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Ferguson fiscal
year results:
9% growth
newpoRT news, Va. — Ferguson’s
parent company, wolseley plc, an-
nounced its financial results for the
2011 fiscal year.

despite sluggish market conditions,
Ferguson ended the year with rev-
enues of $8.8 billion, a 9%  increase
in like-for-like sales over last year.
This marks 16 consecutive months of
positive like-for-like sales, which
measures growth through Ferguson’s
existing stores or branches that have
been open for at least one year.

(Turn to Solid growth... page 57.)

Johnstone Supply Inc.
hosts conference with
key vendor partners
poRTland, oRe. — The 2011 John-
stone supplier partner Conference
communicated the cooperative’s cur-
rent and future plans for growth and
profitability, worked to strengthen re-
lationships and to provide direct ac-
cess to top company executives and
collected attendees’ input and ideas to
enhance the cooperative’s vendor re-
lationships and overall performance. 

(Turn to Vendor... page 57.)

Smith-Cooper and Bell Pipe & Supply strengthened their partnership working together to supply Dunn-
Edwards’ new 336,000-square-foot, $45-million LEED certified paint manufacturing facility in Phoenix.
Pictured are (from left) John Boyce, Smith-Cooper; Franklin Bell, Bell Pipe; Bob Cooper, Smith-Cooper; Clay
Fenstermaker from Dunn-Edwards; and Fred O’Connell of Bell Pipe.  See feature on page 48.

To implement advanced technologies

Rheem opens new R&D lab
IndIanapolIs —In september, Rheem
opened a new research and development
facility focused on developing integrated

solutions for the company’s heating, cool-
ing, water heating and pool/spa heating
product lines. located just north of Indi-

anapolis, the lab is the
newest addition to
Rheem’s advanced Tech-

nology integration (aTI) organization.
The aTI organization was created in 

october 2010 with a mission to facilitate and
lead the development and implementation of
advanced technologies and systems solu-
tions across the company’s product divi-
sions. More specifically, the team is
developing new, hybrid solutions that further
integrate HVaC and water heating that can
help homes and businesses reduce energy
consumption while increasing comfort.

(Turn to R&D lab... page 57.)

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

Find us on Facebook & Twitter
twitter.com/wholesalermag
facebook.com/WholesalerMag
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Global sourcing.  National compliance.  Local service.
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Blackman hosts trade show
BayPorT, N.y. — Blackman Plumb-
ing Supply, a leading distributor of
plumbing, heating and cooling sup-
plies since 1921, reported that the
company’s 2011 trade show was an
overwhelming success. Held at
Blackman’s corporate headquarters
in Bayport, N.y., on September 14,

the event promised terrific bargains
on some of the industry’s most desir-
able products, plus plenty of fun and
food for all, and it didn’t disappoint.
Nearly 2,000 attendees took full ad-
vantage of special show pricing on
plumbing, heating and HvaC sup-
plies on display in 117 booths from
more than 60 vendors. 

“We’re proud to celebrate our 90th
anniversary with our customers, ven-
dors and employees,” said robert
Mannheimer, Blackman Ceo and
president. “everyone shared an
evening of fun, food and friends. of

course, we were even more pleased
to pass on excellent savings from the
industry’s leading manufacturers.”

Blackman’s sprawling corporate
headquarters were transformed into
quite a spectacle with several massive
tents; the vendor display tent alone
was over 15,000 square feet. Some
lucky attendees walked off with an
exciting array of door prizes, includ-
ing flat screen Tvs, iPads, cam-
corders, cameras, blu-rays, coffee
makers, iPods, all-in-one-printers,
tools, T-shirts, sweatshirts and more.
games included golf, basketball,
roulette and even a dunk tank. atten-
dees were also able to visit numerous
venues outside the vendor tent, in-
cluding manufacturers’ mobile mar-
keting vehicles and displays.
Customers could take tours that show-
cased Blackman Plumbing Supply's
200,000-square-foot state-of-the-art
distribution center that includes rF
(radio frequency) technology. 

Visit www.blackman.com.

CraNSToN, r.i. —Taco marked an
important milestone in the construc-
tion of its new innovation & devel-
opment Center, the centerpiece of its
$18-million expansion project, with
beam raising and topping off cere-
monies last week. 

Company president & Ceo John
Hazen White Jr. was joined by family
members, Taco employees and the
crew of ajax Construction of Har-
risville, r.i., as the center’s structural
steel frame was completed and the
final “topping off” beam, which was
signed by all of Taco’s employees,
was laid in place.

The Taco innovation & develop-
ment Center will consist of a 24,037-
square-foot addition to the current
building. it will be a state-of-the-art
learning and training environment,
complete with new classroom
spaces, conference rooms, a business
center and functional labs for testing
and teaching.

Taco’s existing building will un-
dergo extensive renovation to advance
the comfort, functionality and produc-
tivity of its reception area, employee
cafeteria and office areas. all renova-
tions will include new energy efficient
lighting, natural light and the very best
in indoor comfort. The Center will uti-
lize, display and provide a hands-on
learning environment for the best
equipment and systems that today’s
HvaC industry offers for comfort, ef-
ficiency and sustainability. The HvaC
products and systems will be visible
throughout the entire facility, forming
“living laboratories” that allow for
close-up viewing, hands-on learning
and teaching.

The leed project, slated for com-
pletion during the fall of 2012, will
provide the space Taco needs to grow
and remain competitive while remain-
ing in rhode island, where the com-
pany has been operating since 1942.

Visit www.taco-hvac.com.

Taco tops off new Innovation
& Development Center

ClevelaNd — Merit Brass opened
their third distribution
center, this one in Birm-
ingham, ala, on octo-
ber 3. The 33,000-square-foot
facility is located at 280d oxmoor
Court. inside sales representative
luke Webb, who joined Merit in au-

gust, will be based at this center. 
Merit’s other distribu-

tion centers are in
Sparks, Nev., and dal-

las, with headquarters in Cleveland. 

Visit www.meritbrass.com and

www.MBWebXpress.com.

Merit Brass opens distribution center

Hackman cuts up at EPSCO
Eastern Pennsylvania Supply Company’s Scranton branch, along with LENOX

TOOLS, held a Team HACKMAN event in September. More than 170 of their 

customers took a guess on the time to cut this vehicle in half. Matt Ingold, senior

territory manager for LENOX, is shown doing the honors. The time of 3 minutes

and 5 seconds was guessed exactly by EPSCO account Joe Healey.

Woodridge, ill. —gerber Plumbing
Fixtures llC’s new blog, “Profes-
sional Performance,” is dedicated to
providing useful information perti-
nent to the plumbing community, in-
cluding water tips, product news and
successful ways to grow your busi-
ness. The blog is also listed on the
Trades Hub website, which is spon-
sored by Mike rowe, host of Dirty

Jobs, under “Mike’s Friends.”
gerber will feature guest posts

from plumbers and will frequently

post live from various conventions
and tradeshows the company attends. 

Visit www.professionalperformance

.com. 

Gerber launches blog 
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20 questions minus 6 to help you
thrive until everyone else thrives
B

y the time many of you read

this, you will be entering or

have entered into the slow

season where the weather causes out-

door work to stop and the upcoming

holidays have most people thinking

about turkeys (not the deadbeat cus-

tomer kind) and shopping (unfortu-

nately, not for pipe and fittings.)

In the “good old days” when busi-

ness was booming, it was a time to

rest, relax and recover so you could

be prepared for the next year’s on-

slaught. Long, expensive vacations

were taken. With the glut of business,

very few wholesalers felt the need to

review or adjust their strategy or tac-

tics. To paraphrase the guy on Prairie

Home Companion, “All wholesalers

were above average” — or at least

they thought they were. So there was

no need to change. 

The downturn has had a sobering

effect on every segment of our indus-

try. Many companies have discovered

that they are, in fact, below average.

Most companies cut spending, heads

and frills attempting to right-size their

business. Some did too little and were

able to “triumphantly” lose less

money than they were going to. The

executives from these companies

often lament that they waited too long,

cut too little and then were forced to

make more cuts. The end-result was

right but the pain was doubled. I

equate this red-ink “triumph” to the

concept of “sucking less” that I have

discussed in previous columns. “We

lost less money than we budgeted”

may be the best possible performance

— but it is not the rallying phrase for

a company’s motivational poster. 

Some wholesalers did enough cut-

ting and were able to come through the

worst, in the black. My hat is off to

those companies. As I have talked to

executives, it has been a tough, painful

couple of years that no one wants to re-

peat. I find it interesting that, in all my

discussions with companies in the in-

dustry, not one company has claimed

that they cut too much. 

It will get worse and stay crappy longer

I am certainly not an economist

and have no crystal ball but, as I write

this, I think the odds are that it will

get worse and stay crappy longer. (I

think “crappy” was a forecasting term

coined by one of the famous econo-

mists who continue to prove that they

too are without a clue due to the gov-

ernment wildcard.) 

I know discussing politics will of-

fend some but I can assure you that

my concerns are with both parties.

From where I sit, we have a president

who will sacrifice the business com-

munity to get reelected and a con-

gress that will sacrifice the country to

get reelected. All the while, both

sides scream polarizing sound-bites

so they can appear to have principles

that justify their uncompromising

self-interest. Sorry for the rant. I am

very concerned that, going forward,

our dysfunctional government is

going to have a more profound nega-

tive impact on the future of our econ-

omy and industry than the sub-primes

did. I hope I am wrong.

In this economy, all of us surely

need to relax and recover. However,

instead of relaxing, I suggest that this

season should instead be a time for

reflecting, rethinking and redirecting

your operation so you are prepared

for the upcoming difficult years. So

the prescription this month is to ask

yourself some questions, answer

them thoughtfully and act upon your

conclusions. 

Is there a plan for using this slow

time wisely? The holidays and cold

weather make it easy to squander this

time without a plan and some objec-

tives. If management doesn’t plan

and lead this effort enthusiastically,

you will miss this opportunity. You

won’t lose much ground if your com-

petition is also lazy since nobody will

gain any competitive advantage. If

you take a nap and your competition

is hungry, you may lose ground com-

ing into next year. 

Are you configured to make

money? I suggest that if you are not

making money, there is no better time

than immediately to change that. I am

not sure, but I have always assumed

that the red ink associated with losing

money represented that the company

was bleeding — or  even worse, 

hemorrhaging. If you are losing now,

you can only assume that you will

lose even more if the economy gets

worse.

Are you right-sized now? Plan-

ning for flat or down in 2012 might

be prudent.

How will your market be different

next year and the following year? In-

stead of waiting for the stuff to hit the

fan, why not prepare now for the out-

look that seems most probable?

Do you have the right team going

forward? A great team is a mix of

experience, energy, positive attitude

and intellect with everyone pulling

their weight. This is always a tough

question to answer honestly but you

must. If you don’t have the best and

brightest, you have work to do.

Do you have the right person

managing your pricing? Maybe

more to the point, do you have any-

one managing your pricing? I am not

talking about inputting cost changes

from your vendors. I am talking

about thoughtfully-managed, market-

based, customer-specific pricing that

gives your sales team profitable,

credible pricing for every product

you sell. If not, you have work to do.

Do you have the right person

managing your A/R? For years an

A/R clerk could make the monthly

dunning calls and reminders to keep

the cash flowing. Going forward,

your A/R person will be part lawyer,

part consultant, part nagging mother

and part Atilla the Hun. If your cur-

rent person doesn’t have the ability to

fill that role, you have work to do. 

Do you have the right person

managing your inventory? If your

inventory guy says he doesn’t use the

computer system’s replenishment

tools because they’re flawed, the

odds are that he doesn’t understand it

or hasn’t configured it correctly. You

need a good inventory person who

understands the theory, knows how to

use the tools in your computer and

has good judgment. Remember, this

is your biggest asset and if it isn’t

being managed by one of your

smartest people, you have work to do.

(Turn to Downturn... page 80.)

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

• Downturn administered
a big dose of reality

• Slow economy is time
for more hard work

• Ask hard questions
• Location, location,

bad location?

SMART MANAGEMENT

BY RICH SCHMITT

Management specialist

...Going forward, your A/R person will be part lawyer, part
consultant, part nagging mother and part Atilla the Hun.

...You are or will be getting disqualified from business when
your site and webstore don’t compare well to your competition.

...Ideally, each team member has measures for the
small part of the business that they control.
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Modular, precision brass bar & geothermal manifolds shipped in 24 hours.

51245 Filomena Drive
Shelby Township, MI 48315

Tel:1-866-752-2055 
Fax:1-866-752-2054

© Copyright Legend Valve & Fitting, Inc., 2011

The industry's largest selection of manifolds with
interchangeable  accessories.

www.legendhydronics.com

M-8000 Modular™
System −1 & 1¼"

M-8200 Precision™
Brass Bar −1 & 1¼"

M-8220 High Capacity
Commercial Brass Bar −1½ & 2"

M-8400 GeoGreen™
Geothermal −2½ to 4"

Legend Hydronics is a division of Legend Valve & Fitting, Inc.

SHIPPINGSHIPPING

See contact information on page 86
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Cowan Supply holds
grand opening celebrations 
aTLaNTa — Cowan Supply has opened a new lo-

cation and luxury plumbing showroom, at 3032

Bankers industrial Drive, Suite a, atlanta, Ga. a

designer and consumer grand opening event was

held on September 28 and a contractors and

plumbers counter day celebration on September

29. everyone had an opportunity to win great

prize giveaways, review new products and tech-

nology, and network with representatives from

vendors such as Kohler, iNaX, mTi, Jetta, elec-

tric mirror, Hansgrohe, Watermark, Delta and

many others. 

Cowan Supply is very excited to offer their

customers this new location that features a 4,000-

square-foot showroom that includes the latest in

plumbing products, which can be experienced

firsthand by homeowners and trade profession-

als. The facilities are equipped with areas for de-

signers, home builders and remodelers to meet

with their clients, as well as areas for industry

training and events. 

Counter sales are open monday through friday

from 7:00 a.m. to 4:30 p.m.; the showroom hours

are 9:00 a.m. to 4:30 p.m. and are available for

appointments or walk-in clients. 

Phone 404/351-6351 or visit www.cowan-

supply.com.
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Shown at Cowan Supply’s designer event grand

opening (from left): Fred McCurdy, showroom

manager; Lenia Pilkonis, showroom sales; and

Mike MacFarlane, PC manager.

NeWPorT NeWS, va. — ferguson enterprises

inc. has purchased substantially all of the assets

of SG Supply Co. inc. in a

transaction closed effective

September 26. The company

will now operate as SG Supply Co., a ferguson

enterprise. 

SG Supply was founded in 1959 and is a sup-

plier of plumbing products, water heaters, hy-

dronic heating, and pipe, valves and fittings for

plumbing and mechanical contractors. They have

one of the largest single-site soil pipe inventories

in the midwest. SG Supply will continue to op-

erate from their current location in Calumet Park,

ill., and will be led by ferguson’s Chicago area

general manager, Steve Speers. Craig Weiss, SG

Supply’s former president, will remain to transi-

tion the business.

“from the beginning, we were impressed with

SG Supply’s personnel and operations,” said fer-

guson Ceo frank roach. “Their location and

product offering allows us to

expand our presence in the

northeast illinois and north-

west indiana markets and better serve commer-

cial customers in those areas.” 

Weiss added, “SG Supply was founded by my

father and is a family business. Therefore, find-

ing a company with similar values is important

to me. although ferguson is a large company,

they maintain a family atmosphere. We think this

is a great partnership that will benefit both our

associates and customers.”

This is the third acquisition for ferguson in

2011. They announced the purchase of Summit

Pipe and Supply in January and Louisiana Chem-

ical Pipe, valve & fitting inc. in august.

Visit www.ferguson.com. 

Ferguson closes another acquisition

Livermore, CaLif. — epicor Software Corpora-

tion made this year’s InformationWeek 500 for its

innovations in business technology. This marks

the company’s second

appearance on the In-

formationWeek 500, having made the 2010 list as

activant Solutions inc., prior to the acquisition of

both companies by apax Partners in may 2011.

epicor® was recognized for “Project Cappella,”

a large-scale upgrade project to migrate epicor’s

main enterprise website infrastructures onto mi-

crosoft® office SharePoint® Server 2010. The pri-

mary focus was to achieve better content

management, increase collaboration, both inter-

nally and externally, and improve workflow

processes by bringing its extranet, intranet and in-

ternet sites onto one common platform. The single

platform integration available in SharePoint 2010

has made a positive impact on epicor, helping to

drive a greater level of information exchange

among its employees, customers and partners.

SharePoint’s new Web publishing capabili-

ties and Business intelligence (Bi) tools allow

epicor to leverage an extensive array of tools

and applications from one common platform,

thereby supporting seamless activity internally

and externally. 

Visit www.epicor.com. 

Epicor named to 2011 InformationWeek 500 List
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Hydro-Core manifold systems now
includes boiler installation kits

WorCEsTEr, Mass. — Hydro-Core,
an advanced line of
hydronic manifold
systems, now includes
boiler installation kits
for more than 100 differ-
ent models of the most pop-
ular boilers used today.
Choose from completely
fabricated supply/re-
turn lines or
prepackaged com-
ponent kits and
shave hours off any
boiler installation with
expert-looking results. 

designed specifi-
cally for hydraulic sepa-
ration, pump isolation, and
purging the near boiler piping or
secondary circuit loops. Guaranteed
to save time, space and leak paths
— “Hydro-Core is the Core of any

Professional Hydronic Installation.”
Founded in 1954,

Webstone is recognized
as an industry leader for
innovative design of
residential and commer-

cial valves used in plumbing, hy-
dronic, radiant, solar

and geothermal appli-
cations. These de-
signs focus on time-
and space-saving
concepts that sim-
plify future mainte-
nance and upkeep
of all piping sys-

tems. some of Web-
stone’s trademarked and patented
items include The Isolator, Isolator
EXP and Pro-Pal stepsaving valves.

Learn more at www.web-

stonevalves.com/hydrocore.

PrINCEToN, N.J. — The Board of di-
rectors of Tyco International Ltd. ap-
proved a plan to separate the
company into three independent,
publicly traded companies.

The three companies created
through the separation will consist of:

• The adT North america residen-
tial security business

• Flow control products and serv-
ices

• Commercial fire and security
business.

“all three companies will have in-
dustry-leading positions in large and
fragmented industries and enhanced
capabilities to serve their distinct cus-
tomers,” said Tyco chairman and
CEo Ed Breen. “Importantly, the
new standalone companies will have
greater flexibility to pursue their own
focused strategies for growth — both
organic and through acquisitions —
than they would under Tyco’s current
corporate structure. This will allow
all three companies to create signifi-
cant value for shareholders.”

The company intends to accom-
plish the separation by issuing tax-
free stock dividends of the adT and
flow control businesses to Tyco
shareholders, after which Tyco
shareholders will own 100% of the
equity in each of the three publicly
traded companies. Tyco expects to

Tyco International to separate
into 3 independent companies

complete the transaction in approxi-
mately 12 months, subject to certain
conditions including the approval of
Tyco shareholders.

Upon completion of the transac-
tion, it is contemplated that Breen
will become non-executive chairman

of the
commer-
cial fire
and secu-
rity com-

pany, a director of the flow control
company, and a consultant to the
adT North america residential com-
pany. In addition, current Tyco direc-
tors are expected to serve on the
boards of each of the three compa-
nies, including the roles of non-exec-
utive chairman of the flow control
company and the adT North amer-
ica residential company.

“We will have strong leadership
teams at the board and management
levels of all three companies, enabling
each business to take full advantage of
the attractive growth opportunities that
lie ahead,” said Breen.

as a standalone company, the ex-
isting flow control segment will be a
leading global manufacturer of flow
control products. The company de-
signs, sells and services highly engi-
neered valves and controls for the
energy markets, general process in-

dustries, mining and water markets.
The company’s activities also include
the design, installation and service of
heat management systems for the en-
ergy and general process industries,
as well as water transmission
pipelines and other water/wastewater
products. The business will have an-

nualized revenue of approximately
$4 billion and approximately 15,000
employees. Patrick decker, the cur-
rent president of Tyco’s flow control
segment, will become the new com-
pany’s chief executive officer.

“Importantly, the new
standalone companies will have
greater flexibility to pursue their

own focused strategies for
growth...This will allow all three
companies to create significant

value for shareholders.”

Whitlam Manufacturing
honors Plimpton & Hills
WadsWorTH, oHIo — J.C. Whitlam
Manufacturing Company recently
presented Plimpton & Hills Corpora-
tion with a Milestone achievement
award for distributing Whitlam prod-
ucts for over 100 years.

Mark Whitlam presented the
award, along with a copy of a testi-
monial from The Plimpton & Hills
Corporation dated May 25, 1910.

Plimpton & Hills Corporation, in-

corporated on February 28, 1902,
was founded by raymond Hills in
Hartford, Conn. The company
began as a plumbing, gas, water and
steam pipe and fitting supplier to the
trade and is still family owned and
operated by CEo Calvin Hills and

president Tripp Hills, (grandson and
great-grandson of the founder). The
company has warehouses in 13 lo-
cations throughout Connecticut,
Massachusetts and Westchester
County, N.Y.

J.C. Whitlam Manufacturing was
established in 1900, when J.C. Whit-
lam II developed the first lead free
pipe joint compound ever packaged
for the plumbing and heating indus-

try. The family owned business is run
by its third and fourth generations.
Whitlam now manufactures and dis-
tributes more than 350 specialty
chemical and quality hand tools
through their Whitlam Chemical and
Plumb-Pro Tool lines.

Left to right: Kenny Wilensky, president of Futura Sales (representing J.C. Whit-

lam Manufacturing Co.); Mark Whitlam, senior vice president and fourth gener-

ation of J.C. Whitlam; Calvin Hills and Tripp Hills of Plimpton & Hills. 
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AWWA C504 BUTTERFLY VALVES – 3" to 72", Class 150B and 250B, 
NSF-61 certified, epoxy coated ANSI 125 flanged and MJ for “outside the
fence” installations with manual or automatic actuation and all accessories

AWWA C517 ECCENTRIC PLUG VALVES – 3" to 24" round port, 24" to 48"
standard and 100% rectangular port area, epoxy coated ANSI Class 125
flanged and MJ for “outside the fence” installations with manual or 
automatic actuation and all accessories

AWWA C512 AIR VALVES FOR WATER AND SEWAGE – Air release, air and
vacuum and combination types, 1/2" to 4" NPT, 2" to 16" ANSI Class 125 or 250
flanged, all 316 stainless steel trim, many variations, options and accessories

AWWA C508 SWING CHECK VALVES – Lever and spring or lever and weight,
3" to 30" Class 125 and 250 flanged, single- and double-increasing types,
many variations and accessories available

RUBBER FLAPPER SWING CHECK VALVES – 250 PSI rated ductile iron body,
2" to 24" Class 125 flanged, meets AWWA C508, all options and accessories
available

SILENT CHECK VALVES – 1-1/2" to 8" wafer, 2" to 16" Class 125 or 250
flanged globe, standard replaceable rubber seat. Also available as flanged
foot valves from 2-1/2" to 16".

WHOLESALERS: Buy Direct From The Factory
GA Industries designs, manufactures, stocks and sells a wide variety of valves direct to waterworks, 
industrial and plumbing wholesalers. Our knowledgeable “Distributor Products” customer service staff
is ready to take your order and our substantial inventory will ensure your valves arrive on time.

GOLDEN-ANDERSON VALVES 
By GA Industries, LLC
9025 Marshall Road · Cranberry Township, PA 16066 USA
Phone: 724-776-1020 · Fax: 724-776-1254 · Email: ga@gaindustries.com · www.gaindustries.com 

A REXNORD Water Management Company
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Trade Service celebrates 80th anniversary
SAn DIEGO – What began in 1931 as
a simple printed pricing directory to
provide a common data platform on
which trading partners could access
product information and conduct
business, has grown into a compre-
hensive, multi-faceted, information
resource serving over 20,000 users
across north America. Trade Service,
a household name to many industry
professionals, companies, business
software firms and associations
across the construction trades, is cel-
ebrating its 80th year in business.

Over the years, Trade Service has

helped further a wide range of indus-
try initiatives, including the establish-
ment and adoption of the UPC coding
system used in bar-coding and elec-
tronic commerce applications, the ex-
tensive attribution of manufacturer
product content to facilitate Internet
storefront navigation, and develop-
ment and wide-spread adoption of in-
dustry-standard data formats required
by business system providers to more
effectively serve their client base. 

“We are proud to have collaborated
with industry leaders to contribute to
the growth and success of the indus-
tries we serve,” said Tony Dubreville,
president and CEO. “Given our focus
on business content, we’ve developed
a wealth of experience and a specific
expertise over 80 years that has made
us the provider of choice for distribu-
tors and contractors; and it’s made us
the ‘go-to’ conduit for manufacturers
who want to expand brand awareness
across the supply chain and deliver

data to their customers in a business
system-ready format.”

Trade Service’s most recent content
solutions include Supplier Xchange
and Submittal Manager. Supplier
Xchange is a no-charge, online system
allowing distributors to respond, in
real time, to quote requests they re-
ceive from their preferred contractors
who need customer-specific pricing
for their project bids. Within seconds
of initiating the request, the special
pricing is received back into the con-
tractor’s estimating program. Cur-
rently, over $400 million in quote
requests pass through the network to
over 2,000 distributor branch locations
each month. Submittal Manager
makes use of Trade Service’s exten-
sive manufacturer PDF database,
which allows electrical distributors
and contractors to build customized,
professional-looking job submittals,
start-to-finish, ready to send to the
project owner, general contractor, ar-

chitect, or engineer for sign-off. 
Trade Service’s original idea to de-

velop a common information platform
to facilitate trading partner communi-
cations is still at the core of the com-
pany’s vision. “And with products like
Supplier Xchange and Submittal Man-

ager,” said Tod Moore, senior vice
president of sales and marketing, “this
vision will continue to expand into the
creation of innovative and forward-
thinking productivity tools that re-
move labor and cost from the
distribution channel.”

Trade Service Company is a leading
provider of product and price informa-
tion to the electrical, plumbing, PVF,
HVACR, industrial MRO, and office
products industries.  The range of so-
lutions provided includes printed di-
rectories, electronic catalogs, pricing
data for business system updating, and
robust attributed content to fuel full-
functioning Internet storefronts.

See contact information on page 86

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

“Given our focus on business
content, we’ve developed a
wealth of experience and a
specific expertise over 80
years that has made us the

provider of choice for
distributors and contractors...”
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Expanded thoughts on David
Kohler’s SWA keynote address

I
n her “Viewpoint” column in the

September 2011 issue of The

Wholesaler, the ever insightful

Mary Jo Martin, editorial director,

shared some excerpts from Kohler Co.

president and COO David Kohler’s

passionate, heart-centered, well-re-

searched, and very impressive keynote

presentation at the SWA Annual Con-

vention, held in Hilton Head, S.C. If

you cannot find your issue, you can go

to www.thewholesaler.com and click

on the digital edition to read the article

in its entirety.

I want to embellish upon some pro-

found insights from David Kohler, as

reported by Mary Jo Martin, for

today’s plumbing wholesaler show-

rooms. Many of these insights I have

shared in my past magazine columns

during the past three years. As an in-

dependent educator, speaker, author,

columnist, writer, and consultant, there

were some things that David Kohler

said in regards to Kohler’s distribution

and philosophical policies that I and

others may not totally agree with.

Mary Jo said in her “Viewpoint” ar-

ticle that David Kohler said some re-

ally “profound” things. I feel strongly

compelled to expound upon for the fu-

ture success of you and your show-

rooms. David’s remarks are indicated

as bullet points:

• “You can succeed in this environ-

ment. In many ways, it’s better than

what we’ve seen in other recessions.

Consumer mindset is shifting, creating

opportunity and change. Every segment

of the market cares about value.”

SCHOR: I am hoping that you read

my monthly showroom article in the

October 2011 issue of The Wholesaler

that was “Selling Luxury Goods in a

Tough Economy.” If you missed it, go

to www.thewholesaler.com or hunt for

your company’s copies. This subject

has been addressed recently by the

ageless and wonderful Hank Darling-

ton; Ken Rohl, Rohl LLC and Hall of

Famer; and in articles in the Decora-

tive Plumbing Hardware Association

(DPHA) magazine. You will find the

answers in this article about selling

luxury and most of all, focusing on

creating “value.”

• “Let’s focus on what we can con-

trol and what is possible. We can over-

come adversity and find ways to

succeed in any environment.”

SCHOR: Those who have fol-

lowed my articles on “positive atti-

tudes, sales, and life skills” know what

that David hit the nail on the head! You

can go on www.thewholesaler.com

and click on archives and read the fol-

lowing articles:  June 2011, “Meeting

The Challenge of Today’s Economy”;

January 2011, “The 2010 Economic

forecast – partly sunny and cautiously

optimistic” ; October 2009, “Your at-

titude and strong action plan will help

you navigate through these challeng-

ing economic times”; and you can go

back to the archives to 2006 and find

articles that will support what David

said.  Remember this, as it has been

said in many ways, “Obstacles are

some that appear when you take your

eyes off your focus (goals).” There is

not much that we can do to control

things that happen outside of our-

selves, but you can control and stay fo-

(Turn to Schor, page 18.)

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

BY PETER SCHOR

Showroom specialist

See contact information on page 86
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STAINLESS AND ALLOY WELD FITTINGS AND FLANGES

 

Piping Solutions That Fit.

®

®

® ® ® ®

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

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

(Continued from page 16.)

cused on what you do. Keep this say-

ing in mind, “It is what it is!”

• “The Internet is the single biggest

factor impacting business in my life-

time. I want to use our presence on the

Internet to drive more traffic to our dis-

tributors. That speaks to our distribu-

tors having both a strong physical

presence as well as an online one.”

SCHOR: Distributor showrooms

online presences are collectively sub-

standard to the retail/consumer world.

Having a more consumer friendly web

site does not advocate that you will sell

directly to the consumer. Wholesaler

showrooms must connect to their

channel distribution both upstream and

downstream. I talked about plumbing

wholesaler showrooms becoming

more “consumer friendly”  in the 80s

and about the resistance to this concept

back then; wholesalers today are col-

lectively dragging their feet on a more

effective web presence!

• “Our country is a great country

built on democratic principles. But I’m

very dissadisfied with our federal gov-

ernment right now. None of our lead-

ers want to make tough decisions

because they are all concerned about

re-election. We need to continue to ex-

press our views to those in Washington

so we can move this country – and our

businesses – forward. We need fiscal

policy, leadership and direction – and

those willing to make the tough deci-

sions – now more than ever.”

SCHOR: I believe that David

Kohler would make a great candidate

for President of the United States! His

insights and openness prove that he is

in touch with the industry and the ma-

jority of people in the USA. God

knows, we need more effective leader-

ship to come forth! Furthermore, I be-

lieve that having the ability to operate

a multi-billion-dollar business prof-

itably demonstrates great credentials for

leading a government.  

Some of the other important ex-

cerpts from David’s keynote address at

the SWA Convention were:

• “We aren’t forecasting a double

dip recession because we think the

base level of activity in the market

from a demand standpoint and stimu-

lus put into economy made it hard to

believe that we will go into a period of

negative growth. It is amazing when

you look at what drags the economy –

unemployment, inflation, no housing

growth, national debt. It’s a huge

strain when we have this unprece-

dented level of stimulus that is being

put into the economy.”

• “Climate change and sustainabil-

ity are factors in manufacturing today,

if for no reason than the impact on the

costs for natural resources. So from a

practical standpoint, we have to look

at how we can be more efficient and do

more with less.”

• “My father (Herbert Kohler) said

If it’s worth doing, it’s worth measur-

ing. What gets measured gets man-

aged. What gets managed gets

improved. We will still live by that phi-

losophy.”

SCHOR: There are many answers

on navigating the current economic

changes. Many answers are right in

front of us while others will have to be

sought out. As I said, a great tool is to

go back to past showroom articles in

The Wholesaler and extract out solu-

tions for your showroom! n

Quick News: Due to Chicago’s making ac-

commodations for the G-8 and NATO

Summits in May 2012, The Kitchen and

Bath Industry Show (K/BIS) has moved up

their annual trade show and conference to

April 24—26, 2012 at the McCormick

Place. Please mark your calendar.

ittsy.com/blackswan

See contact information on page 86

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

Peter Schor, president of Dynamic Re-

sults Inc., is a bath/plumbing industry

speaker, educator, author, columnist and

consultant in the many segments of our

industry. For the past 20 years, he con-

ducted seminars and speaks at numer-

ous conventions. Schor has great

expertise in the field of showrooms and

hotel bathrooms and has won many in-

dustry awards. He also consults manu-

facturers in taking their products to

market in the areas of sales, marketing

and public relations. Schor can be

reached at 1302 Longhorn Lane, Lin-

coln, CA 95648, phone 916/408-5346,

fax 916/408-5899, e-mail pschor@dy-

namicresultsinc.com or visit www.dy-

namicresultsonline.com.
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BY MORRIS R. BESCHLOSS

PVF and economic analyst emeritus
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T
he recent announcement of major

conglomerate Tyco International

Ltd.’s breakup put a further excla-

mation mark on the quickening pace of

corporations increasingly focusing on

their core businesses.

Although emanating from a medium-

sized fire protection specialist almost 50

years ago, Tyco evolved into a $120-bil-

lion entity, transcending a smorgasbord of

industrials and service providers, which

bore little relationship to each other.

The new structure, some of which is ex-

pected to be spun off to stockholders, will

consist of well-known alarm system ADT,

pipe-valve-fittings, (my main area of in-

dustry expertise) and commercial secu-

rity/fire systems.

This back-to-core approach has become

almost torrential in the past two years, re-

flecting the realization that this makes more

sense from the viewpoint of transparency,

management, and stock market focus.

Such majors as ITT Corporation (origi-

nally International Telephone & Tele-

graph), oil giant Conoco Phillips, and Kraft

Foods, among others, have already put this

divestment strategy into play. Their subse-

quent financial market success is proving

that identifiable parts are more valuable

than the indescribable sum of the whole.

Although General Electric still stands

as the prototype of the mega conglomer-

ate, even that behemoth could eventually

buckle under the pressure of stockholder

valuation demands. This is reflected by

GE’s depressed market value, primarily

echoing the comparative value of its huge

financial services division.

The original concept of conglomeration

was spawned by Hal Geneen, a cost ac-

countant-turned-CEO of ITT in the early

1960s. In his best-selling book, The Bottom

Line, he espoused the concept that ultimate

net profitability was the only measuring

stick that mattered. He further emphasized

that corporate super-size was the major

dominator, and belittled brand name pref-

erence, as well as once independent com-

panies’ sector leadership.

Although acquisitions of free-standing

manufacturers, primarily, became legion

in the last half-century, spurred by the

1980s leveraged buyout mania, they

reached their peak in the past decade. The

current return to basic values, such as

“specific business sector focus” decision-

making leadership, brand name reliability,

and “Buy America,” have accelerated the

ongoing divestiture trend.

China/India dominate
global energy demand

Although this may not come as a sur-

prise to most observers, the world’s two

most populous nations — China and

India — are rapidly climbing in the grow-

ing percentage of global energy demand.

This year, this Asian duo will consume

131 quadrillion British thermal units, ac-

counting for 25% of the world’s energy

consumption. That’s up from 13% in the

year 2007, when the U.S. seemed to far

exceed the combined Asian energy by a

substantial multiple.

As an indication of how the conse-

quential pendulum has swung heavily to-

ward the Southeast Asian quadrant, the

Paris-based Energy Information Admin-

istration forecasts that China and India

alone will account for a third of global en-

ergy use by 2035.

This is not only due to a combined

China/India population approaching 2.5

billion out of a world total of 7 billion,

but is symptomatic of a revolutionary

(Turn to Commercial... page 24.)

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

 PHCP and HVAC/R Distributor’s Top Choice for

High Performance Software

See a Demonstration Today 
Call 877-599-4334 or visit us online at ddisys.com

DDI System’s inform software is the complete 

end-to-end solution for PHCP and HVAC/R

distributors.  Get the service and attention you 

deserve with the performance you need.  Join 

the thousands of users succeeding with inform’s 

integrated e-commerce, accounting, inventory, 

CRM, opportunity forecasting and more.

See contact information on page 86

Tyco 3-way split indicates
quicker big biz breakups

• Big business returning
to sustainable models

• Asia to consume 25%
of world’s energy
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Commercial construction facing
fresh headwinds, uncertainty looms
switch in the growth of the middle class

in both of the world’s two leading popu-

lation groups.

China, especially, but India, signifi-

cantly, have switched from bicycles, rick-

shaws, and other earlier forms of

locomotion to combustion-engine pow-

ered vehicles. That stupendous expansion

seems only to be limited by the lack of

modern highways at this time.

The underlying transition from under-

developed emerging to first class world na-

tions is proceeding with such rapidity that

America’s survival as the globe’s No. 1 su-

perpower is threatened primarily by the

U.S.’s increasing economic inadequacy.

But also relevant is the human productivity

factor and technology that is being un-

leashed by China and India, as well as

South Korea, Taiwan, Vietnam, Indonesia,

the Philippines, and such non-Asiatic pow-

ers as Russia and Brazil.

With America destined for an unprece-

dented retrenchment after the November

general elections to bring its unsustain-

able debt and deficits in line, it’s almost

a sure bet that Asia is rapidly becoming

the future center of economic and dy-

namic growth power. This transition is

predestined, no matter how well the U.S.

can weather the next year and a half.

The critical question to be answered

by future historians may well be: “How

much of its late 20th Century domi-

nance was America able to hold on to

during the rest of the 21st?”

US capital spending reduction
threatens manufacturing comeback

The recent 13%, year-over-year capital

spending downdraft by American facto-

ries sends a warning signal that the sur-

prise manufacturing bedrock of

America’s faltering economy may be in

jeopardy.

While exports, technological upgrad-

ing on the shop floor and back office, as

well as a weak U.S. currency have re-

vived America’s indigenous fabrication

sector in the past 18 months, the slow-

down of in-place expansion, as well as

the voiding of additional external growth

has put a crimp on the domestic U.S. in-

dustry’s forward motion.

This sequence of events will further ex-

acerbate unemployment, as business

owners and general managers are experi-

encing increased payroll levies to com-

pensate both Federal and state payments

to the escalating unemployment reim-

bursement fund.

Further inhibiting both capital spend-

ing, as well as even maintaining the cur-

rent U.S. workforce core, the escalating

insurance premiums that all types of busi-

nesses are having to absorb in anticipa-

tion of Obamacare implementation, is al-

ready making itself felt currently.

This is proving especially onerous to

retirees whose co-pay on healthcare ben-

efits is multiplying at unanticipated rates.

With consumer demand stagnating, de-

spite current levels that have held up bet-

ter than previously expected, there is little

incentive for industry to marshal its re-

sources beyond levels that now exist. This

means “just in time inventory,” increased

productivity through contained labor

costs and reduced risk-taking consonant

with capital expenditures.

If this scenario plays out as expected,

the President’s “Jobs Act” will not only

be doomed to Congressional defeat, but

would prove disastrous if implemented.

As long as the overwhelming majority

of the business community perceives the

Administration and its agencies as hostile

to their successful business model, that

sector will continue to amass its bottom

line cash hoards, hoping that future gov-

ernmental initiatives will reverse the cur-

rent siege mentality.

Commercial sector
rebound hits an air pocket

The overall building industry’s com-

mercial sector (multi-story apartment

buildings, retail outlets, office space, in-

stitutional edifices, healthcare and retire-

ment sub-sectors) seems to have stalled

in the recent two-year recovery, which

bounced off the bottom in March 2009.

This concern was magnified by Mort

Zuckerman, high-profile chairman of

Boston Properties Inc., who evinced con-

cern of a drop back to the level from

which the current boomlet emanated after

the economic financial implosion in Sep-

tember 2008.

Although the commercial property

price index has regained most of its Au-

gust 2007 peak, rebounding from a low

of 62% up to 90% recently, the stalled

U.S. economic recovery is beginning to

again take its toll. This is best exemplified

by comparative project sales from a year

earlier, that had reached maximum mo-

mentum late this past spring. Since then

a combination of deal cancellations, as

well as complete lack of funding pack-

ages, have cast a pall on what looked like

a promising comeback in such metropol-

itan area as New York City, Washington,

D.C., and Chicago.

Much of the current stall is directly re-

lated to the dubious outlook of a U.S. econ-

omy caught in the web of a White

House/Congressional gridlock that indi-

cates little, if any progress, toward the res-

olution of unemployment or business

expansion. This negative trend will be

magnified by a reduction of discretionary

spending, in the face of stagnating wage

levels reflecting the availability of four to

five bids for every available job opening.

Also discouraging future commercial

expenditures are the inevitable cutback in

the headlong growth of government agen-

cies at the federal, state and local levels.

Ironically, this is expected to be more se-

vere if the Republicans seize the reins of

policy-making power at the November 6,

2012 general elections. If this happens,

the expectations dwell on a severe cut-

back in required office space, at all gov-

ernmental levels. Also worrisome is the

explosive growth of on-line expenditures

in place of hands-on shopping.

The one bright light of the commercial

upswing is the advent of apartment build-

ing, both metropolitan, as well and sub-

urban and rural, a transition that is fast

developing, while new residential con-

struction remains in the doldrums.

New recession wave greets
autumn’s seasonal arrival

The fresh air of fall’s seasonal begin-

ning is carrying the excess baggage of a

new scent of recession in the air.

Although not fulfilling the technical re-

quirements of an official recession (two

consecutive negative quarters of gross do-

mestic product), an avalanche of down-

beat statistics points to an economic

shrinkage that is primarily impacting the

developed nations of U.S., Europe and

Japan, but also to a lesser extent the

emerging nations of China, India, South

Korea, Taiwan, Brazil, Russia, etc.

The current hysterical reaction in the

world’s financial markets has been prima-

rily engendered by the Federal Open Mar-

ket Committee’s terse statement after a

Tuesday/ Wednesday periodic meeting, em-

phasizing that the global economy stands at

the edge of “significant risks in the future.”

This prior knowledge was the main reason

the Fed declared a two-year moratorium on

record low Fed funds rates at the last sched-

uled FOMC meeting, but this somber fore-

cast was withheld at the time.

Although the two-day meeting’s pri-

mary action was “Operation Twist,” re-

sulting in the forthcoming sell off of $400

billion of short-term Treasury debt paper

(up to three years’ maturity) and buying

equivalent long-term issues (six to 30

years) to flatten the yield curve, the fear

of a new worldwide recession has set off

alarm bells on all continents.

Although the early stages of the current

global economic breakdown were initially

fueled by the increasing turmoil of the Eu-

rozon’s potential disintegration, also con-

tributing was America’s inability to come

to grips with an actual double digit unem-

ployment rate, and a perceived hostility

and lack of governmental leadership im-

pacting the independent business sector

that controls two-thirds of the potential hir-

ing capability of a 153-million-strong

workforce.

With the White House’s “Jobs Act”

gaining practically no support from de-

cision makers, the confidence of the

American public has joined the record

plummeting of the financial markets

that yesterday closed below the abysmal

bottom, reached after a nasty swoon in

August. At present, there are no dis-

cernible factors that would call for

short-term optimism.

West Texas intermediate/
Brent Crude disparity

The margin between West Texas Inter-

mediate crude oil and the internation-

ally-priced Brent Crude used to be

relatively simple. West Texas Intermedi-

ate is the lighter, easiest to refine,

“sweet” crude primarily stocked at the

huge central reserve in Cushing, Okla.

Brent Crude traditionally refers to the

heavier type that reflects the oil ex-

tracted from Mideast OPEC sources, as

well as other global production wells

spread around the world.

With the bulk of the so-called West

Texas Intermediate stored in the U.S.

Southwest coming from Gulf of Mexico

deep sea wells, and more recently at the

apex of the Canadian/ American pipeline,

the latter tends to reflect refinery demand

for conversion to gasoline and other de-

rivatives used in the American markets.

What has become so confusing is that

the traditional surge of American demand,

combined with the easier-to-refine WTI

had it more expensive for years. The

cheaper Brent sour crude emanating from

worldwide sources was cheaper, and used

primarily in Europe and Southeast Asia.

However, the margin never amounted

to more than $2 a barrel, making the

world price of Brent Crude and WTI

practically the same until the last couple

of years. Now the margin between the

two types has widened to over $20 a bar-

rel. This makes Brent crude more expen-

sive for the following reasons:

• With U.S. driving sinking to multi-

year lows, the Cushing-based invento-

ries have never been higher, keeping the

price per barrel purchased by the re-

fineries substantially subdued, between

$80 to $90 a barrel.

• On the other hand, both production

shortages, and ongoing geopolitical prob-

lems, like the Libyan and Nigerian tur-

moil have developed into intermittent

spot shortages elevating the universal

Brent prices to well over $100 a barrel.

This is a major windfall for the refinery

sector, which can buy the raw crude

‘cheap’ from Cushing, then sell the re-

fined product closer to the world market

price, and keep the difference on their

balance sheet. This has kept gasoline

prices at the pump elevated. It also has re-

fining company stock prices flying high,

a reversal of the long-term period when

the price margins between Brent and West

Texas Intermediate were practically non-

existent.

That has also allowed refineries to main-

tain, upgrade and expand their facilities on-

site, without initiating additional

establishments, with costs in the billions

and time of construction close to a decade.

That’s why the once-eagerly-anticipated in-

crease in U.S.-based new oil refineries has

totally disappeared from the radar screen.

n

Morris R. Beschloss, a 55-year veteran of

the pipe, valve and fitting industry, is PVF

and economic analyst emeritus for The

WholesaleR.

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

(Continued from page 23.)

It’s almost a sure bet that Asia is rapidly becoming
the future center of economic and dynamic growth power.

This transition is predestined, no matter how well
the U.S. can weather the next year and a half.
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INDUSTRY NEWS
Valley Supply Company events

ElkinS, W.Va. — Valley Supply held

its bi-annual trade show in apprecia-

tion of its customers at Stonewall

lake Resort in Roanoke, W.Va. The

evening began with 20 vendors dis-

playing their products for more than

200 customers in attendance.

This was followed by cocktails,

dinner, dancing, awards and a multi-

tude of prizes for customers and ven-

dors. Top honors were awarded to

customers by Platinum, Silver and

Bronze sponsors. Many of Valley’s

top customers also received awards

for their loyalty and purchases of Val-

ley products. 

Valley held its annual Elmo D.

Sines Memorial Golf Outing at

Stonewall lake Resort in Roanoke,

W.Va. This was the company’s 17th

event in honor of a past employee.

The event began with registration

preceding the 4-person scramble for-

mat. There was a full course of golf

with 136 people in attendance. Bev-

erages and box lunches were pro-

vided with prizes for the “best,”

“worst,” along with “the most balls

lost” given out later in the evening.

Valley Supply extended a sincere

“thank you” to the Sponsoring Busi-

ness Partners:

See contact information on page 86 • Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

17th annual
golf outing

Bi-annual
trade show

Platinum Sponsors Silver Sponsors

• Empire • a. O. Smith • nordyne • Standex acme • navien

Bronze Sponsors

• Myers • Hart & Cooley • Baughman Tile

Valley Supply receives award

Elkin, W.Va. — On July 26, Valley

Supply Company received the Distrib-

utor award from Empire Comfort Sys-

tems. This award is given for increased

sales in a year. Valley increased their

sales by over 70% in the previous year.

Empire sells many quality gas

heater products, including fireplaces

and stoves, which can be viewed at

www.empirecomfort.com. 

Valley Supply employ-

ees, pictured from left to

right: Pat Lafayette,

chairman; Rogers Earl,

president/CEO; Paul

Gainer, director of in-

ventory control. Not

pictured is Larry Barr,

president of Larry Barr

& Associates, the re-

gional vendor represen-

tatives for Empire

Comfort Systems.
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www.airgenerate.com

For more information:

AirTap™ Hybrid 
is the next generation replacement 

model using advanced heat 
pump technology.

Available in 50 and 66 gallon models

High efficiency even at cold temperatures

Stainless steel construction

Top exhaust duct
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Modern Supply hosts Counter Day in Knoxville
KnOxViLLe, Tenn. — A cool breeze

blew across the dock as the smell of

burgers and hotdogs filled the air.

Mother nature delivered perfect

weather for Modern Supply’s Big Or-

ange Counter Day in late August —

an event for vendors, customers and

employees to mingle. Roughly 20

product lines were represented in-

cluding elkay, Armstrong Cabinets,

Liberty Pumps, American Standard,

American Water Heater, Oatey, Sioux

Chief and LG. 

Modern Supply was honored to

have Knox County Mayor Tim

Burchett, Congressman John Duncan

Jr., football legend Condredge Hol-

loway and area press stop by. 

Adding to the festivities, a drawing

for two University of Tennessee foot-

ball tickets was held. Lawrence Cher-

mely with Lawrence Plumbing was

the lucky winner. 

All in all, it was a successful day of

fun, food and fellowship. 

Family owned and operated since

1949, Modern Supply is committed

to a tradition of excellence and lead-

ership in the wholesale distribution

industry serving the professional

plumber, HVAC contractor, builder,

and electrician. Also, selling to the

public, Modern Supply’s experienced

consultants assist with premier

brands of high-tech plumbing & bath

furniture, cabinetry, appliances &

lighting showcased in designer gal-

leries in Knoxville, Chattanooga and

Johnson City, Tenn. Modern Supply

is headquartered in Knoxville with

seven area branches (two in

Knoxville, Chattanooga, Sevierville,

Crossville and  Johnson City, Tenn.,

and Bristol, Va.). 

Visit www.modernsupplyshow-

room.com.

See contact information on page 86

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

Good Times!

Dottie Ramsey, Pace Robinson &

Knox County Mayor Tim Burchett.

Customers, vendors & employees

enjoy burgers & hotdogs.

Congressman John Duncan

Jr. & Pace Robinson.

Modern Supply’s Dottie Ramsey pre-

senting UT football tickets to

Lawrence Chermely with Lawrence

Plumbing & Heating.

Modern Supply’s
Jack Brantley
& football legend
Condredge
Holloway.

Liberty Pumps

demonstrates their grinder pump.

Customers chat with over 19 vendors. Brandon O’Neal, Yancy Quiett  representing Elkay &

Symmons; Dick Summers representing Oatey.

Mark Sweat

representing

American

Water Heater.
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As a master distributor of industrial 

valves, flanges and fittings for over 

50 years, Service Metal has the 

comprehensive inventory necessary 

to fulfill your stock orders and 

everyday needs.

Service Metal Gives You:
�  Knowledgeable sales staff
�  Large inventory of

multiple product lines
�  Superior service
�  Competitive prices
�  Fast turn-around on orders
�  Any size order welcome

– no minimums
�  Machine shop capabilities
�  Mill test reports available

The Best Products, The Best Service...

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

Crane Bronze Valves • Smith® Forged Steel Valves • Fortune® Ball Valves
Center Line® Butterfly Valves & Check Valves • Flowseal® High Performance Butterfly Valves

Duo-Chek® Valves • Titan® Y-Strainers 

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

www.servicemetal.net

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

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

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

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

See contact information on page 86
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MINI-PRIME ELECTRONIC TRAP PRIMER SYSTEM
This electronic floor drain trap priming device is available 
in two models: The MP-500 provides the plumber with 
air-gap and a timer that may be installed up to six feet 
away. The MPB-500 provides the same equipment 
assembled in a NEMA #1 box ready to install.

The Mini-Prime assembly includes a subminiature 
solenoid valve, air gap and electronic timer.

The Mini-Prime Electronic Trap Primer is available in 
both 24Volt and 115 Volt models as well as a battery 
operated primer (not shown).

MP-500MPB-500
NEMA#1 Box

Precision Plumbing Products
“Specify with Confi dence - Install with Pride”®

MINI-PRIME ELECTRONIC TRAP PRIMERMINI-PRIME ELECTRONIC TRAP PRIMER

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

Precision Plumbing Products
Division of JL Industries, Inc.
6807 NE 79th Court, Suite E Portland, Oregon 97218 
T(503) 256-4010  -  F(503) 253-8165  -  www.pppinc.net

Rev 01/11
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In a tight economy —

Spend and grow
W

hen business is slow and

money is tight, the first

thing to go is often mar-

keting and advertising. But that’s

short-sighted thinking. In a study of

U.S. recessions, McGraw-Hill Re-

search analyzed 600 companies

from 1980–1985. The results

showed that business-to-business

firms that maintained or increased

their advertising expenditures during

the 1981–1982 recession averaged

significantly higher sales growth,

both during the recession and for the

following three years, than those that

eliminated or decreased advertising.

By 1985, sales of companies that

were aggressive recession advertis-

ers had risen 256% over those that

didn’t keep up their advertising.

A few suggestions, with a nod to

advertising and PR executive Ed.

Clark and The Clark Company

(www.clarkadspr.com/aboutus/de-

fault.html): 

• Increase your advertising

budget. When you increase your

spending, you increase your share of

voice. If your competitors cut back,

your message grows even stronger.

• Develop a strategic marketing

plan. Don’t waste money advertising

the wrong message in the wrong

place to the wrong audience. 

• More for less. Take advantage of

softer rates and special promotions. 

• Start sponsoring. This will give

your business valuable exposure to

targeted, core audiences. 

• Talk to your customers. You

know who your loyal customers are.

Keep in touch with them and let them

know what you have to offer. 

• Maintain continuity to sustain

awareness. Advertising works cumu-

latively, so you have to remind peo-

ple frequently about your brand, or

they’ll forget you. 

• Public relations. Be sure to

maintain a media presence with

smart, effective PR programs. 

• Don’t “skimp” on creative or

production costs. Your customers will

notice and worry about quality. This

is a time to stress quality and value.

Look at your options 

There are some great options out

there. Let me give you a few examples:

• Web to print. Businesses oper-

ating many outlets and branches

often find it challenging to execute

marketing and sales print materials

that are uniform in appearance

(maintaining brand integrity), can be

rapidly designed and are cost effi-

cient. Web to print is the ability to

have an Intranet or Internet web in-

terface that allows employees to

order anything from business cards

to direct mail to a company shirt. For

instance, a manager of the Chicago

office could order a direct mail cam-

paign from the web to print site

while, at the same time, the manager

of the Baltimore branch is ordering

logoed shirts for the warehouse

workers from the same site.

Individual managers control

costs. The system tells them exactly

what products and quantities are

available and at what price they are

being produced. The only way a job

moves forward is with a manager’s

sign off.

Using Web to print can save you

time and money. It centralizes all of

your marketing materials in one

place, you’ll have less inventory to

store, and print runs can be very

small, so there is much less waste.

• SEM (search engine market-

ing). Are you taking full advantage of

the Internet? Google Adwords is the

first step in any good marketing cam-

paign. Why? You get what you pay

for, and you’re not locked into a con-

tract. When a customer is looking for

a new wholesaler their first step is to

research it online; 85% do that re-

search on Google. Are you there? Do

you have a presence on page 1? With

SEM you only pay when viewers

click on your ad/link. And, most im-

portant, you can set up a daily spend,

so you’ll never go over budget, and

you can cancel at any time. If you are

not utilizing SEM, you should; it’s in-

expensive and easy to set up.

With the right advertising tactics,

a downturn can actually provide op-

portunities for online marketers.

Now, more than ever, customers are

relying on the Internet to help them

make the best purchase decisions

during tight times. Our work with

AdWords has consistently been one

of the most efficient, targeted ways

to reach customers where they’re re-

searching — online.

As Henry Ford so eloquently

stated, “A man who stops advertising

to save money, is like a man who

stops the clock to save time.”

In the coming months, we’ll ex-

plore other efficient marketing tools

that will help your company grow in

a soft market. n

John Galbreath is president of

Twin Advertising, 4 South Main St.,

Pittsford, NY 14534. He can be

reached at 585/248-5840, by e-mail

at john@twinadver tising.com or on

the web at www.twinadvertising.com.See contact information on page 86

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

BY JOHN GALBRAITH 

Special to The WholeSaler

• Advertisers enjoy much
greater sales numbers

• Keep your voice in
your commmunity

• Use web to print
everything from cards
to T-shirts

• Take full advantage
of the Internet

• Web advertising
effective in downturn

With the right advertising tactics, a downturn
can actually provide opportunities for online

marketers. Now, more than ever, customers are
relying on the Internet to help them make the
best purchase decisions during tight times.
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Tapping the wellness trend

New products and marketing strategies
answer growing consumer demands

T
he bathroom has become so

much more than a place of

practical necessity. Over the

years, the idea of luxury in the bath

has become accepted — if not ex-

pected — with garden tubs and dou-

ble vanities becoming the norm, as

well as an insatiable consumer de-

mand for upscale fixtures and fin-

ishes. Today, that concept is evolving

beyond mere luxury to encompass an

overall sense of wellness. 

As our lives become increasingly

hectic, people have come to realize

that making time for themselves and

taking care of their health should be

a daily priority. The bathroom is the

new epicenter of this movement, as

homeowners look to create a personal

oasis where they can relax, regroup

and rejuvenate in the privacy and

convenience of their own homes.

Our industry is meeting this rising

tide with an exciting array of new

product lines that cater to personal

health and wellbeing. Many are also

re-inventing their sales strategies to

create hands-on experiences that ed-

ucate and entice potential buyers. As

forward-thinking dealers, designers

and manufacturers have come to re-

alize, staying on top of the surging

wellness trend is not only beneficial

to the health of our customers but

also to the health and longevity of

our business.

Consumer motivation

Different people have different

motivations for investing in a home

spa. For some, indulgent therapies

allow them to shut out the demands

of the outside world. Others want to

express their own personal style

with a one-of-a-kind retreat. There

are practical reasons too, such as

convenience, privacy and the signif-

icant health risks associated with

unabated stress. Creating a well-

ness-themed bathroom is about

making small but important lifestyle

changes that can have a great impact

on one’s overall quality of life. 

Today’s consumers have indicated

that they are willing to invest in prod-

ucts that offer the benefits of enhanc-

ing their health and wellbeing. In this

post-recession era, people of all ages

are focused on stress relief more than

ever. As homeowners realize that re-

modeling is the best option for

achieving the home of their dreams,

they will invest in products that go

beyond offering aesthetic pleasure to

those providing longer-term benefits

and experiences.

“The concept of luxury nowadays

is about the quality of the time dedi-

cated to oneself in spaces of one’s

own where moments of indulgence to

relax, rebalance and recover energy

are possible,” observed Larry Allen,

managing director of Gessi USA.

“Personal needs, once considered

only as functional, increasingly con-

cern the emotional sphere.”

Rebecca Whiteleather, president of

B&C Custom Hardware in Califor-

nia, finds that many of her customers,

the majority being well-educated and

well-traveled, are exposed to well-

ness products while staying in fine

hotels and want to incorporate those

products into their own personal

space. Their expectations of a spa-

like home retreat are more sophisti-

cated than a simple upgraded

showerhead.

A hands-on approach to sales

Tony Vanario, president of Rich-

mond Tile & Bath, promotes wellness

to his clients by first educating his

sales staff on the benefits of a holistic

approach to health — the measurable

effects of meditation and massage —

and then lets them speak with the sin-

cerity of true believers. Of course,

nothing is as convincing as first-hand

experience. An authorized BainUltra

dealer, the company installed a pri-

vate Relaxation Room where cus-

tomers can actually enjoy a massage

bath in the freestanding Ayoura tub or

experience the pleasure of Vedana®,

which combines five relaxing thera-

pies in one water-free wall unit. 

“The Relaxation Room is a won-

derful sales tool that really drives

home the benefits to the customer,”

said Vanario. “The greatest skeptics

always come out wanting to own a

BainUltra product. Our goal is to

continue introducing innovative

products that require a one-on-one

showroom experience, thus putting

the customer in a position to make

better, more informed choices.” 

Rebecca is also a firm believer in

the power of such interactive displays

to sell customers on the wellness con-

cept. Her showroom is one of the first

in the country to offer BainUltra’s

new Insperience Bathroom™, with

intensive therapies that utilize air,

heat, water, light, sound and scent.

“Let’s face it. Some of these products

can be expensive and somewhat un-

familiar,” she said. “Letting cus-

tomers take a ‘test drive’ eliminates

any uncertainty.” 

On trend

Alice Liao, executive editor of

Kitchen & Bath Business, notes that,

while an interest in spa-like bath-

rooms has been going strong for a

number of years, the focus has shifted

from general aesthetics to an empha-

sis on specific products.

“Over the last two years, wellness

has become a major factor in the

bathroom, as evidenced by the pop-

ularity — emerging or continued —

of certain product and product fea-

tures,” she said. “The demand for

chromatherapy is thriving, and it

continues to be integrated into show-

ers, steam showers and tubs. If Eu-

rope is any indicator of trends to

come, it will not be going away any-

time soon.”

Other key trends incorporate tech-

nology into the bathroom. Alice likes

products that feature the ability to

play music, a phenomenon that in-

cludes showers, tubs and even toilets.

Next year, Villeroy & Boch will bring

to the U.S. market its +Sound mirror,

which is equipped with six speakers

and Bluetooth capability to allow

users to play their iPods without hav-

ing to plug them in. 

“Digital controls also play into the

interest in wellness in the bathroom,”

Alice said. “Different users require

different temperature settings and

bathing experiences, and a control

system that remembers personal pref-

erences can be enormously useful in

a home with more than one bather

and a shower that has more than one

showerhead.”

Dornbract makes innovative use of

technology with its Ambiance Tuning

Technique that literally “choreo-

graphs” the showering experience.

Electronic controls regulate the water

volume, temperature and stream se-

quence through a modular system of

sprayers, jets and outlets. Bathers can

create their own custom program or

choose pre-programmed sessions that

are designed to relax, energize or bal-

ance the body.

LEED-certified designer Pam

Durkin, a principle at New Line De-

sign and past president of the ASID

Florida South Chapter, is pleased to

see the wellness trend translating into

eco-friendly products that look good

and are good for the environment.

“Natural materials continue to be a

solid investment,” she said. “There

are some amazing products coming

out. I just completed an ASID show-

house using Ann Sacks tiles, a leather

herringbone on the walls, coupled

with a concave-shaped recycled glass

tile. Fabulous!”

Veronika Miller of Modenus.com

is seeing a distinct trend amongst

consumers toward an overall better

quality of life as it relates to health

and interior spaces, resulting in a con-

tinued desire to create a spa-like am-

biance at home. She has built an

impressive following on the social

media front reporting on design

trends from around the world. 

“We see the home-spa concept

being carried beyond the bath and

into the home with overall more re-

laxed, less formal designs that em-

brace or reflect the outdoors. And

even into the kitchen, where healthful

materials and appliances are becom-

ing more prevalent and can

strengthen the holistic aspect of de-

sign,” she noted.

Showers vs. tubs

There has been some discussion

about the peaceful co-existence of

showers and tubs. Some predict that,

(Turn to Consumers... page 34.)

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

BY LINDA JENNINGS

Kitchen & bath specialist

• What motivates
your customers?

• Wellness products
more popular

• Giving customers a
taste of luxury

• Keep up with trends 
• Tubs, showers can

coexist peacefully
• Appearance counts

Well-educated, well-traveled customers are exposed to
wellness products while staying in fine hotels and want to
incorporate those products into their own personal space.
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Consumers talk, K/B industry listens
as showers evolve to provide a

greater relaxation experience, they

may eventually replace bathtubs alto-

gether. The Wall Street Journal re-

cently reported on a trend among

high-end hoteliers to replace tradi-

tional tubs with elaborate showers

featuring oversized stalls, marble

walls, body sprayers and multiple

showerheads. Some even have chan-

deliers, hammocks for lounging, and

— for the high-rise penthouses —

floor-to-ceiling windows. The report

found that hotels with high volumes

of business travel tend to favor

shower-only layouts, while hotels

popular with families continue to in-

clude tub designs, as did resorts tar-

geting leisure travelers who enjoy the

luxury of a good soak.

Alan Anderson, a principle at lead-

ing Florida architecture firm CAᶾ, re-

ports that while his clients want the

luxury of spa-like showers, they

aren’t quite willing to let go of their

tubs. A popular compromise solution

during his bathroom renovation proj-

ects has been to remove the large tra-

ditional tub in the master suite and

replace it with a roomy shower, while

at the same time adding a soaker or

air jet tub to a secondary bathroom.

“People are downsizing these days,

and they want to make the best use of

their space,” he said. “Taking out the

tub frees up room to add a large walk-

in shower, double sinks, private toi-

let, maybe even a make-up or

dressing area. And they still have ac-

cess to a bathtub if they so choose. I

think it is safe to say that showers and

tubs can live harmoniously together,

each meeting a different range of

needs. What is certain is that both

will continue to evolve.” 

Manufacturers are responding to

the public’s clamor for sophisticated

shower systems. Methven introduced

a new concept in showering with its

revolutionary Maia system. Its water-

saving showerhead is imbedded with

a vitamin C cartridge to neutralize

harmful chlorine in the water and de-

liver a cleansing facial massage. A

complementary Shower Infusion Kit

continues the wellness concept with

powerful combinations of essential

oils, extracts and pure New Zealand

water to create a personalized mood-

enhancing spa experience.

In a similar vein, Gessi offers a

new Private Wellness line of luxuri-

ous multi-functional rain showers.

Square showerheads allow the bather

to select water flow, from a light sum-

mer shower to a drenching waterfall,

all to the accompaniment of fixed or

changing chromatherapy lights. 

Bathtubs are evolving too. Free-

standing tubs are enjoying a signifi-

cant surge in popularity and often

serve as the nucleus of wellness ther-

apies. The new Essencia tub by Bain-

Ultra promotes a soothing feeling

with its organic oval silhouette, dual

row of air jets and Hydro-thermal

massage.

Another new (yet not so new) trend

among tubs is the concept of outdoor

bathing. Victoria + Albert are the pi-

oneers here, reinventing an ancient

ritual for modern times. All of their

tubs are durable enough for al fresco

settings, thanks to their ENGLISH-

CAST® composition, making them a

natural fit for an outdoor venue. This

trend may be inspired in part by the

hospitality industry, as visiting guests

discover the pleasures of outdoor

bathing from the privacy of secluded

balconies and courtyards.

Getting the look

Creating a luxurious home spa

means selecting the right products,

but it also means getting the right

look. While aesthetics can vary from

traditional to contemporary, based

on one’s style preferences, designers

agree that the overall look should be

clean and simple. Experts recom-

mend soothing colors, plush linens

and uncluttered sight lines with

closed storage for stashing personal

gear. Create a focal point by choos-

ing one show-stopper piece that adds

drama and beauty to the space. For

example, Lenova’s new Cobblestone

Green Onyx sink is a one-of-a-kind

creation with its centuries-old cob-

blestone shell and rich green onyx

bowl with mosaic pattern. Both

earthy and elegant, the sink adds a

sophisticated Wow factor that is in

keeping with the overall serenity of

a spa-like space.

Options galore

Manufacturers from all aspects of

the bath industry are joining the well-

ness movement. BainUltra’s Akasa™

collection is meant to provide com-

plementary products to complete a

wellness-themed bathroom, such as a

relaxation chair with footrest and an

espalier for yoga and stretching. The

Universal Massage Table is designed

to fit over the top of any of their free-

standing tubs to provide a comfort-

able surface for a relaxing massage,

or it may be used at ground level as a

platform for meditation.

Even toilet manufacturers are tak-

ing an interest in wellness, such as

TOTO’s Neorest, Senso Wash and

Inax’ Regio. Kohler raised some eye-

brows for its Numi™ toilet with its

motion-activated lid and all manner

of luxuries, including a heated seat,

foot warmer, deodorizer and inte-

grated air dryer. As Alice Liao mused,

“I have to wonder if the growing pop-

ularity of high-tech toilets and bidets

isn’t part of the wellness spa trend.

It’s almost as if the toilet is the last

frontier.” n

Linda Jennings is president of Jen-

nings & Company, a public relations

agency specializing in the decorative

plumbing and luxury hardware indus-

try. Over a 20-year tenure, she has

worked with the most significant edi-

tors and journalists in the consumer

home market identifying trends and

providing newsworthy products. Jen-

nings welcomes your feedback and

can be reached at linda@jen-

ningsandcompany.com.

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

Get the Look!
For more information on
the trends mentioned
here go to:

• BainUltra
1-800-463-2187
www.bainultra.com

• Diamond Spas
720-864-9115
www.diamondspas.com

• Gessi
714-808-0099
www.gessiusa.com

• Lenova
877-733-1098
www.lenovasinks.com

• Victoria + Albert
800-421-7189
www.vandabaths.com

(Continued from page 32.)

Gessi Minimali

Shower

DSI Sozo tub

BainUltra Akasa

universal massage table

Lenova Cobblestone Green Onyx sink

Victoria + Albert

Barcelona tub

“I have to wonder if the
growing popularity of high-
tech toilets and bidets isn’t
part of the wellness spa

trend. It’s almost as if the
toilet is the last frontier.”

Bathtubs are evolving
too. Freestanding tubs

are enjoying a significant
surge in popularity and

often serve as the nucleus
of wellness therapies.
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 Two, 1-horsepower grinders

 Pre-assembled and 
compact unit

 5 inlets

 Onboard visual and 
audible alarm

 Pumps up to 36 feet 
vertically or 328 feet 
horizontally

 Up to 60 gallons per minute

V
EN

T

Stainless steel grinder

Restaurants

Public Restrooms

The original plumbing solution since 1958

The new generation of duplex systems

1-800-571-8191
www.saniflo.com

Easy
above-the-floor 

installation

SANICUBIC 
CLASSIC

CottagesCottagesCottagesCottages
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OBITUARY
John C. Pittman, founder of P&G Plumbing Supply

RED oAK, TExAS — John C. Pittman

passed away on october 2, sur-

rounded by his wife and children.

Pittman grew up in Wichita Falls,

Texas, graduated from East Texas

University and went to work for Uni-

versal Plumbing Supply in Mesquite,

Texas, as a purchasing agent.

In 1981, Pittman went into busi-

ness for himself, opening P&g

Plumbing Supply in garland, fol-

lowed by P&g Plumbing Supply

South in Dallas in 1984 and Pittman

Plumbing Supply in Carrollton with

his son Scott in 1998. 

he was a member of WDA for 32

years and of the omni Buying group.

Pittman was awarded the WDA Pur-

chasing Agent of the Year from

1971–1981, and was instrumental in

founding the Dallas chapter of the

National Association of Credit Man-

agement for the plumbing industry. 

Pittman is survived by his wife,

Sharon Lyman Pittman; children

John Scott Pittman and Amanda

Pittman Rome and her husband

Nolan Rome; and four grandchildren.

he and his wife loved thoroughbred

horse racing and were owners and

breeders for over 20 years. he played

on and managed “The Pitts” USSSA

softball team from 1977-1996. he had

many hobbies, was an avid dog lover

and supporter of the SPCA.

ChICAgo — The representative direc-

tor of Donghae Steel, Young-ho

Kong, issued a formal letter of apol-

ogy to Tenaris for having sold pipes

with a fraudulent application of the

Tenaris trademark. The missive was

published in the Korean Metal Jour-

nal on September 26, 2011. 

Kong admitted that Donghae Steel,

which has since gone out of business

due to bankruptcy, promoted and sold

counterfeit Tenaris pipes to cus-

tomers operating in the oil and gas

and industrial sectors, both in Korea

and throughout Asia. 

“I hereby acknowledge that I have

sold pipes bearing the Subject Marks

(Tenaris trademark and trade name),

without consent or authorization from

Tenaris and that such activities in-

fringe upon Tenaris’s trademark

rights and also constitute an unfair

competitive practice,” said Kong in

the letter.

This undertaking was obtained as a

result of an investigation that began

on August 6, 2010 when, based on in-

formation provided by Tenaris, the

Korean Customs Service seized a

total quantity of 89 steel pipes upon

arrival at Busan’s port. These pipes

were subsequently sold to a company

in the United Arab Emirates. Upon

further investigation, it was found

that the pipes seized were counterfeit

and criminal actions were com-

menced against Donghae Steel.

As a result of such criminal ac-

tions, the Representative Director of

Donghae Steel was imposed a crimi-

nal fine of KRW 5,000,000. The ac-

tions against Donghae Steel are part

of a worldwide strategy developed by

Tenaris to prevent trademark in-

fringement and to protect the Tenaris

brand and the company’s customers

by prosecuting companies involved

in counterfeiting activities. 

Tenaris has an established com-

mercial presence in Korea through its

office in Seoul. The company serves

the Asian market through its NKK-

Tubes seamless pipe mill in Japan, its

Qingdao facility in China and its en-

tire global industrial system.

Donghae Steel director admits sales
of counterfeit Tenaris pipe in Korea
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WAYNe, PA. — Affiliated Distributors

has a new logo. With the year 2011

marking A-D’s 30th anniversary, A-D

CeO Bill Weisberg said, “The decision

to change the brand’s logo, tagline and

both public and private-facing web-

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

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

Stiebel Eltron Accelera® 300 Heat Pump Water Heater

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

SAVE
ENERGY
WATER
MONEY

$300
TAX CREDIT

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

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

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

energy transfer and no possible contamination of 
potable water

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

helps ensure long life
» Reliable German technology & manufacturing 

backed by a 10 year warranty

MADE IN
GERMANY

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

Simply the Best
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BReWSTeR, N.Y. — Matco-Norca

has released its annual Fall Heating

Products Special, with special prices

effective until the end of this year on

a number of hydronic heating-re-

lated products.

Matco-Norca heating products in-

clude a wide range of products includ-

ing backflow preventors, valves,

flange kits, boiler manifold headers

and a number of accessories. Special

prices are effective through Dec. 31.

For complete details on heating

products and special prices, please

visit www.matco-norca.com.

Matco-Norca, headquartered in

Brewster, N.Y., is a leading supplier

of code-compliant Plumbing, PVF,

waterworks and irrigation products

for use in residential, commercial and

industrial installations. In business

more than 50 years, Matco-Norca op-

erates four national distribution cen-

ters and eight regional warehouses.

mance aspect found within A-D; the

surrounding sphere represents the

collaborative A-D community. 

The company’s updated tagline,

“Where Market Leaders Grow,” is

meant to underscore A-D’s founda-

tional commitment to quality,

growth-oriented members and suppli-

ers. Most groups operate on the prin-

ciple of “the more the merrier,” said

Weisberg. “At A-D, we know that

real value only comes when you

bring together companies that are

market leaders or want to become

market leaders.”

A-D also updated their website

URL to the easy-to-remember

www.ADHQ.com. 

Weisberg concluded that, “Taken

together, the new logo and tagline

succinctly articulate what A-D is,

who we are and what we do. They

convey that A-D is a dynamic com-

munity where distributor and supplier

leaders (companies and people) con-

nect and grow.” 

Visit www.ADHQ.com.

See contact information on page 86
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Matco-Norca offers heating season specials
Includes boiler products, valves,

manifold headers and accessories

New logo reflects A-D differentiation
sites came about through strategic dis-

cussions between A-D, our independ-

ently owned distributor affiliates and

our preferred suppliers. The A-D brand

is a reflection of our membership and

partners, and this new logo and tagline

demonstrate the essence of A-D: ex-

ceptional members, great suppliers and

accelerated growth.”

The brand look and feel was also

extended to the A-D North American

meeting, including corporate collat-

eral and A-D’s annual publication,

A-D Today, which launches at the

annual meeting.

A-D’s new logo, the Mountain,

launched on September 21, better re-

flects the group's leadership position

and aspirational qualities. Shown as

a series of peaks growing upward

from the classic A-D triangle, the

Mountain shows the growth/perfor-
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Marshall Rodeno celebrates
the women of this industry
M

arshall Rodeno Associated

of Denver is a rep firm liv-

ing every day to its fullest

and showing its appreciation to all the

industry segments along the way. Not

only am I happy to live in Denver, but

it is a pleasure to be able to have my

office located in the corporate office

of Marshall Rodeno Associated

(MRA). Going into 2012, I will

process a series of articles for “Mar-

tin’s Corner” on our industry manu-

facturers’ reps around the country

that truly have made a difference in

the wholesale distribution business.

At the top of the list for those inter-

views will be “MRA.”

But in the meantime, I wanted to

share details with all of you about a

celebration for the women in the

Rocky Mountains that work in our in-

dustry. This was actually the brain-

child of one of the women employees

of MRA and has been 100% sup-

ported by the Rodeno ownership and

management from the get go. Please

settle in and read about the winning

tradition that this gathering has be-

come here in Denver.

In July, Marshall Rodeno played

host to 40-plus industry ladies at the

2011 Ladies Luncheon at their central

warehouse located in Denver. The

luncheon is held to honor all women

in the industrial and commercial in-

dustry in and around the Rocky

Mountain Region, which is basically

the coverage footprint of MRA for all

the product lines that they handle.

This year was done up in style by

having a Hawaiian luau as the theme. 

Yearly appreciation

“Every other year we put on a

luncheon to show the women in this

business how much they are appreci-

ated by MRA and by the manufactur-

ers that sponsor this event,“ said

Shannon Brown, a commercial inside

salesperson at MRA, and the lady

that has been putting all this together

throughout the 12 years they have

been doing this for our industry

ladies. “We have women from con-

tractors, wholesalers, engineers and

architects attending,” she added. “Mr.

Rodeno and all the other manage-

ment team here at MRA are 100%

supportive of recognition of people

like these ladies in the industry that

have always been a big plus for the

success of the company.” 

The guest speaker was Monica

Thornton from Church Seats, who

gave a short pep talk about her expe-

riences as sales rep and her struggles

as a woman in this industry. Women

were in attendance from our sur-

rounding market areas like Billings,

Mont., Gillette and Cheyenne, Wyo.,

and Cortez, Colo. MRA pays for

their hotel stay each year and since

some of them came from so far away

they get to attend special after-lunch

functions arranged by Shannon and

Mark Najera (outside sales for

MRA) such as a Murder Mystery

Theater in downtown Denver, or a

personal massage, or even a comedy

club as a group.

This year was the first year MRA

had two women attend from one of

its key PVF lines — Anvil Interna-

tional — and one gentleman from

Brasscraft. The salesmen that Shan-

non had waiting on and serving the

lunch this year were Jeff Baylor,

Mark Najera, Ryan Lee and Brian

Rodeno (all from Marshall Rodeno),

and David Bupte from Brasscraft.

David was invited to be the greeter

at the door also and make sure all the

ladies got a name tag along with an

Hawaiian lei. “What a champ David

turned out to be for coming to Den-

ver from Novi, Michigan and help-

ing to keep 40 women happy with a

plate of food and a smile on their

faces,” praised Shannon.

Unsung heriones

There are actually many women in

this business that do not receive a day

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

BY JOHN E MARTIN

PVF industry veteran

There are actually many
women in this business that

do not receive a day of
gratitude and attention like
this, and Marshall Rodeno
wants them all to know that

people do care and appreciate
the hard work they do

every day, year after year.

There is an age-old question as to

whether food and wine can in-

fluence each other. While I am gen-

erally on the fence when it comes to

“ordering what the menu says” as a

recommended pairing, the correct

answer to this question is YES! You

see, the alcohol, acidity, sweetness

and tannins found in wines are

closely associated with the salty, bit-

ter, sour and sweet tastes found in all

foods. When the components of

wine are combined with the flavor of

different foods, it will magnify one

or compensate for the other!

Sounds complicated, huh? Let’s

look at an example of this. If you com-

bine a tannic food with the astringent

taste of a tannic wine, it would most

likely result in you having what is

commonly known as “cotton mouth!”

That is why a steak prepared “rare”

goes really well with a tannic red wine

because the protein in the steak re-

duces the tannins in the wine.

Wine is also capable of adding

some new flavors to some foods —

almost like adding another ingredi-

ent to a recipe. It can even interfere

with some food taste like an unin-

vited guest. It could interact and im-

pose tastes that are not even

associated with the food you are hav-

ing or the wine!

Sometimes a wine works so well

with a food selection that the com-

bination of the chosen food and

wine will far exceed your independ-

ent expectations of both the food

and the wine!

If you indeed want to attempt to

pair food and wine, try to choose to

compliment or contrast flavors, and

that will increase the intensity of the

flavor and texture. You see, intensity

can range from a weak-flavored to a

full-flavored wine, while texture can

be soft and supple like a creamy

chardonnay or crisp and firm like a

very dry Vouvroy.

Bottom line is this: You need to

keep food and wine as balanced as

you can. Delicate food with delicate

wine, hearty or rich food with a rich

and full-bodied wine. Fruit-laced

foods would need to be paired with

a fruity wine, and so on, and so on.

No matter the food choices, a good

rule of thumb on the sequence of

serving wines prior to dinner: White

before red, light bodied before

heavy, dry before sweet, and simple

before complex. “Martin’s Corner”

has a general rule of thumb also, and

that is: Remember the lesson you

learned in earlier issues about the

smell and swirling technique, and

the fact that your tongue actually

does the tasting — drink what tastes

right for your taste buds — but

proper pairing can be fun and it will

or can make a big difference in your

wine experience!!!

Thanks for stopping by, and re-

member to make wine tasting/drink-

ing a fun experience that you enjoy

with family and friends. Always be

aware of everyone’s safety when

doing so. Until next month, bon ap-

pétit and CHEERS! n

— Be safe, John

Industry ladies enjoying lunch in the MRA Conference room

Wine tip of the month
Pairing different wines with different foods

(Turn to Hard-working... page 42.)
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Houston, TX
t 800.231.4253
f 713.943.8719

Hampton, GA
t 800.456.5422
f 770.946.3519

Alloys: 200/201, 400, 600, 625, 800H/HP, 
825, C-276, Duplex 2205, Alloy 20, 317-L, 
321H, 347H, 310S

Stocking and Cutting Round Bar to match all 
Alloys. We also offer Manufacturing and 
Machining capabilities.

WWW.JJMFG.COM

L     KING FOR
NICKEL?

THE WORLD LEADER IN STOCKING
AND DISTRIBUTING NICKEL ALLOY 
PIPING PRODUCTS SINCE 1952.

LET US BE...

“YOUR NICKEL ALLOY SOURCE”

L     KING FOR

See contact information on page 86
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Hard-working women receive
their due at Marshall Rodeno event
of gratitude and attention like this and

Marshall Rodeno wants them all to

know that people do care and appre-

ciate the hard work they do everyday

year after year. These lucky ladies

will remember that Marshall Rodeno

treated them to a fantastic lunch

served by our gentlemen sales guys

who typically don’t have time or get

a chance to say “Thank You” as they

make their calls.

The lunch was actually catered by

a woman who has her own business.

She served pulled pork sandwiches,

pineapple chicken, and sweet and

sour meatballs along with Fruit punch

and champagne. The cake and cup-

cakes were made by MRA’s own in-

side sales lady Milissa Dirks. Milissa

and Jamie Reinbolt, both new MRA

employees, had a great time as this

was their first time to experience

something like this before. 

This group has a motto that states

“ladies Make a Difference” and

Marshall Rodeno shows them just

how much. The next lunch will be in

2013, but believe this writer, they all

get it on their calendar right away. n

Starting in our industry in 1968 at

Anvil International (formerly Grin-

nell Company), John Martin has been

with them over this 43-year span

through at least five different owners!

Currently serving as vice president of

national account sales for Anvil’s

rather successful mechanical prod-

ucts division, he has worked in every

phase of the company from ware-

house to sales (inside and outside) to

the ever popular branch manager’s

job in the 1970s and 1980s. He

served as regional vice president for

their West Coast units, and since

about 1990 in this national role with

contacts and customers/vendors

coast to coast. Martin also traveled

all over Asia in the 1980s as their ac-

quisition guy for steel pipe used in

their West Coast branch locations at

the time! Currently also, he is respon-

sible for Anvil as their lead person at

ASA & MCAA, and is identified as

Anvil in all the wholesale industry

buying/marketing groups, In these

capacities he has not only received

numerous industry and association

awards for his service, he has set on

several boards/executive committees

within these industry and associa-

tions as well. Martin was quoted cur-

rently as stating the following, “I’ve

been blessed and had fun and been

productive for my entire career, but I

believe the most energizing time or

times in my life have been (still is

today) working with all the folks at

Anvil and seeing the young ones in

the field ‘get it’ on almost a daily

basis — meaning learning our com-

pany and understanding how to meet

the customers needs in today’s upside

down world. Anvil is a great place

for me to be right now.” 

He can be reached anytime at

jmartin@anvilintl.com or on his cell

phone at 303/588-9806.

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

(Continued from page 40.)

Marshall Rodeno employees serve the ladies at the celebration luncheon.

MIlWAUkee — According to a na-

tional survey conducted by Bradley

Corporation, Americans are becom-

ing more diligent about washing their

hands after using a public restroom,

In Bradley’s third annual Healthy

Hand Washing Survey, Americans

said they wash up 90% of the time

after using a public restroom; that’s

up from 87% when the survey was

first conducted in 2009.

While more Americans are taking

the time to wash, the vast majority

(91%) of respondents described the

impact of an unclean public restroom

as having a negative effect on their

perception of the establishment or

business. A restroom’s overall unap-

pealing appearance is the most com-

monly mentioned complaint,

followed by empty or jammed toilet

paper dispensers and partition doors

that don’t latch closed. 

This year, the proportion of Amer-

icans who claim they will never re-

turn to a business or establishment in

which they had an unpleasant experi-

ence increased to 37% (up from 24%

in 2010) along with 34% (up from

28% in 2010) who will “think twice”

before returning. 

As revealed last year, gas stations

top the list when respondents were

asked the type of establishment in

which they had the most unpleasant

experience. 

“Considering that nearly all re-

spondents reported strong levels of

aggravation when using unclean or

non-functioning restrooms, it’s clear

that consumers have high expecta-

tions for restrooms,” said Jon Dom-

misse, director of marketing and

product development at Bradley Cor-

poration. “The takeaway is that peo-

ple do notice restroom appearances

and react negatively when the expe-

rience is unpleasant.”

The online survey of 1,053 respon-

dents was conducted August 1 – 3,

and revealed the following:

• 26% use a towel, sleeve or other

material to open the restroom door

after washing their hands.

• 11% admit that they are germa-

phobes (someone who is obsessed

with cleanliness and has a fear of

germs or unsanitary surfaces).

• When respondents were asked

what three surfaces they dislike

touching the most in a public rest-

room, stall door handles, restroom

entrance doors and faucet handles

came in first, second and third, re-

spectively

• When taking a car trip, 26% pre-

fer to stop at a fast food restaurant for

a restroom break (McDonald’s was

mentioned most frequently), while

another 25% prefer a state rest area.

When asked what impact seasonal

flu virus outbreaks have had on their

hand washing habits when using pub-

lic restrooms, 59% of Americans say

they now wash their hands more fre-

quently or more thoroughly or longer,

a 9%  increase compared to last

year’s response of 50%.

The U.S. Centers for Disease Con-

trol and Prevention is unequivocal

about the benefits of hand washing,

calling it critical in preventing infec-

tion and illness: “Hand washing is a

simple thing to do, and it’s the best

way to prevent infection and illness,”

the agency says. And for “washing

your hands,” they note that nothing

beats good old soap and water. 

According to the National Institute

of Allergy and Infectious Diseases,

adults average two to four colds a

year and children have about six to

10. In fact, the common cold is a

leading cause of doctor visits and

missed days from school and work. 

In addition, 5% to 20% of the pop-

ulation gets the flu each year, and

more than 200,000 people are hospi-

talized for seasonal flu-related compli-

cations, says the CDC. Studies show

that most healthy adults may be able

to infect others one day before becom-

ing ill and for five to seven days after

they first develop symptoms.

“Since hand washing is the first de-

fense in fighting off cold and flu

germs, it’s important to educate the

public,” said Dommisse. “We hope

our Healthy Hand Washing Survey

calls attention to this important prac-

tice and the benefits of hand washing.

For business owners, the results un-

derscore that consumers take mental

notes of public restrooms and that

keeping these areas well-maintained

and in good working order is an es-

sential business strategy.”

Bradley’s Healthy Hand Washing

Survey queried 1,053 American

adults about their hand washing

habits in public restrooms. Partici-

pants were from around the country,

ranged in age from 18 to 65 and older

and were fairly evenly split between

men (48%) and women (52%). 

Visit www.bradleycorp.com.

More Americans cleaning up in public restrooms

“Nothing beats

good old soap

and water.”
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PLUMBUNITION

IN OUR TRADE,

EVERYDAY IS A BUSINESS BATTLE.
YOU NEED THE RIGHT WEAPONS TO WIN. 

SIOUX CHIEF GETS THIS. WE KNOW THAT SUCCESS DOES NOT COME EASILY.  YOU ARE NOT GIVEN JOBS.  YOU TAKE 

THEM.  YOU ARE NOT GIVEN PROFITS.  YOU MAKE THEM.  OUR MISSION IS TO SUPPORT YOU WITH WEAPONS TO WIN.  

WE INVENT,  MANUFACTURE AND DISTRIBUTE FULL LINES OF ROUGH PLUMBING PRODUCTS TO HELP YOU WIN BIDS, 

BUILD YOUR BRAND AND, OF COURSE, MAKE A PROFIT. 

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

www.siouxchief.comSupply Drainage Support

TAKE THE FIELD.
See contact information on page 86
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INDUSTRY NEWS
Hay wagons and geo-exchange
OKLAHOMA CITy, OKLA. — Cli-

mateMaster’s inaugural “GeoFarm”

event in rural Indiana was a huge suc-

cess. GeoFarm is a hands-on, multi-

station outdoor workshop and

training arena for geothermal con-

tractors. Held August 30, GeoFarm

’11 drew more than 120 geothermal

professionals from across the North-

east and Midwest regions. 

Attendees started each day with

three of the following one-hour work

stations with CllimateMaster experts:

• Pond Loop Installations with

trainer Sean Hogan

• Tranquility 22 Digital Series with

trainer Mike Hammond, where con-

tractors got a working demonstration of

the manufacturer’s latest technology

• Unit Setup and Performance with

residential district region manager

Richard Hiles 

• Horizontal Loop

& Pipe Heat Fusion

with residential district

manager Joe Fish 

• GeoDesigner Soft-

ware with district

manager Rich Gibson 

• Vertical Drilling

with applications engi-

neer Dave Pergel .

But it wasn’t all

work and no play. The rural, 300-acre

mountaintop estate was the perfect

setting for learning, networking and

great food. 

Tom Gray, commercial projects de-

signer for Central Carolina Air Con-

ditioning based in Greensboro, N.C.,

said, “GeoFarm offers a great experi-

ence through hands-on learning.

Everything is in one place and it’s a

fun, friendly environment. We fused

pipe, jumped into a trench and sunk

a prefabricated pond loop.”

Dave Esoldo, product marketing

manager at HVAC Distributors in Mt.

Joy, Pa., agreed. “The trainers pro-

vided valuable experience for con-

tractors. It’s how they taught that

makes such a big impact.” Attending

GeoFarm with him were three of his

customers from Total Heating &

Cooling Inc., based in Harrisburg, Pa. 

Foreman of that company, Keith

Rummel, said “There’s nothing like

GeoFarm. The atmosphere is incred-

ible; it’s away from all distractions.

We gained a lot of knowledge from

each station. Geo is really happening

in Pennsylvania, and we’re in the

thick of it.” 

Rummel said their firm wants to

keep employees sharp, because geo

has risen to become 85% of their total

business. Many of their calls are to

fix existing geothermal jobs-gone-

wrong by other installers. “Our cus-

tomers have learned that we’ve

worked hard to develop geo skills and

expertise.” 

John Bailey, ClimateMaster’s sen-

ior vice president-sales and market-

ing said, “The goal of GeoFarm is

chiefly to let dealers who aren’t ac-

tively involved in geo get hands-on,

visual introductions.”

ClimateMaster’s residential mar-

keting director Raj Hiremath con-

cluded, “At GeoFarm, the attendees

learn intuitively. I believe that trade

professionals learn more when train-

ing is offered in a hands-on setting.

We’ve done our best to make it

memorable.”

Visit www.climatemaster.com.See contact information on page 86

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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GeoFarm’s goal is to let dealers who aren’t actively 

involved in geo to get hands-on, visual introductions.
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Take your pick and we'll 
slap you five.

Get a $5 Amazon® Gift Card when you buy a 007®, 007-IFC®, or 00R 3-Speed!
When you buy a Taco circulator, you’re getting the 
best name in reliable, no call-back performance.  
To help you celebrate this wise choice, we’ll send 
you a $5 Amazon® Gift Card for each purchase.  
The more you buy, the more gift cards you get, 
so turn this into a shopping spree!  It's our way of 
thanking you for choosing Taco.  

Look for the special countercard display at 
your wholesaler.  For full details, visit us online 
at www.taco-hvac.com/� opro.  O� er expires 
December 31, 2011.

PROMOTION OPEN TO LEGAL RESIDENTS OF THE U.S. AND THE DISTRICT OF COLUMBIA ONLY.  VOID WHERE PROHIBITED.

See contact information on page 86
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Smith-Cooper and Bell Pipe

Taking partnership to a new level
BY MARY JO MARTIN

Editorial director

T
he world of industrial PVF is

certainly a long way from that

of fashion design. But

when I recently met with key ex-

ecutives from Smith-Cooper 

International, Bell Pipe & Sup-

ply, Comfort Systems and Dunn-

Edwards Paints to talk about the

intricacies of a major project

they partnered on, I couldn’t help

but think of the mantra that has

come from the reality TV show

Project Runway — Tim Gunn’s

“Make it Work.”

Gunn, who serves as a mentor

for up-and-coming designers on

the show, famously gives them

those words of stern encourage-

ment when they experience ob-

stacles along the way. And,

more often than not, they some-

how find a way to conquer those

challenges.

Ultimately, no matter what our

businesses, we are judged by

how we meet the challenges

thrown down in front of us. And

because none of us can truly suc-

ceed on our own, our success

should be partially attributed to those

partners we choose to be in the

trenches with us.

Smith-Cooper and Bell Pipe really

solidified a partnership when they got

the nod to supply the new state-of-

the-art Dunn-Edwards paint manu-

facturing facility in Phoenix. 

Dunn-Edwards, in business since

1925, is known for producing very

high-quality paints that are specifi-

cally formulated for the Southwestern

climate. They operate 109 stores in

California, Arizona, Nevada, Mew

Mexico and Texas. Their new ultra-

modern, 336,000-square-foot facility

encompasses manufacturing, product

development, quality control labs, a

distribution center, retail outlets and

office space.

I visited the Dunn-Edwards facil-

ity in Phoenix recently, and sat down

with Bob Cooper, president, and

John Boyce, regional sales manager,

of Smith-Cooper International;

Franklin Bell, president, and Fred

O’Connell, senior account execu-

tive, of Bell Pipe & Supply; Robert

Hord, project manager of Comfort

Systems; and Clay Fenstermaker, di-

rector of manufacturing engineering

with Dunn-Edwards. 

* * * * * * * * * * * *

MJM: What was Dunn-Edwards’

purpose/need for this new facility?

Fenstermaker: We recognized

that to be a leader in the paint indus-

try we had to have the manufacturing

capability to back it up and provide

the quality promised by our brand

name. We looked at the possibility of

refrofitting our existing facilities, but

in the end, it only made sense to start

from the ground up and build it right.

This is a massive plant that consol-

idates our former Los Angeles

and Tempe manufacturing facil-

ities into one. Most of our Tempe

workforce have transitioned to

this new facility, but almost all of

the equipment is new. We looked

both in Los Angeles and the In-

land Empire before exploring

Phoenix. We found that the City

Council here was very receptive

and ultimately, Phoenix was the

best choice for us. We broke

ground in March 2010 and

canned the first batch of paint in

January 2011.

MJM: And would you please

give us an overview of this new

highly automated plant?

Fenstermaker: Dunn-Ed-

wards has always been a leader

in environmentally friendly

products. It’s been a crowning

achievement to be the first paint

manufacturing facility in the

world to achieve the coveted

LEED Gold certification. We

worked closely with an architect

who helped shepherd us through the

process. Our application included

quantifying the savings we realized

from automation, dust and water

reclamation, automatic lighting and

reflective panels on the roof, among

other things.

This new 336,000-square-foot fa-

cility has 77 dock doors and we also

built a rail spur that connects the new

plant to the railroad. We get railcar

deliveries of raw materials several

times a week. The bulk storage tanks

hold 400,000 gallons of raw materi-

als. Orders are picked here in the

warehouse and shipped to each of our

109 stores as well as domestic and in-

ternational dealers.

MJM: What are some of the high-

lights of the equipment and capacity

that you can share with us?

Fenstermaker: There are 1,700 au-

tomated valves in this facility that man-

age the delivery of 92 unique materials

through our automated system.

(Turn to New style... page 50.)

Editorial director Mary Jo Martin had

an opportunity to tour the Dunn-

Edwards plant in Phoenix with John

Boyce, Bob Cooper and Franklin Bell.

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

Over the past 20 years, Smith-

Cooper International has

earned a reputation as a premier sup-

plier to the Industrial PVF industry. 

What makes Smith-Cooper

unique is their approach to growing

their business and branding their

company.  

A singular, strategic move by

Smith-Cooper was their acquisition

of Sharpe Valve & Automation four

years ago. With the full integration

into Smith-Cooper core products,

the Dunn Edwards’ project was the

perfect opportunity to show the in-

dustry that Smith-Cooper was capa-

ble of taking on projects of this

magnitude, and successfully inte-

grating Sharpe into their company. 

As an industry leader, Smith-

Cooper not only trademarks the prod-

ucts they sell, they have taken a lead

roll as an innovator in packaging and

logistics, geared to our industry. As a

compliment to Smith-Cooper, many

of their ideas have now become an

industry standard. 

Visit www.smithcooper.com. n

A look inside
Smith-Cooper International

All of the overhead lines that carry raw materials are manifolded together into a single line

below and are controlled by Sharpe valves through a SCADA system. There is a total of 7 1/2

miles of CPVC pipe running through the Dunn-Edwards plant.
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The valves are controlled through
a new SCADA system that was
specifically designed for this facility
and is tied in with our ERP system. It
includes a touch screen interface to

all aspects of production including
valve operation. All inventory man-
agement and forecasting of schedules
is generated through our ERP and
passed down to the SCADA.

O’Connell: Bell Pipe supplied
about $75,000 in strainers and mis-
cellaneous groove fittings — ranging
from 1 to 4 inches, and $1.3 million
in the new various ball valves.
Roughly three-quarters of the product
Bell Pipe supplied came from Smith-
Cooper/Sharpe. 
MJM: I understand that other

valves were originally spec’d for ehis

project. Would you share the story of

how Bell Pipe and Smith Cooper

came together to make this all work

and ensure that the construction stay

on schedule — and ensure the quality

Dunn Edwards insisted upon?

Bell: With our operations also
being in California, Bell Pipe has for
years had an incredible relationship
with Dunn Edwards. When we
learned that they were moving their
plant to Phoenix, we weren’t sure if
they were going to let the job go
local or if we would have an oppor-
tunity to get involved. There was a
lot of money involved in this project
and we pulled together a group of

50 • •THE WHOLESALER® — NOVEMBER 2011Exclusive Q&A
New style of valve completes
never-before-tried installation

Franklin Bell’s father founded
Bell Pipe & Supply in Anaheim,

Calif., in 1956. As Franklin noted,
“His employees were his friends. He
paid them well and they did a good
job for him.” 

When the elder Bell passed away
in 1993, Franklin took over as pres-
ident – and continued to run this
company with a similar philosophy.
As an example of the loyalty that
brings, the average tenure on Bell
Pipe’s order desk is over 25 years.
And in a business where customers
need the distributor’s expertise in se-
lecting the right product for a job,
that experience and knowledge is
extremely valuable.

“We’ve always tried to emphasize
service to get a better margin, because
service is very important,” Bell said.
“When a facility is down and they
don’t have someone like us to help, it
costs much more than 2% on a prod-
uct. We’re there 24/7 when customers
need us. We have six outside guys and
any one of them will be there to get it
done. Also we’ve been fortunate in
that we’ve been able to capture the
best product lines out there.

“In our industry, we often think of
pipe fittings as being a commodity.
Bell Pipe has taken the commodity
out of the business and brought a
level of expertise into that.”

Today’s Bell Pipe has 42 employ-
ees and a 30,000-square-foot facility

in Anaheim that includes a large
pipeyard and parking lot. Bell Pipe
has been a member of Affiliated Dis-
tributors for five years, which has
proven very important to their business. 

“A-D has networking groups for
us to share best practices and suc-
cesses and failures we’ve had with
different vendors,” he said. “This
has really helped us. And of course,
the rebates we receive are extremely
important in today’s competitive en-
vironment. Being in A-D has kept us

successful in spite of the really chal-
lenging economy.”

In addition, Bell Pipe has really
leveraged their use of technology.
They have dual screens on the order
desk that connects with the Internet
and coordinates data between the
order entry platform and e-mail. 

“We’ve been on forefront of tech-
nology for years, Bell said. “It has
made us more effective and helped
us weather margins. All of this is
value add to be able to do a better
and more efficient job.” 

Visit www.bellpipe.com. n

It took open communication and attention to detail to make this massive job come

together. Among the key people involved were (from left) Clay Fenstermaker of

Dunn-Edwards, Fred O’Connell from Bell Pipe, Bob Cooper of Smith-Cooper,

Franklin Bell from Bell Pipe, and John Boyce of Smith Cooper.

people who really came together on
the ground floor of the project to
make it happen. 
O’Connell:We had to do the engi-

neering on the whole project and spec
the valves. We brought in a few man-
ufacturers to quote, but they couldn’t
meet deadline. I actually took the con-
cept of this new wafer ball valve to
Smith-Cooper to see if they could en-
gineer and produce it.  They were the
only company that would guarantee
they could get us this product in the
timeframe Dunn-Edwards required. 
Bell: Through our membership in

Affiliated Distributors, Gary Jack-
son [VP of the A-D PVF Division]
intitially brought us together with
Sharpe Valves/Smith-Cooper, and
Bob personally guaranteed meeting
the deadline. A-D strongly encour-
ages its members and vendors to
work together, and it was our affili-
ation with A-D that helped us win
over this contractor. 
MJM: Was there anything unique

about the type of product required for

this project?

O’Connell: CPVC pip-
ing was chosen because
of the lighter weight and

cost; it would have
cost much more to re-
inforce the building
and use the appropri-
ate hangars for stain-

less steel. There is actually 7.5 miles
of CPVC piping in this facility. No
one had used CPVC before in this
type of application. Being enclosed in
the building, the CPVC is not ex-
posed to ultraviolet rays from the sun,
so it should last forever. 
Cooper: Because they were reduc-

ing the weight of the piping, we also
had to reduce the weight of the valves
by about 20%, so we needed to come
up with some options. With Fred’s —
and the team’s — help, we actually
introduced a new valve for this type
of application called a wafer ball
valve, which is a part butterfly and

part ball valve. Its purpose is to con-
solidate the big thick valves into a
smaller dimensional valve to cut
down on the weight.
Bell: One of the advantages for us

was that Fred had such great knowl-
edge of Dunn-Edwards and what they
required. This project was done at al-
most an “I need it now” delivery
schedule, and Dunn-Edwards’ com-

fort with Fred’s word really helped us
secure the job. This was a team effort,
with John and Fred on the front lines
and [Bell Pipe’s proposal manager]
Robert Fagan sending out all the pro-
posals to contractors. We leaned on
him to make sure the work got done.
MJM: It sounds as though the

communication between your organ-

izations was taken to a whole new

level. Talk about how important that

was in making sure this project went

off without a hitch?

Cooper:Dunn-Edwards had access
to us around the clock — even on Sun-
days — and that’s a comfort for cus-
tomers. We’ve never had such intense
communication from the customer to
the contractor to the engineer.

(Turn to 24/7... page 52.)

Franklin Bell and Bob Cooper are

proud of the strong partnership their

companies have forged.

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

(Continued from page 48.)

A look inside Bell Pipe & Supply

“There was a lot of
money involved in
this project and we
pulled together a

group of people who
really came together
on the ground floor

of the project to
make it happen.”
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I rely on T&S Brass because I know they’ll make my customers happy.  

I’m demanding, driven and dependable – I won’t use any faucet that isn’t of the 

highest standards and quality, delivered on-time and competitively priced. 

The great thing about T&S is that they consistently meet and exceed this criteria.

Reliability? Absolutely!

Carlo Joseph
Plumbing Wholesaler
V&W Supply Company

1.800.476.4103   .   www.tsbrass.com   .   twitter: @TSBrass

For more than 60 years, T&S Brass has 

been leading the industry with high-

quality foodservice and plumbing 

products. For reliable products and 

reliable advice, T&S is the best choice.

Get free tools to help you 

increase sales to your education, 

restaurant and healthcare 

customers at www.tsbrass.com

E X P E R T  T I P

See contact information on page 86
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24/7 effort provides more than
1,700 valves for new paint factory

Some 1,700 automated valves in the facility manage the delivery of 92 unique

materials through an automated processing system.

The independent wholesaler has

the opportunity to really work out-

side the box — and Bell Pipe cer-

tainly did that on this project. It

makes it so much easier to perform

if there is good open communication

and you know what is expected.

Thanks to the great communication

among all parties on this project, we

could make it happen. 

O’Connell: If something came up

we turned to each other. There was an

open door policy with everyone in-

volved in the project. Issues were ad-

dressed right away and everyone made

sure to disseminate information

among all the parties. If it wasn’t for

the unity and teamwork of everyone

involved, it would have taken much

longer and cost much more. None of

us could have done this alone; the only

way something like this comes to-

gether is that we all functioned as one

unit. With the teamwork and group we

had, we could take on anybody.

Boyce: This whole project was at

the least, very fluid. Fred and I would

regularly meet with the engineer and

then talk to our respective manage-

ment to determine what their time

frames and requirements were. The

clock was ticking. There was no wig-

gle room. From that March through

June there were still modifications

going on weekly. It was a matter of

communicating effectively, once, get-

ting it done and moving forward. 

Bell: We didn’t breathe easy until

the last delivery was made. A true ca-

maraderie really came out of this.

We’ve developed a trust and friend-

ship. That will really help future busi-

ness. It certainly paves the way for

more projects together ahead. 

MJM: You’re making it sound

pretty smooth, but in reality you en-

countered some serious challenges

along the way.

O’Connell:David took on Goliath

and won. To develop a new product

and get it here in 90 days is impres-

sive. Bell Pipe has other suppliers

that we’ve worked with in the past

but Smith-Cooper was the only one

who was willing to take on this proj-

ect and make the commitment. 

Cooper: The commitment was a

big step, but making it happen was

something else. There was a lot riding

on the success of this project. The 3-

inch wafer ball valves were really the

critical piece of the scheduling, as

they were in Phase I of construction. 

There was actually a typhoon in

Taiwan during the process that could

have thrown the entire project off.

The typhoon kept ships from being

able to leave harbor on time, which

caused more delays. But fortunately,

we were able to make up the time

through the great work of the folks in

our Chicago facility. 

The valve bodies were manufac-

tured and assembled in Taiwan, and

then shipped to Chicago where we

performed the actuation. Each piece

was hydrostatically tested twice —

before the actuators were placed on

the units and then again afterwards.

We ended up shipping small batches

of the tested product to the jobsite

— at one point shipping just 75 at

a time to ensure that we were get-

ting product to Dunn-Edwards as

quickly as possible. We had crews

working nights and weekends on

assembly and testing. Alex Win-

kler, co-founder and current pres-

ident of Sharpe, was instrumental

in making this happen at the fac-

tory level. Alex combined the ef-

forts of his engineering team in

Chicago directly with the factory, to

assure proper overseas sourcing,

scheduling and on-time delivery.

Under Alex’s guidance, the actuated

valves were assembled in Chicago,

along with product testing performed

using Smith-Cooper’s state-of-the-art

testing equipment.

We even air freighted in one ship-

ment of the valves — and you can

imagine how much that cost as each

one weighs a couple hundred pounds.

But we did what we had to do. 

Were we perfect? No. But I don’t be-

lieve anyone could have done it better.

We actually beat the delivery schedule

for the valves by about two weeks.

When you consider all the challenges,

we pulled off the impossible.

Bell: If you look at the overall proj-

ect, there probably wasn’t anyone

else who could have done it at this

price and with this level of service. It

was a very stressful project, and cer-

tainly the largest that Bell Pipe has

ever been involved with in our 55

years in business. 

MJM: Clay, this all involved a lot

of trust on the part of Dunn-Edwards.

That’s impressive considering the

scope of this project!

Fenstermaker: Everything had to

come together just right to pull this

off. Smith-Cooper and Bell Pipe re-

ally went over and above when it

came to communication and service.

They kept us in the loop on every-

thing — even if it was something we

didn’t want to hear. But they were

open and honest, and they did what

had to be done to make it happen.

There were crews here just waiting

on product to install. We probably

had 80 guys on the mezzanine putting

pipe in at one time.

(Turn to Smith-Cooper... page 54.)

“We even air freighted in one
shipment of the valves — and you
can imagine how much that cost
as each one weighs a couple
hundred pounds. But we did what
we had to do.”

— Bob Cooper

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

(Continued from page 50.)

The valve bodies, manufactured and assembled in Taiwan, were shipped to

Chicago where Smith-Cooper performed the actuation and hydrostatically tested

each unit twice — before the actuators were placed on the units, and afterwards.
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Bell Pipe and Smith Cooper/Sharpe

again. One of our mottos is “What-

ever it takes” — and you guys really

exemplify that. 

MJM: Now that the project is

complete, what are your closing

thoughts on this experience?

Bell:We hadn’t stocked Sharpe be-

fore Smith-Cooper’s acquisition of

them; we had other manufacturers

that we represented through relation-

ships that had been in place a long

time. When this opportunity came

along, they did everything that was

necessary for us to have confidence

in their ability. Bell Pipe had every-

thing on the line with this job. I knew

this was a big risk, but I trusted the

commitment Smith-Cooper made to us. 

Cooper: There was a lot of princi-

ple behind why we did what we did

and made the commitment we did,

and how important it was that we suc-

ceeded. We needed to show everyone

that we could do it. This shows every-

one that Bell Pipe and Smith-Cooper

are major players in our industry.

This is just the beginning. You

haven’t seen anything yet! n
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Smith-Cooper, Bell Pipe combine
efforts to complete Arizona plant

A lot of the piping went up with

spacers in it. A pallet of valves would

show up and the guys would pull out

the spacers and put in the valves to

make complete runs. 

MJM: In your mind, Bob, how was

Smith-Cooper able to pull this off —

and what made you so confident to

commit to such an aggressive time-

frame?

Cooper: It’s just our style. We’re

a big company with a very independ-

ent way of thinking. Because we are

fully integrated from engineering on

down, it gives us the ability to direct

our resources appropriately to meet

challenges. 

Through their engineering

changes we knew there was going to

be a real problem with time. We had

actually started engineering the de-

sign of the wafer ball valve before

we even had the formal contract.

That didn’t take place until about six

weeks into our engineering. But be-

cause of the tight turnaround, we had

to take the risk and get the engineer-

ing started. That really shows our

commitment to our customers.

Smith-Cooper was a new supplier

for Dunn-Edwards. When they ini-

tially met with John and Fred, they

wanted to know if we were going to

be able to make this commitment.

There were a lot of other aspects to

the construction that revolved

around the installation of the valves

— bulk tanks, catwalks, all the elec-

tricity — which was why the timing

was so critical. 

We’ve done business with Bell

Pipe for a long time, but not on a proj-

ect even close to this level. This was

our chance to really shine at the engi-

neering level and leverage the

acquisitions of Sharpe and Fine

Stainless.

One key player I have not

mentioned is Gary Skeber, vice

president of Sharpe Valves,

who played a pivotal role

throughout this entire project.

Gary was the “orchestrator”

for Bell Pipe, Sharpe Valves

and Smith-Cooper’s sales and

management staff, along with

outside contractors, and through

Gary’s involvement, Smith-Cooper

was able to provide a full range of

products to Bell Pipe, including

stainless steel pipe and fittings,

along with SCI brass ball valves.

This represents what I refer to as

“Selling the Package.”

MJM: Robert, as the mechanical

contractor on this job, reliability both

on delivery and product quality were

huge factors. Talk about your experi-

ence working with Bell Pipe and

Smith-Cooper?

Hord: Keeping the project on

schedule was really the biggest hur-

dle. These guys made that happen. 

Our company does a lot of fast-

track projects’ we’re usually chosen

because we have a lot of resources.

We targeted and wanted to be a part

of the Dunn-Edwards project, and put

together a good team. The capability

they offered from pre-fab through on-

time delivery was key. 

Bell Pipe was very professional

and delivered on their word. They go

to bat for you and get you the prod-

ucts when you need them. The com-

plexity of our orders and changes on

an almost-daily basis was challeng-

ing, but Bell Pipe’s Rob Fagan’s per-

formance in handling them was

incredible.

Smith-Cooper and Sharpe are

above-average when it comes to

high-quality products. They are well

made and operate well. The design

came together very well and we were

extremely pleased with end result of

the product. 

And whenever we encountered dif-

ficulty and needed hands-on help

here on the site, we were relieved to

get a call back almost immediately

that they were on their way.

I would most certainly welcome

the opportunity to work with both

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

(Continued from page 52.)

Dunn-Edwards’ new 336,000-square-foot Phoenix facility is the first paint man-

ufacturing plant in the world to achieve a LEED Gold certification. Above, Sharpe

valves control the final delivery of raw materials to ensure they are deposited into

the appropriate tank where the paint is mixed. Below is the factory line where

paint is canned. The state-of-the-art, highly automated plant has the capacity to

can 300 gallons of paint per minute. 

Because the plant chose to go with lighter weight CPVC piping that was 

suspended from the ceiling, valve weight had to be reduced by about 20%. The

team came up with the engineering for a wafer ball valve, which is a part butterfly

and part ball valve — and guaranteed delivery when it was needed.

“We had crews working nights and
weekends on assembly and testing...
Under Alex Winkler’s guidance, the
actuated valves were assembled in
Chicago, along with product testing
performed using Smith-Cooper’s
state-of-the-art testing equipment.”
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GENUINE    PARTS CENTER©

FA
X

Tapco has one of the largest
stocks of Gerber genuine
OEM replacement parts.
Tapco acknowledges FAX
orders promptly by return
FAX, complete with
your prices.
No extra charge for same
day shipment of Gerber
parts on orders received
by noon eastern time.
Tapco
P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300

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

See contact information on page 86
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INDUSTRY NEWS
R&D lab to boost
Rheem’s technological expertise

(Continued from Rheem, cover.)

The ATI laboratory in Indiana is the newest ad-

dition to the existing labs in Alabama, Arkansas

and Mexico, and significantly expands the elec-

tronic controls development and testing capabil-

ities of the organization.

“We are excited to continue our investment in

advanced technologies that will allow us to expand

our capabilities and improve our speed to market

with innovative, energy efficient product solu-

tions,” said Chris Peel, senior vice president and

COO for Rheem. “The Advanced Technology In-

tegration lab in Indiana will substantially increase

our capabilities in the areas of electronic controls

and integrated systems development, which is crit-

ical to our long-term growth strategy.”

The ATI organization is led by Mike Branson,

director, advanced technology integration for

Rheem. “Rheem’s vision of integrated systems can

be paralleled to recent developments in consumer

electronics, automotive electronics and medical de-

vices. Indiana is a center of development for these

industries and a natural location to attract cross-in-

dustry experience and talent. Additionally, the

Midwest has numerous engineering and research

universities which will be a further resource for

ATI initiatives,” said Branson.

Visit www.rheem.com.

(Continued from Ferguson, cover.)

It does not include the impact of new loca-

tions, acquisitions or clo-

sures. All major business

units generated growth due to

resilience in the repair, main-

tenance, installation sector and commercial

and industrial markets. 

“Our success this year was a testament to the

hard work of our associates,” explained Ferguson

CEO Frank Roach. “The last two years prove

that we can adapt to any market conditions if we

continue to be agile as a company and focus on

providing world-class customer service to our

customers.”

Ferguson’s blended branches, which service

residential and commercial customers, showed

solid revenue and market share growth through-

out the year. The industrial PVF and HVAC busi-

Solid growth in 2011 for Ferguson
nesses also made great strides during the year

and continued to perform very well. The indus-

trial business, in particular,

benefited from a buoyant oil

and gas sector. The water-

works business was resilient

despite a fall in state and municipal funded proj-

ects. The build.com consumer Internet business

grew strongly at margins consistent with the rest

of the U.S. business. 

In the first half of the year, Ferguson com-

pleted a small waterworks acquisition in Ala-

bama. Since the year-end, Ferguson has also

completed two further acquisitions, including a

PVF business in Louisiana and a plumbing busi-

ness in Chicago. The company’s trading margin

was 5.7%, up from 4.6% in 2010.

Visit www.wolseley.com or www.ferguson.com. 

(Continued from Johnstone, cover.)

The meeting was well attended, with 84 repre-

sentatives from 54 top manufacturers. The theme

of the conference, “Partnering For Success,” was

reflected in the emphasis on vendor participation

and open dialogue, backed by formal surveys to

assess needs and identify opportunities for im-

provement. 

Held over three days, the agenda focused on

communicating Johnstone’s plans for the future

and getting feedback from the suppliers on how

to best succeed in reaching common goals. Pres-

entation topics covered the state of the Johnstone

Cooperative, an industry and economic outlook,

and an overview of Johnstone’s strategic plan

and top priorities for driving profitable growth,

which include strong investments in inventory

Vendor conference outlines Johnstone vision
management, technology, distribution center in-

frastructure, new stores and employee talent. 

Based on attendee feedback, Johnstone fol-

lowed up the meeting by providing additional in-

formation and updates on marketing and training

opportunities, data exchange information and ad-

ditional information on vendor store support.

Vendor suggestions that the company is already

working on include strong investments in exist-

ing markets, further expanding and diversifying

product categories, enhancing staff and contrac-

tor product training, continuing to move into new

geographical markets and strategically expand-

ing store product offerings.

Current strengths noted by meeting attendees

included the company’s national distribution

model (geographical footprint and number of

stores and national distribution centers), the

breadth of product offering (featuring strong na-

tional brands and high quality of lines), its coop-

erative model and store level service (including

local stores’ entrepreneurial spirit and autonomy,

local market knowledge and excellent customer

service).

Visit www.JohnstoneSupply.com. 

Presentation topics covered the state of
the Johnstone Cooperative, an industry
and economic outlook, and an overview
of Johnstone’s strategic plan and top

priorities for driving profitable growth...

“Rheem’s vision of integrated systems
can be paralleled to recent developments

in consumer electronics, automotive
electronics and medical devices.”
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• Bemis’ new proprietary hinge and fas-

tening systems make thorough cleaning

easier than ever, while speeding installa-

tions and eliminating loose seats. De-

signed specifically to meet the needs of

housekeepers in the healthcare and hos-

pitality industries, the Bemis

JUST•LIFT® hinge enables the seat to be

pulled straight up from the open position.

The lifted seat creates a 1.5-inch gap be-

tween the seat and bowl that enables eas-

ier and more thorough cleaning than

traditional hinges allow. After cleaning,

the seat is just pushed down, making the

hinge flush with the bowl once more.

• Bemis has improved its innovative

NextStep® Child/Adult Potty Seat™ by

adding design features that eliminate slam-

ming lids, allow child and adult seats to be

easily removed for cleaning, eliminate the

need to tighten loose seats and enable the

separate removal of the child seat for

cleaning or when no longer needed.

The revolutionary two-in-one toilet seat

accommodates both adult and child users

equally. When not in use, the stain-resis-

tant, solid plastic potty seat automati-

cally secures by magnet into a recess in

the molded wood seat cover, eliminating

the need for adult users to manually lift

the child seat. 

• STA-TITE® Commercial Fastening

System™ delivers faster installation

speeds, while eliminating the need for

labor-intensive retightening of loose seats.

Utilizing a single-piece fastener that in-

cludes a glass-filled nylon nut and inte-

grated washer, the STA-TITE fastening

system installs up to 33 percent faster than

conventional fasteners and allows in-

stallers to quickly achieve the exact

amount of torque needed to keep seats se-

curely fastened longer than conventional

systems. The unique design of the STA-

TITE system also eliminates labor-inten-

sive callbacks to retighten loose seats. 

• For the homeowner, the XCITE! de-

sign makes installing the seat easier as

well as providing an exceptionally secure

mount to the toilet. Where traditional

hinges use two individual mounting

points, the XCITE! hinge provides en-

hanced stability by its continuous connec-

tion between mounting points.  n
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Suppliers in Action

Bemis Manufacturing: Bringing value to its customers
BY JOHN MESENBRINK

Editor, Phc News

H
eading up Interstate 43 paral-

lel to the shores of Lake

Michigan, we reached the

relatively quiet town of Sheboygan

Falls, Wisconsin. Little did Dave

Schulte, publisher of Phc News, and

I know it, but we were heading into

the heart of enemy territory for

Chicago Bears fans. It was the 2011

NFL kickoff in Lambeau Field — an

hour’s drive to the north — and the

Packers were set to do battle with the

New Orleans Saints. 

But Dave and I had business on our

minds that day; we were set to visit

Bemis Manufacturing, the world’s

largest manufacturer of toilet seats,

and meet with Bob Davis, director of

marketing and business development,

and Randy Grebel, director sales,

Plumbing Wholesale. When we en-

tered Bemis corporate headquarters,

we couldn’t help but notice the green-

and-gold clad employees, proud of

their Super Bowl champion Pack.

Being from the Chicago area, we had

to lay low and keep our allegiance to

the Bears under wraps.

This was an impressive facility and

operation. We were overwhelmed

with how content the employees

seemed in their jobs, smiling and say-

ing a quick “Hello” as we passed.

Bob Davis addressed each employee

by name; there was a level of com-

munication and comfort that I feel is

essential to any successful organiza-

tion. That “comfort” may, perhaps,

come from the fact that Bemis Mfg.

has gone through this long recession

without laying off a single full-time

employee. “Back in 1983, we devel-

oped what we refer to today as our

casual workforce strategy, and we

continue with the strategy today. It

has allowed us to weather tough eco-

nomic times without having to resort

to reductions in force. Basically, it

provides a means for people who

don’t want full-time positions to

work on a part-time and as-needed

basis,” said Davis.

Local loyalties

One thing that is noticeable about

Wisconsinites is that they are loyal

and proud of their own, and Bemis

continues to manufacture as a “Made

in the USA” company. “We do very

well selling our brands to our retail

trade partners in Wisconsin,” said

Davis. “Wisconsin is proud to be

home to Bemis Mfg. , and it does

offer an additional selling point here.

Just as Made in America is important

to many people, Made in Wisconsin

is value-added in a state that prides it-

self on quality manufacturing.

“Made in America is a point of

great pride for Bemis Manufacturing,

both its salaried workers and its union

employees. We have always made

our toilet seats using domestic mate-

rials and labor and will continue to do

so. Made in America not only means

supporting our families but also en-

suring everything from the safety and

health of our employees to delivering

quality products that meet the high

standards set in the U.S.A. Contrac-

tors appreciate this: They truly under-

stand the importance of Made in

America when it comes to jobs, sup-

porting our national economy and in-

stalling a quality product for their

customers.” 

Innovation reigns

The key to success and progress

with Bemis is continued innovation

and intellectual protection. “We are

always investigating new technolo-

gies and processes to enhance our ex-

isting product portfolio, while at the

same time looking for more innova-

tive ways to bring value to our cus-

tomers and trade partners,” Davis

said. “So building relationships with

the trade is key.” 

Bemis strives for continued inno-

vation in its products, research/de-

velopment and its manufacturing

processes. “You want to show the

marketplace that you are doing

(Turn to Not just... page 60.)

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

The products

Bemis goes beyond what is
required by laws and regulations in
its effort to be an environmentally

friendly neighbor and a
responsible global citizen.
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Not just toilet seats: Bemis
a good steward, great employer
something,” noted Grebel. “Not only

does that apply in terms of the con-

sumer but to the trades as well. At

the end of the day, you want the con-

tractor to remember your product.”

Keeping in lockstep with that philos-

ophy, the wholesaler channels are

also an invaluable connection to the

trades. “You have to be on the

shelf,” Grebel added. 

Bemis considers its relationships

with its distribution base to be one of

its most important business variables.

“We have worked to keep their trust

with quality products, innovative

products, reliable supply lead times

and efficiency in our billing and ad-

ministrative tasks. While the business

and product part of the relationship is

critical, we also have strong interper-

sonal relationships with our cus-

tomers that go back several

generations. We work to move our re-

lationships from strictly a business

transaction to one that involves per-

sonal trust and the enjoyment of

doing business with someone you

know and like,” Davis explained.

Bemis history, products and services

Bemis Manufacturing Co. is a

major North American molder and

extruder of diverse captive and cus-

tom plastic products, using engineer-

ing-grade thermoplastics and

commodity resins. As a proprietary

molder, Bemis is the world’s largest

manufacturer of toilet seats. As a cus-

tom molder, Bemis is among North

America’s top non-automotive pro-

ducers of contract plastic injection-

molded, profile-extruded, and

compression-molded components.

The company serves a host of For-

tune 500 firms in consumer and in-

dustrial markets throughout North,

Central and South Americas and

globally in Europe, Africa and the Far

East. Bemis has more than 2,200 em-

ployees worldwide.

Founded in 1901 as a maker of fur-

niture and wooden wagons, Bemis

has grown to an international enter-

prise with manufacturing/warehous-

ing facilities globally. The company’s

roots are in woodworking, and its

founders brought skilled craftsman-

ship and innovation to early product

lines that included toilet seats,

wooden novelty furniture, woven

fiber furniture, children’s coaster

wagons, bowling pins, croquet balls

and baseball bats. 

Named after Wisconsin business-

man Albert Bemis and his descen-

dants, the privately held Bemis brings

higher standards to the products it

manufactures for markets worldwide.

As the world’s largest manufacturer

of toilet seats, Bemis serves residen-

tial and commercial buildings and

OEM industries.

Environmental stewardship

Bemis Mfg. has been a pioneer in

environmental stewardship and was

green long before the color that it

represents was picked. Since 1901,

Bemis has had a commitment to the

surrounding community. As the

company has grown, its commitment

to the worldwide community has

grown as well, from pioneering in-

dustry-revolutionizing manufactur-

ing processes to cultivating

partnerships with trade partners and

suppliers who share their passion for

environmental integrity. 

With more than 100 years of man-

ufacturing history, Bemis continues

to be committed to ensuring that its

products and processes adhere to the

highest environmental standards,

with an everyday commitment to set-

ting the standard for ecological re-

sponsibility, conservation and

preservation. By leveraging its tech-

nology and experience, Bemis goes

beyond what is required by laws and

regulations in its effort to be an envi-

ronmentally friendly neighbor and a

responsible global citizen.

In fact, all “green” investments

made by Bemis were not even man-

dated by EPA regulations at the time.

Examples of ecology-conscious busi-

ness practices:

• Environmentally friendly col-

orants and water-based paints signif-

icantly reduce VOC emissions. In

1988, Bemis continued investing in

more environmentally friendly man-

ufacturing processes by converting

the paint used on molded wood seats

from a VOC-solvent-based paint to

water-based acrylic paint for its

molded wood toilet seats. The result

is a cleaner, safer work environment,

reduced VOC emissions and less

residual long-term emissions from

finished products.

• Co-injection molding is a process

that uses regrind waste in the cores of

its products instead of sending it to

landfills. Seats manufactured with the

co-injection process allow Bemis to

include up to 60 percent pre- and/or

post-consumer plastic in the core of

the seat. All plastic seats are produced

using a combination of natural (vir-

gin) resin and resin reprocessed from

other internal and external molding

operations. Blending of materials re-

tains the high-gloss finish and

Bemis’s quality standards for durabil-

ity and strength. 

Through the use of

co-injection manufac-

turing, coupled with its

blended materials

strategy, Bemis has re-

moved more than 10

million pounds of

plastic from the waste

stream, and this num-

ber continues to climb.

• More than four

million pounds of post-industrial

wood shavings a month become re-

cycled wood composite toilet seats.

Bemis participates in an Alliance ini-

tiative called the SmartWood™ Re-

discovered Wood certification

program. To qualify, a company must

use recycled, reclaimed and/or sal-

vaged wood for its products. Bemis

does this. In fact, all of its molded

wood toilet seats contain rediscov-

ered wood from 100 percent recycled

sources. No trees are cut down to

make its wood seats. Reclamation of

wood waste minimizes air pollution

and depletion of forest-based natural

resources;

• All Bemis toilet seats are packaged

in recycled and recyclable corrugate.

Using recycled and reclaimed

wood, reducing VOC emissions and

utilizing specially selected resin in

the molding process are all examples

of the environmental commitment

Bemis takes to market. Bemis has

forged this commitment not only

within its company but also in the

local community. Nearly 50 acres of

natural land — including 16 acres of

prairie land and seven acres of wood-

land — are maintained by Bemis on

its Sheboygan Falls properties.  n

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

(Continued from page 58.)

The toilet seat
manufacturing process

Molded wood seats
• Bemis procures wood shavings from sev-

eral wood brokers, flooring companies and

window manufacturers.

• These shavings are milled to a flour-like

consistency using our state of the art, com-

puter controlled milling facility, which constantly monitors processes.

• The wood flour is transported to our manufacturing facility where it is blended with

a resin using high-speed blenders.

• The materials are transported to molding lines where the material is put through a

compression molding process to form a part.

• Scrap parts and excess material from the molding process are sent back to the mill

to be ground up and reused in the molding process.

• All wood dust is captured by a dust collection system and is used again in the process

as wood flour, allowing Bemis to not landfill any scrap, excess material or wood dust.

• The molded parts are sent through an automated precise edge sanding process to re-

move any sharp edges.

• The sanded parts are painted using water-based paint with low VOCs and no solvents.

• Any part not meeting QC specs after the painting process is salvaged and painted

again or sent to the mill to be ground up and reused in the molding process.

• After the painting process is complete, the painted parts are assembled using robotics

and vision systems in the assembly department.

• Scrap parts from the assembly process are sent back to the mill so the material can

be ground up and reused in the molding process.

• Once the parts are assembled and packaged, they are sent to our shipping department

for distribution or, in some cases, loaded directly onto a customer’s trailer immediately

after the assembly process.

Plastic seats
• Polypropylene (plastic) resin pellets are obtained and stored in resin silos.

• Plastic pellets are vacuum transferred to the injection-molding machine.

• The plastic pellets are softened (melted) by being passed along a heated barrel by

means of a screw.

• The screw also acts as a ram, which injects the softened plastic rapidly into a cooled

steel toilet seat mold at very high temperatures and pressures.

• After cooling, the mold opens, and the toilet seat is robotically removed from the press.

• The toilet seat hinge assembly is completed, and the finished part is packaged with

appropriate hardware into the final package for customer shipment. n
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Chicago Tube and Iron Com-

pany has hired three new outside

sales representatives:

• Dennis Collins, southeastern

Wisconsin 

• Todd Destiche, northeastern Wis-

consin 

• Stephen Wilka, eastern South

Dakota and southwestern Minnesota. 

Ronald C. Katz, executive chair-

man of Elkay Manufacturing Com-

pany, announced that Robert R. Buck

has been elected to serve on the com-

pany’s Board of Directors. Buck’s ex-

ecutive leadership experience spans

more than 30 years with a back-

ground in operations, global finance,

M&A and public accounting, prima-

rily at Fortune 500 companies. Buck

continues to serve on the boards of

both the Multi-Color Corporation and

Beacon Roofing Supply Inc. Buck

served as the president and CEO of

Beacon Roofing Supply from 2003 to

2007, during which time he helped

the company achieve record profits,

managed the completion of 13 acqui-

sitions and led the company through

its Initial Public Offering in 2004. 

Industry veteran Jim Whiteherse

joined Fluidmaster® Inc. as senior

VP of global sales. Until 2010,

Whiteherse was senior VP of sales for

Brass Craft Inc., where he was re-

sponsible for sales, marketing and

product development, including

strategic partnerships with the com-

pany’s major wholesale and retail ac-

counts. He began his career with

Hancor Plastic Tubing, where he rose

to become national sales manager be-

fore joining Brass Craft in 1984. 

Harvel® Plastics Inc. president

Patrick Foose has received the high-

est honor given by the International

Association of Plastics Distribution

for his contributions to the industry

and to the association. Foose was pre-

sented with the 2011 Paul Davis

Award of Merit at the IAPD’s annual

convention and expo in Baltimore.

He was selected based on his work as

former IAPD board of directors’ pres-

ident, where he served as the first

plastics manufacturers’ representative

to hold the position. Foose was a

member of the IAPD Board from

CONGRATS!

REP RAP

2001 through 2010 and, in 2005, re-

ceived the organization’s Pacesetter

Award for volunteer excellence and

leadership.

Hastings Tile & Bath hired John

Veras as regional sales manager for

their Eastern region. Veras will head

up the sales and sales management

efforts for Hastings and all of its lines

east of Minnesota, and his focus will

be to deepen existing relationships

and forge new ones within the A+D

community. He has 26 years of expe-

rience in the high-end bath and

shower industry. 

Ron Robinson of AtlasCare was

appointed chair of the Heating, Re-

frigeration and Air Conditioning

Institute of Canada. Robinson has

been in the HVAC/R industry for

more than 30 years and has served on

the HRAI board since 2007 as a rep-

resentative of the Contractors Divi-

sion. He has served on the

Contractors Division board since

2001 and as chair of the division from

2009 to 2011.

The 2011-2012 HRAI board of di-

rectors appointed during the annual

meeting is as follows:

• Chair — Ron Robinson, Atlas-

Care, Oakville, Ont.

• Past chair —Colin Jennings, Car-

rier Canada Ltd., Mississauga, Ont.

• Vice chair and chair – Wholesalers

Division: Keith Werner, Independent

Supply Company, Burnaby, B.C.

• Secretary treasurer and chair –

Manufacturers division David Mor-

den, Morden National Sales & Mar-

keting Inc., Wallaceburg, Ont.

• Chair – Contractors Division:

Marc Gendron, Les Enterprises MLG

& Fils Inc., Westmount, Que.

• Vice chair – Wholesalers Divi-

sion: Peter Henderson, Kerr Con-

trols, Truro, N.S.

• Vice chair – Manufacturers Divi-

sion: Jim Flowers, Linde Canada,

Aurora, Ont.

• President: Warren Heeley, HRAI,

Mississauga, Ont.

Hydrotech® expanded its northeast

U.S. sales team with the hire of Dave

Willett from Pennsylvania. Willett

has more than 12 years of water treat-

ment experience with both Culligan

and Carroll Water Systems and has

earned a Certified Water Specialist VI

from WQA. In addition to his resi-

dential market knowledge, Willett’s

expertise in commercial, industrial,

high purity, environmental and food

service applications will play a valu-

able role in his success at Hydrotech.

International Environmental

Corp.  promoted Dennis Kloster to

the office of president. Kloster’s pro-

motion follows the retirement of

Larry Jewell. Kloster’s HVAC indus-

try career spans over 30 years. He

joined IEC in 2003 as vice president,

sales and marketing and during the

past five years has led IEC's day-to-

day business operations as EVP and

general manager. Prior to joining

IEC, he was employed by Nordyne,

York International and Carrier Corp,

where he held various senior man-

agement positions. 

McJunkin Red Man Holding

Corporation appointed James F. Un-

derhill executive VP and COO–North

America and James E. Braun execu-

tive VP and CFO. Underhill will be

responsible for all of MRC’s U.S. and

Canadian operations, including the

overall performance of its North

American segment, the implementa-

tion and integration of any acquisi-

tions in the region and the continued

development of MRC’s IT ERP plat-

form. Braun and Underhill will report

directly to Andrew Lane, MRC chair-

man, president & CEO. Braun had

been CFO of Newpark Resources,

Inc. since 2006. Underhill has been

MRC’s CFO since 2007. He has

served in various finance roles since

he joined the company in 1980. He

has also had primary responsibility

for acquisition and integration of over

30 businesses and has been involved

in numerous implementations of

electronic customer solutions. n

Jim Whiteherse Patrick Foose

HTS Texas was named one of the

Houston Business Journal’s Fast

100 finalists. Recognizing that the

company’s real success is directly

related to the commitment of a ded-

icated team, HTS Texas credits its

growth in the market to every cus-

tomer and individual involved in

the design, selection, installation,

maintenance and sale of each

HVAC solution.

J . C .  W h i t l a m

M a n u  f a c t u r i n g

Company recently

recognized  the i r

manufacturer’s rep-

resentative, Dierks

Equip  ment  Sa les

Ltd. of Vancouver,

B.C., for over 30

years of service. Ted

Dierks, the original

founder of Dierks

Equipment Sales Ltd.,

began representing

Whitlam in 1981.

Dierks Equipment, now managed by

Ted’s son Al, markets Whitlam Spe-

cialty Chemicals and Plumb-Pro Tool

Divisions in the wholesale distribu-

tion market for plumbing, HVAC/R,

fire protection, irrigation and water-

works in both British Columbia and

the Yukon Territory. Russ Guest and

Beth Dierks are also part of the

Dierks sales team as inside sales.

Mark Whitlam, senior vice president-sales at Whitlam,

is shown here presenting Al Dierks and Phil Gamache

of Dierks with a plaque honoring their ‘30 Years of Suc-

cessful Representation.’

Steamist named Quality Marketing Inc. the recipient of its Rep of the Year award.

Based in Anthem, Ariz., Quality Marketing was selected from Steamist’s 26 North

American sales representative agencies for their outstanding market development.

With a challenging marketplace and a hardworking team of two, QMI has taken

great strides in increasing Steamist’s presence in Arizona and Las Vegas. The

agency prides itself on outstanding customer service and superior technical

knowledge of the products they represent. 

(Turn to REP RAP... page 64.)
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Nick Giuffre shares heartfelt gratitude
at being honored with Keenan Award

Team Danze bicycles for charity

Abeloved industry figure, Nick

Giuffre, president and CEO of

Bradford White Corporation, was

presented the Fred V. Keenan Life-

time Achievement Award during the

ASA Convention/Network 2011 this

fall in Las Vegas.  The following is

Giuffre’s sincere acceptance speech:

“i’d like to extend my heartfelt
gratitude to the aSa executive Com-
mittee for presenting me with the no-
table Fred V. Keenan lifetime
achievement award!  

“When i read the list of past recip-
ients, the likes of the late great Karl
e. neupert, edward J. Felten, John

M. Mcdonald iii, Frank Finkel and
John e. Martin, and the man who the
award was originally named after –
Fred V. Keenan, i understood the dis-
tinct value of this award.  in the au-
dience today i can see Joe Poehling
of First Supply; Scott Weaver, our in-
coming aSa president; Hal Williams,
Security Supply; dennis Broderick
from inSinkerator, and so many ac-
tive aSa participants who volunteer
their time and talent each and every
day.  i humbly accept this award in
your honor and thank you all for
everything you have done and con-
tinue to do for aSa.

“We have a great industry and it is
our responsibility to be involved in
protecting it, nurturing it, promoting
it — and most importantly enjoying
it.  aSa excels in government affairs,
educational opportunities for whole-
salers and vendors alike, statistical
data and fellowship for all!  if there
is a message i can share with you
from my 35 years of experience in the
industry, it is this:  You need to get in-
volved as your influence will bring
value not only to your company but
to our overall industry as well.  

“There’s many a wholesaler in the
audience that i never sold any dollar
amount of product to but i can assure
you i made it my business to intro-
duce myself to them at numerous
aSa social functions to let them
know who i was and what company
i represented.  What i am trying to
convey to all you is, “don’t just join

and pay dues to aSa; you need to
participate and realize the value of

this great organization.
“i am on the clock and only have a

limited amount of time to speak but i
want to thank Mike adelizzi and the
entire staff at aSa for all the hard

work they do for our members.  i’d
also like to thank my company, Brad-
ford White Corporation and its chair-
man, Bob Carnevale, for always
encouraging and allowing me to be
involved in aSa. and most impor-
tantly, i’d like to thank my lovely
wife, Kathy, for supporting me every
step of the way!  

“i’d like to thank all of my fellow
employees, our sales team in the au-
dience today, the aiM/r organization
and all of the Bradford White manu-
facturing reps, many who are active
in regional and national aSa activi-
ties.  Your support is limitless and so
is my appreciation.

“and finally, to Fred and Betty
Keenan, thank you for being the in-
dustry icons you are!”

Nick Giuffre, president of Bradford

White Corporation, was honored with

the Fred V. Keenan Lifetime Achieve-

ment Award at the ASA Convention.

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

Master-Bilt announced that sales
representative group Johnson Com-

mercial Agents will cover the terri-
tories of north dakota, South dakota
and Minnesota. Ross Marketing

covers Saskatchewan, Manitoba and
northwestern ontario. Johnson Com -

mercial Agents, based in Mendota
Heights, Minn., represents a range of
foodservice equipment and supplies
manufacturers. Dave Ross, with an
office in Winnepeg, has been in the
refrigeration industry for 39 years
and, while new to the Master-Bilt
group as a sales representative, he has
been working with and installing the
products nearly his entire career. 

Oasis International welcomed
Barnard-Gavlin Inc. as a manufac-
turers’ representative for the oasis
pressure product line. Barnard-
gavlin has territories in Maryland,
Washington, d.C. and Virginia and

specializes in the distribution of
water treatment, plumbing, mechani-
cal, electrical and architectural prod-
ucts. 

ThermaSol® has announced that
their partnership with The Lovell

Company is the latest extension of
their manufacturing sales groups,
strengthening the company’s pres-
ence in Utah. Founded in 1958, The
lovell Company serves markets in
Utah and southern idaho. They add
value to customers and manufactur-
ers by performing sales, marketing,
customer service, technical support
and product training. “We are pleased
to add The lovell Company to Ther-
maSol’s team. Their company distin-
guishes itself by accommodating
customers’ needs while serving as the
ideal representation of ThermaSol’s
quality craftsmanship,” said Martin

Siwy, western regional sales manager
of ThermaSol. n

REP RAP
(Continued from page 62.)

“Don’t just join and pay
dues to ASA; you need

to participate and realize
the value of this

great organization.”
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Progress Supply, Century announce partnership
CinCinnaTi — Progress Supply inc.
announced that they have partnered
with Century to begin offering the
Century brand of residential furnaces,
heat pumps and air conditioners.
Progress is a Cincinnati-based
HVaCr wholesale distributor with
branch locations in Cincinnati,
Columbus and dayton, ohio.

The addition of the Century prod-
uct line is a natural extension of
Progress Supply’s existing commer-
cial lines that include such brands as
Copeland, Tecumseh, Fujitsu, larkin,
Johnson Controls, Belimo and Hon-
eywell. “We have had many of our
customers ask us to carry a residential

line of equipment, so we sourced out
a line that met our high expectations
of quality standards and reliability.
Century provides us with that quality
brand that we can offer for an out-
standing value,” said gary Sparks,
Progress president & Coo.

Progress has also recently added
other new products including the Wi-
Fi enabled ecobee thermostat and the
innovative energy saving Ke2 Therm -
solutions fan control unit and their
evaporator efficiency control unit.

Progress anticipates these addi-
tional lines will provide further
growth opportunities in the ohio,
Kentucky and indiana markets.

Woodridge, ill. — danze inc. re-
cently sent a team of 30 cyclists to
participate in the 22nd annual denver
Children’s Hospital
Courage Classic, a three-
day, 200-mile bicycle tour
through the Colorado
rocky Mountains to raise money for
the hospital. Team danze raised more
than $20,000 for the cause.

“The course was both physically
and mentally challenging,” said
Michael Werner, president and
Ceo of danze inc. “it wound

through 200 miles of incredibly
beautiful rocky Mountain ski re-
sorts and towns. everyone loved

the event, and our guests
said that they will come
back next year and bring
their friends. Children’s

Hospital is a major research insti-
tution that provides critical care to
thousands of infants and children
annually, and our support is consis-
tent with our core value of being a
positive force.” 

Visit www.danze.com.
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66 • •THE WHOLESALER® — NOVEMBER 2011AIM/R Convention
AIM/R recently held their Annual Management Conference at the Sandestin

Resort in Destin, Fla. Editorial director Mary Jo Martin was on hand to

cover the events. You can reach much more in her column on page 86, and see

video interviews she shot with reps during the event in the “On The Road” 

section at wwww.thewholesaler.com.

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
More coverage on page 68.
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The results of the 2010

CLEAReport*, an independent 

water heater study by Clear Seas

Research, revealed that product

quality, service, technical support,

and the fact that Bradford White is

not sold in retail stores were the

most important factors to

contractors when selecting a 

brand of tank type water heater. 

And now our support for you 

gets even better. Bradford White

has just opened a 24/7, factory-

based call center. 

This fully staffed technical 

service team is there when you

need it, anytime day or night. 

We’re making it easy for you to 

be a Bradford White contractor. 

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

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

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

Carney Plumbing – Heating – Cooling, Line Lexington, PA

For the fifth
straight year,
Bradford White 

is the tank water
heater brand most

purchased by
professional
contractors. 

And again, 
we are the most

recommended
brand.

See contact information on page 86
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For more information, 
visit www.drainbrain.com/ram
or call 800-245-6200.

Open clogged pipes with

SHOCK ACTION!
The WATER RAM clears sinks, tubs, toilets and
drains fast. Compressed air creates a shock wave
that breaks up stoppage. Effective around elbows
and bends; bypasses vents.
Safe – there’s no pressure buildup.

AS SIMPLE AS

1PUMP UP 2 INSERT IN DRAIN 3 SNAP TRIGGER

W     
       

See contact information on page 86

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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The four-month estate tax cure
M

y motivation for writing this
article is to comment on the
doesn’t-ever-seem-to-get-

done work of many real-life lawyers,
particularly those who specialize in es-
tate planning. I’ll bet the farm that at
least half of those reading this column
who did estate planning can relate to
the example that follows (true and, un-
fortunately, often repeated).

Here’s the story. A reader of this
column (Joe) and his lawyer (Lenny)
live in Florida. Joe (age 62) started
his business from scratch; yes, from
a friend’s garage. Now he’s success-
ful: He has a profitable and growing
corporation (Success Co.), 82 em-
ployees and a son, Sam, who runs the
day-to-day operations.

When Joe got the let’s-do-my-es-
tate-plan itch, he went to see Lenny.
Joe brought a package of informa-
tion. (He learned what to bring by
reading this column). Here’s the
essence of what Joe told Lenny: My
wife Mary is 63. We have three kids
and seven grandkids. Everyone is
healthy. Sam (age 38) is the only

child working at Success Co. (an S
corporation) and runs the business
like a pro. I want to keep working to
the day I die, but I want to work
fewer hours, fewer days and take
longer vacations.

Then Joe spelled out his basic
goals:

• Get Success Co. to Sam without
him or his son getting killed by taxes.

• Treat the two non-business kids
equally.

• Keep control of his assets, partic-
ularly Success Co., for as long as he
lives.

• Minimize (if possible, eliminate)
the estate tax bite.

• Make a substantial contribution
to charity, if the gift does not reduce
his children’s inheritance.

Success Co. is worth about $9 mil-
lion. In addition, his four most valu-
able assets are: 

• Real estate leased to Success Co.
($1.3 million); 

• A 401(k) plan ($1.8 million); 
• Various liquid investments, in-

cluding stocks, bonds, CDs and other
cash-like assets ($4.6 million)

• Two homes ($1.9 million). 
Other assets bring Joe’s total net

worth to a bit over $20 million. Joe
has no debt. Finally, Joe owns a life
insurance policy insuring him for $3
million, with a cash surrender value
of $462,000.

Lenny took copious notes, asked
many questions and, after two
hours, concluded the meeting, say-
ing, “I’ll create your estate plan and
send it to you.”

From time to time, Joe called
Lenny to check the status of his estate
plan. Nine months after the initial
meting (Joe later quipped, “Just like
having a baby”), Lenny delivered the
completed plan. Guess what? The
plan was simply two documents: a
pour-over will with an A/B revocable
trust. Frustrated, Joe called me, then
overnighted to me the same package
of information he had given to Lenny
and the documents Lenny created.

Now, first the good news. Lenny’s
traditional documents were fine, and
with a few minor changes were used
as part of Joe’s final estate plan.
Lenny’s cover letter made three
major points: 

• After Joe’s death, Success Co.
would go to Sam.

• After both Joe and Mary were in
heaven, the rest of the assets would
be divided equally to the two non-

business children (but significantly
less to each child than the $9-million
current value of Success Co.).

• The $3-million life insurance
policy, plus the liquid assets, would
easily be enough to pay the antici-
pated estate tax. The letter also sug-
gested that the $3 million insurance
policy be transferred to an irrevoca-
ble life insurance trust but did not
draft the document.

What’s wrong with Lenny’s plan?
Technically, nothing. That’s the prob-
lem; on the surface a pour over will,
accompanied by an A/B trust (called
a “traditional estate plan”), looks
good and sounds good. But the sad
fact is that a traditional estate plan is
nothing more than a death plan. It
does not go into action until Joe and
Mary are dead. It’s a two-trick pony:
It defers the estate tax until Mary dies
and avoids probate.

A good start. But, standing alone, a
traditional estate plan does not have
a chance at conquering the estate tax
and accomplishing the goals of the
typical Joe and Mary, particularly if
they own a family business and/or
have a large net worth (typically, $5
million or more).

So, what’s the answer? Two plans: 
• First, a traditional plan (yes, the

old-fashioned will and A/B trust is
still a worthy friend)

• A lifetime plan, designed to ac-

complish your goals, based on each
significant asset you own.

So how do you create a lifetime
plan that will work for you, your
business and your family? It’s a
rather simple three-step process:

• Step #1 — Make a list of each
significant asset you own (If you own
lots of real estate, stocks, bonds or
other assets, they can be grouped).

• Step #2 — Opposite each asset
(or group of assets) put down your
goals for that asset (a) for the rest of
your life (usually includes maintain-
ing control) and (b) disposition when
you (and your spouse) die.

• Step #3 — Select the appropriate
strategy (We will use Joe and Mary
as an example, so you can see how
easy it is to do) to accomplish your
goal for each significant asset.

HINT: Life insurance, either al-
ready owned or to be acquired, is
considered an asset.

Following is an outline of the life-
time plan Joe and Mary want to put
in place. The goals are to get Success
Co. to Sam ($9 million) and the rest
of the assets ($9.5 million) to the two
non-business kids. Of course, to get
equal value to each of the kids we
need $18 million ($9 million x 2) for
the two non-business kids. The short-
age will be made up with the pur-
chase of second-to-die life insurance
on Joe and Mary (including the $3
million in current coverage on Joe,
which will be replaced with second-
to-die coverage). The 401(k) [$1.8
million] was used to fund an addi-
tional purchase of $3.6 million in sec-
ond-to-die life insurance going (a)
$1.8 million to charity and (b) $1.8
million to the non-business kids.

So here’s the lifetime plan (fin-
ished in 12 weeks): 

• To Sam —Success Co. ($9 mil-
lion) was transferred to Sam using an
“arbitrage ILIT” (a combination of an
irrevocable life insurance trust and an
intentional defective trust). This type
of ILIT transfers the nonvoting stock
of Success Co. (via a sale) to trust
with Sam as the beneficiary, tax-free;
no income tax, no estate tax, to either
Joe or Sam. Joe keeps control of Suc-
cess Co. by retaining the voting stock
(only 100 shares) while selling the
non-voting stock (10,000 shares) to
the ILIT. Dividends from Success Co.
(tax-free because it is an S corpora-
tion) are used to pay Joe for the non-
voting stock and purchase some
second-to-die life insurance.

• To the non-business kids — The
liquid investments ($4.6 million) and
the R/E ($1.3 million) are transferred
to a family limited partnership
(FLIP). These assets are now entitled

to a discount (about 30%) making
their value about $4.1 million
(rounded) for tax purposes. For 2011
and 2012 a temporary gift tax win-
dow allows $5 million per person
($10 million if married) as a one-time
tax-free gift. Joe and Mary take ad-
vantage of this law by gifting the lim-
ited partnership units (99%) to these
two kids. Joe and Mary maintain con-
trol over the assets by keeping the
general partnership units (only 1%).

The two homes are left to the two
non-business kids, using a strategy
called a “qualified personal residence
trust” and a small portion of the $5-
million window.

In the end, the lifetime plan created
for Joe and Mary easily accom-
plished all of their goals: Success Co.
to Sam, two non-business kids treated
equally, a significant gift to charity
without reducing the children’s inher-
itance and eliminating the impact of
the estate tax.

Let’s summarize: A traditional es-
tate plan (typical pour-over will and
A/B trust) is a death plan (how to dis-
tribute your assets). In addition, to ac-
complish your goals a lifetime plan is
a must, modeled after the lifetime
plan for Joe and Mary described
above. No estate is so large or com-
plex that it cannot be designed to ac-
complish all of your goals with a
lifetime plan. 

It should be noted that no attempt
is made in this article to cover all off
the possibilities, strategies, rules and
exceptions to structure every con-
ceivable lifetime plan. Yet, in prac-
tice, every challenge presented by a
client or column reader has been met.

Finally, just make sure you use an
experienced professional who
knows how to draft more than a tra-
ditional plan. And get it done in four
months or less. n

Irv Blackman, CPA and lawyer, is a re-

tired founding partner of Blackman

Kallick Bartelstein LLP (CPAs) and

chairman emeritus of the New Century

Bank (both in Chicago). Want to con-

sult? Need a second opinion? Contact

Irv by phone at 847/674-5295, email

blackman@estatetaxsecrets.com or

visit his website, www.taxsecretsoft-

hewealthy.com.

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

BY IRVING L. BLACKMAN

Tax and succession specialist

No estate is so large or complex that it
cannot be designed to accomplish all of your

goals with a lifetime plan.
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HET toilet line
Carlin, Cody and Crista HETs have

been updated, with enhanced MaP

scores from 800 to 1,000 grams. New

line is more water efficient and deliv-

ers higher performance ratings. Shared

specifications include: 4.8 Lpf /1.28

gpf; vitreous china; chrome tank lever;

12" (305mm) rough-in; 2" fully glazed

ball pass trapway; 3" flapper and

siphon jet flush action. Contrac.

www.contrac.ca

Large diameter PP-R pipe
Climatherm® SDR 17.6 PP-R pipe is

now available in 6" to 24" diameters;

Greenpipe, engineered for potable

water, is available in SDR 11 from 1/2"

to 18" dia. Systems are connected via

heat fusion, creating monolithic con-

nections that last a lifetime. No toxic

materials, glues, resins and open

flames during installations. Reduces

thermal expansion by as much as 75%

of other plastics. Aquatherm.

www.aquathermpipe.com

Hubless couplings
No-Hub Couplings for joining hubless

cast iron pipes in draining, waste and

vent applications. Durable neoprene

inner ring prevents leaks, while the

stainless steel outer shield provides

corrosion resistant strength.  Shields

are reinforced for extra durability

against strikes and various types of

wear and tear with diamond-shaped

corrugations. Available in a variety of

sizes and types including heavy duty

and reducing couplings. Easyflex.

www.easyflexusa.com

Thermostatic expansion valves 
Universal TR6 thermostatic expan-

sion valve is available in 7 models for

OEM A/C and heat pump designs in

many applications, from 1.5 to 6 tons

in R-22 and R-410A systems. All af-

termarket TR6 valves have 3/8"x3/8"

connections and come with Aeroquip

and Chatleff fittings to easily install

most residential A/C systems. An in-

ternal check valve, adjustable super-

heat and adaptable inlet and outlet

ports make it easy to install the valve

after selecting the refrigerant, tonnage

and connection type. Danfoss.

www.danfoss.com

Thermostatic mixing valve
MultiFLEX, the latest addition to the Heatguard® thermostatic mixing valve line,

correctly mixes hot and cold water to safeguard against

scalding, prevent bacteria and increase system capac-

ity. Delivers water safely; allows the heater to be set

at a germ-killing 140°F. Satisfies hot water demands

longer. Combines a Heatguard thermostatic valve,  flexible

connector and water heater tee in one package. Available in 3/4"

MNPTx3/4" FNPT. Reliance Worldwide Corporation.

www.cashacme.com

Industrial inspection camera
The SeeSnake nanoReel N85S cam-

era system is used for ultra-small di-

ameter lines ranging from 3/4" to 2"

and is capable of making tight turns.

The lightweight, compact

drain inspection system

allows users to push

cable distances of up

to 85 feet and can eas-

ily be transported to

jobsites, making it

ideal for inspect-

ing boiler tubes,

supply lines and

sprinkler systems. The internal drum

cartridge can be removed from the

housing assembly and exchanged

with optional interchangeable drums

to allow the system to fit specific ap-

plications. RIDGID.

www.Emerson.com

Effluent pumps
290 series 3/4-hp effluent pumps feature a

one-piece cast iron motor housing and base,

stainless steel rotor shaft and permanently lu-

bricated upper and lower ball bearings. The 

series boasts pumping heads to 48 ft and max-

imum flows to 83 gpm. With a 11/2" discharge

and 1/2" solids-handling capability, the new

series is available with power cord lengths

of 10', 25', 35' and 50' (depending on model).

Liberty Pumps.

www.libertypumps.com

Ratcheting screwdrivers
Code Blue® 13 ‘N 1 and 18 ‘N 1 ratcheting

screwdrivers provide convenient two-way operation

and, with bit storage in the handles, make swapping bits

between jobs quick and easy. The Code Blue 13 ‘N features a

dual-composition comfort grip and a 28-tooth ratchet that delivers

225 in/lb of torque. The 18 ‘N 1 also features durable, forged ratchet

construction and a comfortable, high-torque grip. Channellock Inc.

www.channellock.com

Metering aerator
ONE-TAP™ metering aerator offers

a hygienic, water-conscious solution

for converting standard faucets. Turn-

ing on with just one tap,

the aerator has ad-

justable metered

flow to ensure up

to 87% water

savings over

conventional faucets, and its auto-

matic shut-off helps prevent sink

overflow. Fits most faucets with an

existing aerator for easy conversion.

Flow starts with a single touch; the

adjustable metering activator auto-

matically stops the flow in 2 to 20

seconds, reducing the risk of cross-

contamination. Encore Plumbing.

www.encoreplumbing.com

Electric actuators 
EPZ Series industrial electric actua-

tors are an economical

solution for small diam-

eter ball valves

and are well

suited for tight-

space applica-

tions. The

EPZ-6 has a

torque out-

put of 55

in-lb./6 Nm;

EPZ-15 features an output of 135 in-

lb./15 Nm. Both sizes are non-spring

return with NEMA 4/4X enclosure

and have an ISO5211 F03/F05

mounting pattern. For waste and

water treatment, chemical processing,

food and beverage, and much more.

Hayward Flow Control.

www.haywardflowcontrol.com

Pneumatic test plugs 
The Test-Tite® pneumatic test plug

line is the first full line of test plugs

with pressure relief valves that protect

against excess inflation pressure,

thereby reducing the risk of damage to

plugs and DWV systems. Variety of

styles and sizes from 11/2" through 15"

for plumbing applications and in

larger sizes for sewer applications.

Standard test plugs, bypass plugs and

air test plugs are available for testing

and maintenance needs. Conform to

irregular pipe shapes; suitable for most

pipe materials. IPS Corporation.

www.ipscorp.com

Commercial faucet
The Cobra faucet is the ultimate solution for the commercial kitchen

sink. This innovative faucet is the first of its kind to have a flexible

20" spout and a rotating head, with multiple spray op-

tions. With Neoperl’s® German-made Perlator®

Honeycomb aerator, which reduces splashing and

saves water. Quietside.

www.quietside.com/cobrafaucet
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Stainless steel pipe
ECO-Pipe, a thin-walled, 304 stain-

less steel pipe, offers an economical

solution for

stainless

s t e e l

p i p e

systems that require corrosion resist-

ance and aesthetics. Sizes range from
1/2" to 4" and in lengths of 20'. Use

with ProPress system including stain-

less 304 fittings. Viega.

www.viega.com

Hose reel 
For heavy-duty foodservice plumb-

ing applications, this 12-foot stainless

steel hose reel is compact and light-

weight. The

spring-driven

reel fits in

tight spaces;

drum diame-

ter is 91/2",

width is just

31/4". Comes with 12'

of 3/8" low pressure (300 psi) hose.

Anti-lockout ratchet design allows

the hose to retract easily and elimi-

nates manual rewinding. An ad-

justable guide arm provides greater

flexibility. T&S Brass.

www.tsbrass.com

Caulk and adhesive gun
The M18™ cordless caulk and adhe-

sive gun can deliver up to 950 lb of

force high viscosity materials. Vari-

able speed trigger and six-setting

maximum speed

dial optimize the

tool’s 0-21 inch-per-

minute flow rate for

precise control. Anti-drip mechanism

stops excess material oozing; rotating

collar allows maximum bead control

around turns. Constant flow technol-

ogy eliminates motor oscillation for

steady material dispensing and even

beads. Dispenses up to 200 10-oz tubes

on one battery charge. Milwaukee

Electric Tool Corporation.

www.milwaukeetool.com

Single pipe system
LoadMatch consists of maintenance-

free, wet rotor circulators in a pri-

mary, single-pipe distribution system

and a secondary distribution system

with a decoupled secondary piping

loop for each terminal unit in the sys-

tem, with flow delivered by a dedi-

cated circulator. Replaces costly

control valves and most balancing

valves with small, low kW circulators

that deliver water, on demand, to ter-

minal units for lower pump head and

less energy consumption. Taco.

www.taco-hvac.com

Electric actuators 
P9-13 series quarter-turn electric, non-

spring return actuators feature a rugged

design for use

with all ball and

butterfly valves

or dampers re-

quiring high

torque outputs

from 17,500 in-lb

to 40,500 in-lb.

Includes self-lock-

ing hardened steel

drive train; mechani-

cal end-of-travel stops; clutch-free

manual override for single-handed po-

sitioning; integrated position indicator;

two auxiliary switches; internal low-

power anti-condensation heater and

cast aluminum polymer coated hous-

ing with two 3/4" conduit connections

rated NEMA 4X for safe exposure to

high pressure hosing and corrosion re-

sistance. Proportional control units ac-

cept a wide range of control signals

while generating multiple feedback

signals. ProMation Engineering.

www.promationei.com

Easy access to macerating unit
The SANIACCESS 3 upflush macerating plumbing

system has two easy-to-open panels for direct access to

different segments of the unit for easy inspection and

servicing of all major components. One opening ac-

cesses the electrical components and level sensor mech-

anism, while a second panel covers the basket area

around the macerating blades for easy removal of large,

accidentally flushed objects. Maintenance can be per-

formed easily without disconnecting the unit from the

toilet or the rest of the plumbing system. Saniflo.

www.saniflo.com

Branch outlets
Forged steel branch outlets range in size from
1/4 to 4" and can be used in high-pressure ap-

plications where improved flow is desired.

Socket weld branch outlets are available in
1/2" to 4" sizes and butt weld outlets in 1/2" to

8" dimensions. Outlets have a straight-through

bore design and will fit a number of run pipe sizes. They conform with ASTM

A105N and MSS-SP-97. Matco-Norca.

www.matco-norca.com

Lavatory fixture finish
A new Tumbled Bronze fin-

ish features a warm tone

with vibrant chocolate and

bronze highlights. The final

result gives each product a

textured, tumbled appear-

ance — very different than anything on the market today. This variation on

the distressed tone is achieved by literally tumbling the faucets during the

production process. Once color is applied, each faucet is placed into a drum

with stones and tumbled, giving each product a natural look, with no two

being exactly alike. Danze Inc.

www.danze.com

Grinder-pump package system
The 915 shark grinder package system is designed for

new build as well as retrofit for the typical package

sewage ejectors. Bridges the gap between the current 912

and 922 system offerings. Suitable for difficult applica-

tions; greatly reduces clogging calls. Complete package in-

cludes an alarm and check valve. Reduced installation time;

no miscellaneous pieces need to be purchased to complete

the package. Zoeller Pump Company.

www.zoellerpumps.com

Trailer jet
Typhoon™ trailer jet delivers 12 gpm at 2,500 psi. Engine controls and an hour

meter are mounted in a lockable tool box. Electric brakes,

safety strobe, three safety cones with holder, rear sta-

bilizer jacks, retractable hose guide arm, two hose reels

and an antifreeze system are standard. A 24-hp

Honda engine with electric start powers the

triplex pump with Vibra-pulse® to help propel the

nozzle through tight bends and long lines. General Pipe Cleaners.

www.drainbrain.com

Intermittent pilot ignition controls
Intermittent pilot ignition (IPI) controls that can be used with intermittent heat-

ing appliances are low-cost replacements for the OEM control. In-

clude the ICM295 and ICM296, which replace the Carrier

LH33WZ510 and LH33WZ512, and the ICM2901 and

ICM2902, which replace the JCI G770RJA-1 and

G776RGD-14. Microprocessor-based compatibility with

liquid propane and natural gas. The ICM295 is a continu-

ous spark unit, while the other three offer a 100% safety

lockout feature. ICM Controls Corporation.

www.icmcontrols.com

Press ball valves
Legend-Press™ Transition Connec-

tions, now part of the Legend-Press

Ball Valve Family. feature dual Viton

O-ring stem design with no packing

nut and gland assembly. Maintenance

free to eliminate callbacks. With the

industry’s deepest sockets, the tube is

stabilized while pressing the joint and

eliminates movement or slippage.

Two EPDM O-rings ensure a perfect

seal with every press. Now available

with transition connections in MIP x
Press in 1/2" to 2", FIP x Press in 1/2"

to 2", and Union x Press in 1/2" to

11/4" sizes. Legend Valve.

www.legendvalve.com
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Since 1956 the
employees of  Mueller

Steam Specialty have been 
dedicated to the manufacture of
high quality products delivered
on time and with superior
customer service. Our core line 
of rugged strainers is available
in a wide range of types and 
materials. Whether you require 
basket strainers, Y strainers, 
“Tee” type strainers, duplex 
strainers, or even temporary 
strainers, Mueller will deliver 
your order from stock or custom 
engineer and manufacture it to 
your requirements. In addition to
its strainer line, Mueller offers a
full line of check valves, butter-
fly valves, pump protection and 
specialty products for a variety 
of industries and applications. 
Choose Mueller Steam Specialty 
for your next project.

www.muellersteam.com  A Watts Water Technologies Company

See contact information on page 86
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ASA Convention/Network 2011
The American Supply Association held its Annual Convention/Network

2011, appropriately themed “All In,” in Las Vegas earlier this fall. Editorial

director Mary Jo Martin provided coverage of the convention highlights in her

Viewpoint column in the October issue. Here and continued on page 78, enjoy

a pictorial look at the event. Also, please visit page 64 to read the acceptance

speech given by Bradford White president and CEO Nick Giuffre upon being

presented the Fred V. Keenan Lifetime Achievement Award.

(More coverage on page 78.)
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www.grinnell.com

Stainless Steel  
G-PRESS System
Connections in seconds.
Performance for years.

Cut Pipe
Squarely

Insert
Fitting Crimp

with Tool

                                                                                              

See contact information on page 86
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(Continued from page 76.)

ASA Convention/Network 2011
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‘Downturn’ doesn’t
mean ‘relax until it’s over’

Are your facility and equipment

in top shape? Now is a great time to

get ready for the next season. if there

is no plan, you have work to do.

Do you have a marketing plan

for next year? While there are some

pessimists out there, i am pretty sure

that April will be arriving just after

March has ended. Why not get a mar-

keting plan in place and begin work

on the marketing materials that will

support that plan. Some might say

that they can’t plan until they know

what the manufacturers will do. Most

wholesalers stocking list will be 90%

the same next year as is was this year.

Do your ERP and webstore have

robust lists of associated items or ac-

cessories that customers should buy

when they buy the product that they

requested? Get your product experts

to thoughtfully build the lists in your

system. then train your counter and

inside sales people to actually use the

lists to remind customers to buy the

whole job from you. (these may be

higher margin products.) Make sure

your webstore uses these thoughtfully

created lists not those stupid pro-

grammed associations like, “others

who bought this toothbrush also

bought hemorrhoid cream.” Statisti-

cally, some of these lazy associations

will score but the ones created using

your expert team’s product knowledge

will be far more helpful to your sales

team and your customers.

Are your website and webstore

up to snuff? You are or will be get-

ting disqualified from business when

your site and webstore don’t compare

well to your competition. i don’t

claim to know your customers or

your market but i think your time

window is now one to two years at

most and probably measured in

months for many wholesalers. A good

business-to-business store won’t

bring you hundreds of new-name ac-

counts but it will provide some de-

fense against losing the 10%-12% of

your customers who will soon want

to order material on line. And if not

from you, they will find someone

who has a store. After they have left,

you may not be able to lure them

back when your store is finally avail-

able…even if yours is better.

Do you have a top-shelf sales

team? i don’t mean do their expense

reports indicate that they are buying

customers expensive booze. i mean,

look at each salesperson and ask

yourself where they slot in:

1. Order taker: Probably knows

the most popular products that you

sell. May not remember all the prod-

ucts you sell, so tends to sell the fa-

miliar narrow band of your total

offering. often they get the low mar-

gin sales but probably aren’t getting

the high margin add-ons. Main

strength is reminding/nagging cus-

tomer to buy from you. Product avail-

ability and price are main basis for

comparison against competition. this

function can be replaced by most in-

ternet stores so this type of sales per-

son will probably not promote your

online store and online services. He

might prefer to lose the business to a

competitor than to your webstore.

2. Product seller: Good knowl-

edge of what products you have and

about those products. 

3. Value seller: Can promote the

overall value package that your com-

pany offers. internet stores do not re-

place this type of salesperson now or

for the short term. 

i still feel that a good outside sales

force can be a good investment in our

industry. the problem is that some

wholesalers are investing in a

mediocre sales team and the value of

that investment is questionable. if, in

your heart, you wonder whether your

sales force is still a good place to in-

vest, you have work to do.

Are you a high performance

wholesaler? Most wholesalers an-

swer this question, “it depends upon

what you call high performance.” i

suggest that every wholesaler should

have some hip-pocket metrics that

show the company’s performance

and the owner’s threshold for high-

performance. You don’t need many to

be effective. of course, managers

need measures for their profit centers.

ideally, each team member has meas-

ures for the small part of the business

that they control. Most companies es-

tablish too many which overwhelms

their team and can hurt performance.

Are all of your locations posi-

tioned properly? Several years ago,

i visited a client’s founding location

to discuss pricing management.

When the company started, it was an

outstanding location but the neigh-

borhood had changed over the last 10

years. i was somewhat concerned

about my safety as i drove down the

street to their location. i remember

thinking that the location would ap-

peal to contractors who needed cop-

per fittings and crack cocaine. they

could get both in a single trip. (to be

clear, my client would have supplied

the copper fittings but not the crack.)

i must also admit that i am by na-

ture overly cautious so i was very un-

comfortable. i convinced myself that

i was being paranoid and continued

to my appointment. My concerns

were confirmed as i drove back to the

airport. i had stopped at a red light

and a car pulled up beside the car that

was two cars behind me and pumped

over 10 rounds from a handgun into

that car.

For the record, i quickly assessed

the situation and determined that it

did not require the services of a pric-

ing consultant and left the scene, pos-

sibly, at times, exceeding the posted

speed limit. i later found that i was

incorrect. the news report indicated

that the incident did involve a pricing

objection. one party had suggested

that the price was too high and had,

in the course of negotiation, used the

phrase, “over my dead body.” the

second party had simply accepted

that proposal. 

the point is that many trade con-

tractors would probably avoid this

store unless they had no alternative.

Even though there was a lot of history

and plenty of nostalgia, it was an old

store in a bad place. i think it took a

couple more years for the wholesaler

to move. the economy was good and

the other locations were doing well

enough that it reduced the urgency to

move out. in this economy, few com-

panies can tolerate a bad location.

And even if a company can tolerate a

bad location they certainly shouldn’t

tolerate a bad location.

i’m certainly not suggesting that

you miss any of the opportunities to

give thanks or enjoy the holidays, but

i do hope you will use this time to

reevaluate your situation and to pre-

pare your company for the coming

year. if i am right and the market

sucks, you will have improved your

odds of being profitable and surviv-

ing. if i am wrong, you have im-

proved the odds of making even more

money. Best wishes, and have a

happy thanksgiving. n

(Continued from page 8.)

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

Allied Group hosts Charlotte open house
Fort Mill, S.C. — the Allied Group’s

Charlotte area branch hosted an open

house on october 7. the new state-of-the-

art facility opened earlier this year as a

joint location for both Carbon and Stain-

less inventory, and boasts three acres of

outside storage and over 133,000 square

feet of inventory space.

Customers from surrounding areas and

all over the country were welcomed by Al-

lied Group employees to enjoy music,

prizes, tours of the new facility, and local

fare by a Charlotte caterer. Money was

raised to support the leukemia and lym-

phoma society. the Allied Group hosted a

private after-party at the Charlotte Knights

Club which overlooks the stadium where

the local baseball team plays.

Eastern regional sales manager Buddy

Berry addressed the group: “thank you

for participating in this important mile-

stone for the Allied Group. We are proud

of our new home and we wouldn’t be here

without your support. Seamless is a word

frequently used in our industry. And

‘seamless’ is what we strive to deliver in

customer service and product. one group,

one goal, one team.” P
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INDUSTRY NEWS
Neuco mobile site… Same great
website, just a smaller package!
dOWnERS GROvE, ILL. — neuco Inc.

recently announced the launch of its

mobile website, mobile.neucoinc.com.

developed to allow ease of use and ac-

cessibility on the go, customers are as-

sured the same positive experience

they have come to expect from

neuco’s traditional website. The differ-

ence is that the mobile site features

only the most popular tools necessary

for customers to conduct business, in-

cluding the ability to browse thousands

of products, check stock and submit

orders. Customers may not always be

near a computer, but with a smart-

phone now they will have continuous

access to neuco stock wherever their

day may take them.

neuco Inc. is a leading master dis-

tributor of HvACR controls located

near Chicago.

Ardente Supply wins
awards and adds staff
PROvIdEnCE, R.I. — rhode Island

Monthly selected Water Spot Show-

rooms, Ardente Supply Companies’

network of retail stores, for its 2011

Best of Rhode Island award in the

Bath and Kitchen Fixtures category. 

In making their selection, the mag-

azine editors noted the showrooms’

multitude of design choices for baths

and kitchens, wide selection of

brands, design assistance and the

knowledge of the WaterSpot staff.

The award follows a Boston Maga-

zine Best of Boston Home award,

which was given to the natick,

Mass., WaterSpot location. 

Ardente Supply recently added

Greg Koval and Kevin Cilley to its

team. Koval will be responsible for

customer service and job estimating,

among other duties. He previously

held positions as a sales representa-

tive at david Gooding Inc. and as a

district sales manager at Symmons

Industries. Cilley, a customer service

advisor, was previously self-em-

ployed as a mechanical/HvAC con-

tractor and worked for heating oil

companies prior to that. 

Ardente principal Paul Ardente

said, “All of us with the company are

proud of the Best of Rhode Island

award. It reflects the kind of customer

experience we strive to create in each

of our showrooms. We are also

pleased to welcome our newest team

members. Greg and Kevin are both

well qualified to enhance the service

experience for our customers.”

Visit www.water-spot.com.

Other breakout sessions held dur-

ing the conference tackled topics like

Asset Protection, Human Resources,

Secondary Markets, Succession Plan-

ning, Robinson Patman Act, Health

Care and Crucial Elements for Suc-

cess. And the dynamic LOT (Leaders

of Tomorrow) group held several spe-

cial events including a breakfast

meeting with past presidents and their

own roundtables, as well as a discus-

sion on the best uses of technology

for today’s rep.

Be sure to check out the “On the

Road” section of www.thewhole-

saler.com to see short video inter-

views I did with a number of AIM/R

members during the conference.

A heartfelt thank you to conference

chair Alan Guidish, AIM/R officers

and management team, and all the

members who once again made me

feel so incredibly welcome. It’s such

a privilege to be among all you —

you’re an amazingly talented, spirited

and entrepreneurial group of individ-

uals, and you consistently inspire and

encourage me in all areas of my life! 

You can see photos from the

AIM/R Management Conference on

pages 66 and 68. And stay tuned for

the next issue of The Wholesaler for

more in-depth coverage on the break-

out sessions and Rep Café. n

Mary Jo Martin is editorial director of

The Wholesaler. she can be reached

at 972/315-9803 or editor@thewhole-

saler.com. look for her on Facebook

at maryjomartintx or follow her on

Twitter at @maryjomartin.

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

Mary Jo Martin
(Continued from page 86.)

Check out the

Neuco mobile

site from your

mobile device!

mobile.neuco-

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

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

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

GEORGE SPILKA AND
ASSOCIATES

Investment Bankers & 
Acquisition Consultants

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

www.georgespilka.com

Selling Your Company...

EMPLOYMENT OPPORTUNITIES

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

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

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

Inside Sales Representative – Ipswich, MA Sales Office
• Responsible for selling pipe products to an assigned geographical region.
• Make outbound phone calls to customers; initiate cold calls for new accounts;
respond to inbound inquiries.
• Works with the outside sales team.
• Generate new and repeat sales by providing product and technical information
in a timely manner. Process orders, prepare correspondence, and fulfill
customer needs to ensure customer satisfaction.

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

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

Watch for the
December issue

of
THE WHOLESALER
and meet the
PHCP/PVF
Person of
the Year!

POWER ON DEMAND

INDEPENDENT SALES
REPS WANTED

Easyflex, a leading manufacturer of
Plumbing, HVAC, Solar and Fire Protec-
tion, is seeking representative firms in
various states to support our sales
growth initiatives. Must have proven
track record, experience, aggressive
succession plan, and demonstrate a
strong sense of urgency. Please send
the letter of interest, coverage territory,
and current line card to:
tc@easyflexusa.com

Taek Chong, Vice President,
Easyflex, Inc.

REPS WANTED

LOOKING FOR
INDEPENDENT REP!

Master Distributor of Pipe Fittings and
Valves looking for an Waterworks/PVF
Rep Firm in various State/Provinces.
Please send to sales@napacinc.com.

SUPPLY CHAIN MANAGER
DIRECTOR OF OPERATIONS

Active Plumbing Supply Company is an estab-
lished, multi-location, Plumbing, Heating,
Kitchen and Bath Supply business in Northeast
Ohio. The company is looking for an experi-

enced Supply Chain Manager and Director of Operations. The ideal candidates will have
proven leadership ability and a passion for innovation.

Both positions require: superior customer service, experience in the plumbing and heat-
ing industry, strong communication, organizational and leadership skills, experience
managing inventory, proficiency with Eclipse Operating Systems, high levels of honesty,
integrity and ethics, proficiency with Microsoft Word, Excel and Outlook, and experience
in a distribution environment with multiple branch locations.

The Supply Chain Manager duties include: leading the purchasing program and inven-
tory management initiatives in the company. Additional requirements include: purchasing
experience in the plumbing and heating industry, excellent negotiation skills, program
development with vendors, managing inventory, and establishing product category pric-
ing.

The Director of Operations duties include: Overseeing our five branch locations in-
cluding oversight of the branch personnel, facilities, inventory, merchandising and market
share growth.

Active Plumbing Supply Company is offering a competitive salary and an attractive ben-
efits package. Regarding any inquiries, the utmost in confidentiality can be assured.
Please send a letter of introduction which includes a summary of past accomplishments,
resumé and salary requirements to:

careers@ActivePlumbing.com
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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

SUPPLIERS

PROFESSIONAL SERVICES

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

The Wholesaler!
See this page for your

nearest advertising sales
representative!
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AIM/R Conference once again exceeds expectations
BY MARY JO MARTIN

Editorial director

I
t’s always such a pleasure to be a guest of

AIM/R at their Annual Management Confer-

ence, and I continue to be so impressed by the

incredible value it provides year after year. This

year was no exception.

In welcoming everyone to this year’s event, con-

ference chairman Alan Guidish was bullish on the fu-

ture — and reps’ roles in it. “I am here to tell

everyone I don’t think there has been a better time to

be a manufacturers’ rep,” he said. “I believe that with

all my heart.”

Keynote speaker, economist Alan Beaulieu, generated a lot of buzz with his

presentation, “See the Future Before Your Competition Does.” Far from the

often dry way that economists present data, Beaulieu’s knowledge and expe-

rience on the subject was punctuated with his unique sense of humor. Beaulieu

is a principal of the Institute for Trend Research, and is well-known to be re-

ally on target with his predictions. 

Among some of Beaulieu’s key points were:

• There are growing opportunities for everyone in this room

• The U.S. and global economies are going to be changing

• Housing and consumer confidence will keep improving

• We’re on our way to recovery

• Housing indicators are pointing up

• Liquidity is not an issue

• Exports are up

• Employment is rising

• Banks are starting to lend.

While Beaulieu’s near-term predictions were generally positive, he sent

chills through the room with this one: “By the 2030s we might see a second

Great Depression that is equal to the first one.” He strongly suggested that it

is time to start living within our means, saving money, having multiple streams

of family income and getting debt free by 2030.

When it comes to businesses, Beaulieu encouraged owners to be smart in

raising prices, give raises to key valued employees, be as efficient as possible

and find a competitive advantage. He also suggested that companies should

borrow as much as they can at these low interest rates and use those funds to

reinvest in their businesses. 

For the fourth year, AIM/R invited manufacturers to take part in special ses-

sions the first two days. The number of manufacturers participating continues

to grow; this year over 20 were in attendance. A number of them served as

co-facilitators for breakout sessions that focused on key topics of concern —

Mergers & Conflicts, Training, Relationships, and Price Versus Features &

Benefits — between channel partners. 

A couple of outstanding new features debuted this year. The first, a Past

Presidents’ Panel, kicked off the final day’s events. This year’s panel —

Pete Lewnes of Preferred Sales, Kelly Michel of Michel Sales and Rick

Banner of Keyline Sales — have a combined more than 100 years of expe-

rience and openly shared their wisdom with the group, in addition to an-

swering questions.

One of the most talked-about events of the conference was the launch of the

“Rep Café.” Guidish and the AIM/R staff carefully assigned all attendees to small

groups of eight or so — guarding against having competitors in the same groups.

For two hours, each group gathered around a table and everyone was given an

opportunity to bring up a situation they are struggling with in their business and

get advice from others in their group. I sat in on one of these groups, and was

blown away by the great advice, encouragement and open dialogue that I wit-

nessed. I’m honored to tell you that AIM/R has chosen The Wholesaler to be the

vehicle to share the “Rep Café” with the industry; each month we will bring you

situations and solutions directly from the Rep Café.

(Turn forward to Mary Jo Martin, page 83.)

Like us?
Greetings Readers! The WholesaleR is now on Facebook! Please “like”

us at facebook.com/WholesalerMag to stay up to date on all the latest news

and happenings in the industry. We’ll also bring you an up close look at con-

ventions and other special events. You can also follow editorial director

Mary Jo Martin’s adventures on Facebook at maryjomartintx.
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