think?”

agnes (Yes, her real name) said,
“anything that will keep my floor
clean and your feet less smelly is
good for me. How much?”

“Sign says $100 or best offer,”
Fred answers.

Selling tip # 7: Sometimes you are
selling to a person who has to sell to
someone else. keep selling … and
never give up.

agnes, the real decision maker,
says “Get it!”

Selling tip # 8: Shut up, collect the

money and help him carry it to the
truck with a hearty, “Thank you. You
and your wife are gonna love this!”n

Mike Pierron was a two-time sales

achievement winner while with

Kohler Co. from 1985 – 1991. Since

then he has been inspiring and im-

proving the performance of salespeo-

ple across the country with his firm,

DREAM BIG. He is a frequent con-

tributor to THE WHolESAlER and can

be reached at 920/915-4481, at drm-

big11363@yahoo.com or through

linkedIN.

See contact information on page 106

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

Special to The WholeSaler

• Even unlikely prospects
can become customers

• Even old, dead stock
can find a home

• Turn on your selling
skills and persevere

• Talk to the real
decison makers

Apex Tool Group
sold to Bain Capital
SparkS, Md. ―danaher Corporation
and Cooper Industries announced the
sale of their joint venture, apex Tool
Group, to Bain Capital for approxi-
mately $1.6 billion, subject to post-
closing adjustments. Currently,
danaher and Cooper each maintain a
50% joint venture ownership interest
in apex. 

This transaction is slated to close in
the first half of 2013, pending cus-
tomary closing conditions and regu-
latory review and approvals. at that
time, the company will continue to be
known as apex Tool Group and will
continue to produce and sell leading
brands such as Crescent®, Gear-
Wrench®, armstrong®, Weller®,
Lufkin®, SaTa® and Wiss® around
the world.

“Our JV shareholders saw tremen-
dous synergy opportunities when
they brought together their combined
global hand and power tool busi-
nesses in 2010,” said Steve Breitzka,
who remains CEO of apex Tool
Group. “Thanks to the outstanding
efforts and talent of our associates
around the globe who delivered
strong results for our owners, we are
now poised to build on our past suc-
cesses and reach even greater heights
under Bain Capital’s ownership.” 

Going forward, the apex Tool
Group name will remain, as will its
logo, brands and website. The com-
pany will continue to be headquar-
tered in Sparks, Md. 

Visit www.apextoolgroup.com.

Sometimes you are selling
to a person who has to
sell to someone else.
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CS Weld Fittings & Flanges

FS Fittings & Outlets

CI Flanged Fittings & Flanges

MI Pipe Fittings

Merchant Steel Fittings & Couplings

Pipe Nipples

Bolt Paks

Titan® Y-Strainers

Crane® & Stockham® CS Valves

Crane® & Fortune® CI Valves

Crane® Bronze Valves

Smith® Forged Steel Valves

Fortune® Ball Valves

Duo-Chek® Valves

Center Line® Butterfly Valves

Flowseal® High Performance Butterfly Valves

SERVICE METAL
Think

You’ll Be Glad You Did!

Service Metal Products Co.
St. Louis, MO
Serving the Midwest & Western U.S.

Ph: 800-325-7820
Fax: 314-231-1821

Service Metal of the Carolinas
Charlotte, NC

Serving the Eastern U.S.

Ph: 800-438-6946
Fax: 704-331-0646

ONE CALL STILL GETS IT ALLSee contact information on page 106
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Chaos Mastered

ALLOYS: 200/201, 400, 600, 625,
800H/HP, 825, C-276, Alloy 20

We stock round bar to match our 
pipe alloys. We also have machining
and manufacturing capabilities.

Houston, TX
T: 800.231.4253
F: 713.943.8719

Hampton, GA
T: 800.456.5422
F: 770.946.3519

A Shale-Inland Compa
ny

www.jjmfg.com

Let us be your … 

NICKEL ALLOY source.

CELEBRATING 60 YEARS OF TRADITION AND EXCELLENCE

Your best source for 
HIGH PERFORMANCE 
NICKEL ALLOY 
pipe, fittings, and flanges.

Tough Alloys for Your 
Roughest Conditions

See contact information on page 106
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Manufacturers
Brass Pipe Nipples ASTM-B687

Stainless Steel Pipe Nipples ASTM-A733
Pressure Gauge Syphons

Brass & Stainless Steel Custom Cut Pipe
Custom Pipe Fabrications

Master Distributors
Brass Pipe ASTM-B43

Bronze Threaded Fittings Leaded ASTM-B62
Bronze Threaded Fittings Low-Lead ASTM-B584
Stainless Steel Threaded Fittings ASTM-B351

WWW.TRENTONPIPE.COM

TRENTON
PIPE NIPPLE
COMPANY, LLC

1700 Industrial Park Road, Federalsburg, MD 21632   Phone: 800.257.9559   Fax: 866.706.5260

.TRENTWWW

TRENT

COMP
PIPE NIPPLE

ONPIPE.COM.TRENT

ONTRENT

LL, ANYY, COMP
PIPE NIPPLE

ONPIPE.COM

CLL

PIPE NIPPLE

1700 Industrial P alsboad, Federk Rar1700 Industrial P , MD 21632   Phone: 800.257.9559   Fax: 866.706.5260guralsb , MD 21632   Phone: 800.257.9559   Fax: 866.706.5260, MD 21632   Phone: 800.257.9559   Fax: 866.706.5260, MD 21632   Phone: 800.257.9559   Fax: 866.706.5260
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Hey, all you Boomers!
Is your estate plan properly planned?
(plus the $26,000 annual exclusion
per child and grandchild used in FLIP
#1 above).

B. Other lifetime strategies

1. Captive insurance company

We created a captive insurance
company (Captive) as allowed
under Section 831(b) of the Internal
Revenue Code. This allows us to
have Success Co. pay $1.1 million
to the Captive, which Success Co.
deducts. But the Captive receives
the entire $1.1 million tax-free. The
Captive (a C corporation) is owned
by the business children and is out
of Joe’s estate.

2. Buy-sell agreement

An insurance-funded buy-sell
agreement was drawn to make sure
the stock of Success Co. stays in the
family. All four of the business kids

were included.
C. Life Insurance

Joe had a term policy for $10 mil-
lion with nine years left before the
term was up. Lenny felt that this pol-
icy and the $17 million in cash-like
investments was enough to cover the
potential estate tax liability. We had
Joe drop the term policy.

NOTE: A sad statistic — 98% of all
term policies never pay a death ben-
efit. Why? The term expires before
the insured goes to heaven. Result:
Premiums were wasted.

Instead, we used various strategies
to acquire $30 million of life insur-
ance: $10 million on Joe and $30 mil-
lion of second-to-die on Joe and
Mary. The way we set it up, Joe never
wrote a check to pay a premium
using his own funds.

Briefly, here’s how we did it. Joe

created a family foundation. Every
year he would contribute the re-
quired premium to the foundation,
take a charitable deduction and have
the foundation pay the premium on
the $10 million policy. When Joe
dies, the foundation will give the
$10 million insurance proceeds to
his alma mater.

The premiums for the $20 million
policies were paid from various
sources: the 401(k) (using a retire-
ment plan rescue, (RPR), FLIP #1,
FLIP #2 and the IDT. The ownership
of the policies was structured so the
$20 million will not be taxable in the
estates of either Joe or Mary.

One warning: this article does not
attempt to cover every detail, tax rule,
exception and possible tax-trap.
Make sure you have your second
opinion done by a competent and

knowledgeable advisor with experi-
ence not only in estate planning but
also in lifetime planning. n

Irv Blackman, CPA and lawyer, is a

retired founding partner of Blackman

Kallick Bartelstein LLP (CPAs) and

chairman emeritus of the New Cen-

tury Bank (both in Chicago). Want to

consult? Need a second opinion?

Contact Irv by phone at 847/674-

5295, email blackman@estatetaxse-

crets.com or visit his website,

www.taxsecretsofthewealthy.com.

See contact information on page 106

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

(Continued from page 34.)

A sad statistic —
98% of all term
policies never pay

a death benefit. Why?
The term expires
before the insured

goes to heaven. Result:
Premiums were wasted.
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Debuting at the 2013 AHR Expo. Booth 2961
RetoolAndConquer.com

   2013 AHR Expo. Booth 2961
AndConquer

    HR E   

The work takes place in freezing crawl spaces 
and sweltering attics across the country. 
And requires long hours in the dark, dirty and 
downright cramped. It’s hard work. It’s high 
pressure. And it’s not getting any easier. The 
tools, well, they’re the only help out there. And 
that’s the kicker. Because while the repairs 
keep getting more complex, the tools haven’t 
evolved much at all. UNTIL NOW.

See contact information on page 106
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A
qua Mizer Inc. announced

its initial group of manufac-

turers’ representatives. Hav-

ing adopted a “Wholesale only”

philosophy for their products, Aqua

Mizer will be represented throughout

the U.S., as well as in Puerto Rico

and the Caribbean. Representatives

are as follows:

• Damar Tri-State Sales — New

York City, Long Island, Rockland,

Orange and Putnam Counties

• Kolstad Associates — New York

State, above Putnam County

• Barbieri & Kline — Eastern

Pennsylvania, New Jersey, Delaware

• Price Marketing — North and

South Carolina

• Parks-Peyton — Louisiana,

Mississippi and Arkansas

• Mendell Sales — Tennessee

• BBN Sales Inc. — Southern

Ohio, Kentucky

• Target Marketing Reps — Min-

nesota, North and South Dakota,

Michigan, Upper Peninsula

• KM Sales — Colorado,

Wyoming, Montana, New Mexico, El

Paso, Texas

• Black Diamond Sales — Utah

and Idaho

• X-cel Sales — Arizona

• Harcro Sales — Northern Cali-

fornia, Northern Nevada

• RepCo NW — Washington,

Oregon, Alaska, Idaho Panhandle

• IABACO — Puerto Rico and

Caribbean

Basco Shower Enclosures an-

nounced the following 2011 Repre-

sentative of the Year recipients: 

• Eastern region — Great Lakes

Marketing Inc., Toronto

• Midwest region — Battersby

Danielson & Associates, Indiana

• Southern region — Pace Cooley

Sales, Mississippi; Louisiana

• National Representative of the

Year — Pace Cooley Sales, Missis-

sippi; Louisiana

• National Representative of the

Year – International — Great Lakes

Marketing, Toronto

• National Roda Diamond Award

— Julie Wozniak, Michigan; Wiscon-

sin; Chicago.

Over a half century ago, Brass-

Craft Manufacturing Company

began what has become a highly suc-

cessful relationship with sales repre-

sentative firm, W.T. Leonard &

Associates. Effective July 1, 2012,

BrassCraft is represented by Big

Rivers Marketing LLC throughout

southern Illinois and eastern Mis-

souri. The new company will staff 16

people, including eight former W.T.

Leonard employees. “We’re hitting

the ground running with a sales team

that combined has over 150 years of

experience selling BrassCraft® prod-

ucts,” explained Matt McWay, who,

along with Fred Heinecke, is a co-

principal of Big Rivers Marketing. 

Dahl recently awarded its compet-

itive U.S. Rep of the Year title to In-

termountain Sales & Marketing

Inc. of North Salt Lake, Utah, citing

the agency’s excellence in both sales

and customer service. Dahl also rec-

ognized Schoeder Sales Company

of Maple Grove, Minn. and E. W.

Leonard Inc. of Moodus, Conn., as

second and third prize winners, re-

spectively. 

John Guest® USA has added

Metro Filter Sales Inc., of Tarry-

town, N.Y. to its sales roster to cover

New York’s five boroughs, Long Is-

land, Westchester, Orange, Rockland,

Dutchess and Putnam counties.

Founded in 2001, Metro Filter Sales

Inc. provides sales and technical sup-

port for all types of water filtration

and treatment products and fluid dis-

tribution systems. Services include

system design and application assis-

tance, customized installer training

programs, 48-hour water analysis

service and local inventory.

Noble Company named Ever-

green Sales, Huntley, Ill., as its new

Division 15 representative for the State

of Illinois and northwest Indiana. Ever-

green will represent Noble Company

brands including Noburst®, Chloraloy®,

ProBase®, Pro-Slope™ and FreeStyle

Linear Drains™ in their respective

markets to plumbing and HVAC dis-

tributors and their customers.

OASIS International welcomed

two new manufacturers’ representa-

tives:

• James Martin Company will be

representing OASIS in Eastern Pa.,

Southern N.J. and Delaware. Martin

has built and maintained solid part-

nerships with architects, engineers,

wholesalers and contractors to posi-

tion the agency as the source for

products from premier manufacturers

in the Mid-Atlantic region.

• Central Sales Company Inc. is

a state-of-the-art plumbing and heat-

ing supply company in operation for

over 50 years in the Mid-South. Cen-

tral Sales is known for providing ar-

chitects, engineers, contractors and

wholesale distributors with the best

service and products the industry has

to offer. They will be representing

OASIS in Western Tennessee. 

Sioux Chief announced its new

manufacturer’s representative part-

nership with Davenport Associates

for the six New England states, be-

ginning January 1, 2013. Located in

Wallingford, Conn., Davenport Asso-

ciates is a family-owned, third gener-

ation, sales and marketing firm that

will provide Sioux Chief with high

level sales and marketing, together

with management of product distri-

bution throughout New England.

Tigre USA Inc. has awarded the

company’s Louisiana and Mississippi

plumbing sales territory to Grant and

Associates Inc., which has four full-

time reps and an existing warehouse.

They will stock Tigre DWV, Sched-

ule 40, SDR 26 Gasketed, SDR 35

Gasketed and SDR Solvent Weld

product lines to ensure that both

plumbing and municipal customers

enjoy 24 hour delivery. Tigre’s mu-

nicipal market territories in Louisiana

and Mississippi remain the same.

Utility Chemicals welcomed three

new manufacturers’ representatives:

• C&C Marketing will represent

Utility in upstate New York. C & C

has five sales people covering upstate

N.Y. south to Orange County. C&C

company headquarters and warehouse

are located in Apalachin, N.Y., and

Marty Klucka is the primary contact. 

• Advant Edge Marketing will

represent Utility in Montana and

northern Wyoming, covering the

plumbing and heating markets. Ad-

vant Edge company headquarters and

warehouse are located in Missoula,

Mont., and Dave Morgan is the pri-

mary contact. 

• JL Sontag, Edina, Minn, is its

representative for anti-freeze prod-

ucts in Minnesota, Wisconsin, Iowa,

North Dakota and South Dakota. In

addition to factory direct shipments,

JL Sontag will be stocking Utility

anti-freeze products in their Edina

warehouse. n

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

REP RAP

Josh Jamieson (left), Dahl’s regional sales manager, awards Joe Kennard

of Intermountain Sales with the 1st place 2012 Dahl US rep Award. Below,

Josh awards Jon Schroeder of Schroeder

Sales Company with second prize.
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THE DALLAS 
CONVENTION CENTER

THREE GIANT DAYS 
January 28-30, 2013

AHR 
BOOTH 
5501

brought to you by

COME SEE 
ALL 

THE HITS!!!

Too Hot to Quit 
Get Eternal

Counter Flow
and many more!!!

REGISTER NOW TO 
SMASH A GUITAR!!!

Each day at 3pm one lucky 
winner gets to smash a guitar on the 

Eternal Stage at Booth 5501.Use your smartphone 
to scan this QR Code. 
Message and data rates may apply. 
May not be available on all devices.

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

 

 

 
 

 
 

 

 

 
 

 

See contact information on page 106
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Eye on design

Artistic flair, nuances create
unique atmosphere at The Studio

BY MARY JO MARTIN

Editorial director

J
eremy Smith wanted to pay trib-

ute to his family’s roots as he

was designing Central Arizona

Supply’s new showroom. So he went

back to where the Smith family

moved from in 1968 in western Illi-

nois, tore down an old barn and had

the wood shipped to Phoenix to be

used as an architectural element in

The Studio. The worn wood is the

ideal accent for The Studio’s luscious

product displays and unique artwork.

This smartly designed upscale

showroom opened last spring to re-

place a smaller, less-accessible loca-

tion. The Smiths wanted a better lo-

cation to service plumbers, as well as

to be in a part of town that had a

higher-end client base who owned

older homes ideal for remodeling.

The new location is between Paradise

Valley/Biltmore/Arcadia — which

are older, more affluent areas — and

downtown Phoenix — which is more

up and coming, trendy and young. 

“I had actually moved to Phoenix

a few years ago and realized that to

find a showroom — especially for the

public — you had to drive 30 minutes

from the center of town,” said Smith.

“What led to the timing for this show-

room was that we buy

all of our buildings

and we finally found

the right building at

the right price. 

“Our company

braved the recession

with a renewed focus

on the remodeling

customer and this area

is where that customer

is located. It is a key

opening because this

is our largest show-

room at 10,000 square

feet and we added

lighting to our product

mix. So now a client

can come in and find

all of the metals for the

bath and kitchen that will match or

compliment between lighting, hard-

ware and waterware — my term for

decorative plumbing.”

A touch of the dramatic

Smith, who is the third generation

of his family to be involved in the

business along with his brother Bran-

don, serves as sales and marketing

manager and showroom director at

Central Arizona Supply. To celebrate

the opening of their newest location,

Smith orchestrated a magnificent

Grand Opening.

“Well I love to throw a party and it

was the perfect opportunity with our

newest showroom to show people a

good time,” Smith said. “The Arizona

market has been so hard hit by the re-

cession that I also wanted people to

just be able to have fun and

celebrate that we were all

still in business and things

are moving in the right di-

rection. My goal was to

give a nod to the history of

our business as well as my love of the

TV show Mad Men — so we had a

Mad Men-themed party. We had a

1960s Cadillac at the front of the

store where clients pulled up to valet.

As they entered, they were given hats

or scarves if they weren’t already

dressed for the occasion. Luckily

most people were dressed up in the

spirit of the theme, so these items be-

came great party favors. There was a

cigarette girl passing out candy ciga-

rettes and cigars, and the food was

amazing. We had a TV dinner station,

mac and cheese, pot pies and the nitro

dessert station.”

The event was capped off with a

surreptitiously-planned flash mob

that took everyone by surprise. You

can view it on their YouTube page at

www.youtube.com/watch?v=xJo-

jmjvR0Q8.

(Turn to The Studio... page 44.)

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

Members of the Smith family took the ‘Mad Men’ theme

to heart for the Grand Opening of The Studio — Central

Arizona Supply’s new showroom in Phoenix. This 1960s

Cadillac was parked near the entrance to set the stage.

Guests were given accessories to complete their look.

Central Arizona Supply has a broad

and deep inventory, carrying many

brands in stock with all of the finish

options.

“I wanted to get away from the bright lights
and cookie cutter displays that are cold and
more retail-like, so the colors I chose are
more earthy and the light is more natural.” 

“You are first greeted with a receptionist counter

that has a sweeping architectural feature behind

it that is clad with the barn wood that I personally

tore down and shipped from Illinois.”
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‘The Studio’ a unique take
on distribution in Arizona

“We choreographed the flash mob

to dance to the Austin Powers’ theme

song,” Smith described. “It was just

something fun that I thought would

be random and a little

different, and I knew that guests

would love to see a couple dozen

people break out in dance in the mid-

dle of the party. The only people who

knew it was going to happen were the

ones in it, so it was a surprise and fun

for everyone.”

A walking tour

Approximately one-quarter of the

company’s business is attributed to its

showrooms. They have a broad and

deep inventory, with many brands in

stock with all of the finish options.

“This is

great for the showroom business be-

cause we aren’t the typical wholesale

house that stocks white and chrome

in a couple styles,” commented

Smith. “The showroom sells a lot of

non-stock product that doesn’t have

a designated buyer for, and that is

often purchased by the individual

salesperson.  

“The showroom is set up as its own

profit center that

works in tandem with

inside sales and

counter sales. Each

profit center has to have its own re-

turn. We look at each showroom and

split out sales as well as the cost of

doing business in the showroom.” 

I recently had the pleasure of visit-

ing this marvelous showroom, and

Jeremy Smith

gave me a walking tour. Smith per-

sonally designed the showroom,

which is very open, modular and easy

to reconfigure. You can view several

videos of us in different areas of the

showroom in the “On the Road” sec-

tion at www.thewholesaler.com.

Smith’s goal for the showroom was

to create a very warm, comfortable

and home-like environment. 

“I wanted to get away from the

bright lights and cookie cutter dis-

plays that are cold and more retail-

like, so the colors I chose are more

earthy and the light is more natural,”

he explained. “When you first pull up

we have windows along the entire

front that show our

product and give a great peek into the

showroom, which is, of course, lit up

at night. You are first greeted with a

receptionist counter that has a sweep-

ing architectural feature behind it that

is clad with the barn wood that I per-

sonally tore down and shipped from

Illinois. If you go to the right you see

our lighting displays, which was a

custom-made concept that allows for

table lamps, sconces and pendant

lighting. We have always carried

plumbing and cabinet/door hardware,

but also added lighting because we

realized that when you pick out prod-

uct for a new home it is so extensive

that going to a number of showrooms

to pick out each group of products

makes sense, but when you are just

remodeling one room at your house it
(Turn to Rockin’... page 46.)

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

(Continued from page 42.)

C entral Arizona Supply was opened in
1968 in Mesa, Ariz., by brothers Harry

and Bob Smith. Decades prior, in a tiny
town called Camp Point, Ill.,  their father
and his brother had opened a store that
sold everything — furniture, appliances,
tractors, plumbing and electrical. “Often
times my grandmother Lucille Smith
worked the store while the brothers and
sons built houses or fixed peoples
houses,” said Jeremy Smith. “They sold
that store when they decided to move to
Arizona. The brothers chose the East Val-
ley as the ideal location for selling parts
and plumbing, as there were no other
wholesalers in the area at the time.” 

When the supply company was started,
it began as a way to supply a plumbing
service company that the brothers started
at the same time. (When they lived in rural
Illinois, they had provided both services,
so decided to roll out both businesses in
Arizona as well.) A few years later, they
sold the service side of the business to
focus solely on supply. This provided one
of Central Arizona Supply’s biggest growth

opportunities. Another came in the early
1970s, when they discovered that many
customers didn’t just want parts, but a
whole new faucet — so the Valley of the
Sun got its first plumbing showroom.

Following the deaths of Harry and Bob
Smith in the very early 1980s, the com-
pany was run by Don, David and Dan
Smith. This new generation of owners
grew a handful of smaller stores in the
Valley, but when they purchased a supply
company in Flagstaff with a 50,000-
square-foot building, it was the start of a
greater focus on wholesale distribution.

Now, Brandon and Jeremy Smith are the
fourth generation of brothers in business.
Together, they have been integral to its
growth since the beginning of the 2000s.

“Five years ago we made our largest
push forward with our new 75,000-
square-foot, state-of-the-art central distri-
bution center around the corner from our
Mesa location,” noted Jeremy. “It has al-
lowed us to grow with a greater focus
through commercial sales, new construc-
tion & heating and air conditioning — as
well as the showroom and counter plumb-
ing sales that are our staple.”

Today’s Central Arizona Supply has 10
locations throughout the Phoenix metro-
politan area, northern Arizona and Las
Vegas. Eight of those branches have a
showroom attached to the location that are
known as The Studio at Central Arizona
Supply. They have more than 100 highly
empowered employees, which allows the
company to operate with a fairly limited
management team. Each branch has a
manager, with Mesa — the company’s
largest and original location — having
three managers, one each for inside sales,
counter sales and showroom sales. 

“Eight of the stores now have an accom-
panying showroom and that seems to be
the model of store that works best for us,”
Smith said. “Each showroom though varies
in size and scope depending on their mar-
ket. Our smallest showroom is 2,500
square feet and largest is 10,000,but the
average size is around 4,000. The counters
serve both wholesale and retail customers,
with competition coming in from all direc-
tions it is imperative that we don’t pigeon-
hole ourselves into being just one thing,
but at the same time not extending our-
selves out too far.” ;

At its roots

At the grand opening party a

flash mob took everyone by surprise “It was just something fun

that I thought would be random and a little different, and I knew that guests would

love to see a couple dozen people break out in dance in the middle of the party.”

“We sell mirrors from all over

the world in every style imaginable. We also started partnering

with local artists from the Arts District in Downtown Phoenix and display their

art throughout our showroom that is also for sale to finish off your project.”
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Rockin’ in
Phoenix
with Central
Arizona Supply
is just not efficient to drive all over

town when you can find it all in one

location. This is why we also sell mir-

rors from all over the world in every

style imaginable. We also started

partnering with local artists from the

Arts District in Downtown Phoenix

and display their art throughout our

showroom that is also for sale to fin-

ish off your project.   

“Beyond that is our full working

kitchen where we can make you a de-

licious iced coffee as well as serve

meals during events. The showroom

has an open floor plan with few walls

so you can see how expansive it is; it

also encourages you to go through the

entire space. We have displays called

look books, which comes from the

fashion look book which gives a fab-

ulous example of very cool and

unique design concepts, similar to a

vignette, but on a wall that allows for

more creativity and putting together

a unique look to get ideas from. Each

wall is a simple 4x6 particle board

that sits back to back on casters and

is wallpapered or painted

and then designed with

lighting, mirrors, cabinet,

sink and faucet. 

“Finally our showroom

has three beautiful work-

ing bathrooms. One con-

temporary, one traditional

and finally the demon-

stration bathroom which

is a fully functional Hol-

lywood Glamour room

that allows a client to

come in, lock the door

and experience a Jason Microsilk

Tub, the Neorest from TOTO and

our three working showers with the

works in an extreme version of ‘try

before you buy.’”

At the back of the showroom is an

entrance to the wholesale counter,

which also can be entered into from

the side of the building. The facility

is open Monday through Saturday,

with showroom hours from 9 a.m.

until 5 p.n. and the counter open from

7 a.m. through 5 p.m. 

“The showroom has a great mix of

people, which I love,” noted Smith.

“Everyone came from another loca-

tion, and we are very strong in terms

of our knowledge and history on the

back counter as well as being design

heavy and knowledgeable on the

showroom side.” 

One of the key elements Smith

wanted to achieve in designing the

showroom was to make it very mod-

ular and easy to change out because

of the constant evolution and

launches of new decorative products.

“Our showrooms are constantly

being updated and changed and re-

modeled,” he said. “Essentially very

little is bolted to the floor or wall, the

displays can be moved, changed and

configured as often as we like. The

displays have replaceable tops in

cases for new sinks

when old ones are out of

style or aren’t selling.

We have great front

windows in this store

that face out to a very

busy street so we are

looking forward to at

least once a year doing

a big change out of

those windows to look

bold, fun and different.”

A strong independent

As loyal, longtime members of

Omni and now also the Luxury Prod-

ucts Group, Central Arizona Supply

believes Omni has been critical to

their success. Smith noted that be-

cause Arizona has been such a com-

petitive market with outlets of many

national firms, Omni really helped

the company when they were a

smaller player compete on a more

level field — and still does. Omni

and LPG have proven great resources

for Central Arizona’s leadership to

build solid relationships with the

groups’ vendors and develop commu-

nities and network with other mem-

bers. Most of the primary lines

carried in the showroom have come

as a result of that membership.

Among those lines are: California

Faucets, Jaclo, Duravit, Grohe,

Sigma, Ron Bow, Native Trails,

Jason, Victoria & Albert, Linkasink

& Jacuzzi. The Studio also promotes

(Turn to Ever-evolving... page 48.)

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

(Continued from page 44.)

A social presence
Central Arizona Supply is very active in the world of social media. As 
Jeremy Smith notes, “We love social media. It is just a great way to keep
in communication and a little reminder to our followers that we are doing
something different and fun and have what you want when you need it.” 
Check them out:
• On Twitter at https://twitter.com/centralazsupply
• Facebook at www.facebook.com/centralazsupply
• YouTube at http://www.youtube.com/user/centralazsupply
• LinkedIn http://www.linkedin.com/company/2823868?trk=tyah
• Pinterest at http://pinterest.com/centralazsupply/
• The company website at www.centralazsupply.com.

“Our showrooms are constantly being updated and changed and

remodeled. Essentially very little is bolted to the floor or wall, the

displays can be moved, changed and configured as often as we like.”

Jeremy Smith in The Studio’s  full working

kitchen, where they brew delicious iced coffee

as well as serve meals during events..

With lighting, Central

Arizona Supply makes

itself a convenient

‘one-stop’ showroom.
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INFORMATION 
AT YOUR  
FINGERTIPS

Weldbend has been a recognized leader for  
domestically manufactured carbon steel butt-weld 
�ttings and �anges. As a leader in the industry,  
we have developed the ultimate reference tool.  
Get instant access to the Weldbend Digital Field 
 Reference Companion, on-site, in the o�ce,  
 always at your �ngertips.

To download this free app, please visit the  
App Store on your Apple® mobile device. 

Coming soon 
for Android!

THE WELDBEND DIGITAL FIELD REFERENCE 
COMPANION APP FOR IPHONE® AND IPAD®

We support the  
American Worker.

ISO 9001:2008  
CERTIFIED and has  
been continually ISO 
certified since 1993.

122612 WEL507-12  

Carbon Steel Weld Fitting and Weld Flange Products  
for Piping Construction

Weldbend products  
are only sold  

through distribution.

phone  708.594.1700
fax  708.458.0106 

www.weldbend.com   

6600 South Harlem Avenue   
Argo, Illinois 60501-1930

Apple®, iPhone® and iPad® are Registered Trademarks of Apple, Inc. | Android and Android logo are trademarks of Google, Inc.
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Ever-evolving showrooms a
hallmark of Central Arizona Supply
a handful of other vendors such as

TOTO, Sherle Wagner, Blanco,

Brizo, American Standard and Rohl. 

“Particularly in this showroom —

but really in all of our showrooms —

our goal is to offer something for

everyone,” described Smith. “We

love expensive product, but it doesn’t

work in every budget, and expensive

doesn’t always mean gorgeous.

Therefore, when you come to our

showrooms you will find something

for everyone.

“We always have something going

on at our stores. Each month, a fea-

tured vendor comes to our locations

to put on a counter day and training

of their product for both our employ-

ees and customers. Our business has

always been known to bring in the

latest product — whether it is in the

showroom or on the plumbing whole-

sale side. When we bring in these

new products, we always do roll outs

that include articles in our newsletter,

training in stores, or going on the

road to customers’ locations.”

Arizona has been one of the hard-

est-hit states when it comes to resi-

dential construction in the past few

years, but Smith said that the market

is finally starting to come back.

“It is so exciting to see spec homes

starting,” he said. “While nowhere

near where it once was, residential

has come back slowly and continues

to improve. Our business still is about

70% residential, although our Las

Vegas location is very heavily fo-

cused on commercial and hotels.

“Growth has been steadily increas-

ing the past couple of years and will

continue to do so. And we plan on

continuing to take our share of it. As

for our plans for the future, we are al-

ways looking at new opportunities

and jump at them when they come

along, but until then we will grow

with the employees and locations that

we currently have.” 

While contractors used to be the

cornerstone of The Studio’s business,

it has become much more evenly split

between contractors, designers,

builders and homeowners. Smith be-

lieves the recession

hastened the increase

in business from

homeowners, as they

were more interested

in being in control of

their own money. The ease of doing

product research thanks to Internet

search engines has also changed The

Studio’s business to a degree.

“Customers expectations are totally

different today,” Smith noted. “People

used to come in and basically need an

entire guide through the process, but

now they come in and have an idea of

what they are looking for and we help

put those ideas to use. Our adaptation

isn’t all that different from what it used

to be, and that is asking a lot of ques-

tions. So many people assume they

know what a customer will want or

need, but if they just run through a set

of basic questions they can get to the

accurate conclusion and need of the

customer much quicker and satisfy

those needs better.”

Smith emphasized that the fact that

Central Arizona Supply and The Stu-

dio showrooms are independently lo-

cally and family owned has been a

great benefit to their business in a

highly competitive market.

“We don’t have an extensive layer

of management,” said Smith. “Our

family is very hands on and we train

and work with our employees to be

empowered as often as possible. From

writing their own purchase orders to

being able to adjust a price to meet

market demands, we want everyone in

our organization to be able do what it

takes to satisfy and accommodate a

customer. We are also not very good

at titles; whenever asked, we are all

very squeamish to answer what our

‘title’ would be. I think that comes

from the idea that regardless of my

title there isn’t a job I am not willing

to do. A title can sometimes allow peo-

ple to assume it is somebody else’s re-

sponsibility, when it can be everyone’s

responsibility. 

“I have been given the tools to cre-

ate awesome showrooms because of

the infrastructure that my dad (Don)

and his brothers (David & Dan) cre-

ated and the operational know how of

my brother Brandon. They have an

enormous passion for the business,

and combined with the effort of all of

the employees, it makes the business

run smoothly and ensures that our cus-

tomers have the product they want

when they need it. For me, the show-

room side of the business is the easiest

one to glamorize, but only exists on

the back of the greater business.

“There are few independents left

in Arizona,” he went on to note. “We

communicate that with customers

and show them how we are able to

accommodate each client’s individ-

ual expectations and needs. Not all

customers need the same thing, want

us to deliver in a certain way, or

quote or specify or communicate

with in a particular method. Our goal

is to do these things in the way that

each customer want it and work with

them individually. We also try to

have showrooms that are right for

their market; each market is different

and, therefore, has different product

on display in a different setting.” n

“The colors I chose are more earthy and the light is more natural. When you first

pull up we have windows along the entire front that show our product and give a

great peek into the showroom, which is, of course, lit up at night.”

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

(Continued from page 46.)

“Our showroom has three beautiful working bathrooms. One contemporary, one

traditional and the demonstration bathroom which is a fully functional Hollywood

Glamour room  that allows a client to come in, lock the door and experience a

Jason Microsilk Tub, the Neorest from TOTO and our three working showers with

the works in an extreme version of try before you buy.”
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FAMILY OWNED.

THIS IS ZOELLER COMPANY.

AMERICAN
PROUD.
YOUR PEACE OF MIND IS OUR TOP PRIORITY.®
1-800-928-7867 | www.zoeller.com

Established in Louisville, KY, we have 
been building on this foundation for 
four generations and seven decades. 

You’ll fi nd quality, service, innovation and integrity 
refl ected in every water solution we engineer and 
 manufacture. We do this for one reason. 

quality
service
innovation
integrity

TM

See contact information on page 106
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Tankless so advanced 
it’s simple.

 (Isn’t it amazing what technology can do for you?)

 800.519.8794  NavienAmerica.com

1/2" gas line
2"  PVC venting

     Bu�er tank and recirculation   
     pump included

150k Btu’s,  
 180k Btu’s and 199k Btu’s

Francois with 
Scott Harrison Plumbing

“With the NPE, you can now save half the time on installations. 

Learn more at TanklessMadeSimple.com
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240LP

240NG

Outdoor
Installation

 
 

2013 AHR Expo®

INNOVATION

AWARD

WINNER

2013 AHR EXPO®

INNOVATION
AWARD

NPE-240A 
Condensing Gas Tankless Water Heater
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Reps in Action
Providing value

J and K Sales invests in its customers
BY MarY Jo Martin

Editorial director

K
arl Grabowski has always

believed in reinvesting in 

J and K Sales, the 31-year-

old rep agency that he owns in Man-

chester, N.H. Over the years, he has

put a great deal of emphasis on using

electronic technology to streamline

the business. Their 27,000-square-

foot facility includes office space for

the agency’s 23 full-time employees,

and a fully racked warehouse that

stocks a significant amount of

product.

J and K’s product mix is di-

vided into three main areas —

each of which is responsible for

about a third of the business:

• Residential and light com-

mercial plumbing and heating

specialties

• Industrial plastic piping prod-

ucts

• Hydronic heating.

The business is split fairly

evenly between residential/com-

mercial and industrial, and serves

applications including plumbing,

hydronic heating, industrial plas-

tics, turf, irrigation, fire protection

and water works.

Grabowski and his team re-

cently hosted me at J and K’s fa-

cility in Manchester, where I

learned more about the agency and

toured their new training lab. Follow-

ing is my interview with them.

* * * * * * * * * * * *

MJM: What are some of the more

unique aspects of your agency?

Grabowski: We employ a very

unique agency-developed and de-

signed  IT Communication platform

that has allowed our business to be-

come virtually paperless over the last

10 years. Our fully racked warehouse

with 30-foot clear ceiling spans uti-

lizes state-of-the-art technology in-

cluding laser-guided Raymond Lifts.

In 2004, we added a complete 35-seat

Training Classroom that is in con-

stant use by our wholesalers and con-

tracting customers. And in 2012, we

were proud to have opened a state-of-

the-art Live Fire Training Lab for our

Hydronic Heating Product Lines.

MJM: You’ve built a very experi-

enced team here at J and K. Please

share with us the valuable expertise

they offer and how they support your

customers? 

Grabowski: In addition to me as

president, our management team in-

cludes sales manager Chris Dewitt,

technical service manager Jeff Young

and operations manager Helen Degli-

Angeli. Along with their management

responsibilities, Chris,

Jeff and I spend a signif-

icant portion of our

work week on the

“road” calling on whole-

salers, contractors and

engineers.

Our Inside Group includes:

• 3 Person Customer Service Team

• 2 Person Technical Service Team

• 1 Person Sales Ad-Min Coordi-

nator

• 3 Person Back Office Accounting

Team

• 3 Person Warehouse Team.

Our Outside Group is comprised of:

• 5 Person Outside Sales Team

• 2 Person Outside Technical Sup-

port Team.

One of the things that we do differ-

ently from most rep firms is that the

Technical Service Side of our busi-

ness is leading the charge on our

technologically advanced product

lines. In many rep firms, outside

salespeople lead the charge on these

types of products. In our business, we

have hired gifted contractor installers

that have solid backgrounds in hy-

dronic heating. Our belief is that con-

tractors teaching contractors is a

better way to go than salesmen teach-

ing contractors.

MJM: Talk about the emphasis

that J and K places on training, and

why is this important?

Grabowski: Training and contrac-

tor support is the key to everything.

In our current economic climate, our

wholesaler customers do not want to

carry the inventory that they have in

their own buildings — never mind

what we would like to sell them. The

absolute only way we can drive the

acceptance of our product lines with

distribution is to create identity of our

product lines with contractors and

specifications with engineers through

training. 

Performed correctly, there is a

tremendous level of “Enlightened

Self Interest” that is created with

a high commitment to secondary

market training and support at the

rep level. In performing this func-

tion well, it is possible to change

the relationships with channel

partners — from reps attempting

to be salespeople trying to “sell”

our products to buyers, to reps

evolving into “teachers” educat-

ing our customers as students. Reps

that are committed to this effort tend

to make themselves invaluable with

the manufacturers we represent and

the wholesalers we serve. 

MJM: You recently made quite an

investment, opening this great hands-

on training lab. Please describe it in

detail for our readers. 

Young: J and K Sales represents

products in the industrial plastics and

hydronic heating industry that that

have a high level of technological so-

phistication.

(Turn to Customer... page 54.)

Among the members of the J and K team who are taking great pride in the new

training facility are (from left): Jeff Young, Ken Lajoie, Jason Lamb and Helen

Degli-Angeli. 

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

A 1000-square-foot Hydronic Heating Training Center features a “Live Fire” lab,

with Baxi Gas Fired Condensing Wall Hung Boilers, Eternal Hybrid Condensing Wall

Hung Water Heaters, Paw Modular Zone Control Systems along with Legend Valve

Versa-Therm and QuickTherm Flooring systems and manifolds.  
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“Our belief is that
contractors teaching

contractors is a better
way to go than salesmen
teaching contractors.”
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The Lead-Free

The only tools you’ll ever need are your hands.  But we realise that every time that
you make a connection, you are placing great trust in our hands.

We take that responsibility very seriously and have created a unique 
engineering environment to ensure that your trust is deserved and
re-paid many times over.

“Beware of little expenses. 
A small leak will sink a great ship.”

Benjamin Franklin

INNOVATION    TRUST     QUALITY     HERITAGE

EST. 1961

The simplicity of the Speed�t Syestem is what makes it so special

®

1.800.945.4872 
info@johnguest.com
www.jgspeed�t.com See contact information on page 106
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Customer training key 
to J and K sales strategy

Our most recent investment in

training and support is a 1000-square-

foot Hydronic Heating Training Cen-

ter with featuring a “Live Fire” lab.

We feature Baxi Gas Fired Condens-

ing Wall Hung Boilers, Eternal Hy-

brid Condensing Wall Hung Water

Heaters, Paw Modular Zone Control

Systems along with Legend Valve

Versa-Therm and QuickTherm Floor-

ing systems and Manifolds.  

We wanted the ability to train on

these product lines in a “Live Fire”

Environment.  Incorporated into the

functionality of the Lab is an ability to

“screw up” all our equipment and put

our contractors in a real world trouble

shooting educational environment.

MJM:What was involved in build-

ing this new training room when it

came to design, construction and

time?  

Young: It was two years of hell —

just kidding! We are extremely proud

of the fact that 90% of both the de-

sign work and the actual construction

of our Lab was performed by agency

employees. 

We did have to hire some outside

contracting on the gas line welding,

water service into the facility, electri-

cal and tile work. We did receive

some design support from both

Marathon/Baxi on piping system de-

sign and with Paw on control sys-

tems. We are very grateful to

Marathon Baxi, Eternal, Paw and

Legend Hydronics for their contribu-

tion in equipment, materials and de-

sign support on this project. This

undertaking would not have been

possible without their support. 

MJM: How often are you holding

classes? 

Young: Our classes are being set

up weekly, with the goal to perform

multiple classes each week. We are

attempting to schedule as many train-

ing classes as possible as we believe

that there is a pure math formula re-

lationship between trainings con-

ducted and contractors committed to

the products that they have been

trained on. 

The structure of the training class

is dependant on the educational level

of the attendees involved.  These

classes can be segmented by product

line from basic introductory training

to advanced training classes.

We have the option of half-day

training, full-day training and, even

in some cases, multiple days of train-

ing involving overnight hotel stays.

MJM: What is the approximate

class size and who conducts the ses-

sions? 

Young: In our training center, we

can hold classes for up to 35 contrac-

tors. Our Live Fire Lab will comfort-

ably handle a group of eight to 10

contractors at a time.

Both our inside and outside techs

are completely qualified to conduct

several levels of product line training.

These classes are segmented from

basic introductory training classes to

advanced training classes depending

of the product line involved.

We also offer these facilities to the

manufacturers that we

represent, along with

our distributor part-

ners and local contrac-

tor associations on an

as needed basis.

MJM: Do you pro-

vide any certifica-

tions? 

Young: We cur-

rently office Gas Li-

cense Continuing

Education Hours for

contractors who need

hours per their re-

quirements for a Gas

License.

We are currently

working on a program

to offer CEU credits

for engineers that will

be finalized over the

next few months.

MJM: Do you

charge for these pro-

grams? 

Young:At the pres-

ent time, we do not charge for any

training, either at our facility or in the

field by our outside techs.

In addition to offering no-cost

training in our Training Center and at

contractor locations or job sites, our

agency offers a “Start Up “ Service at

no cost to the contractor. This in-

volves on site Tech Support at start up

to any and all contractors that install

any of our condensing Baxi Boilers

and/or Eternal Water

Heaters for the first time.

We believe that we are

the only rep firm in this

market that is offering

this service. 

MJM: What has been

some of the feedback

you’ve been getting? 

Young: The feedback

has been tremendous to

our new Lab. The univer-

sal comments that we

have received is that until

now there had been no

place that any contractor

can go for actual real

world product training on

Condensing Equipment Product

Lines in our area. 

MJM: You also have a mobile ve-

hicle that can go to customer loca-

tions for training. Talk about what is

offered in the mobile training and

how it is handled? 

Young: In addition to our Training

Center and Live Fire Lab, J and K

Sales has invested in a 17-foot V

Nosed Trailer outfitted with our

equipment product lines. This trailer

is used at local industry trade shows,

distributor open houses and at larger

contractor facility training events.

In Addition, earlier this year our

agency invested in a pair of Ford

Transit Vans for our outside techs.

These vans are Live Fire Capable and

are used in day-to-day training, start-

up support and after-the-sale service

calls in New England and Upstate

New York.   n

For additional information, visit

www.jandksales.com.

QuickTherm Flooring systems and

Manifolds are part of the Hydronic

Heating Training Center.

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

(Continued from page 52.)

A 17-foot V Nosed Trailer outfitted with J and K’s equipment product lines is 

detailed at right. This trailer is used at local industry trade shows, distributor

open houses and at larger contractor facility training events. Also, J and K has

outiftted a pair of Ford Transit Vans for itsr outside techs. These vans are Live

Fire Capable and are used in day-to-day training, start-up support and after-the-

sale service calls in New England and Upstate New York. 

“Our fully racked warehouse with 30-foot clear ceiling

spans utilizes state-of-the-art technology including laser-

guided Raymond Lifts.”

J and K’s training center can hold classes for up to

35 contractors, and its Live Fire Lab will comfortably

handle a group of eight to 10 contractors at a time.

Inside and outside techs are completely qualified to

conduct several levels of product line training. 

“Training and contractor support is

the key to everything. Reps that are

committed to this effort tend to make

themselves invaluable with the manu-

facturers we represent and the whole-

salers we serve.”
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A Tested and Reliable Solution –

Easy to Install –

A Value for the Purchaser –

.jrsmith.comwww.jrsmith.com

See contact information on page 106
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Eliminate scale, lime
– and wasted time.

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, classified by UL to NSF/ANSI Standard 60, 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

De-scale without fail.
Quickly, and safely. 

SEE US AT AHR 2013 

(Booth 2436)

January 28-30

What’s going to be the next big thing? 

I
can remember back in 1991,

when the first Home Depot Expo

was opening in San Diego.

Everyone was in an uproar about

what it was going to mean for the in-

dustry. I was part of the original team

that opened the store, working in the

bath showroom. The kitchen and bath

industry was just beginning to grow,

and THD Expo seemed to be the an-

swer for the future. Almost every

kitchen and bath showroom owner in

the area was concerned about how it

would affect their business and what

they would need to do to differentiate

them in order not to be overtaken and

run over by these colossal stores. 

Showrooms had to depend on

their product knowledge and their

personalized service, and they had

to differentiate their product brand

and services from those offered by

these “upscale big box” stores. Al-

though we could debate for years

about what mistakes were made

with the evolution of THD Expo

and similar concepts (The Great In-

doors), they had many positive as-

pects and helped shape the industry

as we know it today. 

Besides being very strong compe-

tition, these stores had more positive

impacts than most people would give

them credit for. They gave the general

population the opportunity to view

and purchase products that, previ-

ously, were only found in specialty

stores, which they were not likely to

visit unless guided to the specific

store by a contractor or design profes-

sional. Consumers knew that home

centers carried simple products to sat-

isfy their basic needs, but the major-

ity of them had no idea what to

expect at these new concept stores

and no idea how many new and ex-

citing products there were. They no

longer had to settle for basic kitchen

or bathroom fixtures or appliances;

they could have it all. 

During the same time that these

super stores were rising, the HGTV

and the DIY networks were growing

at a rapid rate and were another very

important element in supporting the

growth and development of con-

sumer awareness. These networks ex-

posed consumers to upscale products

and ideas on how to improve their

homes. While “upscale big box”

stores are no longer as influential as

they once were, HGTV and DYI net-

works continue to remain fairly

strong influences. 

We have seen consumer’s tastes

and styles change over and over,

going through a fairly typical cycle.

Remember when you could only sell

three finishes: polished chrome, pol-

ished brass or antique brass? Then we

graduated to two-tone, chrome and

brass together. Wow! Today, although

there is again a demand for polished

brass and people are looking for

warmer feeling products, going back

to the gold/brass tones, the staples in

showrooms are still polished chrome,

brushed nickel, polished nickel and

oil rubbed bronze, which is slowly

phasing out. In visiting showrooms

(as part of my job), most of the time

I can’t even find a gold- or brass-

toned faucet and never a polished

brass faucet. 

Styles have cycled as well. At the

beginning of the decorative faucet

market, almost every upscale brand

was very traditional in style. In the

early 80s, the fad was for contempo-

rary designs, with geometrical bar

stock production products available

from various boutique companies.

This trend lasted for a few years but

faded away. For the most part we

stayed rather traditional, with the old

80/20 rule, traditional to contempo-

rary, for a very long time. 

Without a doubt, however, the

market has been changing rapidly in

the past five years, favoring a much

more contemporary, clean style. This

is a good example of the market ma-

turing and looking at more func-

tional products (single control

faucets, thermostatic controlled

valves) where technology and func-

tion have become a part of our

everyday lives. I believe that the

split of the market between tradi-

tional and contemporary in some

markets has done a complete rever-

sal, with 20 percent traditional and

80 percent contemporary, while the

overall market is more like 65/35

(transitional fits in there some-

where). The question is whether it

will stay that way. 

Most of this article has focused on

(Turn to To catch... page 58.)See contact information on page 106

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

Inventory management specialist

We have seen consumer’s tastes and styles change
over and over, going through a fairly typical cycle.
Remember when you could only sell three finishes:
polished chrome, polished brass or antique brass?
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American Made � American Owned � Wholesale Only

Why Would You 
Buy Any Other Brand?

Built to be the Best™

©2012, Bradford White Corporation. All rights reserved.

Bradford White Means
American Jobs

www.bradfordwhite.com

With no bailouts or special favors needed, Bradford White continues to invest in the future of America. 

We have you, the professional installer and wholesale distributor to thank for it. Because of your support,

we remain an American-Owned company providing American-Made products through Wholesale

Distribution for Professional Installation.

These ideas work. With the help of a high quality product and practical innovation, we’re building for the

future. As proof of this, Bradford White Corporation is growing.

In Middleville, MI, we’ve modernized systems and equipment throughout the Bradford White factory. 

New construction projects include a 100,000 sq. ft. expansion and a 18,000 sq. ft. state-of-the-art training

facility. Our subsidiaries are growing as well. Laars Heating Systems added a new customer training center

and additional factory space while Niles Steel Tank increased capacity with investment in process

equipment and tank lining technology.

It all means more American jobs. Of all our innovations, that may be the most important of all.

Scan here to see a message from the employees 
of Bradford White Water Heaters.

�

See contact information on page 106
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To catch the ‘next big thing’, stay
on top of your game all the time
decorative plumbing, but the same

ideas apply to many other things such

as cabinets, appliances, door hard-

ware (look at Rocky Mountain’s new

line of hardware; quite a departure

from their traditional bronze styles). 

So, now that we have gone down

memory lane, here is the big ques-

tion: What is the next big thing? With

regards to showrooms, there are a

few very interesting things going on.

We see the development of hybrid

showrooms like Fixture living,

based in Southern California, which

has taken the customer experience to

a whole new level. 

Picking up from where THD expos

left off, they took a more service-

minded and total experience approach

and brought it to a much higher level

than THD expo was even striving for.

The overall feeling of the store is

much more elegant and intimate.

Working vignettes feature exceptional

products (not just an overlap of prod-

ucts from a home center with a few

medium upscale products but very

high end products that fit the most dis-

criminating tastes). enclosed, well-de-

signed meeting rooms give customers

some privacy and undivided attention

when making their selections. every

customer who enters the store is

greeted by a barista who offers cap-

puccino, espresso, bottled/filtered

water, fruit flavored water or fresh

juice. Watch for this company to come

to an area near you! 

An increasing number of electron-

ics and entertainment products are

entering the bath market. electronic

shower valves work multiple show-

ering components (body sprays, ceil-

ing shower heads, hand showers,

steam units/controls). i-phone/ i-pad

applications run the shower like a

video game. You can listen to your fa-

vorite play list while you bathe,

shower or take a steam and set the

Chroma-Therapy light show to re-

duce your stress after a hard day,

while using your waterproof Bose

speakers, which, by the way, also

match the finish of your products. 

in kitchens we see more contempo-

rary and sophisticated appliances,

perhaps going a little away from

stainless steel and back to colors. i re-

cently heard from a company that

produces cabinets and furniture for

outdoor kitchens and their hot trend

is color (approaching 30% of their

business); not just white, black and

almond, but outrageous colors such

as orange, yellow and green. 

As for metal finishes, unfortu-

nately, other than the spike in yellow-

or brass-toned products making a sig-

nificant comeback, it is hard to say. i

believe there are two driving factors

to this trend. For one thing, the econ-

omy has been poor for some time

now, and people would like to keep

their homes in the best possible con-

dition. They want to remodel (but

maybe not do a major one), and they

want a facelift. The last time they re-

modeled was likely 15 – 20 years

ago, during the “polished brass age,”

so maybe they want to change the

vanity and lavatory but not the whole

bathroom. The shower faucet, light-

ing fixture, door hardware, cabinet

hardware and shower door are all pol-

ished brass; they need a polished

brass faucet to match. This may

sound crazy to some but, trust me,

there is a void out there for polished

brass faucets; nobody shows them.

i believe that the second reason for

this trend is that people are just get-

ting tired of brushed nickel, stainless

steel and bronze and want a change.

if there is any finish that i see becom-

ing even more popular, it is polished

nickel, as it offers a little warmer feel

than chrome, but still looks chrome

and contemporary. 

in closing, i think that, as show-

room owners and people in the in-

dustry, we constantly need to be

looking for “the next big thing.” We

really need to stay on top of our

game and anticipate what cus-

tomers, designers, architects and

other specifying professionals are

going to tout as the latest and great-

est. We need to be more pro-active

vs. reactive and to keep our eyes and

ears open at all times. Follow the de-

sign magazines, go to the european

trade shows (iSH and Cersaie) and

other similar shows to stay on top of

what is happening in europe, as it is

likely coming to America soon (if

it’s not here already.) n

Jason Bader is the managing part-

ner of The Distribution Team, a firm

that specializes in helping distribu-

tors become more profitable through

strategic planning and operating ef-

ficiencies. The first 20 years of his ca-

reer were spent working as a

distributor executive. Today he is a

regular speaker at industry events

and spends much of his time coach-

ing individual distribution compa-

nies. He can be reached at 503-282-

2333, Jason@Distributionteam.com

or at wwwthedistributionteam.com.

white
also comes in

sloan
 performance

A full line of vitreous fixtures engineered and built 
exclusively for commercial use

Maximum performance at any flush volume

The perfect partner to our industry leading flushometers 
and faucets

From the leader of energy- and water- efficient 
commercial restroom solutions

Scan with 
Smart Phone 
for more 
information

www.sloanvalve.com

See contact information on page 106

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

(Continued from page 56.)

Knoxville, Tenn. — The Fluidmas-

ter® Mobile Roadshow made a pit stop

at Modern Supply’s Chattanooga,

Tenn., branch with their impressive

65-foot long motor coach and trailer

rig. A replica of Fluidmaster’s no. 17

race car that took the victory at Char-

lotte’s Bank of America 500 in octo-

ber 2011 was showcased, along with

the Fluidmaster product line. 

Breakfast was served as Modern

Supply’s customers talked with the

Fluidmaster team and learned about

the latest product offerings. The new

Pro 550DFK dual flush system that

converts current toilets to dual flush

(half and full flush) without removing

the tank was highlighted.

Visit www.modernsupplyshow-

room.com.

Fluidmaster Mobile Roadshow at Modern Supply
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PVF Roundtable

N
early 400 members of the PVF Roundtable gathered in

Houston at the HESS Club on October 30. Speaker John

Hofmeister, former CEO of Shell, shared his views on the

qualities of good leadership needed in industry and government.
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T
he Ritz Carlton in Phoenix was an ideal venue for the WIT

Fall Networking Meeting Sept. 12-13. Highlights included

keynote speaker Kelly McDonald, who specializes in mar-

keting to different demographics (read more on McDonald’s in-

sight in a future issue), along with sessions on mobile technology

and sales training led by members. A Wild West-themed closing

party was held at La Puesta del Sol, which sits atop a mesa outside

Phoenix, with stargazing, gunslinging, music and plenty of BBQ.
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A
ffiliated Distributors held its North American Meeting for

the Plumbing, PVF and HVAC Divisions October 1-3 at

the Gaylord Texan in Grapevine. Highlights included the

Spirit of Independence Awards Dinner, and the stirring keynote

speech by CEO Bill Weisberg. See additional coverage in Mary

Jo Martin’s Viewpoint column on page 106. 
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Question and answer for salespeople
Q:

I have long enjoyed your

articles. I am in my second

year of being a full com-

mission salesman and wanted to get

your advice. When I make an onsite

call or pick up the 500-pound phone

and call the customer, I feel like I am

begging for work, asking the head-

master for another cup of gruel. I

know this isn’t healthy, although I

genuinely believe that my product is

of great quality and valuable to the

customer.

I get very anxious and apprehen-

sive, first about picking up the phone,

calling the customer and trying to

wade through my nervousness and

then about trying to act confident

enough to get the sale. I work out of

a home office separated from the

main office about two hours away. I

can call and talk to the owner or my

production manager for a pep talk or

product updates. My challenge, I

guess, is building self-confidence and

conviction.

A: Ah … call reluctance. We’ve

all been there. There is not a salesper-

son alive who hasn’t, at some time or

another, felt the same things you are

feeling.

Congratulations on taking the first

step. You've recognized the problem

and correctly diagnosed that the issue

lies within you So, I expect that con-

viction is not the problem.

You’ve indicated that you are con-

vinced that your product is of great

quality and valuable to the customer.

The issue is your thoughts and feel-

ings. If you can somehow gain con-

trol of those, you'll control your

reluctance, you'll make more calls

and you’ll make them more effec-

tively. Your results will improve;

you’ll make more money, enjoy life

more and maybe even retire early to

a home in the Caribbean.

It does come down to working with

yourself, managing your thoughts

and emotions. Sooner or later, almost

every sales problem comes down to

this. You recognize, of course, that it

is your responsibility to manage your

thoughts and emotions. Accepting

that responsibility is the next positive

step to take. 

So, you’ve diagnosed the problem,

and it is you. You’ve accepted the re-

sponsibility to change you, and

you've bought into the idea that you

can, and should, do so.

Now, the question is how. There

are a variety of specific techniques

you can try to gain control. Keep ex-

perimenting with these different ideas

until you find a combination that pro-

vides you the control that you want.

The first set of techniques is based

on this premise: The reason you are

so reluctant is because you are allow-

ing negative thoughts to occupy your

mind. The negative thoughts paralyze

your actions. The key is to eliminate

the negative thoughts. You do this not

by focusing on the negative but rather

by substituting positive thoughts.

Here are several proven techniques:

1. Commit to a life’s purpose.

Create a specific, detailed statement

of your purpose in life. Clarify that

then post it in your work station. See

each day’s work, and each set of

phone calls, as a means to a much

more important end. Focus on

achieving your purpose, and the

small things will fall into line.

2. Focus on a specific and power-

ful objective. This is similar to the

technique discussed above, only with

a smaller focus. It’s not your life’s

purpose that provides you emotional

power and strength; it's some annual

or short term objective. Create a writ-

ten statement of exactly what you

want to achieve or acquire. Set a

deadline. 

3. Visualize that objective. Picture

it and put it in front of you at your

work station. Consider your day’s ac-

tivities to be minor steps in the

process of achieving that objective.

It’s not about this phone call; it’s

about doing what you need to do to

achieve your objective. Focus on the

objective and allow it to overpower

any negative thoughts that may enter

your mind.

4. Put in positive thoughts. Some-

where along the line you have picked

up a number of negative thoughts that

occupy your mind. One way to get rid

of them is to push them out of your

mind by substituting positive

thoughts. Search out a number of

positive thoughts and write them

down. I have used quotes from fa-

mous authors, such as Shakespeare,

and positive quotes from the Bible.

Here’s an example, “If God can be

for you, who can be against you?”

Read that group of thoughts to your-

self before you start every day, at

every break, at the end of the day and

every time you feel yourself getting

negative. In a few weeks, you’ll find

yourself thinking positive, not nega-

tive, thoughts.

5. Picture success and what it

brings. This is a variation of number

2 above. Picture yourself having a

great day; lots of sales, wonderful

calls, positive things happening.

Enjoy the feeling, relish it, investi-

gate it; really, thoroughly experience

(Turn to Overcoming... page 68.)See contact information on page 106

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

Sales specialist 
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See us at AHR Expo,
Booth #2449
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800.900.9276 Built to be the Best™

The Perfect Choice 
for Today’s Demanding

Homeowners
Laars boilers are everything a

modern boiler

should be easy

to use, easy on

the environment, powerful and

compact. Laars has a solution for

any home’s space & domestic

water heating needs with boiler

sizes from 50 to 285 MBH and

efficiencies of 85 to 95%.

Find out more at www.laars.com

A M E R I C A

M A D E  I N

95% AFUE*
Floor Standing

Boiler

95% AFUE*
Wall Hung 

Combi Boiler 
& Water
Heater

85% AFUE Floor
Standing Boiler

Indirect
Water

Heaters

86% AFUE*
Floor standing
Combi Boiler &
Water Heater

*ENERGY STAR® RATED
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Overcoming call reluctance
how it feels to have a successful day.

Every day, in the morning before you

begin and several times throughout

the course of the day, bring up those

feelings. Focus on how it feels to be

successful not on the negative

thoughts that have occupied you.

The second set of practices is based

on a more behavioral approach. This

approach skips over the “thoughts

and feelings” part of you and focuses

on your actions. Here are a few spe-

cific techniques to implement these

kinds of techniques:

6. Give yourself specific activity

numbers and specific rewards. Set

a daily objective; let’s say something

like 20 successful conversations with

customers. Attach a short term, spe-

cific reward to the attainment of that

objective. When you attain it, for ex-

ample, you could give yourself one

hole of golf to be played that week-

end. So, you’re working to reward

yourself with a round of golf. You do

it by focusing on your behavior.

7. Line up your calls and disci-

pline yourself to make another call

immediately after you hang up

from the first one. So, for example,

set up a list of 20 calls; as soon as you

hang up from one, dial the next, with

absolutely no time between. The time

between is time to think, and that has

not been positive for you. Manage

your behavior to focus on the things

you need to do and not allow the

thoughts to intervene.

8. Make a warm call first. Call

your production manager, boss or

customer service person first, before

you make any cold calls. That gives

you a warm and fuzzy feeling, makes

you feel like someone really does

want to talk to you. Then immedi-

ately jump into the cold call list.

Focus on the behavior.

Finally, there are a couple of tech-

niques that fall somewhere between

these two approaches —

9. Use positive affirmations.

Write a group of statements about

yourself that are positive and specific

and relate to the task at hand. Things

like, I have a warm and confident

presence on the phone or I look for-

ward to every contact I make. These

statements reflect who you would

like to become and are not necessar-

ily reflections of reality. Read those

affirmations to yourself repeatedly,

every day, several times a day. Even-

tually, you come to believe them, and

eventually you live up to your beliefs

about yourself.

10. Learned optimism. This is a

specific set of techniques that arise out

of the research of Martin Seligman,

PhD. Read his landmark book,

learned optimism, to learn very pow-

erful techniques for self-management.

Every salesperson has to come to

grips with his greatest enemy and

most powerful asset — his/her mind.

That often means we need to create

disciplines to help us manage our-

selves, mentally and emotionally. As

you acquire these disciplines, you

mature as a salesperson and learn to

manage yourself to exceptional per-

formance.

By the way, you’ll find this kind of

insight into dozens of sales issues in

our Sales Resource Center. It houses

435 training programs to help every-

one live more successfully and sell

better, all delivered over the Internet,

24/7, for one low monthly fee. n

Dave Kahle is one of the world’s

leading sales educators. He’s written

nine books, presented in 47 states and

eight countries and has helped enrich

tens of thousands of salespeople and

transform hundreds of sales organi-

zations. Sign up for his free weekly

ezine at www.davekahle.com and, for

a limited time, receive $547 of no cost

bonuses when you obtain a copy of

his latest book, How to Sell Any-

tHing to Anyone Anytime.

See contact information on page 106

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

(Continued from page 66.)

tw01_13_pgs_064_071_Layout 1  12/28/12  10:49 AM  Page 68



    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

    
 

 

RED-WHITE V

    
 

 

ALED-WHITE V VAL

    
 

 

.VE CORP P.AL

    
 

 

    
 

 

    
 

 

    
 

 

RED-WHITE V

    
 

 

ALED WHITE V VAL

    
 

 

division of VIR corp.
.redwhitevalvecorp.comwww

 949.859.1010  FTEL
20600 Regency Lane, Lake Forest, CA

.VE CORP P.AL

    
 

 

division of VIR corp.
.redwhitevalvecorp.com

AX 949.859.7200   F   FAX 949.859.7200
 92630   ake Forest, CA     A 92630

    
 

 

See contact information on page 106

tw01_13_pgs_064_071_Layout 1  12/28/12  10:49 AM  Page 69
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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
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oFor reliability...
buy Chicago Faucets OEM
genuine parts from Tapco.

See contact information on page 106
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Distributors optimistic about ’13 prospects
(Continued from HVAC/R, page 1.)

Just 11% believes sales will remain the same,
while only 3% expect sales to decrease.

Most respondents (41%) said the residential
sector would account for the strongest demand
for new products, followed by institutional
(30%), industrial (19%), light commercial (7%)
and heavy commercial (3%). the industry cate-
gories expected to show the strongest growth
were renovation/upgrade (42%), new construc-
tion (34%) and replacement (24%).

More than two thirds of the respondents (67%)
predicted that the greatest demand for new prod-
ucts would come from domestic markets and
33% from international markets. of these re-
spondents, 52% said the greatest demand for new
products would come from the healthcare seg-
ment, 45% from industrial plants, 43% educa-
tional marketplace and 42% government/civil.

to meet this demand, 75% of ahr expo ex-
hibitors said they will be introducing new prod-
ucts or services at the 2013 Show in Dallas,
January 28 – 30.

“It is good to see that manufacturers continue
to be optimistic about the hVac/r sector of the
economy,” said clay Stevens, president of Inter-
national exposition company, which produces
and manages the ahr expo. “these survey re-
sults seem to suggest a strong show in Dallas.” 

Stevens pointed out that, while the percentage
of manufacturers who expect the upcoming year
to be better has continued to climb every survey,
the percentage expecting the economy to be worse
has also been steadily declining. another encour-
aging sign of an economic uptick is that, com-
pared to last year’s survey, 3% more respondents
plan to introduce new products at the 2013 Show.

Visit www.ahrexpo.com.

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

alPharetta, Ga. — as the saying goes, “a pic-
ture is worth a thousand words.” Instagrammers
who took part in hansgrohe’s “For the love of
Water” contest were eager to show their love
with over 9,500 submittals. In celebration of the
40th anniversary of the u.S. clean Water act, the
contest invited users of the photo sharing plat-
form to follow @hansgroheuSa on Instagram®
and tag their best water-related images with
#fortheloveofwater. Four contestants received a
Polaroid Z2300 instant digital camera. 

the winners were recognized for their out-
standing depiction of how important water is in
their lives. hansgrohe was impressed by their
moving images. the winners are:

• @goldymundo88 for the poignant picture of
the September 11th memorial fountain

• @srhmrtnz for the photo of a carefree young
boy happily drinking from a water hose 

• @alijardine for the artful rendering of seag-
ulls flying over water at dusk

• @sanarrgh for a serene beach scene.
hansgrohe hopes the “For the love of Water”

contest served as a fun, creative reminder to con-
serve and protect this resource that is so essential
to life. last month, hansgrohe illustrated its on-

going efforts in water preservation by giving
$5,000 each to the nonprofit riverkeeper organ-
izations for the atlanta region and the nYc area.
the donations will help protect the environmen-
tal, recreational and commercial integrity of the
chattahoochee and hudson rivers, which are lo-
cated in the backyards of hansgrohe’s north
american headquarters and its designer brand
studio, axor nY.

Visit www.hansgrohe-usa.com.

Hansgrohe announces
Instagram contest winners 

Montreal, Quebec — Velan Valves India Pvt.
ltd. (VVI), a wholly owned subsidiary of Velan
Inc., opened its new 100,000-square-foot manu-
facturing plant in a special inauguration cere-
mony, presided over by tom Velan, president and
ceo of Velan Inc.

according to ramesh babu, managing director
of VVI, “this new plant will complement the
strong sales force we currently have in India. It will
target the growing utility power market and the re-
finery segment. Velan is a preferred vendor to the
existing national thermal Power corporation
(ntPc) super critical projects and, with the open-
ing of this new plant, we are now physically closer
to the customer and will be in a position to offer

faster deliveries at competitive prices. 
“Velan products are currently in use in many

of the petrochemical refineries, conventional and
nuclear power plants, fertilizer plants, and aero-
space industries in India, and we look forward to
strengthening and enhancing our engagement in
this important and growing market.”

tom Velan added, “India’s energy industries
have become an important market for our products
and for many years Indian suppliers have been part
of our global supply chain....it is a good place to
find experienced people and suppliers. the open-
ing of our Indian production plant represents an-
other important step in growing our manufacturing
base in asia.” Visit www.velan.com.

Velan opens new offices and plant in India 
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TAKE THE FIELD.

Whether you need supply, drainage or support  

products, Sioux Chief’s armory has you covered. From 

our time-saving Strong Arm
TM

 bracketing system and 

OxBox
TM

 access boxes to our Finish Line
TM 

drains that are 

adjustable AFTER the pour, we have the products you 

need when you need them. Visit www.SiouxChief.com 

to learn more or contact your rep today.

SIOUX CHIEF: YOUR ROUGH PLUMBING ARMORY. 
TOGETHER, WE WILL TAKE THE FIELD.

siouxchief.comSupply Drainage Support

READY UP.
 OxBoxTM Access Boxes
 Finish LineTM Adjustable Floor Drains 
 Strong ArmTM Bracketing Systems
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PVF MARKET REPORT
Fourth quarter 2012 Commodity
Report, Carbon Steel Welding 
Fittings and Forged Steel Flanges

P
ricing for both carbon steel

welding fittings and forged

steel flanges are expected to

remain firm through the fourth quar-

ter of 2012. Costs for seamless pipe

and raw forgings have remained sta-

ble, as well as the costs for labor

and transportation.

Demand has remained firm for

both commodities and should con-

tinue at the current pace through the

remainder of the year, being driven

by the energy sectors, including gas

fracturing, refinery maintenance,

power both gas fired, combined

cycle, retro-fit and data center con-

struction.

Uncertainty in the Middle East,

rising energy costs, pending regula-

tion and tax policies have direct ef-

fects on the costs of raw materials

and labor utilized in the production

of these commodities. It is sug-

gested that you monitor the market

on a regular basis to prevent being

caught off guard in case price esca-

lation is necessitated by rising costs

related to internal and world events.

Commercial construction contin-

ues at an anemic pace, due to the

uncertainty in the political arena,

lack of private funding due to credit

restrictions and reductions in both

local, state and federally-funded

projects. There are some areas of the

country that are outperforming oth-

ers; however, the jobs are extremely

competitive, with narrow profit

margins.

We now have the November elec-

tions behind us, yet the uncertainty

remains, related to the pending EPA

regulations, the sequester issue,

Obamacare issues, taxes on busi-

nesses and the future position of the

Federal Reserve regarding the eas-

ing of credit.

Global engineering firms are op-

timistic about growth in 2013, based

on a survey of 275 company leaders.

However, at a New York City con-

ference held in October, their CEOs

said that big risks could affect

whether the firms achieve growth in

projected revenue and increase in

profit margins. Design and design-

build firms also point to big chal-

lenges in 2013. It will be a

tumultuous year ahead, due to the

upcoming congressional battle over

mandated spending cuts. No one in

the industry is immune to the con-

sequences.

Many firms attending the NYC

conference plan on expanding out-

side the U.S. market in the next five

years; however, global uncertainties

won’t make it easy. Public spending

is down all over Europe and real

economic reform has never taken

place.

The energy sector of the market-

place is also faced with uncertain-

ties related to the pending EPA

regulations regarding fracking,

drilling, pipeline construction, coal

and refining. Lisa Jackson has 144

regulations in place that have been

put on hold pending the election re-

sults. Now that we know the out-

come of the election, we wait for the

president’s decision to release all or

portions of these proposed regula-

tions.

With all that has been said, we

look to the future with cautious op-

timism. n

Stephen Letko launched his own

firm, SPL Enterprises LLC, in 2000

after a distinguished career in exec-

utive positions with companies in-

cluding Dodson Steel Products,

Mills Iron Works and Crane Com-

pany. His expertise includes imple-

mentation of new markets,

restructuring companies to improve

their financial position, and devel-

oping marketing, quality and em-

ployee incentive programs.  Contact

him at 770-972-8282 or sletko@

splenterprises.com.
See contact information on page 106

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

BY STEVE LETKO

PVF market insider

We now have the 
November elections 
behind us, yet the 

uncertainty remains
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www.siouxchief.comSupply Drainage Support

TAKE THE FIELD.

 YOUR BUSINESS.
    YOUR BATTLEFIELD.

Your business is your battlefi eld. You have a mission, strategy and even armies to 

organize. We understand your opportunity. And we support you with an armory. 

Since 1957, Sioux Chief has proudly served you with a deep cache of quality, 

innovative rough plumbing products in supply, drainage and support. 

CONSIDER SIOUX CHIEF AS YOUR ROUGH PLUMBING ARMORY. TOGETHER, WE WILL TAKE THE FIELD.

See contact information on page 106
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Earnhardt partners with Uponor
APPlE VAllEy, MINN. — Jeffrey

Earnhardt teamed up with Uponor in

November for his sixth Nationwide

Series race of the season. This time,

he drove the #08 Uponor Ford Mus-

tang for Go Green Racing in the Ford

EcoBoost 300 at Homestead-Miami

Speedway.

“It’s great to have Uponor on-

board for the final Nationwide Se-

ries race of the year,” said

Earnhardt. “At the Charlotte race, I

met a lot of customers that use Up-

onor’s products. It’s always cool to

learn more about your sponsors, and

getting the chance to spend time

with the contractors is right in my

wheelhouse. I like the hardworking

crowd and look forward to giving

them someone to cheer for in

NASCAR.”

This was Earnhardt’s fourth part-

nership race with Uponor, a leading

manufacturer of crosslinked poly-

ethylene (PEX-a) tubing and

provider of plumbing, fire sprinkler

and radiant heating and cooling sys-

tems for commercial and residential

structures worldwide.

Earnhardt also made an appear-

ance with the Uponor Ford Mustang

at the South Florida Plumbing and

Mechanical Tradeshow & Expo at

the Miami Airport Convention Cen-

ter on Nov. 15, from 3 to 8 p.m.).

“At Uponor, we believe in part-

nerships — with our contractors,

our reps, our customers and all the

other professionals in the building

industry,” said Ingrid Mattsson, di-

rector, Brand Management at Up-

onor. “This sponsorship with Jeffrey

Earnhardt’s racing team is a won-

derful extension of our mission to

partner with professionals to create

better human environments — from

inside a building to outside on the

racetrack.”

Visit www.uponorpro.com or

www.uponor-usa.com.

See contact information on page 106

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

Jeffrey Earnhardt raced in the #08 Uponor Ford Mustang at Homestead-Miami

Speedway on Nov. 17. This was his fourth partnership race with Uponor.
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Harnessing adversity and using
problem solving techniques
M

any of our showrooms are

having financial challenges

in these tough economic

times. If you followed my monthly

column this year or can go back and

look in The Wholesaler magazine’s

digital archives, you will find many

suggestions for proactive things that

can be done to meet and overcome

these challenges. 2013 will be a much

better year than 2012!

When faced with problems or set-

backs in business or life, what is your

immediate reaction?

If you are like most people, you

probably curse them: Why did this

happen to me? What am I going to do

now? My plans are ruined. This re-

sponse is only natural. However, after

the initial disappointment wears off,

you have a choice to make. You can

swallow the misery and dwell on the

negative aspects of your situation or

you can find the benefit or lesson that

the problem offers. Yes, you will

probably face a period of uncertainty

or struggle, but there is always a flip

side to the difficulty. A “problem” is

often not a problem at all: It may ac-

tually be an opportunity.

You probably know or have heard

about someone who lost his or her job

and then went on to start a successful

business or to obtain a better position

in another company. In most in-

stances, that person will tell you that

if he or she had not been laid off, the

new business opportunity would not

have arisen.

How about the times you were ab-

solutely convinced that a particular

job was perfect for you; you had a

great interview and just couldn’t wait

for the offer, but you ended up being

rejected. Days or months later, a new

job came along, and you realized that

the first position would not have

worked out. In fact, being denied the

job was a blessing.

How adversity serves us

In my experience, adversity can

serve us on the following levels:

• Adversity gives us perspective.

Once you have recovered from a life-

threatening illness, a flat tire or a

leaky roof doesn’t seem so troubling

anymore. You are able to rise above

the petty annoyances of daily living

and focus your attention on the truly

important things in life.

• Adversity teaches us to be grate-

ful for the many blessings we nor-

mally take for granted. Through

problems and difficulties — espe-

cially those that involve loss or dep-

rivation — you develop a deeper

appreciation for the positive aspects

of your life. It’s trite but it’s true. You

don’t usually appreciate something

until it is taken away from you. When

you have no hot water, you suddenly

value hot water. It isn’t until you’re

sick that you learn to cherish good

health. The wise person continues to

dwell on blessings, even after the loss

or deprivation has passed.

• Adversity strengthens us and al-

lows us to discover a reservoir of pre-

viously untapped abilities. After

surviving a difficult ordeal or over-

coming an obstacle, you emerge

emotionally stronger. Life has tested

you, and you were equal to the task.

Problems and challenges bring out

the best within us. We discover abili-

ties that we didn’t know we pos-

sessed. Many of us would have never

discovered these talents if life hadn’t

made us travel over the bumpy ter-

rain.

• Adversity encourages us to make

changes and take action. Most people

cling to old, familiar patterns — re-

gardless of how boring or painful

their lives have become. It often takes

a crisis or a series of difficulties to

motivate them to make adjustments

in their lives. 

• From adversity, we gain valuable

knowledge that we can use at a later

date. Take the example of a failed

business venture. The entrepreneur

may learn something that enables

him or her to succeed spectacularly at

his or her next endeavor.

• Each problem or difficulty leads

us to something better. A relationship

terminates and you go on to a more

satisfying relationship. You lose your

job and find a better one. In these in-

stances, the “problem” is not a prob-

lem but rather an opportunity in

disguise.

• Overcoming adversity makes you

feel better about yourself. When you

muster all of your courage and deter-

mination to overcome an obstacle,

you feel competent and gain confi-

dence. You have a greater feeling of

self-worth and carry these positive

feelings into subsequent activities.

Sure, you’ll have your share of

problems and adversities in life. I’m

not suggesting that when tragedy

strikes you deny your emotions or re-

fuse to face reality. What I am saying

is, don’t immediately judge your sit-

uation as a “tragedy” or dwell on how

bad off you are. Sometimes you

won’t be able to spot the benefits of

these adversities instantly; it may

take time.

Problem solving techniques

Here are some quick problem-solv-

ing tips that can help you make

smarter decisions:

• Be sure you understand the prob-

lem. Ask yourself a few of these

questions — What are some of the

characteristics of the problem? What

is causing the problem? What is it I'm

trying to solve? 

• Don't go it alone. Get a group of

people together to brainstorm ideas.

One idea can build on another. A

group can offer fresh ideas and

“tweak” suggestions. Your idea might

seem like the perfect solution to a

problem, but someone else might see

the downside and offer a better solu-

tion, without completely changing

the original idea. 

• Think forward and reason back.

Before you make a decision, look

into the consequences in the future.

Will this solution lead to new prob-

lems? Think about whether the solu-

tion will help or hurt. While this is a

very helpful thing to do, don't be-

come too picky: There is no perfect

solution. 

• Be willing to compromise. You

must understand that sometimes there

is no perfect solution. Don't be too

determined to fix everything. Instead,

look for something suitable or satis-

fying. Of course, if you see the "per-

fect" plan, go for it, but always

(Turn to Achieving ... page 80.)

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

BY PETER SCHOR

Showroom Specialist

You will probably face a period of uncertainty or struggle, but
there is always a flip side to the difficulty. A “problem” is often

not a problem at all: It may actually be an opportunity.

From adversity, we gain valuable knowledge that we can use at a
later date. Take the example of a failed business venture. The
entrepreneur may learn something that enables him or her to

succeed spectacularly at his or her next endeavor.

Build a
vision of

hope

Save The Date:

Crystal Vision Awards Luncheon
Presented by the Storehouse of World Vision

April 20; 12:00-2:00

Ernest N. Morial Convention Center, Rooms 343-345

New Orleans

Join us for this special annual event held during the Kitchen &

Bath Industry Show to honor companies and individuals that

have graciously donated their time and materials to help those

in need through the efforts of the Storehouse of World Vision.
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Simply the Best

Simply the Best

800.582.8423
www.stiebel-eltron-usa.com

Stiebel Eltron invented tankless electric water heaters 
almost 90 years ago. Since then we have become the world’s 
largest manufacturer. Our pursuit of engineering excellence 
and high-quality manufacturing results in products fulfi lling 
the highest expectations of performance & reliability. We make 
the ones that work. Install one and fi nd out why we 
are... Simply the Best.

» 99% effi cient whole house and point-of-use

» Complete model range from 2–36 kW

» Electronically-controlled for silent operation

» Exclusive design prevents dry fi ring

» High-limit switch with manual reset

» Proudly made in Germany and the U.S.A.

MADE IN
GERMANY

MADE INMADE IN
THE USA

MADE IN
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Achieving true satisfaction by finding 
gratitude in your existing situation
lookfor downsides.

• Embrace curiosity and informa-

tion. Don't be afraid to ask questions

concerning the problem and possible

solutions. It is better to be informed

than not to know what you're dealing

with. This way you won't run into the

problem of coming up with a solution

that either can't be done or doesn't

solve the problem.

• Reference past decisions you've

made. Look at prior decisions you

have made. Determine what was

done wrong and what was right; learn

from past successes and failures.

Recognize whether you're making a

similar mistake and identify success-

ful decisions.

• Review feedback after the fact.

Ask for positive and negative feed-

back. Many people are afraid to listen

to negative feedback in case it com-

pletely ruins their plan, but it can be

helpful and lead to successful solu-

tions.

Don’t give up! Don’t ever, ever,

ever give up! Continually ask your-

self what you have learned from your

trying experience and focus on mov-

ing forward and growing as a person.

In times of crisis, always strive to

maintain an optimistic attitude and an

open mind; this is the environment

that will allow you to turn problems

into opportunities

During this New Year, be grateful

for whatever you currently have in

your life. You can never achieve true

satisfaction unless you find gratitude

in your existing situation. Cherish

your family, friends and business as-

sociates and tell them so. 

Let us make this a time of giving to

the less fortunate. It is a great way of

basking in the rays of the bright light.

Please say a prayer for the safety of

our armed forces around the world

and find a way to let them know that

we are proud of them. Be gentle to-

ward yourself.

Thank you for following my

monthly showroom column (since

2004) and allowing me to impact

your life in a positive way. 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.

See contact information on page 106

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

(Continued from page 78.)

Don’t give up! Don’t ever, ever, ever give up! Continually ask yourself
what you have learned from your trying experience and focus on moving

forward and growing as a person. In times of crisis, always strive to
maintain an optimistic attitude and an open mind
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NewAge Casting
4023 Westhollow Pkwy.
Suite 108
Houston, TX. 77082
Phone: 281-606-1990
Fax: 281-606-1993
Email: info@NewAgeCasting.com

For the life of the building.
Toll Free: 1.866.791.7055  www.NewAgeCasting.com

Introducing
    NewAge Epoxy

Inert, Strong, Durable Soil Pipe

See contact information on page 106
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Ervin Cash was appointed

AERCO International CEO.

Cash succeeds Fred Depuy, who will

remain with AERCO as EVP-strate-

gic planning and marketing. Cash has

more than 30 years of manufacturing

leadership experience. He comes to

AERCO from Robert Bosch Corpo-

ration, where he served as CEO, pres-

ident and general manager of Bosch

Thermotechnology North America. 

AHRI recently elected 2013 offi-

cers:

• Chairman Harry Holmes, presi-

dent, Morrison Products

• Vice chairman Robert McDo-

nough, president, UTC Climate, Con-

trols & Security Systems - Americas

• Vice chairman Ed Purvis, EVP,

Emerson Climate Technologies

• Treasurer Chris Drew, vice pres-

ident, Burnham Holdings

• Immediate past chair Ajita Rajen-

dra, president  & COO, A.O. Smith

• Directors-at-large Dan Ellis,

president, Climate Master; Nicholas

Giuffre, president & CEO, Bradford

White; Thomas Healy, president, Cli-

mate and Industrial Controls, Parker

Hannifin; William Johnson, president

& CEO, Hill Phoenix; David La-

grand, president & CEO, Nordyne;

John Murphy VP/GM, North Amer-

ica-Systems, Latin America, Middle

East, Unitary Products Group and

Global Security, Johnson Controls;

Earle Pfefferkorn, president, Pack-

aged Boiler Systems, Cleaver-

Brooks; Bill Steel, president & CEO,

Bard Manufacturing; David Swift,

president & CEO, Goodman Manu-

facturing; and Doug Young, president

& COO, Lennox Residential Heating

& Cooling.

American Piping Products Inc.

(APP) has added Abigail Mueller to

their St. Louis buying team. Mueller

has prior experience in the pipe and

tube distribution industry and has ex-

tensive knowledge of welded and

seamless pipe, as well as of the value-

add services that APP provides its

customers. 

The A. O. Smith Corporation

board of directors announced the fol-

lowing changes:

• Paul W. Jones will transition

from chairman and CEO to executive

chairman. Jones will continue to lead

the board of directors and remain ac-

tively involved in strategy develop-

ment, mergers & acquisitions,

investor relations and developing ex-

ecutive talent. He joined A. O. Smith

in 2004.

• Ajita G. Rajendra, who is cur-

rently president and COO, will as-

sume the role of president and CEO.

Rajendra will have responsibility for

82 • •THE WHOLESALER® — JANUARY 2013MOVING UP

strategy development and implemen-

tation, profitability and shareholder

returns for the company. He joined 

A. O. Smith in 2005 as president of

its Water Products Company, was

named EVP of the corporation in

2006 and president and COO in Au-

gust 2011.

In other news, Paul W. Jones has

been named Wisconsin Chair of the

new Tri State Alliance for Regional

Development. Jones is the third and

final chairman to be confirmed, join-

ing Illinois chair Michael M. Mullen,

co-founder of Centerpoint Properties

and Indiana chair Jim L. Stanley,

chairman and CEO for Northern In-

diana Public Service Company.

Jeff MacDowell was hired by APR

Supply Company as director of pur-

chasing. Most recently, MacDowell

was a profit center manager with 

Weinstein Supply division of Hajoca

Corp. He has over 20 years of

HVAC/R and plumbing wholesale

management experience. 

John Grabarits has joined

Aquatherm as its Eastern regional

sales manager. Grabarits was previ-

ously director of mechanical sales for

Columbia Pipe and Supply and, be-

fore that, worked in various sales ca-

pacities for Victaulic Co. of America

for over two decades. He will focus

on streamlining Aquatherm’s cus-

tomer experience in the commercial

market. 

Boshart Industries promoted

Arch Mulder, Julie Storey and Joel

Phelan to new positions. Mulder,

who has worked with the company

since 1985 and became full time in

2003, will assume the position of

SVP of operations and IT. Storey

joined the company in 1991 and is

now SVP of sales & marketing. Phe-

lan joined the company in 2003 and

has been named senior purchasing

manager.

Bradford White announced the

following promotions:

• Matthew Kozak was promoted to

director of sales–East. Kozak joined

the company in 2007 as regional sales

manager–Southeast region after 13

years with Burnham Boiler. He will

be responsible for regional sales man-

agers in the Northeast, Southeast and

Mid-Atlantic regions

• Robert G. McKenney was pro-

moted to director of sales–West.

McKenney began his career at Brad-

ford White in 2001 as a product ana-

lyst and has held the positions of

district sales manager and regional

sales manager. He will be responsible

for regional sales managers in the

Northwest, Midwest and Southwest

regions.

Bristol Compressors Interna-

tional Inc. announced three appoint-

ments within its top management

team:

• Ed Gniewek was named CEO.

Gniewek most recently served as

president of EFP Corporation. During

a distinguished career that spans

nearly four decades, he has devel-

oped a worldwide distribution net-

work covering more than 50

countries, and opened 17 manufactur-

ing plants and three warehouse facil-

ities throughout North and South

America. 

• Joel Moseley was promoted to

SVP of global sales and marketing.

Moseley joined Bristol Compressors

in 1993 and served in business devel-

opment and supply chain manage-

ment before being named vice

president of sales in 2000. He will

work closely with the CEO in devel-

oping and implementing programs to

support corporate objectives, as well

as directing all sales, marketing and

after-marketing activities.

• Dustin Steward was named sen-

ior business development manager.

Steward has a background in busi-

ness ownership and sales. He will

work with existing OEMs and de-

velop new business opportunities

across North America.

Component Hardware Group

appointed Michael Tuman business

development manager. Tuman as-

sumes responsibility for accounts in

the Mid-Atlantic and Northeast for all

Component Hardware brands. He

was previously the president and

owner of JRL Distributing, a whole-

sale gourmet and specialty food dis-

tribution company. 

Continental Fan Manufacturing

Inc. hired Denny Schlatter for inside

sales. Schlatter has studied environ-

mental systems technology and com-

pleted a heating and air conditioning

technician program. 

Cooper Valves named Doug R.

Jones division manager of Cooper®

Quarter Turn Products. Jones is re-

sponsible for developing and organ-

izing the Quarter Turn division,

focused specifically on ball valves

and triple offset butterfly valves, into

a market leading product line. He has

30 years of experience in the indus-

trial and specialty valve market, in-

cluding past roles as general manager

and sales and marketing executive.

DSG/W.A. Roosevelt has named

Greg Servais segment manager for its

HVAC/R products. Servais will work

closely with chief segment officer

Mike Tupa and plumbing segment

manager Ryan Tracy to grow the

HVAC/R segment, while helping

DSG’s customers and vendor part-

ners become more successful. Servais

worked for the HVAC/R and plumb-

ing segments at W.A. Roosevelt,

which DSG acquired in February

2012, since 1991, working in the city

desk and in outside sales before be-

coming product manager in 2007. 

Tim Jensen has accepted the posi-

tion of branch manager for DSG’s

Sioux Falls, S.D., location. Jensen

will take over for John Gearman,

who was recently named electrical

segment manager. Jensen has worked

with DSG since 2002 as an outside

sales associate for the plumbing and

HVAC/R segments. Before joining

DSG, he worked for A.Y. McDonald

Supply for nearly 15 years, where he

held a number of leadership roles.

ECR named Tim Marklein re-

gional sales manager for the organi-

zation’s wholesale distribution

businesses in the North Central re-

Joel Phelan Joel MoseleyArch Mulder Julie Storey

Paul W. Jones Ajita Rajendra (Turn to page 84.)

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

Greg Servais Tim Jensen

CONGRATS!
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gion. Marklein will be responsible for

sales of boilers, controls, furnaces

and indirect water heaters under the

Argo, Dunkirk, Olsen, Pennco and

Utica brand names. Most recently he

was North Central regional manager

for A.O. Smith.

Energy Metals Inc. welcomed

John Hunter as the newest member

of its quality and safety team. Hunter

has been in the industry since 1972;

he's done everything from outside

sales to owning and running his own

machine shop to consulting in India. 

Chad Cantor was promoted to gen-

eral manager of strategic business de-

velopment at Fairmont Supply

Company. Cantor will be responsi-

ble for the development and expan-

sion of future and current business

opportunities. He will also be sup-

porting a wide range of business de-

velopment activities, including

partnerships and alliances designed to

maximize growth for Fairmont Sup-

ply. Cantor has been in the distribu-

tion industry for over 13 years.

Jeff Hammond has joined Geo-Flo

Products Corporation as director of

business development and marketing.

He joins Geo-Flo after an impressive

history in the geothermal industry,

spanning 26 years, most recently as

V.P.-strategic development for En-

ertech Global LLC. 

GRAFF hired Jim Stockstill as in-

ternational projects and trade sales

manager. Stockstill will be working

with architects and designers to help

facilitate project specifications in

North America and in Europe. He

has more than nine years of industry

experience and was previously train-

ing and development manager at

Hansgrohe. 

HARDI announced the following

appointments:

• Vanessa Spates was named com-

munication and public relations coor-

dinator. She will be the trade press

liaison. Her responsibilities include

generating content for HARDI publi-

cations and website, conducting in-

terviews and preparing and writing

press releases, as well as engaging

followers on Twitter and other social

84 • •THE WHOLESALER® — JANUARY 2013MOVING UP

media platforms. 

• Brian Loftus is the association’s

first market research and benchmark-

ing analyst. Loftus will lead the

TRENDS and distributor benchmark-

ing programs and work closely with

HARDI economists at ITR Econom-

ics to follow economic data and

trends and produce business fore-

casts. Previously, he was an invest-

ment analyst with responsibility for

industrial and business sectors. 

• Kelly Kantor is manager of mar-

keting. Kantor will oversee the

strategic day-to-day creation, devel-

opment, production and distribution

of HARDI’s marketing and commu-

nications. Her responsibilities in-

clude oversight and execution of

trade show exhibition strategy and

the creation and implementation of

all marketing plans. 

Johnstone Supply named Art

Jasper sales manager of its Spring-

field, Mass., location. Jasper is

charged with building the location’s

customer base and marketing the in-

tegrated Johnstone Supply HVAC/R

product line to new and existing cus-

tomers. He previously served as a

community outreach manager for

Watkins Strategies, a Boston area

public relations firm, and brings an

extensive network of regional con-

tacts to his new position. 

Cullen King has rejoined Kelly

Pipe as VP for its Eastern region.

Before departing to start and run his

own company, The Industrial Group,

King was Kelly’s business develop-

ment manager. He brings extensive

experience to this position, where he

will oversee Kelly’s branches in

Chicago, Wheatland, Philadelphia

and Charlotte. Prior to his associa-

tion with Kelly and The Industrial

Group, King held senior positions at

Resource Pipe and Texas Pipe and

Supply. 

The following individuals have

been promoted to key executive po-

sitions by a unanimous vote of the

Legend board of directors:

• Thomas Huck was appointed VP

of business development. Huck will

focus his efforts on marketing, strate-

gic business initiatives and organiza-

tional growth. He will serve as a key

member of the executive team, while

spearheading business development

initiatives that are consistent with the

company’s overall growth strategy

• John Kirkland is VP of sales.

Kirkland will focus on large and na-

tional account sales and the develop-

ment of strategic sales initiatives. He

will be responsible for growing/

maintaining key customer relation-

ships, while implementing strategies

for growing the company’s customer

base. He will be responsible for

managing the company’s overall

sales strategies and metrics for the

sales channel.

• Todd Cleary was named national

sales manager. Cleary will be respon-

sible for the day-to-day management

of regional and district sales man-

agers and plumbing, hydronic and in-

dustrial representative agencies. He

will help develop and carry out pre-

cise sales initiatives designed to meet

or exceed specific goals for profitable

revenue growth. 

Morris Group International an-

nounce Tom Duddy as the president

and COO of Acorn Engineering

Company, effective March 1.  Duddy

has worked with Acorn and Morris

Group International for over 20

years. His skill set, integrity and

value system reflect the leadership

needed at Acorn. Duddy’s presence

allows Morris Group to continue to

grow, while ensuring that the Acorn

Engineering Company division is

well-managed and will continue to

prosper. He will also maintain his

current role as the president/COO of

Elmco/Duddy.  Don Morris will re-

main CEO of all divisions and part-

nerships. They also announced

several other key changes:

• Ron Stewart will relocate to

Southern California and assume re-

sponsibility for the day-to-day oper-

ations of Elmco/Duddy as

VP-operations, reporting directly to

Tom Duddy.  

• On the sales and marketing side

of Elmco/Duddy, Randall Morris,

SVP, and Richard Root, VP-sales &

marketing, will continue to report di-

rectly to Duddy. 

• Steve Miller, VP and GM at

Elmco/Stewart, will take over com-

plete management, sales, and market-

ing responsibilities for the Arizona

market, reporting directly to Don

Morris. The current name of the Ari-

zona branch will change to Elmco

Sales Phoenix.  

• Ron Stewart will also have dual

responsibilities, as he will retain his

role as president of Elmco/Stewart

Las Vegas.

Morrison Supply made the fol-

lowing announcements:

• Justin Schraub was promoted to

regional manager of the Dallas-Fort

Worth region #3 territory. Schraub

has been in wholesale distribution for

15 years, serving in various capaci-

ties. His most recent role has been as

branch manager of #04 in Fort Worth. 

• Kevin Moore, who recently cele-

brated his 22nd year with Morrison,

was appointed COO. His primary

focus will include driving operational

excellence, working with regional

managers to understand and support

the day to day needs of branch man-

agers and the branches and ensuring

the general office’s focus is on pro-

viding the branches with exceptional

support. He will continue to be re-

sponsible for the growth and prof-

itability of the HVAC business. 

• Ron Bullington was appointed di-

rector of showrooms. Bullington has

been in the wholesale plumbing dis-

tribution business for 21 years. He

will be responsible for the profit and

loss of the stand-alone showroom lo-

cations, along with providing the

strategy, compliance and alignment

for the overall showroom business. 

MRC Global Inc. is combining

its business development and supply

chain management into one group.

Alan Colonna has been promoted to

EVP to lead the group, which will

focus on excellence in buying and

selling MRC products. Colonna,

who joined MRC Global in 1984,

most recently served as senior re-

gional vice president–Gulf Coast

since January 2009. The company

also named Rory Isaac and Gary It-

tner EVPs of corporate strategy and

mergers and acquisitions. 

Jennifer Kresge has joined Mur-

ray Supply as a showroom consult-

ant. Kresge has nine years of

experience in the showroom industry.

She enjoys working with customers

and finding solutions to their needs. 

North American Technician Ex-

cellence (NATE) appointed Valerie

Briggs director of marketing and

business development. Briggs will

oversee business development, ad-

vertising, marketing and public rela-

tions activities for the organization.

She will also serve as NATE’s staff

liaison on the NATE marketing com-

Tim Marklein Cullen King

Todd Cleary Jennifer Kresge

(Turn to page 86.)
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Thomas Huck John Kirkland

CONGRATS!
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mittee. Prior to joining NATE, Briggs

worked as senior director of external

communications and marketing out-

reach for the National Community

Pharmacists Association (NCPA).

She was previously responsible for

marketing and training for the Social

Security Administration’s Ticket to

Work program. 

Newell Rubbermaid made the fol-

lowing announcements:

• Rich Wuerthele was appointed to

lead the company’s new Tools busi-

ness segment, which combines the

Construction Tools & Accessories

and Industrial Products & Services

businesses. 

• William A. Burke III was ap-

pointed to the newly created role of

chief operating officer. Most recently,

Burke was group president–Newell

Professional, a portfolio encompass-

ing a diverse collection of well-

known brands. He joined Newell

Rubbermaid in 2003 as president of

Lenox and, prior to that spent, 20

years at Black and Decker.

Craig Selover was awarded the

prestigious President’s Award, given

in recognition of lifetime achieve-

ment and outstanding contributions to

the plumbing industry, at the Plumb-

ing Manufacturers International

(PMI) fall conference. Selover is the

current director of plumbing products

technology for the Masco Corpora-

tion. He has been a member of PMI

for more than 30 years and served as

president of the organization in 1990. 

Plumbing Manufacturers Inter-

national announced that the three-

year terms for these positions

officially began with the 2012 PMI

Fall Conference: 

• Joel Smith, manager of new

product engineering for Kohler Co.,

and Daniel Gleiberman, manager of

product compliance and government

affairs for Sloan Valve Company, will

co-chair the government affairs

standing committee. 

• Ece Cokyasar-Potter, sales man-

ager–plumbing division for VitrA,

and Sal Gattone, director of program

management – consumer fixtures for

American Standard Brands, will co-

chair the fair trade issue committee. 

• Craig Selover, director of plumb-

ing products technology for Masco,

has been reappointed chair of the ma-

terials performance committee. 

• Brian Hinson, product manager

for KWC America, will chair the uni-

versal conformity assessment focus

issue committee. 

• David Marbry, engineer – codes

and standards for Fluidmaster, has

been elected by the membership to
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chair the plumbing products com-

mittee.

Selover, Hinson and Marbry will

be a part of the technical council,

serving alongside existing chair Mark

Malatesta, product compliance engi-

neer for American Standard Brands.

Grover Martin, the founder and

president of ProSource Plumbing

Supply, has been elected to a three-

year term as

chairman of the

board of Omni

Corporate Serv-

ices, a nationwide

buying group in

the plumbing and

heating industry.

Martin has exten-

sive industry ex-

perience and has

served as presi-

dent of ProSource Supply for the

last 16 years. He will focus not only

on Omni’s growth but also on the

success and sustainability of its

members.

Shale-Inland Holdings an-

nounced the appointment of Richard

Lundgren as CEO. Lundgren has ex-

tensive operational and distribution

background in the upstream and

downstream energy markets. He has

a successful 30-year track record in

the energy, chemicals and related

fields, with executive roles at various

companies, most recently as presi-

dent of Tyco Thermal Controls. With

the addition of Lundgren to the exec-

utive management team, founder

Craig T. Bouchard becomes chair-

man of the board.

SJE-Rhombus® announced the re-

tirement of their CEO, Laurie

Lewandowski, and the succession of

David Thomas. Lewandowski joined

SJE-Rhombus more than 31 years

ago and held a variety of positions

while driving company growth and

implementing the Employee Stock

Ownership Plan. She grew within the

organization, serving in many differ-

ent roles, including president, VP-

marketing, purchasing director and

IT director. Thomas previously held

the position of president/director of

standard products for SJE-Rhombus.

He will continue SJE’s commitment

to providing customers with innova-

tive control solutions through the

company’s four business units. 

Steamist company president Jeff

Noll was named Manufacturing Pro-

fessional of the Year by the Decora-

tive Plumbing & Hardware

Association. The DPHA Awards

Committee bases their selection on

criteria such as the candidate’s pro-

fessional achievements, efforts to ed-

ucate members of the industry, job

performance and accomplishments,

pursuit of personal improvement and

education, as well as involvement in

and support of industry organizations. 

Timothy Seel was appointed U.S.

sales manager, engineered products

for Superior Radiant Products Inc.

He has over 30 years of experience in

various leadership roles in engineer-

ing, manufacturing management and

technical business development

within the industrial HVAC and en-

ergy markets. 

United Pipe & Steel Corp. made

these announcements:

• Greg Leidner was named presi-

dent of the company. Since joining

the organization nearly six years

ago, Leidner has overseen an expan-

sion effort that included adding five

new distribution centers and dou-

bling the size of the trucking fleet.

His prior experience includes man-

agement consulting at the Boston

Consulting Group in their strategy

and operations practice. 

• John Nicholson was hired as an

outside sales representative covering

Kansas, Missouri, Nebraska and

western Iowa. 

Bill Chapin has joined Webstone’s

management team as director of en-

gineering. Chapin was previously

product compliance manager/project

engineer at Reliance Worldwide

(Cash Acme), where he was instru-

mental in product development and

worked closely with OEM customers.

He’s been active in the plumbing in-

dustry for many years and has served

on several committees, including two

terms on the International Plumbing

Code Committee of the International

Code Council (ICC). 

Weil-McLain and Marley Engi-

neered Products added three new

product managers to their marketing

teams. 

• John Kopf is a senior product

manager with a concentration on

commercial boilers and indirect do-

mestic hot water tanks. Kopf has 20

years of HVAC experience. 

• Dennis Krob is a product man-

ager for specialty heaters, including

harsh environment, infrared, radiant

and unit heaters. 

• Olga Khavarivska is a junior

product manager. She will be respon-

sible for MEP ventilation strategy

and additional product analytics. 

Wohler USA welcomed Greg El-

liott to their team as manager of busi-

ness development. Elliott will

explore new markets for Wohler’s

product lines. He has extensive expe-

rience with business ownership and

start-ups, as well as retail, wholesale,

manufacturing and national account

management.

Worthington Cylinders added

Matt Whitley to its Wholesale

Plumbing/HVAC sales team as na-

tional wholesale account manager.

Whitley joins Ryan Kreiner in man-

aging key accounts, buying groups

and agencies that represent Wor-

thington in the professional plumb-

ing, HVAC and PVF markets. He

has more than a decade of experi-

ence in both manufacturing and dis-

tribution with the Kohler Company

and a large Ohio-based plumbing

and HVAC distributor.

Zephyr® hired Sarah Kramer as

director of marketing. She comes to

Zephyr with more than 10 years of

combined marketing and brand strat-

egy experience in the high-end con-

sumer appliance industry. 

Frank Schaetzke, national sales

manager for Zurn Industries Llc,

was elected to the Mechanical Con-

tractors Association of America

board of directors at their annual

convention. Schaetzke is a recog-

nized leader in commercial, munic-

ipal and industrial markets and has

served in multiple capacities during

his years with Zurn. He is also an

active member of the Plumbing

Contractors of America board of di-

rectors and has been an active ASPE

member for 25 years. n

Greg Elliott Matt Whitley

Grover Martin Jeff Noll Greg Leidner
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David Thomas

Laurie

Lewandowski

CONGRATS!
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By Mary Jo Martin

Editorial director

I
n 1850s Chicago, when commu-

nication depended on wire strung

between poles, it was critical that

linemen had strong, reliable tools

with which to work. One day, a line-

man broke a pair of cutting pliers and

approached German immigrant

Matthias Klein at his forging shop to

see if he could help. Klein forged and

finished a new half for the tool. Soon

after, the lineman’s original half

broke and he returned for Klein’s as-

sistance again. 

As the communication industry

grew — leading to an even greater

demand for pliers — Klein’s reputa-

tion grew as well and he began not

only repairing them, but also produc-

ing new ones. Soon after, Klein

began making other core tools like

screwdrivers, nut drivers and utility

products. And beyond just the com-

munications industry, Klein began

supplying the burgeoning construc-

tion market that would house the

country’s growing population. 

In addition to new product devel-

opment over the years, Klein Tools

also has made a number of key acqui-

sitions, including a leather company,

screwdriver manufacturer, mining

tool company and a meter company.

Now, 155 years later and with fifth-

and sixth-generation family members

in leadership roles, Klein Tools is the

second-oldest family owned com-

pany in Chicago. Their nine U.S.

manufacturing plants — located in

Illinois, Iowa, Michigan, Arkansas,

Texas and New York — produce

more than 3,500 SKUs. Of those,

about 75% are used by plumbing and

HVAC contractors. Employee

longevity is celebrated, and each year

Klein hosts a spectacular dinner pay-

ing tribute to employ-

ees who are marking

25 years with the

company. Typically

around 10 employees

are honored each year,

and each receives a

Rolex watch. The

Klein leadership —

which maintains a

very personal touch at

the company — en-

courages employees

to come forward with

thoughts, problems

and solutions. 

“This brand carries

a powerful name,”

said Mark Klein, vice

president of domestic

sales. “We manufac-

ture professional-

grade tools, for the

guys out on the jobsite

every day. They love

our products, because of our dedica-

tion to quality. Every one of our prod-

ucts undergoes a quality check before

it is shipped. Customers can be very

confident when they purchase a prod-

uct that we’re going to back that

product up, thanks to our lifetime

warranties. In fact, our warranty

claims average less than 2%.” 

Mark Klein didn’t really have

plans to join the family business. In

fact, with an undergrad degree in

English and communications, fol-

lowed by an MBA, he was pursuing

a career in advertising. 

“Then my Dad called,” he recalled,

“and told me a buyer’s position had

opened up that he thought would be

a good move for me. I pursued the

position and then moved in sales and

started developing market segmenta-

tions. I worked in our automotive

market and then became channel

manager of HVAC. We didn’t have

much emphasis at the time when it

came to the HVAC market, so I

worked with our team on the devel-

opment of about 20 products, set up

a sales force and developed a distri-

bution channel. It’s now one of our

fastest-growing segments.”

Later, Klein became channel man-

ager for strategic markets, where he

developed other segments like utili-

ties, telecommunications, hardware,

construction, and managed all of

Canada for two years. Most recently,

Klein served as director of North

American sales before taking on his

current role.

Creating the right program

Klein Tools recognizes that every

wholesaler has different needs, so

(Turn to 155 years... page 90.)

Mark Klein,

vice president, domestic sales
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Building on the legacy

Klein Tools holds true
to the quality of their roots

“This brand carries a
powerful name.
We manufacture

professional-grade tools,
for the guys out on the

jobsite every day. They love
our products, because of
our dedication to quality.”

—Mark Klein, vice president
of domestic sales

Mark Klein and HVAC channel manager Thomas

Muncey with a Klein Tools display.
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155 years of making quality
tools keeps Klein Tools on top

The Klein Tools Belmont Avenue factory in Chicago, circa 1940. Below, a 1954

view of the factory’s bright, airy interior.

they work very closely with cus-

tomers to create an individualized

program that is the right fit for them.

This involves everything from pro-

motions and merchandising to deter-

mining just the right customized

product mix. 

“As a privately owned manufac-

turer, we can maintain higher inven-

tory levels,” explained Klein, “so our

fill rates average 99%. And as a do-

mestic manufacturer, we

can get product into

customers’ hands

quickly with our

24-hour lead

times. We also

put a big em-

phasis on train-

ing, because we

want whole-

salers to know

how to sell cus-

tomers the features

and benefits of our

products. There

is always some-

thing new and

exciting, and we

give whole-

salers a very

profitable tool

to sell. They are partners to us; not

just someone who is distributing our

product.” 

Klein Tools offers a number of ef-

ficiency strategies to benefit cus-

tomers, including VMI, EDI, and

online ordering, status checks, track-

ing, warranties and returns. 

“We’ve really focused on the voice

of the customer — end users and

wholesalers,” Klein remarked. “We

have jobsite specialists on staff. And

we do a lot of independent research,

focus groups, online blog sites, social

media and surveys that help us spot

emerging trends as well. With the

economy and construction market

down, we’ve really stepped it up to

look at what tools customers are

using and what they need. A lot of

them are repairing rather than replac-

ing, so that has turned into a whole

other segment for us. 

“We’re also finding that contrac-

tors are doing a lot of different things

and require different tools. That helps

us drive product enhancement and fu-

ture products.” 

Klein Tools has embraced the

world of social media, with a very ac-

tive presence on Face-

book and Twitter.

With thousands of

fans and follow-

ers, the com-

pany’s product

m a n a g e m e n t

team monitors

these sites. 

“We look at

social media in

the sense of how

our customers use

it,” said Klein. “Any

time a new

product comes

out, it goes right

onto Facebook

so contractors

can create the

demand for it

with their wholesalers. It also gives

customers an opportunity to give

feedback about the products. If they

post problems we really try to listen,

respond and make adjustments.”  

Klein has added another 350 SKUs

into its already-impressive lineup in

the past three years, choosing to push

forward during the economic slump

rather than to pull back.

“We have come out with five new

product categories in recent years, in-

cluding holemaking products and test-

ing & measuring equipment,” noted

Klein. “And we are growing and ex-

panding our existing businesses as

well. We reinvest an extraordinary

percentage of our profits back into our

operations to ensure

that our factories are

up to date in regards

to equipment, au-

tomation and technol-

ogy, and that we are

using the highest-

quality materials. We

see great opportuni-

ties ahead.” 

Klein says that his

family continues to take great pride

in the company that bears their name.

“Our philosophy revolves around

making high-quality products for

trade professionals,” he said. “Every-

thing we do should point to a higher

standard, which gives us a leading

advantage. We’ve been dedicated to

keeping our facilities in the U.S.,

which gives us greater control over

product quality and our designs.

We’re so proud that the majority of

our products are made here in the

U.S. Our family has had plenty of

opportunities to sell the company,

and we’ve always said no. To us, it’s

not about the money — it’s about

making something great and leaving

a legacy.” n

For additional information, visit

www.kleintools.com.

“We’ve really focused on the voice of the customer — end users and
wholesalers. We have jobsite specialists on staff. And we do a lot of
independent research, focus groups, online blog sites, social media

and surveys that help us spot emerging trends as well...
we’ve really stepped it up to look at what tools customers are using

and what they need. A lot of them are repairing rather than replacing,
so that has turned into a whole other segment for us.”

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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Among Matthias Klein’s first customers was

a telegraph lineman needing his wire cut-

ting pliers repaired. Soon linemen every-

where relied on Klein quality tools, and the

original logo reflected this.

German immigrant Matthias Klein

operated a forging shop in the boom-

town that was Chicago during the

mid-19th century. His skill at repair-

ing tools led to a manufacturing firm

making tools for communications

tradesmen worldwide.

Klien Tools are proudly

made in America by

trained personnel using

high-tech equipment.
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Elkay receives favorable
decision in anti-dumping case
oAK BrooK ILL. — In an effort to
protect its 3,500 U.s. employees and
the communities in which they work,
elkay Manufacturing petitioned the
U.s. department of Commerce to in-
vestigate whether Chinese manufac-
tured drawn stainless steel sinks were
being sold at prices significantly
below fair market price.

As a result of its investigation, the
U.s. department of Commerce issued
its preliminary determination that the
Chinese manufactured sinks were
being dumped in violation of U.s.
trade laws and instructed U.s. Customs
to collect cash deposits ranging from
50.28% to 76.15% from importers of
drawn stainless steel sinks. 

In addition to the anti-dumping rul-
ing, the U.s. department of Com-
merce also issued a preliminary
determination that subsidies provided
by the Government of China to Chi-
nese manufacturers of drawn stainless

steel sinks violate U.s. trade laws. As
a result, additional cash deposits rang-
ing from 2.12% to 13.94% will also be
collected from Chinese importers of

drawn stainless steel sinks. 
together, the additional

duties being collected on all drawn
stainless steel sinks from China,
imported into the U.s. after october
1, 2012, range from 60% to 84%.
Final determinations are due in
early 2013.

Visit www.elkay.com

Munch’s Supply
hosts successful
food drive
ChICAGo — In an effort to give back
to the community, Munch’s supply
Co. hosted their first annual food
drive. employees, customers and
vendors contributed food, personal
hygiene items and money during the
four-week drive. each of Munch’s
seven branches collected donations
for the food pantry in their local
community.

“this event was a great success,”
said Munch’s president Bob Munch
Jr. “too many families in our own
backyards struggle to put food on the
table. the generosity of our employ-
ees, customers and vendors has been
phenomenal.”

Munch’s supply collected a total
of 1,340 items, totaling over 1,000
meals for members of our commu-
nity and raised more than $4,500
that benefited the wheeling town-
ship Food Pantry, Aurora Interfaith
Food Pantry, new Lenox township
Food Pantry, we Care of Grundy
County Food Pantry, worth town-
ship Food Pantry and the Greater
Chicago Food depository. 

two of Munch’s vendors, Aprilaire
and Metropolitan Industries, made
very generous cash donations, con-
tributing to the total amount raised.

Visit www.munchsupply.com.

Sioux Chief
changes
drain color
KAnsAs CIty, Mo. — In an effort to
improve the overall appearance of its
821 shower pan drains, sioux Chief
is changing the previously white
components to gray. 

the (optional) thin rim of the gray-
colored head more closely matches
the stainless steel strainer. It also
blends well with a variety of floor tile
and is less visible/obtrusive than
white in most installations. the
clamping collar and PVC drain body
will also be changing to gray (the
ABs drain body will remain black).

no dimensional aspects will be
changing; the connection will still be
2" sch. 40 hub.

821 series shower pan drains are
available with multiple strainer op-
tions to fit most décor. the 821 is also
the only shower pan drain that can be
used with the exclusive double
duty™ test plug and the new round-
to-square strainer adapter kit.

Visit www.siouxchief.com.See contact information on page 106

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

Chestertown, Md. — dixon has an-
nounced the acquisition of eagle
America Inc. established in 1979,
eagle America is a manufacturer of
gate and globe bellows seal
valves, products designed
to control hazardous media
such as chlorine gas, regu-
lated fluids, purity gases, cryogenics,
heat transfer fluids and steam. these
products are used extensively in appli-
cations where environmental control
and safety are of critical importance,
particularly in the petroleum refining,
chemical processing, nuclear power
generation, solar energy, and pulp and
paper segments.

eagle America will become a divi-

sion of dixon. Its manufacturing facil-
ities, administrative offices and em-
ployees will remain in rhode Island.
raymond F. Grandchamp Jr., eagle

America’s president,
will become part of the
new management team. 

Bob Grace, presi-
dent of dixon, reported that the ac-
quisition of eagle America aligns
with dixon’s strategic focus on en-
ergy technologies, as well as on ex-
panding the range of standard and
engineered products and services it
offers to the oil and gas, power gen-
eration and chemical processing in-
dustry segments. 

Visit www.dixonvalve.com.

Dixon acquires Eagle America
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Take the � ght for e�  ciency to 
your next job.

 

Do your best work.

www.taco-hvac.com

Nobody knows American hydronic systems like an American 
manufacturer.  Want the best?  Combine our Bumble Bee® 
circulator, Zone Sentry® zone valves and a Taco control 
or two and you’ll have the most e�  cient system on the 
market! 

A smarter pump: Our new ECM in� nitely variable 
speed Bumble Bee leapfrogs other so-called “smart” pumps: 
it maintains the designed-for temperature di� erential be-
tween the supply and return (Delta-T) by reacting to how 
many zones are open and how cold it is outside.  Then it 
pumps ONLY the BTU’s needed to match the actual heat 
loss.  Your customers should see dramatic fuel savings and 
increased comfort.

A superior zone valve: The Zone Sentry’s patented 
circuitry uses up to 93% less energy than other commonly 
installed zone valves.  Its high-� ow ball valve design means 
the pump doesn’t have to work as hard.  And with plug-in 
electrical connectors for easy installation, neither do you.

Job-friendly zone controls: Choose from the 
largest family of feature-rich switching relays, zone valve 
controls, and outdoor reset controls to tie the whole sys-
tem together.

A bright idea: Know what’s going on at all times.  See 
the watts used and � ow rate on the Bumble Bee, what 
zones are calling on the controls or when the Zone Sentry 
is in operation.  We’ve made diagnostics almost too easy.

Join the American Zoning Revolution! 
Don’t compromise. Choose Taco and take the � ght for 
system e�  ciency to your next job.  Visit us online and see 
how many more ways we have to help you turn a good 
job into a great job.

See contact information on page 106
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BOILERS & WATER HEATERS

Condensing boilers
Ultra-high efficiency Triple-Flex™

series hot water

condensing boil-

ers deliver a

minimum 90%

operating effi-

ciency with 160°

return, 180° sup-

ply at maximum

input. Triple-

Flex also features

UL environmental

claims validation.

Universal Commu-

nication Gateway is

an external, high-performance, low-

cost building automation multi-pro-

tocol gateway for integrating

boiler/burner controls into building

management systems. Supports sev-

eral protocols and boiler configura-

tions. Bryan Steam. 

www.bryanboilers.com

Gas condensing tankless
NPE Series premium gas condensing

tankless water heater reduces by half

time and labor for

a typical tankless

retrofit by utiliz-

ing existing gas

lines and flue

chases. Features

include 2" PVC

venting up to 60'

or a System 636

(ULCS636) op-

tion for Canada;
1/2" gas lines up to 24'; ComfortFlow

and Intelligent Preheating technol-

ogy; field convertability from natural

to LP gas; cascading capable; dual

stainless heat exchangers; ultra-low

NOx emissions; outdoor vent cap op-

tion and high altitude operation up to

10,000 ft. Navien.

www.navienamerica.com

Gas-fired tankless water heater
ENERGY STAR®-rated NRC98, the newest ad-

dition to the ecoTOUGH™ Se-

ries of gas-fired residential

condensing tankless water

heaters, features a standard Btu

input range of 16,000 to

180,000 and has an EF of 0.93.

With a maximum flow rate of

9.8 gpm and temperature set-

tings from 100° – 140°F, the

NRC98 protects the environ-

ment by heating water strictly

on demand, while offering a

longer product life cycle than

storage tank-type models. It

promises lower emissions, re-

duced electrical consumption

and smaller amounts of poten-

tially hazardous construction

materials. NRC98-DV is a two-

pipe direct vent model for indoor

installation; NRC98-OD is the outdoor model. Noritz America. 

www.Noritz.com

High efficiency condensing boiler 
The natural gas or LP-fired

NeoTherm® LC condensing boiler —

a direct vent,

sealed combus-

tion boiler or vol-

ume water heater

that modulates

with a 10:1 turn-

down — is a 1

million or 1.7 mil-

lion Btu, space-

saving hydronic

solution that offers

94% thermal efficiency. ASME stain-

less steel heat exchanger; diagnostic

information; 10-ppm NOx emissions;

large color touch screen display; pull-

out electrical panel; indoor or outdoor

installation; variable speed pump

control option. Integrated control sys-

tem governs functions, stages up to 4

boilers with the standard control and

easily integrates with other controls.

Laars Heating Systems.

www.Laars.com

Commercial condensing water heater line expanded 
SPIDERfire® line of ultra-high efficiency condensing commer-

cial water heaters now

includes 80-gal capac-

ity models. Ideal for commercial

settings that need an efficient way

to heat a high volume of water

throughout the day, such as restau-

rants, laundromats, hotels, schools

and many other businesses. The

80-gal units are 261/4" in diameter

and 695/8" tall. Units have Btu

input rates from 130,000 to

300,000 Btuh and operate between

92% and 97% thermal efficiency.

The 300,000-Btuh model can de-

liver up to 391 gal of hot water in

1 hour and can recover its contents

in just 14 min. Rheem.

www.rheem.com

Water heater management system
OnGuard RMT™ system is a remote

monitoring technology and service

available for use on Bradford White’s

commercial gas water heaters. Com-

municates the status of the water

heater directly to company techni-

cians, who monitor the unit and con-

tact the customer if a fault is

indicated or service is required; then

dispatch an authorized service con-

tractor. Customers also get fault alert

notifications via e-mail or phone call,

and monthly performance reports.

Bradford White.

www.bradfordwhite.com

Hybrid electric heat
pump water heater

Voltex® is the latest ad-

vancement in electric

water heating. The hy-

brid electric design inte-

grates heat pump

technology to produce a

product that is twice as

efficient as a standard

electric water heater.

Pulls heat from the sur-

rounding air and de-

posits it into the 80-gal

storage tank, allowing

unit to operate in the

most efficient mode.

With an EF of 2.3, the

Voltex is ENERGY

STAR-qualified. A. O. Smith.

www.hotwater.com

Advanced conventional vent gas water heater
The Premier® high efficiency gas water heater is one of the

most efficient and advanced conventional vent products on the

market. Patented air intake system turbocharges the combus-

tion process to produce one of the highest efficiencies available

for a standard atmospheric product. Installs with the same gas,

water and venting connections as a standard model, but oper-

ates well above the standard efficiency, with an EF of .70, mak-

ing it ENERGY STAR®- qualified. State Water Heaters.

www.statewaterheaters.com
High efficiency water heaters

Polaris® is the ultimate in high-effi-

ciency water heating,

offering 95+% ther-

mal efficiency, ultra

long-life stainless

steel tank and capac-

ity to provide both

space heating and hot

water for homes. En-

ergy efficient features

include non-CFC

polyurethane foam to

prevent heat loss and

reduce energy costs,

as well as zero-clear-

ance to combustible building materi-

als. Meets the low NOx requirements

of both California and Texas. 

American Water Heaters.

www.americanwaterheaternews.com

Commercial condensing water heater
The ARMOR X2 combines stainless steel heat exchanger

technology with modulating/ condensing combustion to de-

liver thermal efficiencies as high as 96%. Available in models

with 1.0, 1.3 and 1.5 million Btuh inputs and equipped with

two independent combustion systems that consist of two

316L stainless steel heat exchangers, gas valves and combus-

tion blowers designed to work in unison. SMART TOUCH

touchscreen provides complete control of functions and com-

plete access to system performance data and history. The

built-in cascading sequencer allows for the sequencing of up

to eight ARMOR X2 water heaters. Lochinvar.

www.Lochinvar.com
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PTIMUM
SAFETY

Our unique, ready for installation, SlideLOK™ rigid coupling o� ers the 

safest procedure for installation.  There are no loose parts.  Just slide 

the coupling with its patented gasket over the pipe end, bring the

adjacent component in line and center the coupling over both 

grooves.  Finally, tighten the coupling

bolt-pad to bolt-pad.  The joint is complete!  

Our new pressure responsive gasket 

features four separate sealing contacts and a unique leading edge to 

help eliminate gasket pinching.  This advanced gasket is made of our 

EP formulated EPDM gasket and carries a 250°F temperature rating.  

When it comes to safety, grab a SlideLOK™.

Simple. Safe.

Proudly serving the Mechanical, Energy, and Fire Protection industries
 

North Alabama Pipe
Innovators of Pipe Fabrication Equipment

Patented Pressure Responsive Gasket

www.anvilintl.com

PTIMUMPTIMUM
SAFETY

PTIMUM
SAFETY

PTIMUM

See contact information on page 106
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Solar expansion tanks
BackStop Solar Expansion Tanks are

an integral

safety device

designed to

meet even

the most de-

m a n d i n g

solar thermal

system re-

quirements.

These tanks

capture the

e x p a n -

sion and

conden-

sation of

the solar

heat transfer fluid. They also feature

a specialized EPDM Diaphragm that

is resistant to high temperatures and

deterioration from solar glycol fluid.

A 6-year limited warranty is in-

cluded. DuraTrac Products, LLC.

www.duratracinc.com

PE-RT tubing 
RadiantPERT™ polyethylene raised

temperature (PE-RT) tubing has 5

layers of material, oxygen barrier,

and ratings up to 180°F  at 80 psi.

Manufactured with Dowlex™ 2344,

which offers high strength, high tem-

perature resistance and long life with-

out crosslinking. Easy to install in all

radiant, snow melting or distribution

piping applications. Recyclable, cer-

tified to ASTM F2623 for PE-RT

SDR 9 tubing by NSF and CSA.

Backed by a comprehensive 25-year

warranty. Watts Radiant.

www.WattsRadiant.com

Excess flow valve 
The SuprSense gas excess flow value (EFV) for residential use utilizes an

internal valve in the form of a cone-shaped plunger. The plunger is not engaged

under normal conditions but, once it de-

tects excess gas flow, it acti-

vates to reduce the flow.

After the gas line has been re-

paired, the plunger automati-

cally resets and restores normal gas flow.

Listed by the CSA Group as both a standalone device and a gas connector end

fitting. Features corrosion-resistant steel construction and is 100% assembled

and tested in the U.S. Dormont.

www.dormont.com

Flue gas vent systems
InnoFlue® polypropylene flue

gas vent systems are

the first UL-1738

and ULC-S636

poly meric venting

options approved by

I C P ® /  C a r r i e r ® /

Bryant® on their

complete line

of 59-series

gas furnaces and

90%+ high efficiency furnaces. The

DOA has mandated that, on May 1,

2013, 30 northern states enforce a

minimum AFLUE rating of 90% on

gas furnaces. InnoFlue helps provide

a complete forced air heating solu-

tion. Its modular nature is a competi-

tive advantage and provides installers

with an easy-to-use, fast-to-install

vent system. Centrotherm.

www.centrotec.com

110-volt mini tank heater
WaiWela Mini tank 110VAC electric

point of use water heaters conserve

fresh water by instantly satisfying hot

water needs at any lav sink without re-

circulation. Avoid fresh water waste

down the drain while the user stands by

waiting for hot water to arrive. Four

sizes small enough to fit under the

counter or in a cabinet.  UL certified/

WQA certified. Ready to plug into 110v

outlet. Efficient Technology Sales, Inc.

www.waiwela.com

Pressure and temperature gauges
T-825 pressure and temperature gauges

with adjustable temperature reference

point include standard models for heat-

ing/cooling applications and hydronic

optimized models for precision readabil-

ity in the 100°–160° temperature range.

Manufactured from high-quality materi-

als, individually tested and carry a 5-

year guarantee. Available in bottom- and

rear-mount configurations, 1/4" and 1/2" MPT connections. Legend Valve.

www.legendvalve.com

Hydraulic separator
Mini-Sep™ is an economical, small

hydraulic separator that allows a fast

and easy pri-

mary/secondary

piping arrange-

m e n t

f o r

m a n y

different boilers.

It has an air vent

and convenient fill valve. Two ports

on one side go to the primary loop;

the opposite two ports go to the sec-

ondary side. PHP.

www.phpinc.us

Steam radiator heating valves
Gate valves include brass SGV radiator supply

valves and bronze steam radiator BSGV valves

with female iron pipe connec-

tions x male unions. Both

types of valves have a

working pressure of 125 –

200 WOG. Sizes range from

1" to 11/4" for SGV valves

and 3/4" to 11/2" for BSGV

valves. Steam radiator angle

valves include heavy pattern

bronze BARV valves and heavy pattern brass BARVY

valves, both of which have a working steam pressure of 15 – 60

WOG maximum. Sizes range from 1/2" to 11/2" for BARV valves and from
1/2" to 2" for BARVY valves. Matco-Norca. 

www.matco-norca.com

Maintenance-free anode system 
Electric titanium anode and power supply re-

places conventional magnesium or aluminum

anode rods and uses low voltage, low current

electricity to create an electric potential inside

the tank that prevents corrosion. Titanium

anode is non-consumable, so it doesn’t need

to be replaced. Eliminates bi-annual anode in-

spections, saving down time and money. Pro-

tects tanks to 860 gal. Niles Steel Tank.

www.nilesst.com

Efficient oil boiler
The EC-10 oil-burning boiler heating

system has a proprietary cast iron eu-

tectic heat

exchanger

that resists

t h e r m a l

shock and

cor ros ion .

7 9 - 1 5 2

MBH D.O.E

capacity. This

is one of the qui-

etest oil boilers on the market. Three-

pass heat exchanger max imizes heat

transfer and is easy to clean using

hinged, reversible swing out door; op-

erates clean. Outdoor reset. Available

with Beckett, Carlin and Riello burn-

ers. Four sizes: .65 - 1.25 gph; 25-year

limited lifetime warranty. Slant/fin.

www.slantfin.comCommercial gas connector kit
This gas connection kit is designed

for commercial foodservice applica-

tions such as moveable caster-

mounted equipment, stationary

cooking equip-

ment and

c o u n t e r t o p

e q u i p m e n t .

Contains food-

service gas

connector with

360° rotational

end fittings

and stainless

steel braid pro-

tecting stain-

less steel 304

CSST tubing.

Also contains

elbows, a swivel, full-port valve,

quick disconnect and restraining

cable. ANSI Z21.69/CSA 6.16 ap-

proval. Easyflex.

www.easyflexusa.com
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Handheld inspection tool
A 39" probe rod gives the Gen-Eye Micro-Scope™ the

versatility to inspect small drain lines, many toilet traps

and hard-to-reach places like duct work, furnaces and

crawl spaces. An adjustable mount attaches the monitor

to the reel, which carries up to 100 ft of micro push

rod with a color camera. The monitor has a

bright 3.5" LCD screen, built-in SD card

reader with one-touch record button, a digi-

tal zoom, rotatable picture, voiceover record-

ing capability, LED brightness control and a

USB port. General Pipe Cleaners.

www.drainbrain.com

VRF heat pumps 
Airstage™ V-II Variable Refrigerant Flow (VRF) zoned heat pump system has

operational efficiencies up to 21.7 iEER

(to AHRI 1230 standard), a lineup from

six to 24 tons, with a connectable indoor

unit capacity ratio up to 130% and up to

45 indoor units per bank of 3 condens-

ing units, with a single DC inverter-con-

trolled, twin rotary compressor per

condenser. Heating operating range is

from 75°F to -5°F; rated cooling capac-

ity remains constant with outdoor tem-

peratures from 115°F to 14°F. Fujitsu General America.

www.fujitsugeneral.com

Stainless mod-com line
It’s the national roll-out of this ‘Built

In The USA’ line of stainless steel,

fully modulating and condensing 

tankless water

heaters, tank-

less combis,

boilers and

combi boilers.

Greatly reduce

callbacks by

u p g r a d i n g .

Units are

proving their

value in the

field every

day, with solid performance and long

product life. Ideal workhorses for

commercial and residential combina-

tion applications. ASME available.

Intellihot.

www.intellihot.com

Differential pressure sensors
DPS3100D high-performance, mi-

croprocessor-based transmitter offers

flexible pressure calibration and push

button configuration and can be used

for differential pres-

sure or level appli-

cations. No field

calibrator needed to

configure. If power

shuts down, the unit

stores settings and

corrections coeffi-

cients. Monitors dif-

ferential pressures of

air and compatible gases

and liquids, uses dual

sensors that convert pressure changes

into a standard 4 – 20 mA output sig-

nal for 2-wire circuits. Applicable for

flow elements, heat exchangers, fil-

ters, pumps and coils. Taco.

www.taco-hvac.com

Sensor faucet
The Z6930 is the

latest in sensor

faucet innova-

tion. A sleek, un-

i n t e r r u p t e d

modern design is

showcased, while

the high-quality sensor lens is con-

cealed. Delivers superior perform-

ance and features a unique sensor

lens that is more durable, chemically

resistant to harsh cleaning agents and

easy to replace, extending the life of

the faucet. Experience one of the

most versatile, premium sensor

faucets in the commercial market

today. Zurn Industries.

www.zurn.com

Portable air conditioner  
Model 5KK14’s quiet, efficient oper-

ation and 13,200 Btuh of portable, re-

liable cooling is

an effective solu-

tion for temporary

climate control. Uses

R410A refrigerant. Fea-

tures include: digital

control panel; lockable

casters; automatic restart

after power interrup-

tions; directional nozzle;

optional automatic con-

densate pump kit; compres-

sor off-timer to prevent short cycling;

spot-cool and room cool thermostat

settings; refrigerant system high pres-

sure switch and thermostatic control

with multi-speed fan. Koldwave.

www.koldwave.com

Two-stage infrared heaters
Two-stage, gas-fired infrared tube

heaters are available in natural or LP

gas. Series TA/TX/TXR, for heavy

duty commercial and industrial use,

has rates from 40,000 to 220,000 Btuh

a n d

l e n g t h s

from 10 to 70 ft. Jet stream

burner design maximizes radi-

ant output, combined with 100%-effi-

cient parabolic aluminum reflectors,

provides optimal energy efficiency

and comfort. Series LT/LTX/LTXR

for low clearance applications, has

rates from 40,000 to 100,000 Btuh and

lengths from 30 to 50 ft. Softer radiant

output over longer length of tube, and

bottom clearance of 36". 

Superior Radiant.

www.superiorradiant.com

Replacement boiler upgrade
The ES2 gas-fired, high-efficiency boiler is de-

signed to be a “drop in” replacement. Boiler con-

nections are compatible with industry standard

near-boiler piping configurations so the installer

does not need to install additional piping to con-

nect the boiler to the home’s existing system.

Uses natural draft and has a proven cast-iron heat

exchanger. The only 85% AFUE atmospheric cast

iron boiler made in America; qualifies for Energy

Star Rebates. Seven sizes: 70-280 MBH input.

Burnham by U.S. Boiler Co.

www.usboiler.net

Solar system control 
With pre-configured layouts for 1-, 2- or 3-load sys-

tems, 4 relay outputs and adjustable delta-T and time

controlled thermostat functions, the SCU 345 solar

system control offers limitless configuration possi-

bilities for multi-load and commercial solar systems.

Also incorporates standard SCU series control fea-

tures, including variable speed pump control, east-

west collector array logic, collector glycol cooling

function, night-time tank cooling, heat rejection loop

control, energy metering and compatibility with

VBus accessories. Viessmann Manufacturing Company.

www.viessmann.us

Advanced rigid coupling
SlideLOK™ rigid coupling’s unique design allows for fast, easy, safe installa-

tion. The installer simply lubricates the

exposed gasket surfaces and slides the

coupling completely over the pipe end,

where it remains securely until the in-

staller adds the adjacent component and

slides the coupling into place. Just

tighten the two bolts to finish the job. A

patented coupling and pressure-respon-

sive gasket with four separate sealing

contacts engages the groove 360° around the pipe. Anvil International.

www.anvilintl.com

Integrated HVAC submetering
Leading European manufacturer of

heating and renewable energy products

introduces Baxi Luna SAT, an inte-

grated heating, air conditioning, solar

water heating, hot and cold water sys-

tem with submetering solution to the

U.S. and Canada. Comprehensive and

compact with high-efficiency HVAC

equipment and renewable energy com-

ponents for substantial savings in en-

ergy use and space. Eliminates

guesswork with energy use measure-

ment and accurate bill sharing for apart-

ment complexes.  Baxi Marathon.

www.wallhungboilers.com

PRODUCT NEWS
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Wishes to Thank Our 2012 Conference Sponsors

Join Us for our 41st Annual Conference 
at the Hyatt Tamaya Resort, 

Albuquerque, NM
September 26-18, 2013 

®

/

/

See contact information on page 106

tw01_13_pgs_096_103_Layout 1  12/28/12  9:41 AM  Page 99



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 106
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Honeywell donates product
to hurricane relief efforts
MorristoWn, n.J. – Honeywell is donating more
than $600,000 in first responder products to aid
in relief and recovery efforts in areas devastated
by Hurricane sandy.

Honeywell, the makers of Morning Pride
turnout gear for first responders, is donating
more than 19,000 personal protective products
including protective footwear, gloves, hoods and
helmets, designed to weather the most arduous
conditions first responders face every day. the
protective gear was distributed via the nassau
County office of emergency Management in

Long island, n.Y., to first responder teams in af-
fected areas in new York and new Jersey.

“We are deeply committed to worker safety
and to helping those on the front lines of rescue
and recovery efforts remain safe,” said Honey-
well chairman and Ceo Dave Cote. “Honeywell
employees work and live in these communities,

these are our own hometowns and we feel a
sense of responsibility to support the first respon-
ders there.”

Honeywell also announced the Honeywell Hu-
manitarian relief Fund (HHrF) has been de-
ployed to support employees who have been
affected by the devastating hurricane.  support
will initially include immediate cash assistance
for food, clothing, and shelter to employees who
have been temporarily displaced. Honeywell will
also match employee contributions to HHrF dol-
lar for dollar.

“With a significant presence in the tri-state
area, many of our employees have felt the impact
of Hurricane sandy’s destruction,” Cote added.
“the fund will help with longer-term needs once
the extent of the damage has been assessed and
local efforts turn to rebuilding.” 

Visit www.honeywell.com.

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

Honeywell, makers of Morning Pride turnout gear for first responders, donated more than 19,000 

personal protective products: footwear, gloves, hoods and helmets designed for arduous conditions. 

Detroit Lakes, Minn. — sJe-rhombus®, re-
cently conducted training for 15 attendees repre-
senting several distributors, installers and
manufacturer’s representative agencies at its
manufacturing headquarters located in Detroit
Lakes, Minn. 

attendees traveled from iowa, Minnesota,
north Carolina, texas and Wisconsin for this
event. in addition to the training, attendees en-
joyed a lake-side fish fry and fishing on a beau-
tiful area lake. 

training at sJe’s facility included: control
panel design, operation and troubleshooting;
hands-on panel assembly; and a tour of the facil-
ity. Float switches, tank alert® alarms, and
Build-a-Panel™, eZ series® and iFs control
panels were the focus of standard product train-

ing. the training covered product features, op-
tions, applications and panel configuration. 

Visit www.sjerhombus.com or www.facebook

.com/sjerhombus.

SJE-Rhombus hosts customer training event
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Growth is good,
but be sure to go about it properly

(Continued from page 8.)

• One tip: If you decide to go into

a new area, try to surprise your com-

petition. If they know you are going

to invade their territory, they might

prepare their defenses and make it

more difficult. Ideally, they will wake

up one day and your branch will be

in operation ready to serve cus-

tomers.

In planning to grow, you must con-

sider each of the four areas. You

should note that whenever “new” is

involved, I consider it is a generally

tougher way to grow. So selling new

products to new customers in a new

geographical area will often be the

toughest option. There are so many

unknowns and areas where you will

be forced to pay your dues, it is diffi-

cult and often time consuming to

make the adventure into a WIN. If

less-tough options exist, you should

consider them first. Thus far, I think

any time “new” is involved, you will,

in the end, pay your dues. There just

isn’t a shortcut.

So here’s my list with the least

tough first. You will note, I have

simplified the options by only dis-

cussing customers and not types of

customers.

1. Selling more of your current

products to current customers — No

“new”s is good news

• These are items you currently

sell, that the existing customers cur-

rently buy…they just aren’t buying

the products from you

• Go after a higher percentage of

their total business.

• Increase the breadth of products

sold to the customer. This is called

“selling the book” where you try to

get customers to consider you for all

purchases including items outside

their normal 300-400 core items. I

think you would be real sad if you

knew how much of this business is

currently being taken by Grainger,

Sexauer, Barnett and others at really

good margins.

• They already like you enough to

buy from you

• You know the customer

• You know the geography, the

buying customs and the competition

you face

• You know the product, the pric-

ing and the profit picture

• Sometimes they don’t know you

stock and sell it

• They may not be familiar with

your brand or they will need to be

sold on your brand

• Start with, “Here’s our full line

catalog, I’m sure you will see items

that you will need in the future.

Please give us a shot.” 

• You will seldom get all of any

customer’s business so just work to

deserve a higher percentage

• Start with the question, “What do

we need to do to deserve more of

your business?”

2. Selling new products, to current

customers, in the current geography

— One “new” trick to learn is man-

ageable

• They already like you enough to

buy from you

• You know the customer

• You know the geography

• You don’t know the product so

there is a learning curve for your

team as they stock, sell and support

the new product

• They are already familiar with

buying products from you

• Start with the question, “What

else should we stock to serve you bet-

ter…If we stock this new product will

you buy it from us?”

3. Selling current product to new

customers in the current geography

— Learning one “new” trick is man-

ageable

• In addition to growing the busi-

ness, you must work to replace cus-

tomers who go away because they

retire, die, go out of business or hook

their wagon to some other whole-

saler’s star. The last estimate that I

saw was an industry average of 8%

customer attrition every year.

• It is critical to continuously be

pursuing new customers and working

to grow customers who only give you

a small percentage of their business.

4. Selling new products, to new

customers, in the current geography

— Two “new” tricks to learn is tough

but at least you are not commuting 

5. Selling current products, to new

customers, in a new geography —

Two “new” tricks to learn is tough

but you get to make new friends and

may get lots of time in the car or on

airplanes

6. Selling new products, to new

customers, in a new geography —

Having 3 “new”s in the description of

a growth strategy is a lot like 3 strikes

in baseball. You should probably

think of it as a low-odds, high-cost

approach to growth.

7. Growth by acquisition — Just

one quick word on acquisitions: NO!

If you want 2 words: Heck NO!

Here’s why:

• I said it that way mostly for effect

but acquisitions are deceptively diffi-

cult. They can work but you must go

into them with your eyes wide open

and with realistic (meaning low) ex-

pectations. 

• Some of the big wholesalers have

whole departments of experienced

professionals who spend all their time

acquiring companies. Their batting

average would probably be lower

than they would like to admit. Acqui-

sitions tend to produce lots of strike-

outs, some singles but seldom do they

result in grand-slams.

• There are so many moving parts,

so many personal and impersonal

agendas and so many ways to foul it

up that I consider this to be one of the

higher risk ways for a company to

grow. 

• One large wholesaler confided

that their acquisitions had produced

mixed results but worst-case they

were sometimes just able to get rid of

a troublesome competitor. 

• Buying very successful compa-

nies can be expensive. Sometimes the

key factors that made the company

successful (great people, good sys-

tems, effective operating philosophy,

superior customer service) are lost,

squandered or killed off in the acqui-

sition process.

• Buying unsuccessful companies

may cost less but a dead horse is a

dead horse. Sometimes the key fac-

tors that made the company unsuc-

cessful (bad people, bad systems,

poor operating philosophy, crappy

customer service) are retained in the

acquisition process and then it takes

years to correct the situation.

• People are often the key. The ac-

quiring company must have people to

manage the acquired company and

the acquisition process must attempt

to retain the best and brightest mem-

bers of the acquired company’s team.

8. Marketing, marketing, market-

ing — Last month I discussed how

important real marketing is to the

wholesaler’s future in our industry. 

• Regardless of your size, there

should be one or more people in your

company who know that marketing is

their responsibility or, at a minimum,

one of their responsibilities. 

• When you are trying to grow, I

think marketing is twice as important. 

• Every time you see the word

NEW, I want you to think risk but I

also want you to consider that you

can moderate the risk with good mar-

keting. 

• Researching, planning and exe-

cuting your growth plan will require

good marketing. 

• If you need help with marketing,

Schmitt ProfiTools can help with

marketing tools you will need to

grow: catalogs, websites, webstores

and marketing materials. Email

joyce@go-spi.com

This is certainly not an exhaustive

list of issues or techniques for grow-

ing but it will give you some ideas

to consider as you work to grow

your business. I was trying to come

up with a catchy phrase for 2013 like

“have a great 2008” but not many

words rhyme with thirteen (ballpeen,

saltine, obscene, ??) so I will just

end wishing you a happy and pros-

perous 2013. n

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

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

If you decide to go into a new area, try to surprise
your competition. If they know you are going to invade

their territory, they might prepare their defenses
and make it more difficult. Ideally, they will wake up

one day and your branch will be in operation
ready to serve customers.

Some of the big wholesalers
have whole departments of
experienced professionals
who spend all their time

acquiring companies. Their
batting average would

probably be lower than they
would like to admit.

Acquisitions tend to produce
lots of strikeouts, some
singles but seldom do

they result in grand-slams.
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EMPLOYMENT OPPORTUNITIES

CLASSIFIED ADS

PROFESSIONAL
SERVICES

REGIONAL MANAGERS
Well recognized national manufacturer
of commercial plumbing products in
search of regional managers for the Mid-
west Region. Must have experience in
independent representative manage-
ment within the plumbing industry. Indi-
vidual must be self motivated and willing
to travel a minimum of 50%. Base salary
range is $75,000.00 with a sales incen-
tive program offering exceptional bonus
earnings. Excellent benefits including
medical and 401k. Respond to:

sadie@tmbpublishing.com

OUTSIDE SALES
Manufacturer Rep in Colorado seeking
experienced outside sales person. 3-5
years plumbing industry experience re-
quired. 50% travel. Salary, commission,
company vehicle provided.

bobmueller@dalcart.com

NATIONAL SALES MANAGER
DuraTrac Products is seeking an expe-
rienced and highly motivated Sales Ex-
ecutive to manager our sales to the
Plumbing and HVAC Wholesale and
OEM Markets.

• Must be experienced in Wholesale
and OEM Markets.
• Must be willing to travel two weeks out
of every month. 

Duties include recruiting and training
new representatives, identifying and
selling OEM and Retail Accounts, rolling
out new products, and attending indus-
try Trade Shows.  Base salary range is
$70,000 to $100,000 plus bonus.  E-mail
resumé to:

ohnridgely@aol.com
or fax resumé to: 714-674-0170.
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The secret to building relationships? Put others first
and what a necessity they are to us.

Following are some of my favorite
excerpts from his speech.

• “This year, Affiliated Distributors
marked $23.5 billion in sales among
all our divisions. This is a 16% in-
crease over the business we did last
year. And I’m very proud to report
that the business our members did
with our suppliers was up 20% over
last year. Another thing I’m truly
proud of is the relationships we have
built with our affiliates and suppliers,
and that you all are developing with
each other. We are a high-performing
group because we are cohesive and
we value each other.”

• “The companies that seem to do
the best are those that are the best at
relationships. And the people within
any given company who seem to go
the furthest are those who are best at
relationships.”

• “Isn’t it interesting that so many
of the things we are passionate about
— whether its fishing, golf, college
football, or any other number of in-

terests — don’t really leave us ful-
filled? That’s because at the end of
the day, the things we enjoy doing
don’t bring us any sense of true last-
ing happiness. I believe it’s because
deep down, we are all wired for con-
nectivity. We are made for meaning-
ful relationships with others. It’s the
only way we’re able to find true and
lasting happiness and satisfaction.”

• “People who are good at relation-
ships put the needs of others first.
They don’t ask you first to invest in
them; they invest in you. Those who
can’t — who put their needs ahead of
others — struggle with relationships
and it affects their lives dramatically.
It might seem like they do fine for a
time, but it doesn’t last and they end
up paying a high price.”

• “Build your businesses, sustain
them, grow them by building solid re-
lationships. As successful as you
have been, you can grow even higher
by serving the needs of others. Find
the problems and obstacles that peo-
ple have and figure out ways to take
those issues out of their paths.”

• “As important as relationships
are in business, they are far more im-
portant at home. I’m not sure why
people don’t talk more about family
life at business conferences. Our
work and our families are intertwined
in every way imaginable. Every per-
son here is a member of a family. Our
families are central to who we all are,

mine to a really big extent what the
rest of our lives is going to look like.
Invest in relationships. Put their
needs first, even when it hurts. Even
when it cuts into what precious little
time we’ve got for ourselves.

“I cannot promise that if you do
that, everything will turn out the way
you want it to. But I can promise that
if you don’t, it won’t. And I can

promise that there is no greater — or
more important — investment that
you can ever make.” n

Mary Jo Martin is editorial direc-

tor of The Wholesaler. she can be

reached at 972-315-9803 or

editor@thewholesaler.com; follow

her on Facebook at maryjomartintx

or Twitter at @maryjomartin. and

don’t forget to “like” The Whole-

saler on Facebook to keep up with all

the latest news and special events!

and are central to our collective suc-
cess. When things are good at home,
we’ve got a much better chance to be
successful in our businesses.”

• “We’ve all gotten the ‘me-first’
message from others at some point,
and it doesn’t usually go well. People
tend to rebel at that because they
don’t like to feel unimportant.”

• “Invest your time in helping oth-
ers. Lift them up and encourage them.
Show compassion. Show others you
care through your actions, attitude
and how you spend time with them.
Investing in relationships will always
get you an attractive return.”

• “We work as hard as we do at our
jobs because we want to provide for
the people we love at home. But we
often pour so much of ourselves into
work that we have very little left over
for those we care about. So the very
people we’re working for are often
the very same ones we let down.”

• “The majority of people in this
room are Type A personalities. We
are driven and proud of it. It’s a huge
part of how we got to where we are
in our companies. We want to win.
But the problem is that there is really
no end to how much we can pour into
our jobs, if we’re willing. Work will
take everything we’ve got to give and
it will always ask for more. 

“There is always one more call,
one more trip, one more meeting, one
more report to write, one more e-mail
to answer. But there is a big price we
pay for that. Because the people that
we love and care about have needs
too. At the top of their list are our
time, attention and love. There is not
one of them that could ever thrive or
truly feel loved — no matter how
strong or secure they are — when we
make them feel that their needs come
second to our needs and our jobs.

“Saying that we put those we love
first and actually doing it are really
different. It’s an easy thing to say but
it’s a hard thing to do. It means mak-
ing sacrifices at work that we often
aren’t used to making. It means put-
ting the phone down, or not taking
that business trip if our family really
needs us to be home. At the end of
every day, you need to leave the of-
fice and go home to the people who
love you and need you.”

• “It’s amazing how our pride can
blind us to what everyone around us
already knows. Invest your time with
those who truly care about you. If
you think what they want is the things
you can buy for them, it’s not true.
What they really want is your time.
It’s never too late for any of us to
make these changes.”

• “What we choose to do at this
point in our lives is going to deter-

(Continued from page 106.)

OUTSIDE SALES REP
Trenton Pipe Nipple Company, LLC a
domestic manufacturer of brass and
stainless steel nipples and master dis-
tributor of brass pipe, brass and stain-
less steel fittings is seeking an
experienced outside sales representa-
tive.  Candidate must be a seasoned
professional with ability to sell commod-
ity PVF products to the wholesale trade.
Individual must be highly motivated and
willing to travel 2 weeks out of each
month.  Base salary of $75,000 with ex-
cellent bonus incentive based upon
sales achivements. Please send re-
sumés to:

sholloway@trentonpipe.com

“The majority of people
in this room are

Type A personalities.”
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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

REPS WANTED

SUPPLIERS

PROFESSIONAL SERVICES

REPS WANTED
Manufacturer & Distributor of CSST water
connectors, water line sets, solar line sets
is seeking marketing reps to cover all
areas nationwide. Many opportunities and
territories open for the right candidates.

Email: Info@miiflex.com

Get more BANG for your advertising buck
with a display advertisement in

The Wholesaler!
See this page for your nearest advertising

sales representative!

Managing Editor
James Schaible
Assistant Editor
Ashlei Williams
Pre-Press Co-ordinator
Mark Bruno
Contributing Editor
Jim Schneider
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BY TOM M. BROwN JR.

Publisher

A
s we kick off 2013, I wanted to take a moment

and share a heartfelt thank you with our loyal

readers and advertisers for another rewarding

year at The Wholesaler. Now in our 68th year, The

Wholesaler continues to grow through its traditional,

yet innovative, approach to publishing. In fact, this

issue is close to a record for January ad sales, and is

10% larger than last year’s January issue. We still be-

lieve strongly in the value of the printed page, but we

are also dedicated to sharing information through other outlets such as our re-

designed website, video interviews and blogs, and various forms of social media.

I am also extremely grateful for our team of long-time employees and con-

tributors. They are a tight-knit, hard-working group that are dedicated to pro-

viding you with the highest-quality publications on the market. As a small,

privately held publishing firms with three magazines that are focused on the

PHCP/PVF industry, we have always operated in a lean manner, and our team

has stepped up to the plate day after day, year after year, putting their heart

and soul into every issue we produce. As the owner of TMB Publishing for

more than 20 years, I am proud to lead this team and to experience such

tremendous growth. In recent years, The Wholesaler has achieved greater than

65% market share when it comes to advertising pages — and I say that not to

brag, but as a tribute to the hard work of every single person on our team. I

believe we have put together the best team in the business, and I couldn’t be

any prouder of all their efforts.

Our editorial director Mary Jo Martin has been with us since 2002 and

spends much of her time covering industry events from coast to coast. She

truly enjoys interacting with all of you and sharing your stories with readers.

She is complemented by an extraordinary pool of contributors, each of whom

are highly regarded for their areas of expertise. While we continue to look for

new voices and views to share — including our newest columnist Dr. Don

McNeeley of Chicago Tube & Iron — most of our columnists have been with

us for at least a decade — and business management specialist Rich Schmitt

has actually been writing for us since 1997. We’re also proud to have the serv-

ices of Anvil’s John Martin, a true veteran of the PVF sector.

Managing editor Jim Schaible has been with us nearly two decades and han-

dles the layout and design of each issue. He is an invaluable member of our

team who dedicates himself to presenting each issue in a reader-friendly de-

sign — and get us to the printer on time. We’re also fortunate to have had the

services of our digital media manager Mark Bruno for nearly 10 years. In ad-

dition to preparing all of our publications electronically for the printer, Mark

manages our enewsletters, websites and our social media presence.

We have also just hired an assistant editor, Ashlei Williams, who has out-

standing credentials and who I’m sure is going to be a great asset to TMB.

Ashlei recently received her masters degree in journalism from the Medill

School at Northwestern University. You’ll be able to read more about Ashlei

in our next issue. We encourage you to get to know Ashlei, and look forward

to the new perspectives she will bring to our team.

And of course, our advertising representatives continue to work extremely

hard to service their accounts and ensure the highest quality customer service.

Diane Spangler has been with me for 20 years, handling the West Coast and

Texas; Dave Schulte, who joined us 14 years ago, oversees accounts in the

Midwest and Southeast; and Brad Burnside, who came on board in seven years

ago, is responsible for the Northeast and Mid-Atlantic. I also want to acknowl-

edge the contributions of Cate Brown, our vice president of operations, who

has been my right hand for 18 years in keeping the day-to-day functions of

our office and all three of our publications running smoothly.

Thank you again to our advertisers for putting your trust in us to be your

marketing partner, and to our readers for your continued loyalty and feedback.

On behalf of everyone at TMB, I want to extend our sincere wishes to you for

a healthy and prosperous 2013. n

Relationships are the heart of life

A time to reflect

BY MARY JO MARTIN

Editorial director

Each year as it draws closer to the North Amer-

ican Meeting for Affiliated Distributors’

Plumbing, PVF and HVAC Divisions, I get excited

to hear what CEO Bill Weisberg is going to say in

his keynote address. Weisberg is one of the most

compelling speakers out there — primarily because

he speaks from his heart.

This year was no exception, as Weisberg tackled

the subject of relationships, how they are so inter-

twined between our personal and professional lives,

(Turn forward to The secret... page 104.)
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Details make 
the difference. 

Visit aymcdonald.com to learn more about our quality product lines, dependable customer service, 
and more than 155 years of industry-leading expertise. 

More than a brand. We’re a family. 
aymcdonald.com         1-800-292-2737         sales@aymcdonald.com

Our high-quality DuraMac sump pump is ideal for protecting 

residential and commercial properties from ground water. 

Quality built with attention to detail, A.Y. McDonald sump pumps 

feature double-lip O-ring seals to prevent leaking, upper and 

lower ball bearings, and a split capacitor motor for low-amp 

draw, which saves energy.

Choose A.Y. McDonald for:

specialists 

installer
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