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The owners of C&C Industries — Dale Lutz, left, and K.C. Chin —stock roughly $20 million in inventory
at their new 116,000-square-foot facility in Houston. C&C records an average of five turns a year and
ships about $300,000 of primarily commodity valves and fittings daily. Their success stems from a very
customer-centric approach and a team of knowledgeable employees. See feature article on page 54.

Transaction marks entry into NY market

NEWpOrT NEWS, Va. — Ferguson Enter-

prises, Inc., the largest wholesale plumbing

distributor in the U.S., has acquired Davis &

Warshow, Inc., one of metro New York’s

leading residential and commercial plumbing

suppliers, in a stock transaction. The 87-year-

old company is headquar-

tered in Maspeth, N.Y., and

operates eight wholesale

(Turn to Acquisition... page 49.)
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and seven showroom locations.

It will continue to conduct busi-

ness under the Davis & Warshow name with

the existing management team remaining in

place. The addition signals Ferguson’s entry

into the highly competitive New York market

where Davis & Warshow has enjoyed a solid

foothold since opening its original Lower East

Side storefront.

“Ferguson and Davis & Warshow share the

same primary focus — providing outstand-

ing service and creating loyal customers,”

said Davis & Warshow CEO Frank Finkel.

Ferguson acquires Davis & Warshow
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KnoxVille, tenn. — a breeze blew across the dock as the
smell of burgers and hotdogs filled the air. august 23 de-
livered perfect weather for Modern Supply’s Chattanooga,
tenn., Counter Day — an event for vendors to display and
demonstrate products, mingle and enjoy lunch. More than
300 customers, employees and vendors attended with more
than 30 product lines represented, including liberty
Pumps, american Standard, american Water heater,
oatey, Sioux Chief Delta, J.P lamborn and Rheem. 

“We were pleased at the customer turnout and level of
participation from our vendors,” said Pace Robinson, Mod-
ern Supply owner & Ceo. “our customers always look
forward to a counter day. it gives them a great opportunity
to talk directly with vendor reps over lunch.” 

Visit www.modernsupplyshowroom.com.

Modern Supply hosts counter day in Chattanooga
Niagara Conservation
partners with Green
Plumbers USA 
FoRt WoRth, texaS — niagara Con-
servation® has partnered with Green
Plumbers uSa®, an innovative or-
ganization with an accredited training
program that helps plumbers under-
stand their evolving role in improving
the environment and public health.
the two organizations will work to-
gether to customize water and energy
efficiency projects for the nation’s
leading utilities, using eco-friendly
niagara products and certified Green
Plumber contractors.

the Green Plumbers program began
in australia in 2000 as a result of the

country’s severe drought and then ex-
panded internationally to teach
plumbers the benefits of using water
and energy saving products to combat
climate change. the training to be-
come a Green Plumber consists of a
five-course, 32-hour accreditation in
environmental and technical courses,
including climate care, solar hot water
and water efficient technology.

Green Plumbers partnered with ni-
agara because of the company’s focus
on sustainable products throughout
its more than 35 years in business, as
well as its innovations in water and
energy saving products. For example,
niagara Conservation’s single flush
ultra high-efficiency 0.8 gpf Stealth
toilet can save the average family up
to 18,000 gallons of water a year and
up to $120 annually in utility bills. 

Both Green Plumbers and niagara
Conservation have proven expertise
in planning, developing and manag-
ing water and energy efficiency pro-
grams. Since niagara often provides
installation and project management
services for its efficiency programs,
the company plans to leverage its
partnership to utilize trained Green
Plumbers in future installs.

“We were impressed with niagara
Conservation’s reputation in the in-
dustry and their long history of sus-
tainable business practices, so
pursuing a partnership seemed natu-
ral,” said Jonathan Cruz, Green
Plumbers uSa executive vice presi-
dent. “We are excited to share that,
through our new partnership, niagara
Conservation will be the only water-
and energy-saving product provider
endorsed by Green Plumbers uSa.” 

Visit www.niagaraconservation.com

or www.greenplumbersusa.com.

“Niagara Conservation will be the only
water- and energy-saving product provider

endorsed by Green Plumbers USA.”

PoRtSMouth, n.h. — anvil interna-
tional has acquired substantially all of
the assets of north alabama Pipe Cor-
poration (naP), a leading provider of

pipe fabrication equipment and fire
protection fabrication equipment. this
acquisition enhances anvil interna-
tional’s product lines to offer state-of-
the-art fabrication equipment.

“the acquisition of naP strength-
ens anvil’s product offerings,” said
tom Fish, president of anvil interna-
tional. “We look forward to providing
our customers with a single-source
solution for pipe joining products and
pipe fabrication equipment.”

Founded in 1983, naP is a manu-
facturer of fire sprinkler fabrication
equipment, including automatic
welders, plasma cut-off equipment,
hole cutting equipment, make-on ma-
chines and pipe threaders. naP also
manufactures outlets for the fire
sprinkler market.

“Customers will continue to re-
ceive the highest level of quality
products and customer service they
have come to expect from anvil and
north alabama Pipe. this acquisition
will allow naP, which will continue
to operate under that name, to offer

its fabrication equipment to markets
other than fire protection.” said Dean
taylor, vice president of sales and
marketing for anvil international.

headquartered in Guntersville,
ala., with 23 employees, naP first
made a name for itself when it devel-
oped the innovative “hole System”
that allows a plasma cutter to make
holes in pipe — a process that has be-
come an industry standard.

anvil international is a division of
Mueller Water Products, inc., a lead-

ing north american manufacturer and
marketer of products and services that
are used in the transmission, distribu-
tion and measurement of water. anvil
international is one of the largest and
most complete manufacturers of pipe
fittings, pipe hangers and piping sup-
port systems in the world. the com-
pany offers expertise and product
solutions for a wide range of applica-
tions, from plumbing and mechanical,
hVaC, industrial and fire protection,
to mining and oil and gas.

Visit www.anvilintl.com or www

.nalapipe.com.

Anvil acquires North Alabama Pipe

Dayton, ohio — WinWholesale has
opened two Winsupply locations and
acquired a company that reopened as
a Windustrial to expand its operations
in Florida, Maine and new york. 

Rockledge Winsupply opened in
Rockledge, Fla., to serve the natural
gas, water heating and leisure mar-
kets on the Central Florida coast. in
Brewer, Maine, Bangor Winsupply
serves plumbing, heating, ventilation
and air conditioning contractors in
northern and eastern Maine 

in new york, WinWholesale ac-
quired Rochester Plumbing Supply, a
family owned business founded more
than 100 years ago. the company re-
opened as Rochester Windustrial,
serving industrial and commercial

plumbing customers in a five-county
area. Rob Seiffert, who was president
of Rochester Plumbing Supply and a
fifth-generation member of the
founding family, continues as presi-
dent of Windustrial. 

“these companies represent two of
the ways WinWholesale opens loca-
tions — by acquisitions or startups by
current Win location presidents or
other employees,” said Monte Sals-
man, WinWholesale chief operating
officer.  “Many times a smaller acqui-
sition like Rochester Plumbing Supply
is an ideal way for the founders to con-
tinue, expand or exit that business
while maintaining the legacy built
over the years.”

Visit www.winwholesale.com.

WinWholesale adds new locations
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Start your New Year’s resolutions today!

I
’ve been traveling to user group
meetings and association meet-
ings over the last months. The

travel is grueling but they offer a
great opportunity to catch up with in-
dustry friends and acquaintances. 

Normally, my column has a central
theme. This month I have two main
topics: to discuss your 2013 resolu-
tions and then some reports from the
meetings I attended. 

Your 2013 resolutions

I am always amused as people talk
about their New Year’s resolutions.
They use the January 1 date as their
target date to stop doing a dumb thing
or as their starting date for doing
something that they should. They
then give themselves a “free pass”
until that date to continue doing or
not doing the subject of the resolu-
tion. This year, I suggest that you and
your company build your resolutions
list today and then give yourself a
generous “free pass” until tomorrow
morning. In other words, get your list
together now and act on it now. For
most of you, this will get you started
well ahead of most of your competi-
tors. So while they are relaxing for

the last six weeks of the year, you
will be eating some of their lunch,
maybe a little of their dinner and,
hopefully, a nice helping of their mar-
ket share. I know I may sound like
the Grinch, but from where I sit, in
2013 most growth will be at a com-
petitor’s expense not because the in-
dustry is growing significantly. In the
remainder of the column I want to
propose topics that may provide ideas
for your “2013 Act Now” list.

1. Delaying your actions has a

cost: If Dakota Meyer had simply
seen the problem and resolved to save
his team after the first of the year, the
outcome would have been sadly, dis-
astrously different. (I saw Dakota at

ASA; I’ll tell his story at the end of
the column.) Add an entry on your
Act Now list to make sure you con-
sider the contribution returning vet-
erans can make to your company as
you hire people into your company. 

2. Small wholesalers face greater

struggles than ever before so act

now to change the situation: The
single-location or smaller wholesaler
will continue to struggle going for-
ward. As I talked to owners of one-
location or two-location companies, I

am even more concerned about their
future. For years, we have suggested,
unscientifically, that things start to
smooth out at about $20M in sales.
Not that wholesaling ever seems to
get easy, but at $20M there is a criti-
cal mass that seems to make the com-
pany more stable and a little less
vulnerable to swings in the economy.
There is enough mass to hire some
professional managers and staff for a
few of the key positions thus making
the company less dependent on the
owner’s ongoing 80 hour work week.

a. Plan and act to grow: If you in-
tend to be the same, nothing is re-
quired. This will definitely be the
easy course for the short term but

maybe the defining moment for your
company's future. For a reprint of a
column on ways to grow, e-mail me:
rich@go-spi.com

b. Plan and act to join a buying

group: Most companies of any size
can benefit from membership in a
buying group. It may provide better
pricing and often good networking
opportunities. I have heard that huge
companies, who assumed they were
being offered the maximum dis-
counts, have discovered that they
were not buying as well as they
could. While you might think every
wholesaler is already a member of a
buying group, this does not seem to
be the case. Each buying group seems
to have a different personality, differ-
ent requirements and mode of opera-
tion so take a little time to understand
the differences before you commit. If
your current buying group no longer
serves your interests, consider chang-
ing to one that will.

c. Plan and act to define your

niche: The challenge here is to not
kid yourself. A niche is where your
product and service offering is so
specialized that people will go out of
their way to find you and buy from
you then pay a premium for the priv-
ilege of buying from you. (Friendly
service is great but that does not cre-
ate a defensible niche.)  Narrowly-
niched wholesalers may be viable for
a while but even they are under pres-
sure from large or at least larger local
or internet competition.  

d. Plan and act to find a buyer:

When you are making money your

choices are more interesting but if
you have a good reputation and
brand, there will often be companies
interested in your business and your
team. Be prepared to tell prospective
buyers who will run the business after
you are gone. Bluntly, the long-term
prescription for most businesses is to
grow or sell. Short term to focus on
making money. One guy told me,
“I’m personally writing checks.” His
voice indicated that he was very con-
cerned. This is a way of saying that
he was writing checks from his per-
sonal savings to keep the company
afloat. In small companies, in tough
times, this may be required. Some
small, and large, companies have no
padding to help them through down
times and the padding available is
from the owner’s personal assets.  

3. Get a top notch webstore in

operation: Having an average web-
store that uses the average to crappy
unsearchable data in your main com-
puter just won’t cut it anymore. One
wholesaler told me, “My customers
don’t care about the internet.” Re-
spectfully, I said, “That’s probably
because the customers who did want
to use the Internet are gone. They’re
buying from a competitor or from
Grainger.” I’ll bet we would all be
surprised at the amount of business
Grainger quietly does with our cus-
tomers through their catalog, their
webstore and their mobile app. I
know we would also be stunned at
the margin they make from our cus-
tomers by managing pricing and
making it really EASY to find and
buy products from them. (We can
help with this one. Jen@go-spi.com )

4. Manage your pricing: (I know
I’m a repeating myself.) Good, well-
managed pricing makes you more
competitive and more money. Also if
you are at or above $20M, I think you
can and should afford a full-time
pricing manager.

5. Tell your manufacturers you

need their help: I find it stunning
that in this world of information,
some manufacturers are actually
moving away from helping their
wholesalers to access and use product
information and images.

(Turn to It’s time... page 84.)

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

• Growth at expense
of competitors in 2013

• Grow or sell
• Call on suppliers when

you need help
• ‘Truth” not always true
• Hire a veteran!

I’ll bet we would all be surprised at the amount
of business Grainger quietly does with our customers

through their catalog, their webstore and their mobile app.
I know we would also be stunned at the margin they

make from our customers by managing pricing and making
it really EASY to find and buy products from them.

BY RICH SCHMITT

Management specialist

tw11_12_pgs_08_15_Layout 1  10/24/12  8:03 AM  Page 8



I N V E N T O R Y   C A S H

Always a
Human1-800-752-2082

See contact information on page 90

tw11_12_pgs_08_15_Layout 1  10/24/12  8:03 AM  Page 9



10 • •THE WHOLESALER® — NOVEMBER 2012INDUSTRY NEWS
Southern Pipe honored as ‘best place to work’
JacKSon, MiSS. — Southern Pipe &
Supply, headquartered in Meridian,
took top honors in the large-company

category in the 2012 Mississippi

Business Journal’s “Best Places to
Work” competition. this was the fifth
year Southern Pipe & Supply has
been selected as a “Best Places to
Work” honoree. 

the Mississippi Business Journal

partnered with Southern research
Group to survey employees from par-

ticipating companies. the survey
gathered employee feedback in the
areas of culture and values, common
purpose, learning and development,
communication and recognition. 

“We are gratified that our family
members feel Southern Pipe & Sup-
ply is a great place to work in Missis-
sippi,” said Marty davidson,
chairman of the Board. now it its
fourth generation as a family owned
and operated business, Southern Pipe
& Supply refers to all employees as
“family members.”

Southern Pipe & Supply has more
than 670 family members in 95 loca-
tions across the Southeast; of these,
240 family members work in Missis-
sippi. “our goal at Southern Pipe &
Supply is to create a great workplace
that allows our family members to
enjoy their work, contribute to the
success of the company, grow per-
sonally and professionally and share

in the rewards for their hard work,”
said Jay davidson, president/cEo.

Founded in 1938 in Meridian by
russian immigrant Louis davidson,
Southern Pipe & Supply is one of the
nation’s largest privately held, inde-
pendent wholesalers of plumbing,
heating, air conditioning, water,
sewer and industrial products. the
company also operates Southern Sup-
ply branches featuring hVac prod-
uct lines, as well as Southern Bath &
Kitchen designer showrooms across
the Southeast. 

Southern Pipe & Supply operates
25 locations in Mississippi:
Batesville, Brookhaven, clarksdale,
columbus, corinth, Greenville,
Greenwood, Grenada, Gulfport, hat-
tiesburg, horn Lake, Jackson, Laurel,
Mccomb, Meridian, natchez, new
albany, oxford, Pascagoula,
Picayune, Starkville, tupelo, Vicks-
burg, Waveland and Wiggins.

MESTEK purchases
DADANCO-MESTEK JV
WEStFiELd, MaSS. — MEStEK inc.
has acquired 100% ownership of
dadanco- MEStEK JV by con-
cluding an agreement to buy the shares
previously owned by dadanco Pty
Ltd. together with the acquisition of
remaining interest, MEStEK has ac-
quired critical intellectual property, in-
cluding dadanco nozzle
tech nology. this investment is a signif-
icant step in maintaining dadan -
co’s dominant position in providing
low-energy hVac solutions and
MEStEK’s continued expansion of its
green product portfolio.

MEStEK is a manufacturing con-
cern headquartered in Westfield,
Mass., with annual sales of approxi-
mately $375 million and 2,000 em-
ployees worldwide. MEStEK’s
principal activities include hVac, ar-
chitectural products and metal-form-
ing machinery.

dadanco is also headquartered
in Westfield, Mass.; its principal ac-
tivities include manufacturing of ac-
tive chilled beams, induction units
and induction diffusers.

With its current management in
place, dadanco is a valuable ad-
dition to the Mestek family of com-
panies with strong product focus on
sustainability, including rBi and hy-
drotherm condensing boilers,
airtherm EcM fan coils and Mestex
evaporative air handling units.

to mark the acquisition of
dadanco-MEStEK JV as a
wholly owned subsidiary of
MEStEK inc, an agreement has been
reached for the major refurbishment
of offices to house dadanco along
with new construction of comprehen-
sive demonstration and scenario test
facilities, all to be based in Westfield. 

Visit www.dadanco.com.

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

EaSton, Pa. — Victaulic has ac-
quired MtS Valves & technology's
desalination business, which manu-
factures and designs valves such as
the MtS Plug Valve for the desalina-
tion market. a high-pressure valve
for control in seawater reverse-osmo-
sis applications, the MtS Plug Valve
is also used in other high-pressure
membrane treatment applications in
highly corrosive environments such
as offshore oil and gas sulfate re-
moval systems, water processing for
mining, industrial water reclamation
and reuse facilities and high-purity

water treatment for power. 
as Victaulic provides grooved cou-

plings, fittings and valves for high-pres-
sure desalination and reverse-osmosis

applications, the acquisition of the
MtS desalination business will enable
the company to offer a wide product
portfolio for piping systems for the de-
salination industry. 

Visit www.victaulic.com.

Victaulic acquires MTS desalination business 

itaSca, iLL. — after dealing with in-
dustry consolidation for more than 10
years, as well as one of the worst
economies in more than half a cen-
tury, the american Supply associa-
tion reached net membership growth
in 2012. this is a milestone that has
not been seen in decades. 

“People are talking about the new
relevance of aSa and that certainly
has made it easier to convince owners
to join us,” said aSa executive vice
president Michael adelizzi. “they
see us doing some really remarkable
things, including the rapid expansion
of our educational programming and
our efforts fighting for them in Wash-
ington. Joining aSa is viewed as an
excellent investment.”

While the economy has been at its
lowest point in decades, the association
has steadily reduced its overhead in-
stead of retrenching to ride out the

storm. aSa has invested in new, more
relevant programs that directly benefit
members, and has
developed and im-
plemented a long-
range focus to guide
future investments.
this has allowed the association to
emerge stronger and more focused,
and the industry is certainly taking no-
tice. Membership retention is much
higher than usual, and overall recruit-
ment is well beyond the goal set for the
organization by its leadership.

“this past year, we have made the
effort to personally get out and meet
with both members and prospects in
their offices to talk one-on-one about
new developments at aSa. all the
printed material, articles and advertise-
ments in the world do not substitute for
the fact that this is a face-to-face, rela-
tionship-based industry. our hard work

has been rewarded with impressive
membership numbers,” noted adelizzi.
“in the process, through our visits, we
have been able to gain a real perspec-
tive of the day-to-day issues that our

members are going
through. although
membership growth
has exceeded our
wildest expectations

this past year, we still have a long way
to go. 2013 promises to be an even
more involved travel year for us.”

Visit www.asa.net.

ASA reaches net membership
growth for first time in decades

Giant Factories and
Rinnai in partnership
MontrEaL — Giant Factories and
rinnai america corporation have
formed a partnership to market and de-
velop new energy-efficient products. 

“the Giant name has long been
synonymous with quality products
and energy efficiency,” said Phil
Weeks, general manager and chief
operating officer at rinnai america
corporation. “We look forward to
working with them closely to bring a
new level of energy-efficient tech-
nologies to the canadian market.” 

“We are delighted to work with
rinnai as our partnership will lead to
an even greater energy-efficient prod-
uct offering for our customers and the
industry as a whole,” said Jean-
claude Lesage, vice president of
Giant Factories. 

Visit www.giantinc.com.

Corr/Guard catalog available
Wichita, Kan. ― Metal-Fab inc.’s
corr/Guard® catalog features 3", 4"
and 5" diameter SPEciaL gas vents,
both single wall and double wall. the
detailed catalog describes the unique
features of the new vent, such as the
special snap-lock tabs that “click” into
locked position when the pipe is
pushed together ... no tools needed;
“gold seal” gasket that is molded rather
than extruded and precision tolerances
that provide watertight fit and prevent
sagging on long horizontal runs. 

the flue is constructed of superfer-
ritic stainless steel, and corr/Guard is
tested and labeled to UL1738 for cat-
egory ii, iii and iV gas-burning ap-
pliances. the vent comes with a
limited lifetime warranty. 

Visit www.metal-fabinc.com.
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Legend Valve receives Beautification Award 
Auburn Hills, Mich. — Legend Valve has received the 2012 Beautification

award from the City of Auburn Hills (Michigan) for the outstanding renovation

of their new corporate headquarters. The award ceremony was attended by

David Hickman, CEO, and Walter Jann, executive vice president, of Legend

and was hosted by The Auburn Hills City Council. Local politicians including

the mayor of Auburn Hills, the Honorable James D. McDonald, were among

those enthusiastically acknowledging Legends’ effort in transforming the prop-

erty that had previously been in steep decline.

Lebanon, Tenn. — as Lochinvar®’s

pool business continues to grow, the

company has expanded its team of

employees dedicated to pool product

development, sales and support.

Lochinvar’s high-efficiency pool and

spa offerings include the aQUaS™

commercial pool package, the Cop-

per-Fin2® pool heater and the ener-

gyRite® pool heater. 

With the ever-increasing presence

of these products in the pool market-

place, Lochinvar recognized the need

to broaden its focus in this highly

specialized arena. The newly-ex-

panded team includes a dedicated

product manager, service technician,

customer service representative and

sales managers.

“We’re excited about the opportu-

nities and growth we’re seeing in the

pool market and increasing our sup-

port group for this side of Lochin-

var’s business was a logical

response,” said Rich Murphy, na-

tional sales manager for Lochinvar’s

pool division. “The added expertise

and dedicated resources will allow us

to continue to focus our efforts on

meeting the needs of our current pool

customers, while developing new re-

lationships within the industry.”

Visit www.Lochinvar.com.

Lochinvar dedicates resources
to support pool business
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C&C Industries, Inc.
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Pewaukee, wiS. — winners of Gus-
tave a. Larson Company’s annual
supplier evaluation were advanced
Refrigeration Products, armacell
LLC, Heatcraft Refrigeration Prod-
ucts, Heating & Cooling Products
and nu-Calgon wholesaler inc. all
received the 2011 Partners in excel-
lence and Quality (PeaQ) award at a
dinner on June 19. 

The winners are chosen through an
evaluation of data collected through-
out the year considering various
measurements of the quality of part-
nering in business. Factors consid-
ered in the evaluation process are
product quality, profitability, market-
ing, sales support, electronic com-
merce capabilities, on-time
deliveries, basic credit terms, policies
and procedures.

The Larson Company held another
awards dinner on June 20, honoring
the top supplier salespersons for 2011
in each of Larson’s five regions. win-
ners of the outstanding Salesperson
award were as follows:

• Great Lakes: andy Senti, Tem
Tek LLC 

• north Central: Ron Rizzo,
DuPont Fluoroproducts 

• Mountain: katrina Schaffer,
Vista Sales associates 

• east Central: Dennis edwards,
Heating and Cooling 

• Great Plains: Dan Thompson,
Lennox Hearth Products. 

The criteria used to evaluate sales
personnel include quality of sales
call, product knowledge, communi-
cation skills and accountability

Visit www.galarson.com.

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

At the presentation of PEAQ Sales

Winners are (from left): Scott Larson,

president/COO, Gustave A. Larson

Company; Keith Rinderknecht, RAC

Sales; Ron Rizzo, DuPont Fluoro-

products; Sue Sinclair, VP/inventory

management, Gustave A. Larson;

Jerry Wallock, Sporlan Division/

Parker Hannifin; Dennis Edwards,

Heating and Cooling and Andrew

Larson, CEO, Gustave A. Larson.

(Not pictured – Katrina Schaffer, Vista

Sales) 

At the PEAQ Dinner honoring supplier evaluation winners are (from left)t: Scott Larson, president/COO, Gustave A. Larson

Company; Andrew Larson, CEO, Gustave A. Larson; Howard Schmidt, VP/general manager, Advanced Distributor Prod-

ucts; Robert Pierce, president, Nu–Clagon Wholesaler Inc.; Sue Sinclair, VP/inventory management, Gustave A. Larson;

Glenn Cooper, Armacell LLC; Larry Golen, VP and general manager, Heatcraft Refrigeration Products and Jeff Cherif,

president, J.B. Industries. 

Gustave A. Larson
announces PEAQ award winners 

DubLin, CaLiF. — epicor Software
Corporation has agreed to acquire
privately held Solarsoft business
Systems from Marlin equity Part-
ners. Solarsoft is a specialist in mid-
market enterprise resource planning

(eRP) and management systems for
manufacturing and distribution. The
acquisition of Solarsoft extends epi-
cor’s position as a leading provider of
complete end-to-end enterprise busi-
ness solutions for discrete manufac-

turing and distribution and wholesale
management solutions in key vertical
industries, including lumber and
building materials, automotive and
print and packaging. 

Solarsoft’s best–in-class manufac-
turing execution systems (MeS) and
intelligence solutions provide ex-
tended capabilities to measure, mon-
itor and optimize production and
manufacturing operations through
real-time data collection, analysis and
performance tracking whether in a
single facility or across a globally
distributed enterprise. 

Solarsoft’s solutions and expertise
in process manufacturing will allow
epicor to accelerate initiatives in the
highly regulated food and beverage,
pharmaceuticals and healthcare in-
dustries. additionally, Solarsoft
brings significant expertise and re-
sources to support the delivery of
both Solarsoft and epicor cloud-
based eRP software as a service
(SaaS), hosting and managed serv-
ices offering.

“Solarsoft shares our customer-
centric focus and product strategy to
protect customer’s investments in our
solutions, while delivering unprece-
dented choice and flexibility,” said
Pervez Qureshi, president and Ceo

of epicor. “The acquisition is an ex-
cellent fit culturally and from a tech-
nology standpoint. both companies
offer deep industry expertise and are
committed to building long-term re-
lationships with customers, providing
next-generation capabilities and en-
abling technologies — on-premise,
on-demand, hosted or in the cloud —
that customers need as their busi-
nesses evolve.”

Visit www.epicor.com or www.so-

larsoft.com.

Lebanon, Pa. — For the fifth time,
aPR Supply Company has made the
Central Penn Business Journal’s 16th
annual list of companies
with increasing revenues,
ranking 23rd out of 50.
The winners were hon-
ored at an awards break-
fast on September 10. 

To be eligible for consideration,
companies were required to show rev-
enue of at least $500,000 in each of the
fiscal years ending 2009, 2010 and
2011, as well as revenue growth in
2011 as compared to 2010. For-profit

entities headquartered in adams, Cum-
berland, Dauphin, Lancaster, Lebanon,
Perry or York counties were eligible

for nomination.
The presenting sponsor

of the program, SF&Com-
pany, calculated the nom-
inations and then ranked
the companies according

to revenue growth over the three-year
period. both dollar and percentage in-
creases were taken into consideration.
This ranking formula led to the list of
winners.

Visit www.aprsupply.com.

APR Supply named one of
fastest-growing companies in region

Epicor to acquire Solarsoft 
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Be Smart, Go with the Flow.

Toll Free: 877.941.7800

www.ever�owsupplies.com

THERE IS A REASON
EVERYBODY IS COMING TO US.

We are committed to using the highest quality materials,
produced at the worlds �nest manufacturing facilities.

With an unparalleled level of service, quick turn-around on
orders and a 99% �ll rate, we help our customers succeed. 

See contact information on page 90
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WinWholesale hosts
customers on ProRewards trip 
DaytOn, OHIo – thirty customers and 30

WinWholesale company presidents partic-

ipated in the third annual ProRewards cus-

tomer incentive trip Sept. 30 – Oct. 4 in las

Vegas. attendees took part in several

planned activities, including laps around

the las Vegas Motor Speedway with the

Richard Petty Driving experience. 

WinWholesale began the ProRewards

program in 2010 for its locations, now

numbering 530 in 44 states. “Participation

in ProRewards has grown each year, and it

achieves what we had hoped – help our lo-

cations build stronger customer relation-

ships and reward customers for doing

business with us,” said Steve edwards, vice

president of marketing for 

WinWholesale. 

In addition to the customer incentive trip,

the ProRewards program includes merchan-

dise and other selections customers may earn

through their purchases at local Win and

noland locations.

Customers who did the Driving experi-

ence received classroom instruction and

suited up in driving gear before climbing

into a 600-horse power naSCaR race car

to drive 30 laps with an instructor in the

right seat. 

the other trip activities included a golf

outing and Colorado River float trip. Win-

Wholesale will continue the ProRewards

program in 2013, edwards said. 

In the WinWholesale organization, there

are more than 460 Win branded locations

across the u.S., in addition to nearly 70

noland Company locations, mainly in the

Southeast. noland Company is a wholly-

owned subsidiary of WinWholesale. 

Visit  www.winwholesale.com.

San antOnIO – Insco Distributing pur-

chased Shirley’s J&B, a Ruud air Condi-

tioning distributor in the

Oklahoma City area effective

august 31. Insco now offers 33

branches throughout texas and

Oklahoma to better serve deal-

ers and contractors within the

HVaC/R industry.

Insco Distributing’s newest branch,

formerly Shirley’s J&B Supply, was

founded in 1976 by Dan Shirley. It has 20

employees and is one of Oklahoma’s most

respected HVaC wholesalers, offering

one-stop shopping and free delivery serv-

ice. the company covers

two-thirds of the

Oklahoma market

through one cen-

tral distribution

center. Much like

Insco, Shirley’s J&B

is a leader in business and

technical training for contractors and is

very focused on customer service and

technical support.

Insco expands into Oklahoma City area

Sauget, Ill. — Cerro Flow Products’ ad-

vantage Press tube was selected to be used

in the renovation of the famous Rose Bowl

Stadium in Pasadena, Calif. their unique

advantage Press tube features an integral

press end that speeds installation by allow-

ing contractors to join each length of tube

with one quick press connection, with no

separate fittings needed.

longtime Southern California contrac-

tor, Moe Plumbing, performed the plumb-

ing work on the project. When the

company’s purchasing manager saw a

video demonstration of advantage Press

tube on the Cerro website, he was sold.

the side-by-side comparison showed how

the product could be installed much more

quickly than conventional copper tube and

press fittings, using standard press tools.

the patented one-piece design of ad-

vantage Press tube includes the integral

press end, complete with an O-ring and a

built-in stop, resulting in half the press

connections of conventional tube and

press fittings. the opposite end is pre-de-

burred at the factory, so it can be installed

with no preparation, saving even more

time in the field. In addition, the tube’s

perfect-fit design means straighter runs

and a better overall appearance.

according to Mike Davis, president of

Moe Plumbing, the use of advantage Press

tube on the Rose Bowl renovation project

was a clear success, which he plans to re-

peat on future projects. “We would recom-

mend advantage Press tube for all

projects where long piping runs are re-

quired,” he said.

Visit www.cerroflow.com.

Cerro Flow tackles renovation
project at Rose Bowl Stadium
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A GRADE ABOVE THE REST
Master Distributor of Specialty Stainless and 

High Nickel Alloy

STOCKING
Alloy 20

Duplex 2205

Super Duplex 
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317L

310S/ 310H

321/321H

347/347H

304/304H

Nickel 200/201

Monel 400

Inconel 600

Inconel 625

Incoloy 800H/HT

Incoloy 825

Alloy C276

1/8”- 24” SEAMLESS 

AND POSITIVE MATERIAL 

Energy Metals, Inc. Houston, TX, 77051 2 3

0

See contact information on page 90
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Elkay® receives favorable
preliminary anti-dumping decision 
OAk BrOOk, Ill. — Elkay recently

announced that they received a favor-

able preliminary anti-dumping deci-

sion by the United States Department

of Commerce. Elkay has been manu-

facturing stainless steel sinks in the

U.S. for 92 years, and this prelimi-

nary ruling by the Department of

Commerce determined that Chinese

manufacturers have been selling

drawn stainless steel sinks into this

country at dumped prices that are

below fair value, in violation of both

U.S. law and international trade rules. 

The margins of dumping are sub-

stantial — from 54.25% to 76.53% of

the U.S. sales price. The investigation

was initiated earlier this year in re-

sponse to petitions filed by Elkay

Manufacturing to protect its 3,500

U.S. employees and the communities

in which they work. As a result of the

preliminary determination, these Chi-

nese competitors will be required to

pay cash deposits on drawn stainless

steel sinks imported into the U.S. in

amounts ranging from 50.28% to

76.15% of the customs value of the

imports.

“Elkay is extremely pleased with

this favorable preliminary decision,

as it confirms that Chinese manufac-

turers of drawn stainless steel sinks

have been illegally dumping products

at prices that are significantly below

fair market value,” said Timothy

Jahnke, CEO of Elkay. “The addi-

tional tariffs imposed, along with the

countervailing duty tariffs imposed in

August, will allow U.S. manufactur-

ers of stainless steel sinks to compete

with Chinese manufacturers on a

level playing field. The result sup-

ports Elkay’s long-standing goal of

keeping manufacturing jobs in the

United States.”

For more than 90 years, Elkay has

been an innovative manufacturer of

stainless steel sinks and faucets for

residential and commercial use.

Elkay expanded its commercial offer-

ings 43 years ago to include efficient

water coolers, drinking fountains and

now the award-winning EZH2O®

rapid bottle filling stations. Addition-

ally, Elkay is one of America’s lead-

ing cabinet makers with eight brands

in the marketplace including Medal-

lion® Cabinetry, Yorktowne™ Cabi-

netry, InnerMost® Cabinets and

Schuler™ Cabinets among them.

Elkay is firmly committed to U.S.

manufacturing, with six plumbing

products facilities and eight cabinet

facilities in the United States; filing

these petitions emphasizes the com-

pany’s commitment to manufacturing

in the U.S., and supporting American

families and communities.

Visit www.elkay.com.

FAQs

1. What is an anti-dumping duty?

A: The anti-dumping duty is an ad-

ditional duty imposed by the govern-

ment to help counteract the effect of

Chinese manufacturers selling sinks

into the U.S. at less than fair value.

The preliminary anti-dumping rate

imposed by the Commerce Depart-

ment ranges from 54.25% to 76.53%

with the rate for all Chinese manufac-

turers qualifying for the separate rate

(Turn to Anti-dumping, page 20.)

See contact information on page 90

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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at 59.06%. Commerce will now in-

struct U.s. Customs to collect cash

deposits on all drawn stainless steel

sinks from China upon entry into the

U.s. The cash deposits required take

into account perceived double count-

ing due to the countervailing duty

subsidies announced in July and

range from 50.28% to 76.17% with

the separate rate cash deposit at

53.3% 

2. How do the anti-dumping rates

relate to the countervailing subsidy

rates announced in August?

A: The cash deposit rates from the

anti-dumping calculation will be

added to the countervailing subsidy

rates announced on July 31, 2012.

Those rates ranged from 2.12%-

13.94%. Thus, the total additional du-

ties imposed on Chinese imports of

drawn stainless steel sinks range from

58.31% to 84.20% with the all others

separate rate at 61.33%.

3. Is this a final rate?

A: no, the preliminary anti-dump-

ing rate, like the preliminary counter-

vailing duty subsidy rate, is based on

Commerce’s preliminary investiga-

tion. Commerce will continue to an-

alyze information and issue its final

determination with respect to both the

anti-dumping rate and subsidy rate in

February 2013. Among other things,

Commerce will send auditors to

China to verify the accuracy of the

data provided by the Chinese produc-

ers in response to Commerce’s ques-

tionnaires. if the U.s. international

Trade Commission finds that the do-

mestic industry has been materially

injured by the dumped and subsi-

dized imports, any increase in the

final rates over the preliminary rates

will be retroactive. 

4. How does Elkay feel about the

decision?

A: elkay is extremely pleased

with the decision. While the prose-

cution of this case has been very ex-

pensive to elkay both in terms of

money and time, elkay took this ac-

tion to preserve its drawn stainless

steel sink operations and its skilled

workforce in the U.s. This decision

significantly furthers that goal.

While the orders are not final, elkay

is confident that the anti-duties im-

posed and the countervailing duties

imposed in August will be preserved

(if not increased) in the final order.

See contact information on page 90

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

Anti-dumping
(Continued from page 18.)

MeMphis, Tenn. ― Thomas & Betts

has made it easy for full-line distribu-

tors to embed its catalog on their web-

sites with the recent introduction of a

free, copy-and-paste iframe function.

Once the catalog is embedded, distrib-

utors will have no maintenance, as the

embedded catalog will be updated au-

tomatically when Thomas & Betts up-

dates its web catalog.

Thomas & Betts’ online catalog

contains more than 400,000 items,

with data sheets available for more

than 26,000 of these items. Other re-

sources include 3D models, installa-

tion instructions, material safety data

sheets (MsDs), drawings and cross

referencing of more than 60,000

items, representing more than 250

brands. The online catalog also offers

submittal packages with email capa-

bility and pDF print options.

Visit www.tnb.com or call 800/

238-5000.

Embed Thomas & Betts catalog on your website
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AMERICAN INGENUITY.
WORLD-CLASS PERFORMANCE.
WATER STOPS BUILT WITH PRIDE.
We weren’t founded in 1946 to last. We were 

founded to outlast. Designed with all-American 

ingenuity, these durable, reliable products are 

designed in Novi, Michigan, and machined 

and assembled in Lancaster, Texas and 

Thomasville, North Carolina. Built with pride. 

Crafted with quality.

www.brasscraft.com

Scan for more  
information

©2012 BrassCraft Mfg.

W A T E R  C O N N E C T O R S           W A T E R  S T O P S           G A S  C O N N E C T O R S           A P P L I A N C E  C O N N E C T O R S

See contact information on page 90
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TRACEABILITY AND QUALITY 
ARE NEVER NEGOTIABLE

w

MANUFACTURED IN OUR CHICAGO PLANT
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You no longer need to choose between 
traceability and quality. Weldbend has 
been a recognized leader for domestically 
manufactured carbon steel butt-weld 
fi ttings and fl anges adhering to strict ASME 
specifi cations, made from only the highest 
quality steel. Weldbend maintains a large 
inventory of both fi ttings and fl anges, complete 
with full traceability, in A234-WPB, A105, MSS 
SP-75 WPHY-52 and MSS SP-44 F52.

Weldbend offers products ranging from 
½ inch through 60 inches, both in fi ttings and 
in fl anges; of various classes and schedules. 
Weldbend offers fl anges in classes 150, 300, 
600, 900, 1500 and 2500; available with 
RTJ facing. We also offer a range of both 
fi ttings and fl anges in schedules Std, XS, S80, 
S160 and XXS. Other schedules available 
upon request.

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

We support the 
American Worker.

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

Carbon Steel Weld Fitting 
and Weld Flange Products 

for Piping Construction

Weldbend products are only 
sold through distribution.

phone  708.594.1700
fax  708.458.0106

6600 South Harlem Avenue   
Argo, Illinois 60501-1930

T    
  

www.weldbend.com

M     
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Turning buyers into investors
D

oes anyone remember a time
when the guy with a mop and
an enormous ring of keys

was called a janitor? It seemed like
all of a sudden they went off to a con-
vention and came back as custodians.
Some made it to the elevated status of
“custodial engineer,” but that proba-
bly required a few more years of
schooling. The word janitor refers to
someone who cleans and maintains a
building, but the word custodian
refers to a caretaker, someone in
charge. Although the name change
was a simple swipe of the pen, the
perception of the job responsibilities
changed drastically. No longer were
the men and women of this profes-
sion cleaning up after someone else.
They were the caretaker of the facil-
ity. It became their baby. The mindset
had changed to one of ownership.
Isn’t that something we strive for in
our distribution businesses?

In this article, I want to focus on a
name change that will produce signif-
icant results in the way your team of
purchasing agents perceive their job.
In a distribution company, who do
you think spends the most money?
Hands down, it is the folks who gen-
erate the purchase orders. Each buy
is an investment of company money.
We don’t just buy items to fill our
warehouse: The idea is that we are
going to create a return on that invest-
ment of company funds. The timing
of the buy, how much we pay and the
quantity we purchase all determine
the return on investment. I have a
good friend who once told me, “The
art of purchasing is a thousand small
decisions done right every day.”

Done right, we can maximize our
return on the dollars we invest in in-
ventory. Done wrong, these invest-
ments can take a company to its
knees in a heartbeat. Years ago, I vis-
ited a company that recognized the
significance of this role. In order to
change the mindset of the purchasing
team, the term investor replaced the
traditional title of purchasing agent.
Anyone can purchase a product; an
“investor” expects a return on those
purchases.

Changing the name is a good start,

but changing the behavior requires
some education about return on in-
vestment in a distribution company.
There are several ways to measure
inventory performance, but I am a
huge fan of GMROII, an acronym
for “gross margin return on inven-
tory investment.” Essentially, we are
trying to determine how many gross
margin dollars are produced for each
dollar we invest in inventory. Here
is the formula:

12 months gross margin dollars
from stock sales ÷ 12 month aver-
age inventory value

It is important to note that we are
only looking at stock sales, those
sales being generated from items in
our warehouse, versus those sales
generated by sourcing product from
another company. Direct ship or-
ders and non-stock sales should be
excluded from the numerator. The
resulting formula will produce a
number that represents gross mar-
gin dollars.

Let’s look at one vendor example:
12 months stock sales: $100,000
12 months cost of goods sold:

$70,000
12 months gross margin dollars:

$30,000
12 months average inventory

value: $15,000
$30,000 ÷ $15,000 = 2.00

What this example tells us is that,
over the course of 12 months, we are
able to produce $2 of gross margin
for every dollar we have invested in
inventory. Since we fund our opera-
tions through gross margin dollars, it
is important that we attempt to maxi-
mize these funds. 

The next step in the process is to
determine GMROII for all of your
vendors. Once you have completed
this task, I would like you to create a
simple four-column spreadsheet. This
will help you determine areas for im-
provement:

Once you have created this spread-
sheet, rank the vendors by GMROII.
Determine what your median GM-
ROII is. The top half of your ranking
are the solid performers in your port-
folio of vendors. Yes, I want your in-
vestors to start speaking the language
of traders. The bottom half of your
ranking are the underperforming ven-
dors in your portfolio. These repre-

sent opportunities for change. I am
not advocating changing vendors
here. I am simply stating that these
vendors should be analyzed further so
that you can determine why they are
underperforming. 

There are generally two reasons for
an underperforming vendor line; it is
either an inventory turn problem or a
problem with the average gross mar-
gin percentage in the line. It could be
a combination of both, but one is usu-
ally more glaring than the other. If

our investors are going to be success-
ful, they need to learn how to find the
root cause of the poor performance
and then concentrate on fixing the
problem. This spreadsheet tool makes
it easier for them to achieve this goal. 

Creating this spreadsheet will take
some effort. Data extraction from a
distribution software package can be
tricky. Software providers often con-
fuse GMROII with the old Turn and
Earn ratio (TurnsxGM%). Make sure
that you calculate GMROII using the
formula I provided above. As you can
see, I utilize the elements of Turn and
Earn in the spreadsheet tool. I tend to
think that GMROII and T/E work
better in tandem than separately.

When using this tool to compare
suppliers or review competitive lines,
make sure to give credit for rebates
and special payment terms. These
should both be added into the gross
margin side of our analysis. Rebate

percentages can be added directly to
the average gross margin percentage
in our spreadsheet. Use this new per-
centage to calculate the gross margin
dollars in the numerator of our GM-
ROII formula. With respect to special
payment terms, or dating, I generally
add another ½% for every 30 days of
additional dating. So, if the manufac-
turer has offered you 90-day payment

terms, I would add 1% to the gross
margin percentage. This provides a
fair evaluation. 

Ultimately, I want to see this type
of analysis and system maintenance
become a much greater percentage of
our investor’s daily workload. The
cutting of purchase orders should be
a system-driven task. In the compa-
nies I coach, I challenge them to re-
duce the physical buying to no more
than two hours per day. Of course, the
actual number of hours depends on
the number of people you have work-
ing on the team, but I think you see
the direction. 

You may be asking yourself, “I
found the root cause of the problem,
now what do we do about it?” For

those answers, I would recommend
that you read a couple of my other ar-
ticles, “Improving Gross Margins”
and “Improving Inventory Turns.”
Both can be found at my website
www.thedistributionteam.com. Good
luck, and know that I am always here
to help. n

Jason Bader is the managing part-

ner of The Distribution Team, a firm

that specializes in helping distribu-

tors become more profitable through

strategic planning and operating ef-

ficiencies. The first 20 years of his ca-

reer were spent working as a

distributor. Today, he is a regular

speaker at industry events and spends

much of his time coaching individual

distribution executives. He can be

reached at 503/282-2333, at

Jason@Distributionteam.com or at

wwwthedistributionteam.com.

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

BY JASON BADER
Inventory management specialist

• Purchase orders cost
the most money

• Each buy invests
company’s money

• GMROII is a good
performance measure

• Analyze vendors
for performance

Each buy is an investment
of company money. We don’t

just buy items to fill our
warehouse. The idea is that
we are going to create a

return on that investment of
company funds. The timing
of the buy, how much we 
pay and the quantity we
purchase all determine

the return on investment.

There are generally
two reasons for an

underperforming vendor
line; it is either an inventory
turn problem or a problem

with the average gross
margin percentage in the line.
It could be a combination of

both, but one is usually
more glaring than the other.
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With its unique patented V-Slice® 
cutter technology, the Omnivore® 

literally devastates anything 
unfortunate enough to enter into 

its vicious vortex.
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HARDI members
realize slight
sales growth
Columbus, ohio — hARDi an-

nounced nominal u.s. hVAC/R av-

erage distributor sales growth of

2.2% in August, after the encouraging

13.3% in July 2012. Four of the seven

regions that comprise hARDi’s

monthly Targeted and Regional Eco-

nomic News for Distribution Strate-

gies (TRENDS) Report contracted

during August, after healthy growth

from each sector in July. 

Evaluating the sales performance

over a 12-month period can be more

insightful than the recent see-saw pat-

tern in various regions that reflects

the unusual weather patterns. “sales

over the past 12 months are up

3.8%,” said hARDi economist An-

drew Duguay. “The improving results

on a 12-month basis since the recent

low point of 2.7% in February show

a modest, stable growth trend this

year that is consistent with the macro-

economic trends we are witnessing in

u.s. industrial production and retail

sales so far in 2012.” 

The modest economic improve-

ment or stability is also evident in the

days sales outstanding (a measure of

how quickly customers pay their

bills) experienced by hARDi mem-

bers. The Dso was more than 50

days in the spring, but has consis-

tently improved to less than 45 days,

according to the August survey. The

steady overall performance of sales

per employee masks the impressive

improvement in the Northeast and

Great lakes regions, versus flat re-

sults or modest declines of sales per

employee from other regions. 

“The performance is encouraging

and consistent with recent consumer

confidence and housing data,” said

brian loftus, market research and

benchmarking analyst. 

Duguay added, “The stability that

has been supporting consumer confi-

dence could be threatened in the

months ahead. it seems the positive

momentum could be offset by the

economic and political uncertainty

emanating from Europe and China

and the prospects for surviving our

own fiscal cliff that is due to arrive in

January.” 

Visit www.HARDInet.org.
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STAINLESS AND ALLOY WELD FITTINGS AND FLANGES

 

Piping Solutions That Fit.

®

®

® ® ® ®

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

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

QUALITY
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Eliminate scale, lime
– and wasted time.

De-scale without fail.
Quickly, and safely. 

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

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

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

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

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

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

Learn more at
SpeedClean.com

Improve your performance at

speedclean.comAvailable at your 
HVAC Distributor

Bucket
Descaler™
& SpeedyBright
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American Standard named 2012 WaterSense Partner of the Year
PISCATAWAY, N.J. — American Stan-
dard Brands has been honored with
the EPA’s 2012 WaterSense® Manu-
facturer Partner of the Year Award in
recognition of the company’s water-
saving technological advances and
ongoing efforts to raise awareness
about water conservation.

The WaterSense program encour-
ages consumers to reduce their water
usage through water saving products
and services and by making simple
changes in behavior to help conserve
water. The WaterSense Partner of the
Year awards recognize organizations
that are on the cutting edge of water
efficiency innovation, collaboration
and outreach.

American Standard received the
award in part for developing a Wa-
terSense-labeled toilet that can be in-
stalled without tools, making it easier
than ever for homeowners to upgrade
to a water-saving toilet. The SAVEr™
high efficiency toilet (HET), using
only 1.28 gpf and meeting stringent
WaterSense certification requirements

for water savings, is designed to be in-
stalled with simple hand tightening, no
tools needed. Offered in both one- and
two-piece models, the SAVEr offers
the comfortable right Height® bowl
configuration that meets all ADA re-
quirements for accessibility.

The company also demonstrated a
strong commitment to water conser-
vation by organizing the responsible
Bathroom Tour, a mobile plumbing
showroom that visited more than 100
locations nationwide in 2011, pre-
senting water conserving products
and strategies.

This walk-through plumbing
showroom provided hands-on
demonstrations of WaterSense cer-
tified toilets, faucets and shower-
heads to over 26,000 people across
the U.S. The tour partnered with nu-
merous water utility companies,
reaching approximately 5.8 million
residential water customers with re-
bate incentive information to re-
place older, water-guzzling toilets
with HET models.

As part of its water conservation
educational efforts, American Stan-
dard produced a “Professor Toilet”
blog that serves both the profes-
sional and residential customer au-
diences, sharing useful information
about plumbing products, conserv-
ing water, remodeling homes and a
myriad of helpful topics. Delivered
in a humorous, light-hearted manner,
the Professor’s blog posts helped to
educate the public and entertain at
the same time.

The WaterSense Partners of the
Year awards were launched in 2008
to recognize excellence in the field of
water conservation and the special ef-
forts of WaterSense partners to ad-
vance the program’s mission.
WaterSense-labeled products have
helped Americans save 287 billion
gallons of water and $4.7 billion in
water and energy bills since the pro-
gram’s inception in 2006.

Visit www.americanstandard.com

or www.epa.gov/watersense.

See contact information on page 90

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

KOHLEr, WIS. — A well-known leader
in the kitchen and bath industry,
Kohler Co. is dedicated to product in-
novation, technology advancements
and environmental efficiency. This
year Kohler has once again been rec-
ognized by the EPAs WaterSense pro-
gram with the 2012 WaterSense

Manufacturer Partner of the Year
award for the company’s efforts sur-
rounding the education and awareness
of water issues across the globe.

Kohler was the first company to
earn the EPA WaterSense Manufac-
turer Partner of the Year Award in
2008. The company received the
award again in 2009 and was
lauded with Excellence Awards in
2010 and 2011.

One of the initiatives noted by the
WaterSense program was the “Wast-
ing Water is Weird” public service
announcement campaign that Kohler
planned, sponsored and executed
with several other organizations in
the industry.

This campaign was a bold and hu-
morous way to reach consumers
with the water conservation mes-
sage and included a large social
media and web component, helping
increase its effectiveness with a
larger audience.

Kohler’s efforts to promote water
conservation included product place-
ment in several high-profile projects
and locations, including ABC’s Ex-

treme Makeover: Home Edition; Yel-
lowstone National Park; The House
in Innoventions at Epcot, Disney
World, Orlando, Fla.; PUNCHouse,
Lisa Ling’s personal home focused
on sustainable living and the World
Trade Center museum restrooms. 

Another initiative called out by
WaterSense was the introduction of
the Numi toilet, Kohler’s most water-
efficient dual-flush toilet. Numi
proves that water efficiency can be
integrated into luxury products with-
out sacrificing performance or de-
sign. Kohler also increased its
WaterSense-labeled showerhead of-
fering by more than double, provid-
ing a multitude of new designs to
consumers that will continue to help
save water. 

Visit www.SaveWaterAmerica.com

or www.us.kohler.com. 

Kohler Co. wins WaterSense
Partner of the Year award
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Chaos Mastered

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

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

Houston, TX
T: 800.231.4253
F: 713.943.8719

Hampton, GA
T: 800.456.5422
F: 770.946.3519

A Shale-Inland Compa
ny

www.jjmfg.com

Let us be your … 

NICKEL ALLOY source.

CELEBRATING 60 YEARS OF TRADITION AND EXCELLENCE

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

Tough Alloys for Your 
Roughest Conditions

See contact information on page 90
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ASA University introduces new course
ItasCa, Ill. — the asa education
Foundation has added a new course
to the asa University offerings. Es-

sentials of Profitable Outside Sales in

Distribution© is now available in
book and online format. this is the
sixth course in the popular series of
comprehensive training programs
written exclusively for the wholesale
distribution channel.

the new course consists of a 248-
page manual divided into 12 chap-
ters, each with a self-graded quiz to
test knowledge retention, as well as a
substantial glossary for ongoing ref-
erence and an 80-question online
final exam.

the online version is a four-hour
interactive program divided into 12
modules with engaging activities,

learning games, self-grading
quizzes, a glossary and an 80-ques-
tion final exam. a certificate of com-
pletion is provided for those who
pass the exam. 

“we’re excited about this new
course because it’s aimed at teach-
ing outside sales professionals how
critical their role is in the company’s
profitability,” said amy Black, the

asa education Foundation’s exec-
utive director. “In addition to giving
outside salespeople important tips
about how to do their sales job more
effectively, the course stresses the
importance of ethical behavior,
clear communication, time manage-
ment and the team approach, as well
as the outside salesperson’s role in
providing outstanding customer
service in a successful wholesale
distribution business.”

Visit www.asa.net.

Register now

Visit eemax.com or call 800.543.6163 for more information.

See contact information on page 90

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

Ferguson fiscal
year revenues
are up 10%
Newport News, Va. — Ferguson’s
parent company, wolseley plc, an-
nounced its financial results for the
2012 fiscal year. Ferguson increased
its revenue more than 10%, ending
the year with sales of $9.7 billion.
the company was 8% ahead of last
year on a like-for-like basis. as well,
trading profits were ahead by 24%
over last year. 

“we gained market share in most of
our major business units,” said Fergu-
son Ceo Frank roach. “the combi-
nation of having the best associates in
the industry and providing world-class
customer service continue to be key
contributors to our performance. as
well, we continue to see the benefits
of business and geographic diversifi-
cation, which provides us with greater

separation from economic conditions
and lessens our exposure to the mar-
ket’s cyclicality.”

the repair, maintenance, installation
(rMI) segment remained resilient, and
the modest recovery in levels of new
residential construction continued.
Ferguson’s blended branches, which
serve both residential and commercial
customers, continued to grow well and
gain market share. 

the company’s waterworks and in-
dustrial businesses grew strongly,
though industrial growth was re-
stricted in the fourth quarter as de-
mand weakened in the oil and gas
sectors. the HVaC business remained
subdued due to the removal of govern-
ment tax incentives last year.

Four acquisitions were completed
in the year, two in the blended
branches business and one in each of
the waterworks and industrial busi-
nesses. acquisitions accounted for
1.3% of revenue growth. 

Visit www.wolseley.com. 

“We gained market share
in most of our major

business units.”
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Hansgrohe/Axor heads to ‘Camp’
AlpHARETTA, GA. — Hansgrohe/Axor,

a national partner of Design Camp

2013, took part in a series of two-day

seminars hosted by celebrity interior

designers lori Dennis and Kelli Ellis.

The first of many around the country,

Design Camp, held in Austin, Texas

October 24-26 offered ambitious and

emerging designers immersive edu-

cation and networking opportunities.

The lone Star State campsite fea-

tured local design celebrities includ-

ing Donna Stockton Hicks, Heather

Toolin and Sandy Sieracki as well as

Hansgrohe/Axor’s own Carmen

Busceme, to name a few. 

prior to the event, Russ Wheeler,

president of Hansgrohe N.A. noted,

“We welcome the opportunity to li-

aise with designers in a unique and

meaningful way and expand our

reach in the Austin area. We pride

ourselves on our strong ties to design-

ers the world over and we look for-

ward to continuing our tradition and

bonding with the campers. We’re

cooking up a number of treats includ-

ing a session on bathroom trends

given by one of our dynamic team

members.” 

Design Camp Austin boasted a spe-

cial display of the Axor Bouroullec

collection, designed by Ronan and

Erwan Bouroullec. With spout and

handles that can be mounted virtually

anywhere around the washbasin, the

collection invites users to feel free to

compose and create their own cus-

tomized bathroom configurations. To

add fuel to the already hot campfire,

Busceme, regional sales manager for

the central region of the U.S., head-

lined one of the popular special guest

segments. The course is tailored for

design professionals and design afi-

cionados. Busceme talked about

trends in the Kitchen and Bath. She

covered everything from inspiration

and lifestyle influences to the prod-

ucts that create freedom in design. 

For fun camp-side stories, look for

#HansgroheATcamp and follow

@HansgroheUSA and @TheDesign-

Camp on Twitter and Facebook

See contact information on page 90

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

“We pride ourselves on our strong ties to designers the world over and we look

forward to continuing our tradition and bonding with the campers. We’re cooking

up a number of treats including a session on bathroom trends given by one of our

dynamic team members,” said Russ Wheeler, president of Hansgrohe N.A.
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INFORMATION 
AT YOUR  
FINGERTIPS

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

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

Coming soon 
for Android!

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

We support the  
American Worker.

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

Carbon Steel Weld Fitting and Weld Flange Products  
for Piping Construction

Weldbend products  
are only sold  

through distribution.

phone  708.594.1700
fax  708.458.0106 

www.weldbend.com   

6600 South Harlem Avenue   
Argo, Illinois 60501-1930

Apple®, iPhone® and iPad® are Registered Trademarks of Apple, Inc. | Android and Android logo are trademarks of Google, Inc.

SPECIFY WELDBEND FITTINGS AND FLANGES ON YOUR NEXT JOB
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‘China syndrome’ weakens steel,
iron ore, rare metals imports

W
hat is becoming increas-
ingly clear is that the de-
mand and subsequent

pricing impact of most global com-
modities has been disproportionately
dependent on the unprecedented im-
ports emanating from the Chinese be-
hemoth.

To understand the incredible ab-
sorption capacity of Beijing’s un-
quenchable appetite for all types of
commodities, one must understand
that the Chinese have as their objec-
tive bulk purchases at low prices in
anticipation of their expected world
economic leadership by 2035.

This stupendous growth from a
negligible force in 1990 to world
runnerup on the economic world
scene today has minimized how
much the rest of the world has de-
pended on 20% of China’s world
population to absorb a galloping
segment of the globe’s industrial,
commercial, technical and agricul-
tural production. As China previ-
ously has had unequaled impact on
global import/export activities, the
pause that China is now undergoing
is having deleterious consequences
on major imported commodities,
both demand and price-wise.

Conversely, the vacuum of Chi-
nese export diminution to the rest of
the world, mainly Europe, has cre-
ated a vicious cycle of shrinking
markets for imports from Chinese
factories, both domestically and for-
eign-owned. With the growth of the
Chinese super-boom averaging dou-
ble digit rates for much of this
decade, the slowing to a still impres-
sive, but greatly reduced 8%, has
punched a big hole in the export
larders of much of the globe, which
had been taking China’s massive de-
mands for granted.

Since a substantial segment of Chi-
nese gross domestic product genera-
tion has switched to domestic
expansion, product range of imports
available to the world’s exporters has
narrowed dramatically. This has par-
ticularly affected such critical build-

ing-related commodities as steel and
its primary component iron ore, plus
copper, rare metals such as nickel and
tungsten, as well as a vast array of
agricultural products, although food-
stuff imports continue unabated.

However, in keeping with its pol-
icy of buying at market bottoms, ex-
pect this circumstance to reverse
early next year as optimum prices
will inure to the favor of China’s
long-term growth policy of bottom
line purchases.

U.S. global trade deficit hits
unexpected new decade quarterly low

With the welter of sour economic
news beclouding America’s commer-
cial landscape, the declining U.S.
quarter annual “current account
deficit” pokes through like a ray of
sunshine. This comprises the broader
outlook on the difference in all trade
and investment income between the
U.S. and the rest of the world.

Remarkably, this latest three
month total ratio, as a percentage of
gross domestic product during the
2012 second quarter was $117.4 bil-
lion or 3%, a low point not reached
in the past decade. This positive fig-
ure continues to reflect strong U.S.
exports, weaker imports and in-
creased earnings on overseas assets
by American investors.

Several positive factors are mak-
ing this current trend possible. With
an improvement in the current re-
strictive regulatory governmental
approach, an eventual disappearance
of the entire current account deficit
in the foreseeable future is in the
realm of possibility. This is depend-
ent on the following major factors,
some of which have been set in mo-
tion despite the continued stumbling
blocks of overactive agencies, un-
concerned with America’s disinte-
grating bottom line:

• An unimpeded expansion of oil,
natural gas and coal, which have
made the U.S. the world’s number
one fossil fuel reserve possessor. This
drive toward “energy independence”
by 2020 would reverse the current en-
ergy import/export percentage, which
has comprised more than 20% of
America’s trade deficit over the past
20 years.

• The more rapid insourcing of
jobs that have started to trickle back
to U.S. production centers due to in-
creased U.S. productivity and cost-
effectiveness. This has resulted in
closing the margins with much of the

export-dominant Southeast Asian
quadrant, which has seen its costs
rise materially.

• The remarkable growth of Amer-
ica’s export capability, encompassing
raw materials and agriculture as well
as technology and transportation, has
put the U.S. on a path to accelerated
export expansion.

What has quickened this pace even
more has been the dominance of U.S.
producer and consumer superior
brand name identification units, such
as Boeing, Caterpillar, McDonald,
Coca Cola, Ford and Buick, as well as
IBM and Microsoft for starters. Al-
though the U.S. entertainment and
communication industry has been
poached by intellectual theft overseas,
it still dominates the world. Most re-
cently, social media has put America’s
innovative genius into that sector’s
leading spotlight even more.

Houston becomes centerpoint
of U.S. economic future

Economic rebounds from previous
deep recessions were inevitably fo-
cused on specific production sectors

and the metropolitan centers in which
they were based. In the touch-and-go
post World War II period, when the
shift back to peacetime solutions
from an unprecedented military
buildup elicited fears of a new de-
pression, the demand for millions of
automobiles and an unexpected out-
burst of new homes led the nation to
a 1950s prosperity eclipsing even the
most rosy predictions.

The genesis of this massive surge
was centered in the Midwest and
Northeast, with great manufacturing
centers such as Detroit, Chicago,
Cleveland, Philadelphia and Boston
leading the charge. With much of the
developing world ravaged by the des-
ecration of the world’s worst war
ever, this opportunity to rebuild such
destruction pulled America from fear
of post-war depression to decades of
gross domestic product generation,
never heretofore experienced in na-
tion-building history.

At the present point in America’s
history of pulling out of deep eco-

nomic holes, all signs point to U.S.-
based energy development as the crit-
ical factor in reversing the current
plunge into structural unemployment,
destructive national debts and outra-
geous annual deficits. The focal point
of such a monumental reversal can
only be accomplished by embracing
the opportunities inherent in the ex-
ploration of all aspects of fossil fuel
extraction. This includes refining,
transmission and exporting of the
greatest cumulative combination of
oil, natural gas and coal reposing
anywhere in the world.

With coal currently in the eclipse,
Houston, Texas, fills the bill of mak-
ing the energy solution happen far
more than any other metropolitan in-
stigator. Its position of geographic
center, within a 500-mile circumfer-
ence of where much of this explo-

sively growing industry is booming,
puts Houston in the key position of
being the focal point of energy’s long
term potential. The embryonic com-
bination of these activities has al-
ready brought the Texas metropolis
back to the strong employment level
that existed before the mid-2008
global financial crash.

Will construction regain
its leading economic sector prominence?

As frequently noted in previous
columns regarding America’s poten-
tial future comeback, the jury is still
out as to whether this once primary
pillar of economic strength can re-
gain the leadership it enjoyed prior
to the financial crash of late Septem-
ber 2008.

The answer to this still unanswered
question could have inestimable im-
pact on the scope and speed with
which this construction comeback
will facilitate a much-delayed return
to some semblance of economic nor-

(Turn to Juggernaut... page 36.)

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

BY MORRIS R. BESCHLOSS

PVF and economic analyst emeritus

• If China stumbles,
the world staggers

• U.S. trade deficit
shows surprise boost

• Houston at center of
energy-based economy 

• Construction poised
for comeback – or not

...An unimpeded expansion of oil, natural gas and coal
have made the U.S. the world’s number one fossil fuel 

reserve possessor. This drive toward “energy independence”
by 2020 would reverse the current energy import/export

percentage, which has comprised more than 20%
of America’s trade deficit over the past 20 years.
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malcy. Not the least of such a re-

bound could be the rehiring of tens of

thousands of construction workers,

whose unemployment level has ex-

ceeded over 50%.

An obvious conclusion at this time

is certain. The status of home owner-

ship as the critical asset to which

America’s middle class families

should aspire is over. All-time low

mortgage rates and untold thousands

of homes available through purchase

of short sales and foreclosures avail-

able from banks will not rekindle the

belief in home ownership that had ex-

isted since the early days of the post-

World War II period.

Much of the current new construc-

tion, which has upped such building

improvement by 10% year-over-year

through the end of July is projected

to be occupied by renters. This is

magnified by the fear of home buyers

that the “flipping” days of ever-

higher priced properties is a thing of

the past; also, the need to “pack up

quickly” as job openings occur in dif-

ferent parts of the nation makes relo-

cation mobility an important factor.

In analyzing the commercial and

industrial segments in the context of

a potential return to an annual trillion

dollars in revenues, the following

sub-sectors stand out:

• Power generating utilities, play-

ing a desperate game of long-delayed

catch-up, had skyrocketed by 43%

year-over-year by the end of July. 

• Following that surge is the broad

area of manufacturing, benefiting by

a slow but steady return to “made in

America.” This has generated a year-

over-year increase of 31%. 

• Private school and hotel/motel

construction comes in right behind

with 28% and 25% respectively. 

Although moderately impressive,

these numbers reflect a bounce from

numbers which had fallen at the

greatest rate in more than 50 years in

late 2008 before regaining their foot-

ing in the last 18 months.

Most supportive of the current

building bounce has been the Fed-

eral Reserve Board’s low mortgage

and interest rate guarantees through

the end of 2015. Also abetting the

possibility of further investments to

further growth has been the influx of

Southeast Asian, Canadian and sov-

ereign wealth fund commitment to

America’s fixed assets. This is a di-

version from the multi-year commit-

ment to America’s Treasury debt

paper, which had become the

world’s haven of secure payback of

principal, despite the low interest

rate yields generated.

In the forthcoming post-election

economy, expect the U.S. construc-

tion sector to be a signpost of the

U.S.’s economic future in the next

few years. n

Morris R. Beschloss, a 57-year vet-

eran of the pipe, valve and fitting in-

dustry, is PVF and economic analyst

emeritus for The WholesaleR.
See contact information on page 90
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ON THE PVF PULSE
Juggernaut China slowing; Houston shaping
up as economic center; construction iffy

(Continued from page 34.)

Most supportive of the current
building bounce has been the

Fed’s low mortgage and interest
rate guarantees through the end
of 2015 Also abetting the possi-
bility of further investments to
further growth has been the 
influx of Southeast Asian, 

Canadian and sovereign  wealth
fund commitment to America’s 

fixed assets.

tw11_12_pgs_32_39_Layout 1  10/25/12  12:40 PM  Page 36



See contact information on page 90

tw11_12_pgs_32_39_Layout 1  10/23/12  12:33 PM  Page 37



38 • •THE WHOLESALER® — NOVEMBER 2012INDUSTRY NEWS
Grundfos Pumping Systems attains
listing for drinking water safety
OlATHE, KAN. — Grundfos North America has received a

significant drinking water safety listing for all pumping sys-

tems in its standard product range. The listing, NSF/ANSI

Standard 61 Annex G (NSF372 – 0.25%Pb), means all com-

ponents and materials used in Grundfos’ pumping systems

achieve health standards for drinking water safety. 

The NSF listing covers dozens of pumps and pumping

systems designed for boosting water pressure in commercial

buildings and water transfer in municipal applications.

The company’s investment into certifications

positions Grundfos as one of the only global

pump manufacturers to achieve this NSF list-

ing across its entire product range. In order

to ensure that the systems as a whole com-

plied with the listing, Grundfos had

to evaluate all pump systems’ compo-

nents that come into contact with

water and then perform evaluations

on the entire system’s portfolio.

“All Grundfos standard range

pumps will now contain less than one

quarter of 1% (0.25%) total lead con-

tent by weighted average, bringing

peace of mind to the millions of peo-

ple who ultimately drink the water

pumped through these systems,” said

Carlos Uribe, program manager for

Systems and Controls for Grundfos

North America. “This listing demon-

strates Grundfos’ commitment to

compliance with the regulations high-

lighted by the NSF organization.” 

All Grundfos pumping systems

within the standard product range are

covered under the NSF listing. They

include:

• BoosterpaQ Hydro MPC-E, ED,

ES, F, EF, EDF, S Systems 

• HYDRO Multi-E Systems

• CRE Plus Systems

• HYDRO Solo E Systems

• HYDRO NP Systems (MNP).

Grundfos’ Systems and Controls

team will begin producing NSF-listed

systems immediately. NSF markings

on the systems were available on

Sept. 15, 2012.

Visit www.grundfos.us, or follow

us on Twitter and Facebook.
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“All Grund-

fos  s tandard

range pumps will

now contain less than one quarter of

1% (0.25%) total lead content by

weighted average, bringing peace of

mind to the millions of people who 

ultimately drink the water pumped

through these systems.”

—Carlos Uribe, program manager

for Systems and Controls for

Grundfos North America. 

Grundfos had to evaluate
all pump systems’

components that come
into contact with water

and then perform
evaluations on the

entire system’s portfolio.
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Perhaps our time has come
t

hrough these periodic

columns, i intend to address

political and economic issues

affecting those of us who actually

make a payroll. and yes, i am at-

tempting to make a point and set a

tone with that opening statement. it is

indeed an honor to write for the pre-

mier communication medium of our

industry. with significant pride, i can

now say with great humility that i am

a colleague of Morris Beschloss, a

long-time contributor to The Whole-

saler, a luminary that i have followed

and admired my entire career.  who

better than our very own Morrie to tie

national and world events to our busi-

ness lives? i feel blessed to have him

as a valuable resource.

it is a bit unfortunate that the dead-

line for my inaugural column pre-

cedes the national election.  By the

time you reading this, the die of the

next four years will have been cast.

Further challenging is that as of this

writing, the race remains too close to

call. i could easily summarize the

election season as tons of money

thrown at a process that results in lit-

tle more than a heavy and redundant

dose of blah, blah, blah…

Representative government con-

sisting of the butcher, the baker and

the candlestick maker is a phenome-

non of the past. after all, how’s that

“by the people, for the people” thing

working out? yet this election is epic

for our country, industry and compa-

nies — for a high percent of our in-

dustry will be concluding their

careers within the next two presiden-

tial terms. 

Once upon a time, the cEO of

Goldman sachs, Lloyd Blankfein,

was asked “exactly what is it that

they do”?  the answer in all its glory

and arrogance had the cEO respond-

ing: “we’re very important…we do

God’s work.” any wonder that the

sins of wall street unfortunately

came home to roost on our dime?  

while we in industrial distribution

don’t necessarily do God’s work,

what we do is indeed important; per-

haps much more important than you

realize. after all, what better legacy

to leave the next generation than the

means of employment and not just

any employment, but an industrial

type job with respectable wages, re-

tirement and health care benefits. the

Biblical axiom of “Give a man a fish

and he eats for a day, teach a man to

fish and he can feed himself for life”

holds true for each of us.

Giving a fish, while good and char-

itable, if protracted becomes social-

ism, while teaching to fish or

providing the means of employment

is capitalism in its purest form. Our

industry is the poster child for capi-

talism. you take a risk, invest your

capital, work hard, create jobs and, if

orchestrated properly, reap the re-

wards in the form of profits — or pay

the price if not.

at the end of our lives, there is

only one question by which we will

be measured and that is “were we

relevant?” was society, better as a

result of your presence? Even if

only incrementally so, then it is an

affirmative answer. can you image

how hollow a life was that can’t an-

swer affirmatively? truth be told,

many people cannot answer yes to

that particular question at the end of

their existence.

trust me; many take more than

they leave behind. therefore, to the

rest of us, we have not so much the

opportunity, but perhaps even the

obligation to leave more than we

take. it is you, the industrial distrib-

utors and manufacturers, who do just

that. admittedly at the neighborhood

cocktail party, attendees don’t rush

to the guy/gal in manufacturing.

However, the glamour and illumina-

tion of the investment bankers cut-

ting those media-celebrated deals

has long ago diminished. Perhaps

our time has come. 

On wall street, we follow attribu-

tion rates which simply assign a

mathematical value to influences or

contributing factors. if a stock goes

up or down, it is commonly accepted

that 50% of that movement can be at-

tributed to the economy, 30% to the

sector, and only 20% to a specific

company. thus, the single largest de-

terminate of your success or failure in

the coming year, is something totally

out of your control — that being the

economy. Hence, if we can’t control

it, we ought to be able to understand

and anticipate changes in such. thus,

in the articles to come, we will cer-

tainly be discussing the economy. 

some 200 years ago, as an agrar-

ian-based economy, we have found

economic cycles repeating them-

selves every seven years or so with

remarkable regularity. some contend

that there was a particular configura-

tion in the solar system that, once

aligned, produced bumper crops.

today those cycles tend to run in four

year increments… . this suggests

that one of the problems may be that

we no longer are attempting to solve

economic problems with economic

criteria but rather with political crite-

ria. Now you understand both the

problem and, as a result, the well-

founded cynicism of the typical busi-

ness owner. 

a case in point is the recent de-

crease in the unemployment rate. the

president has a (let’s be generous

here) “less than stellar” opening de-

bate which coincides with our 43rd

consecutive month of unemployment

over 8%. the very next week we an-

nounce a rate below 8% which hap-

pens to be the lowest unemployment

rate since he took office.

Let me set any political agenda

aside and simply challenge on the

mathematics alone. January through

august we created an average of

150,000 jobs per month, an anemic

rate by any historic measure. this is

a job creation rate inadequate to fuel

recovery. september job creation

came in at only 114,000, which

somehow decreased the unemploy-

ment rate by .3%?? How can this

be?? why can this be??

By the way, it might be interesting

to note that 10,000 of those jobs

were government jobs and there are

still 23,000,000 americans out of

work and 46,000,000 americans re-

ceiving food stamps.  How do

114,000 new jobs even move the

needle in a denominator of

23,000,000? the answer is many

people have just given up looking for

a job. By the way, the typical proto-

col is that the release of the unem-

ployment rate is subject to both a 30-

and 60-day revision. ironically, both

releases are after the election.  

anyway, these are the types of is-

sues i hope to present in this quar-

terly column; to challenge your

thinking and confirm your intuition.

Until next time, remember the words

of Mark twain: “Don’t go around

saying the world owes you a living.

the world owes you nothing. it was

here first.” n

Dr. Donald McNeeley is president

and CEO of Chicago Tube and Iron

Co., as well as a Professor of Engi-

neering at Northwestern University.

Founded in 1914, CT&I is one of the

largest steel service centers in the

U.S., with 10 subsidiaries throughout

the Midwest. Inventory, fabrication

and processing is facilitated in over

1.2 million square feet of efficient,

state-of-the-art facilities. CT&I

houses over 30,000 line items of in-

ventory from some of the world’s pre-

mier manufacturers. It has a 90+

year history of consecutive profitabil-

ity that has provided the necessary

capital resources for growth. Head-

quartered in Romeoville, Ill., you can

contact Dr. McNeeley at 800-972-

0217, or visit the company’s website

at www.chicagotube.com.

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

BY DR. DON MCNEELEY

Special to The WholeSaler

Piscataway, N.J. — with the number

of aging homeowners on the rise and

multigenerational households becom-

ing commonplace, american stan-

dard Brands has established an online

resource that showcases a number of

safe and accessible product solutions

designed to provide convenience for

all lifestyles and life stages.

the website, www.americanstan-

dard.com/safe-and-accessible, offers

a complete range of home design and

independent living solutions; walk-in

bathtubs, zero threshold showers and

wheelchair-accessible lavatories, as

well as resources from the National

association of Home Builders’

(NaHB) certified aging in Place

specialists (caPs) program.

the site contains articles, tips and

product videos to help homeowners

create a beautiful, yet safe and com-

fortable, bathroom. it draws upon de-

sign standards offered by the

National institute on aging, part of

the federal government's National in-

stitutes of Health at the U.s. Depart-

ment of Health and Human services,

as well as recommendations provided

by the aaRP.

American Standard has new website

“Representative government
consisting of the butcher,

the baker and the candlestick
maker is a phenomenon

of the past.”
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800-766-0076          www.smithcooper.com  
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Your source 
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Plus System means 
our stainless steel 
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because we are 
100% responsible.  
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Health-conscious consumers
seek therapeutic benefits of bath
NorTh liTTle roCk, ark. — The

bath is back! Consumer trends have

shifted during the past century from

baths to the convenience of showers.

Yet, as more Baby Boomers age and

more families create multi-genera-

tional households, preferences for

bathtubs, especially those separated

from showers, are trending upward.

“Consumers are moving back to

baths for the therapeutic benefits,”

explained Jennifer Jacuzzi-Peregrin,

co-owner and top marketing execu-

tive with Jason international inc.

“Many want those restorative proper-

ties long associated

with the cleansing of

the body, calming of

the mind and renew-

ing of the spirit.”

Jacuzzi-Peregrin of-

fered these keys to

homeowners as they

select the best bath:

• right fit. Measure

available space and se-

lect a bath appropriate

for the size and shape.

luxurious baths come

in round, oval, rectan-

gular and corner

shapes, among others,

and a variety of lengths and widths.

There are many opportunities to

find a comfortable fit and a bath that

maximizes lumbar support. Your bath

should fit your body. So try it before

you buy it by sitting in the bathing

well to see whether it feels comfort-

able. These days, many consumers

are opting for free-standing pedestal

baths as part of a transitional ap-

proach to interior design that blends

the comfort of traditional with the so-

phistication of contemporary.

• right hydrotherapy. Consider

who uses the bath and benefits from

hydrotherapy options. would a

grandparent with arthritis benefit

from a long, warm soak? would a

massage help a high school athlete

with tired, sore muscles? would

Mom like to wind down, relax and

get ready for a restful night of sleep? 

Jason offers soaking hydrotherapy,

airMasseur® hydrotherapy, whirlpool

hydrotherapy and its new, patented

MicroSilk® hydrotherapy, the first

hydrotherapy created specifically to

cleanse and rejuvenate the skin. Var-

ious forms of hydrotherapy may also

be combined and may be operated in-

dependently or at the same time.

• right options. optional features

enable bathers to customize the hy-

drotherapy experience. a digitally con-

trolled leD chromatherapy lighting

system provides a soothing choice of

aqua, blue, green, purple, red and or-

ange. a sound immersion system puts

you in the music by transforming your

bath into a speaker. automated drying

and sanitation systems help keep sys-

tems clean and healthful and plumbing

lines dry between uses.

• right quality. Shop, compare and

focus on quality, so the result will be

a bathroom and bathing system with

which you can live healthy and well

for many years.

Visit www.jasoninternational.com.

More consumers want “those restorative properties long

associated with the cleansing of the body, calming of the

mind and renewing of the spirit” that a bath provides.
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Buffalo, New York — roberts-

Gordon llC’s new website,

www.robertsgordon.com, encom-

passes the entire range of roberts

Gordon® products for North amer-

ica, which includes infrared and unit

heaters, duct furnaces, direct- and in-

direct-fired make-up air handlers, in-

direct-fired air turnover units, as well

as associated accessories and con-

trols. a new feature is an rSS feed,

where visitors can subscribe to re-

ceive up-to-the minute news from the

company. The site also houses an ex-

tensive image library detailing the

company’s commercial, industrial

and institutional installations.

Brochures, technical specifications

and other literature are available in

the Downloads section.

Roberts-Gordon unveils new website
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Built to be the Best™

To Find A Wholesaler Call

800.523.2931
www.bradfordwhite.com

©2012, Bradford White Corporation. All rights reserved.

Introducing Bradford White Rewards™, an exclusive incentive program for the professional installer that rewards
you for purchasing Bradford White Commercial Water Heaters. Become a Rewards Member today and you’ll start
earning points redeemable for an almost endless choice of great rewards. Gift cards, electronics, sporting goods,
vacation packages, and so much more – Your choices are practically endless!  Membership is free and the
program is simple and easy to use. Sign up today at www.bradfordwhiterewards.com

A M E R I C A

M A D E  I N

JOIN NOW!
Scan QR Code
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Anvil: the importance of trust

Pouring perfect iron.

Online www.anvilintl.com/WH

 

Photographed at our  
Columbia, PA foundry — U.S.A.

Anvil International employees go to work to 
earn your trust every day.  Your con�dence 
in our products keeps us working.  That’s 
why we put so much e�ort and care into 
quality assurance.  From foundry to front 
o�ce, our team is dedicated to providing 
excellent products, timely information, 
and close working relationships.  At Anvil 
International, it may start with “making 
perfect iron”, but at the end of the day, 
we’re building 
connections 
that last – 
product to 
application, 
people to 
people.
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A. O. Smith helps rebuild Joplin
ashlaND City, teNN. — in May

2011, tornados ravaged Joplin, Mo.,

killing 161, destroying one-third of

the city and affecting 7,000 house-

holds. since then, habitat for hu-

manity® has completed 20 homes for

displaced families, with an additional

40 under construction. 

a. o. smith has donated 40 water

heaters to be used in those 40 homes.

so far, 13 a. o. smith ProMax® 50-

gallon electric water heaters have

been installed.

“our hearts go out to our neighbors

in Joplin,” said Paul w. Jones, a. o.

smith chairman and Ceo. “a. o.

smith stands by habitat for human-

ity’s mission to provide safe housing

for all and is honored to provide

Joplin’s storm victims with the best

water heating technology available.”

a. o. smith has made past dona-

tions to various habitat for human-

ity chapters. this year’s Joplin

donation is among the largest,

matched only by one other 40-heater

donation in 2011 to the Milwaukee

habitat for humanity.

Visit www.hotwater.com, like us on

Facebook and follow us on Twitter.

Venstar and Dennis
Supply Company ink
distribution deal 
Chatsworth, Calif. — Venstar®

has signed an exclusive agreement

with Dennis supply Company of

sioux City, iowa, for the distribu-

tion of Venstar hVaC control prod-

ucts at the Dennis supply stores and

wayne Dennis supply stores

throughout iowa, Nebraska, south

Dakota and wyoming. 

among the Venstar thermostat

products being distributed by Dennis

supply Company are Colortouch

residential and commercial touch-

screen thermostats and the slimline

family of thermostats.

Visit www.dennissupply.com or

www.venstar.com.

See contact information on page 90

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

A. O. Smith donated 40 water heaters to

be used in Habitat homes in Joplin.
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When it comes to innovative ventilation technology, Panasonic continues to 
light the way. Our powerful, energy-ef� cient fans are renowned for working 
quietly behind the scenes but our revolutionary WhisperRecessed™ model 
is putting a spotlight on design. WhisperRecessed™ features a powerful, 80 
CFM fan hidden behind an elegant recessed light and is the industry’s only 
ENERGY STAR® quali� ed recessed fan/light. The result? Clean air, clean 
design and a cleaner environment.

At Panasonic, ventilation’s never looked so good. Just another way we’re 
engineering a better world for you. 
Spot it at www.panasonic.com/ventfans.

   

 

 

  

 

CAN YOUCAN YOU
SP T
THE VENT FAN?

See contact information on page 90
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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 90
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Acquisition moves
Ferguson into N.Y. market

(Continued from Ferguson, page 1.)

“We will continue to operate our business the
same way we always have and expect to increase
our service level even further with the vast re-
sources of Ferguson behind us.”

Ferguson CEO Frank Roach commented, “The
acquisition of a long-standing,
well-respected distributor
such as Davis & Warshow al-
lows us to enter the New York
City metropolitan area with a
solid platform for growth and
expansion.” With another ad-
dition to its portfolio earlier
this year, Davis & Warshow is
Ferguson's sixth acquisition over the past 14
months. Ferguson ended the 2012 fiscal year
with sales of $9.7 billion, an increase of 10%
over last year.

In 2006, Davis & Warshow became employee-
owned, adopting a 100% Employee stock Own-

ership Plan (EsOP). In that time, Finkel and his
son, David, who is president & COO, have re-
mained at the helm and represent, respectively,
the third and fourth generation of family de-
scended from one of the founders, Bernard
Davis. He partnered with louis Warshow to open

the modest plumbing supply
business just as New York
City was emerging as a major
metropolitan center. The com-
pany weathered the Depres-
sion and other building booms
and busts, demonstrating its
resilience, vision and integrity
throughout the decades.

“We’ve built a solid foundation for the future,”
added David Finkel. “The benefits of this trans-
action for our employee owners give us great sat-
isfaction. We anticipate continued growth and
success in the years to come.”

Visit www.ferguson.com.

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

Eco Smart Energy installs
solar heating system at YMCA
Dallas — The team at Eco smart Energy llC
and Blackall Mechanical Inc. worked together to
perfect a solution to generate an eco-friendly hot
water system called sun Equinox for the YMCa
Town North in Dallas. 

John Blackall said, “We selected the sun Equi-
nox system based on the following criteria:
equipment life longevity, reliability, its solar ca-

pabilities and energy efficiency. The system was
a perfect solution for this application.”

Eco smart Energy will allow the YMCa to
eliminate the need for an annual state boiler per-
mit and will result in a reduction in their insur-
ance premiums. The system will also reduce their
water usage by 27%. Other benefits of this eco-
friendly system are:

• 43% projected reduction in gas consumption
• Reduction in carbon footprint
• Cut cost of ownership by 50% over 20

years (double the lifespan of a conventional
boiler, reduce maintenance costs and eliminate
repair costs.)

Joe lanier, YMCa director of facilities, said
“Our steam boiler was 19 years old and was not
energy efficient. Instead of sinking a lot of
money into a new unit, we decided to go with a
more green option that would be more cost effi-
cient; solar seemed the way to go. Our gas con-
sumption is down and there is little maintenance.
We went from 4.2 million Btu to an average of
1.6 million Btu with the new unit.”

Blackall added, “The system’s design consists
of what sun Equinox calls a 5-8-15 system: five
three-circuit heat exchangers, eight 93% efficient
Noritz tankless heaters and fifteen apricus aP-
30 solar panels. The majority of all piping was
pre-fabricated in the factory and shipped with the
system for reassembly on the job site. The solar
field is controlled by a DDC unitary controller
integrated into the design of the system and pre-
programmed at the factory, making field instal-
lation that much easier. The YMCa can be proud
of the fact that they have invested the funds of
their organization wisely into a solar hot water
system that will operate trouble free for years and
years to come, save the organization thousands
of dollars in utility costs over the life of the
equipment and thousands more in repair costs
that are eliminated because of the simplicity of
the system.”

Visit www.ecosmartenergytx.com.

“Our steam boiler was 19 years old and was
not energy efficient. Instead of sinking a lot
of money into a new unit, we decided to go

with a more green option that would be more
cost efficient; solar seemed the way to go.”
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Unclean restrooms carry
consequences for business owners
MiLWAUkEE — According to a na-

tional survey conducted by Bradley

corporation, more than half (51%) of

Americans say they’ve had a partic-

ularly unpleasant experience in a

public restroom due to the condition

of the facilities. Bradley’s fourth an-

nual healthy hand Washing Survey

found that gas stations outstripped

other locations for the most awful

restroom experiences; the majority of

respondents (72%) cited a bad smell

as the Number one cause.

Restrooms that looked old, dirty or

unkempt and toilets that were

clogged or not flushed were named as

the second and third most common

problems. Water collecting on the

floor and jammed toilet paper and

towel dispensers were also high on

the restroom complaint list.

For businesses, an unclean rest-

room proves troublesome. When

asked about their perceptions of busi-

nesses with poorly maintained rest-

rooms, survey respondents cited poor

management (62%); lack of care

about customers (59%); a lowered

opinion of the business (54%) and a

sign that the business doesn’t care

about how they look to others (53%). 

While negative customer percep-

tions can hurt business, the most

common action taken because of an

unclean restroom is even more prob-

lematic, as nearly one-third (31%)

said they would never frequent the

business again.

“The condition of restrooms speak

volumes about a business – whether

it’s a public facility, workplace or oth-

erwise,” said Jon Dommisse, director

of global marketing & strategic devel-

opment at Bradley corporation. “our

annual survey underscores that people

really do take note of businesses when

restrooms are lacking and unpleasant;

sometimes that means they’ll not re-

turn to that establishment.”

Americans lax in hand washing habits

The survey also found that Ameri-

cans are not washing their hands long

enough or often enough. in fact 57%

of respondents estimate they wash

their hands for just five to 15 seconds.

in fact, the centers for Disease con-

trol and Prevention (cDc) recom-

mends washing for at least 20

seconds and suggests singing “happy

Birthday” twice to allow enough time

to remove and rinse off germs.

While it’s good news that 70% of

Americans say they always wash

their hands after using a public rest-

room, 29% sometimes skip that im-

portant action. And, although the flu

season peaks in February, the survey

found that most Americans don’t ad-

just their hand washing habits season-

ally. 75% said they don’t increase

their hand washing during any spe-

cific time of the year. 

The cDc is unequivocal about the

benefits of hand washing, calling it

critical in preventing infection and

illness: “hand washing is a simple

thing to do, and it’s the best way to

prevent infection and illness,” the

agency noted. And by “washing your

hands,” the cDc notes that nothing

beats good old soap and water. 

Hand washing observations

When asked about others’ hand

washing actions in public restrooms,

74% of respondents said they fre-

quently or occasionally see people

leave without washing their hands.

Men were significantly more likely to

see this occur than women (34% of

men frequently see non-hand washers

vs. 26% of women). 

compared to public restrooms, the

phenomena of skipped hand washing

decreases significantly in the work

environment. Just 42 % of Americans

report they frequently or occasionally

see people leave the work restroom

without washing their hands.

“Bradley’s mission for this survey

is two-fold,” Dommisse said. “We

want to call attention to the impor-

tance of hand washing as the first de-

fense against germs, as well as to

educate business owners on the value

of keeping restroom facilities in tip-

top shape, since that carries such

great influence with customers.”

Bradley’s healthy hand Washing

Survey queried 1,046 American adults

Aug. 1–3 about their hand washing

habits in public restrooms. Participants

were from around the country, ranged

in age from 18 to 65 and older and

were fairly evenly split between men

(49%) and women (51%). 

Visit www.bradleycorp.com.

@
www.neoperl.com

Start Saving Water...
Change Your 
  Faucet Aerator!

NEOPERL® 
products help 
reduce water 
usage by 30% 
or more.

Request your copy of 
the new catalog at: 
info@neoperl.com

Replacing faucet aerators is 
the most affordable component 
of a water conservation program. 

Can help earn 
LEED® points.

See contact information on page 90
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“Hand washing is a simple thing to

do, and it’s the best way to prevent in-

fection and illness...nothing beats

good old soap and water.”

For businesses, an unclean restroom proves troublesome. “The condition of rest-

rooms speak volumes about a business — whether it’s a public facility, workplace

or otherwise...” when restrooms are lacking and unpleasant, nearly a third of

customers will not return to that establishment.

Novi, Mich. — Brasscraft Manufac-

turing has been awarded first place in

the 2012 innovation Awards. The

home improvement Executive annu-

ally selects a recipient for this award

based on interviews with retail buy-

ers, store personnel and product

achievements.

“Safety+PLUS® gas connectors

combine excess flow technology with

the advanced corrosion resistance of

the Procoat® polymer coating to pro-

vide a safer connector for your home,

family and community,” said Jeff Jol-

lay, vice president of marketing and

product development. “These gas con-

nectors are designed, machined and

assembled in the USA at our manufac-

turing plant in corona, calif.” 

Engineered and manufactured for

added safety, the Procoat coating is

baked directly onto the connector sur-

face for uniform protection over the

entire length of the stainless steel

core. Mahesh cheerla, director of en-

gineering and technology, explained,

“We feel that Brasscraft Manufactur-

ing stands apart in our dedication to

safety. Protecting all of our gas con-

nectors with Procoat is a prime ex-

ample of this commitment.”

Visit www.brasscraft.com.

BrassCraft receives 2012 Innovation Award
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Simply the BestMADE IN
GERMANY800.582.8423

www.stiebel-eltron-usa.com

» 99% Effi cient Tankless Electric
We invented tankless electric almost 90 years 
ago. Since then we keep making it better.

» 250% Effi cient Heat Pump Water Heater
Accelera® 300 is #1 in its Energy Star Class and 
is the only true heat pump water heater. 

» 749% Effi cient Solar Thermal
Complete SOLKits and individual components 
for residential to light commercial. 
Solar thermal EF is based on a T*Sol calculation annual fi gure 
for a representative system.

Stiebel Eltron has been at the forefront of water heating 
technology since it started in Germany in 1924. As a 
leader in the fi eld we have no intention of standing still.

» Whole house & point-of-use from 2–36 kW
» Electronically-controlled for silent operation
» Exclusive design prevents dry fi ring
» High-limit switch with manual reset

» 2.51 energy factor 
» COPs from 3 to 6 typically
» 78.6 gallon fi rst hour rating
» Multiple unit installs for greater output

» Sol 27 is a Top-10 SRCC Clear Day C rating 
glazed fl at plate collector 

» Extremely effi cient solar tanks
» Perfectly integrated pump stations & controllers
» Rugged extruded-aluminum racks

» 749% Effi cient
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Davis & Warshow achieves net-zero lighting costs 
MASPETh, N.Y. — Davis & Warshow,
an 87-year-old business and a premier
dealer of luxury kitchen and bath fix-
tures and plumbing materials, has con-
verted its entire 209,000-square-foot
Queens distribution center from fluo-
rescent tubes to LED lighting. The
company can stake claim on having
the largest single-facility LED tube in-
stallation with the most energy effi-
cient lighting in watts per-square-foot
in the U.S. to date. It is the country’s
first facility to achieve net-zero light-
ing costs with LED tubes, thanks to a
rooftop solar array installed in 2011
that exceeds the 200,000 annual kWh
to power the lighting. 

Independence LED, a Pennsylva-
nia-based manufacturer, was the
source for the more than two miles
worth of LED tubes required for the
retrofit. Prior to the conversion, light-
ing equaled nearly 65% of the struc-
ture’s total power usage, costing
almost $50,000 per year. It now has

decreased to less than 50% of the
building’s total energy use and costs
less than $20,000 per year to run, re-
ducing the company’s lighting tab by
60%, or nearly $40,000 a year. 

According to Davis & Warshow
president David Finkel, the com-
pany’s investment to convert to
LED was more than $250,000. At a
brief ceremony at the Maspeth
headquarters, Con Edison execu-
tives presented Finkel with a check
totaling $63,704. “The amount rep-
resented rebates we earned for the
lighting conversion based on annual
kWh saved using the made-in-
America fixtures,” he said. “More-
over, in five years’ time our
investment will have paid for itself,
with the rebates we’ve earned and
the overall energy savings.”

Both the installation of the solar
array and the LED conversion are part
of Davis & Warshow’s Practically
Green program, a pragmatic, small-

steps approach to going green that the
company inaugurated in 2008. 

“Our small steps are adding up to a
giant leap in sustainability, and we
are proof positive that even small
companies like ours can make a dif-
ference in reducing their environmen-
tal footprint for the better of the
planet,” said Finkel. Earlier this year,
he was honored by the Urban Green
Council, New York’s chapter of the
USGBC, cited as a role model in

“building a greener New York.” 
Charlie Szoradi, CEO of Independ-

ence LED said, “We are pleased to
work with Davis & Warshow and ap-
plaud their vision to execute a com-
prehensive energy strategy. They
have raised the sustainability bar. For
businesses across America, the added
benefits of the federal tax incentives
and the offset factor of the Depart-
ment of Energy’s ban on inefficient
T12 fluorescent tubes lift the return
on investment (ROI) to over 30%.”

Visit www.dwny.com.

See contact information on page 90
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Check out our industry leading inventory
of Fittings, Flanges and Valves

for your stock and everyday needs.

We Have Valves Too!

www.servicemetal.net

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

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

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

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

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

See contact information on page 90
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Rules of engagement
BY MARY JO MARTIN

Editorial director

T
he owners of C&C Industries
consider inventory as good as
money in the bank. That’s

why they currently stock in excess of
$20 million. And with an average of
five turns a year and shipping roughly
$300,000 of product a day, it’s a
worthwhile investment. In fact, pres-
ident Dale Lutz recently met a poten-
tial customer at a regional trade show
who gave him a large list of material
he was looking for. The customer
said he’d give Lutz the $680,000
order if C&C could fill it — and they
did, completely from stock. 

In less than 15 years, Lutz, his part-
ner K.C. Chin and a team of ex-
tremely loyal and talented employees
have worked tirelessly building the
company — starting in a small 3,000-
square-foot warehouse in Houston in
1991, and now in a new 116,000-
square-foot facility they moved into

earlier this year. Their expertise,
product knowledge and business
skills are perfectly complemented by
their passion and enthusiasm for the

business. And beyond that, they sim-
ply bring an engaging spirit of fun to
relationships they’ve built with their
customers, peers and colleagues. 

“Our employees run this company
and make it work,” said Lutz, “and
they do it like they own it. We’re
blessed to have 30 of the best people
in the industry. Each individual em-
ployee brings their own unique edge
to sales and customer service. As a
whole our employees are fun, person-
able and eager to please customers.
From the sales team to shipping and
receiving C&C staffers truly take
pride in their work. Whether it’s
packaging material with care or suf-
ficiently providing customers with
MTRs or technical data, you’ll never

hear a groan or complaint from our
team. I believe that it’s because each
of us here knows what it’s like to be
the consumer or the guy on the other
end. We all strive to give the type of
customer experience that we would
like to have. 

Quality control

In addition to the new facility, in
recent years C&C has invested in
adding more quality control proce-
dures and personnel, product devel-
opment and pressure test
equipment.

“One of the things we’ve started
doing with regards to our flanged
valve line is testing prior to ship-
ping,” Lutz noted. “We perform
low pressure seat tests and high
pressure shell tests; this assures our
customers and users that these
valves are field ready. This protocol
is redundant since all our valves are
tested at the factory. However,
sometimes things can happen dur-
ing shipping and we want to catch
any potential problem before it gets
into the field. It is just one of many
things we do, but it helps customers
have confidence our products are
going to perform.”

C&C’s inventory includes a vast
offering of mostly commodity
products that range from 1/8"
valves and fittings all the way to
12" 1500-pound flanged ball valves
and in pressure classes from 200-
psi brass products up to 15,000-psi
frac manifolds.  

“We partner with over 30 different
manufacturing facilities globally on a
direct basis,” said vice president of
Force Ball Valve marketing, Jerry
Brown. “We demand quality products
from our partners, and work with
them to achieve the goal of manufac-
turing to our exact requirements. We
inspect and test products received as
a part of our own in-house QA/QC
program. Thus far, we have been

blessed with dealing with manufac-
turers that care as much about quality
as we do.”

Expanding its line

C&C continues to add product to
their line, most recently a quick-
opening brass gate valve and 2"-3"
non-freeze tank valves that Lutz
noted have “sold really well in the
Rockies and Canada but can be used
anywhere the temperatures drop
below freezing for a long period of

time.” They’ve also expanded the
sizes and psi ratings of existing prod-
ucts. Recently, they added 1/4"
through 2" 6,000-psi ball valves and
now offer up to 3" 15,000-psi plug
valves. They are in the process of de-
veloping a 4" 15,000-psi plug valve
and 4" 15,000-psi swivel joint. 

“Our primary focus has always
been the upstream side of the oil and
gas industry and that is our base,” ex-

(Turn to Expansion... page 56.)

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

Passion powers C&C Industries to record year

K.C. Chin

and Dale Lutz

started C&C in 1999.

“We partner with over 30 different manufac-

turing facilities globally on a direct basis. We

demand quality products from our partners,

and work with them to achieve the goal of man-

ufacturing to our exact requirements.”

“It takes an all-out
approach to build a

business to where we are
today — trade shows,

advertising, salespeople...
but the very best tool

is word-of-mouth coming
from our customers.”

tw11_12_pgs_48_63_Layout 1  10/23/12  12:48 PM  Page 54



pump you are getting a proven product, trusted by professionals. 
For more information on Little Giant products, contact your local plumbing distributor.

DURABLE
CONSTRUCTION
Fully submersible epoxy
coated cast iron motor housing

EASY OPERATION
Available in manual or automatic 
operation. Piggyback mechanical  

SOLIDS
HANDLING

solids handling up to 
3/4 inch diameter

ENERGY EFFICIENT
4/10 hp (9ENH) or 1/2 hp (10ENH)

runs cool to extend life
(10ENH-CIA-SFS model shown.)

NEW HIGH
PERFORMANCE
10ENH - 50 gpm at 10'               
               60' shut off
 9ENH - 60 gpm at 10'                       
              45' shut off

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

 

               
               
                        

See contact information on page 90
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Expansion, devotion to
excellence are C&C’s rules
plained Lutz. “However, with our ex-

panding mix we now have products

being sold into every sector of the

PVF industry; including petro chem-

ical, drilling, fracking, gas process-

ing, pipelines, fire protection, HVAC,

commercial construction, wholesale

plumbing, irrigation and transporta-

tion. I am amazed at the places we

see the C&C products being used.”

C&C also excels when it comes to

achieving an AML listing and supply-

ing approved product — even though

it can be an arduous process. 

“It comes down to hard work! PE-

RIOD,” Lutz described. “Getting on

major AMLs is the most difficult

part of our business. We spend a

great deal of time staying in front

of decision makers doing what-

ever we can to find opportunities

where we can earn a chance to

show our capabilities, our quality

and our on-time deliveries.”

Brown added, “Individual cus-

tomers have their own specific re-

quirements for vendors to be

placed on their AML. The process

can range from a simple one where

they review your QC manual to a

full-blown factory audit.  Once the

customer completes the

AML process, they have as-

sured themselves of the

product’s integrity.

“Most major oil compa-

nies and midstream compa-

nies want to know that the

product we are supplying

meets or exceeds their own

specific criteria. Most signif-

icant in this category is our

Force flanged ball valve offer-

ing. Not only does the valve

need to meet API 6D/API

607/API 6FA and NACE stan-

dards, etc. but often needs to

conform to the individual cus-

tomer’s requirement for trim

and/or special testing.  We are

more than capable of provid-

ing these products.”  

Customer-centric approach

When asked about the im-

portance of wholesalers to their

business, Lutz paused and then sin-

cerely noted, “Without our distribu-

tors we are nothing. If you look back

over our history, our top 20 accounts

have not changed much — maybe

their position, but for the most part

the list remains the same. To me that

shows we are doing our job and tak-

ing care of their needs. We know

there are many competitors who are

fighting for this business.”

To meet the varying needs of cus-

tomers at home and abroad, C&C en-

gages in a broad range of

communication methods. “It takes an

all-out approach to build a business

to where we are today — trade

shows, advertising, salespeople, the

Internet,” Lutz commented. “But the

very best tool is word-of-mouth com-

ing from our customers.

“Online sales are hard to track, but

we know that many of our overseas

quotes are being generated by our

Web presence and search engines. We

are currently working with a firm to

improve our website and update in-

formation. If you go to our website

— www.candcvalve — you can find

all of our products listed with some

basic information. In the future we

(Turn to C&C.. page 58.)

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

(Continued from page 54.)

K.C.Chin and Dale Lutz started C&Cin 1999. Chin’s background
was primarily valve related while Lutz
had experience in the pipe fittings market,
so it was a great mix of expertise from
which to grow the business. 

They started the business with just
butterfly valves. Lutz noted, “We decided
to give it a try and had no idea what this
company would become. Since the be-
ginning we have brought our family into
the company. K.C.’s son Steve is our
general manager and my son Ian and
daughter Lacie are instrumental to our
operation. But beyond family, we have
the C&C family — all of whom are im-
portant to this company. Our demo-
graphics are wide, from early 20s to 70,
and from five years to 40-plus years ex-
perience in this industry. I would de-
scribe our management style as
empowering — everyone knows they
have a job to do and they get it done.
They are all professionals and there is no

need to micro manage. We treat every-
one with respect. C&C is a great place to
work because we allow folks to be them-
selves and not to be afraid to make deci-
sions when necessary.”   

Lutz credits several key moves for the
company’s growth and success: 

• Building a package of products they
knew would compliment one another.

• Each product they sell on the up-
stream side is used in conjunction with
other products C&C sells.

• Hiring the right people that bring
high levels of knowledge and experience;
some with insight into products and mar-
kets that may have previously been out-
side C&C’s scope.

In addition to the Houston operation,
C&C owns a similar business called
CCTX in Edmonton, Alberta. This 16,000-
square-foot facility carries the same
products and services and has seven em-
ployees. It is a stand-alone corporation,
with Greg Smith serving as the CEO. 

Inside C&C Industries

In addition to a team of knowledgeable, valued employees, C&C is fortunate to have the

expertise of second generation members of the Lutz and Chin families. From left are Dale

Lutz, his daughter Lacie and son Ian, and K.C. Chin and his son Steve.

“We perform low pressure seat

tests and high pressure shell tests;

this assures our customers

and users that

these valves 

are field

ready.”

C&C stocks products that range from 1/8" valves and fittings all the way to 12" 1500-

pound flanged ball valves and in pressure classes from 200-psi brass products up to

15,000-psi frac manifolds.

“Without our distributors
we are nothing. If you look

back over our history,
our top 20 accounts have
not changed much. To me

that shows we are
doing our job and taking
care of their needs.”
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www.taco-hvac.com

Rebates! 
Get your heating season o�  to a roaring 
start with an unbeatable o� er from 
Taco.  Just buy any “00” 3-Speed or Vari-
able Speed Delta-T circulator and we’ll 
send you a check for $5 for each one 
purchased.

Race cars!
When you send in your Rebate Form, 
we’ll enter you to win a trip for two to 
Richard Petty Driving Experience, the 
once-in-a-lifetime high speed thrill ride 
you’ll never forget.  All this plus John 
Barba at your side!

iPads, too
We’ll also draw 5 lucky 
winners who will each 
receive an iPad® loaded 
with great Taco stu� .

Race to your 
wholesaler today
The $5 Rebate o� er and the Richard 
Petty promotion begin on October 01, 
2012 and expire on December 31, 2012, 
so hurry!  All the details are on your 
wholesaler’s  countercard display and 
at www.taco-hvac.com/speed.  Good 
luck!

Get a $5 rebate and put the pedal to the metal at 

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

Taco has a deal that’s

just your speed!

See contact information on page 90
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C&C Industries’ all-out approach

Two valued members

of the C&C team are

VP Joella Bott and

VP-Force ball 

valve marketing 

Jerry Brown.

hope to have a more interactive site

where MTRs will be available, cred-

its apps can be filled out, orders can

be placed, and inventory and pricing

can be checked.”

While there is still room for im-

provement in getting the U.S. econ-

omy back on track, it’s evident that

the hard work put in by the team at

C&C is paying off. 

“This has been an amazing year for

C&C,” Lutz said. “If we didn’t take

another order for the rest of the year,

2012 would still be a record year.

Having said that, business has leveled

off and I believe that it

will remain at current

levels the rest of this

year. The price of oil is

high and natural gas is

steady — yet many com-

panies are holding what

they have in place.

Maybe they’re waiting

on the election outcome

or budgets have been de-

pleted for the year. But

overall, I’m pleased to

say that 2012 will be a

year for the record

books.”   n

Dale Lutz and K.C. Chin at

their Houston headquarters.

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

(Continued from page 56.)

TIME IS MONEY
SAVES YOU BOTHand

Labor Hours and Material Costs can be the difference 
between getting the job and not!
FASTLOCK™ Press Fittings can be pressed in a fraction of the time 
it takes to weld or thread pipe fittings which will save you money by 
reducing labor hours, and every FASTLOCK™ Press Fitting is made 
of malleable cast iron which will save you money on material costs. 
Save time and money by using FASTLOCK™ Press Fittings.

www.fast lockf i t t ings.com

PRESS FITTINGS FOR STEEL PIPE

See contact information on page 90

“Getting on major AMLs is the most difficult part of our
business. We spend a great deal of time staying in front

of decision makers doing whatever we can to find
opportunities where we can earn a chance to show our
capabilities, our quality and our on-time deliveries.”
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Learn more at www.eternalwaterheater.com

 

 

 

 

Patented Heat Exchanger Design

$100 Rebate Available on the GU100 for a Limited Time! 
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See contact information on page 90
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Q&A with Adam Waller

DDI System prepares for
exciting software launches

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

BY MARY JO MARTIN

Editorial director

A
bout to embark on their 20-

year anniversary, DDI Sys-

tem continues to grow and

evolve with innovative new launches

targeted towards the needs of PHCP

and HVAC/R distributors nationwide.  

DDI System began its vision as a

software company that would pro-

vide outstanding

customer service

and the tools and

features neces-

sary to run every

aspect of a distri-

bution business.

Over the last 20

years, technol-

ogy has made

great strides but

DDI’s philoso-

phy has remained

the same — de-

velop state-of-the-art, all-inclusive

software solutions that encompass

the industry-specific features dis-

tributors want. 

The DDI Team’s industry knowl-

edge — combined with the feed-

back of over 550 distributors

already utilizing DDI’s inform soft-

ware — continues to drive the de-

velopment of functions and features

that allow businesses to compete at

a higher level, gain efficiencies and

increase overall profitability.  Re-

cently, Waller took the time to share

the latest news from DDI with me.

MJM: How would you describe

DDI System, its products and services

in a nutshell?

Waller: DDI System is the maker

of the well-known wholesale distri-

bution software, inform. Inform is

unique with its industry specific fea-

tures that focus on PHCP and

HVAC/R companies. These innova-

tive features touch every corner of a

distributor’s operations. Many people

who learn about DDI System are sur-

prised at the strong R&D investment

we continuously make in inform’s

next-generation solution. More than

a quarter of our staff is devoted to

software development, improving in-

form to keep our clients on top of the

technology wave.

One example is eCommerce, now at

the forefront of many progressive dis-

tributors’ technology initiatives. Inform

users have a number of integrated af-

fordable options for both B-to-B (Busi-

ness-to-Business), and B-to-C

(Business- to-Consumer), consumer-

oriented e-commerce marketing. In-

creasing levels of sophistication in

analysis and reporting is also a devel-

opment focus for DDI System. With an

included advanced report writer, our

users have the ability to craft both sim-

ple and complex reports that are graph-

ically rich and visually appealing.

Inform really reaches into every area of

a distribution business to improve over-

all operations and drive profitability.

DDI System also supports our clients

with exceptional service — the way we

would want to receive service. DDI is

right sized to answer every phone call

with a live person, and large enough to

provide industry expertise for substan-

tial, multi-location distributors.

MJM: Are there certain character-

istics/profiles of customers that you find

match your systems’ capabilities?

Waller: PHCP and HVAC/R dis-

tributors with a warehouse and/or

showroom receive the highest level

of benefits with inform.  Our clients

range from distributors with inven-

tory in large multi-location facilities

to single-location, growth-oriented

wholesalers and showrooms. Inven-

tory is the key ingredient in this mar-

ket. Inform specializes in exceptional

inventory management, guiding our

users to a higher and higher inventory

ROI, while still delivering very high

fill rates. Smooth counter operations,

Point-of-Sale performance and cus-

tomer pricing are also critical compo-

nents that draw new clients to inform.

MJM: What are your flagship

products for distributors?

Waller: Inform Enterprise and

now Inform SBE (Small Business

Edition) software solutions deliver

daily operations, CRM, Financial Re-

porting, Analytics, Warehouse Man-

agement, eCommerce and more. One

of inform’s distinctions is that we in-

clude a BI (Business Intelligence)

system and system-wide CRM (Cus-

tomer Relationship Management)

sales and marketing solution. 

MJM: Please share the range of

functions that they can manage?

Waller:We call this “The Team

Advantage” because inform will im-

pact and improve nearly every aspect

of a distributors’ business. Integrated

contact management, shared calen-

dars and salesperson dashboards give

a distributors’ staff the ability to pro-

vide unprecedented customer service.

From Marketing to Sales Orders to

Accounting and Financial Reporting,

this is a turn-key solution to manage

every aspect of your business.

MJM: What type of feedback do

you get from customers on the most

popular features, or most used, fea-

tures?

Waller: When a customer sees an

immediate savings, they get pretty

excited. Simple things like a paper-

less, 10-minutes end-of-month

process and electronic signatures

using an iPod drive out costs in the

first few weeks after a transition. Au-

tomated price updates keep margins

steady, and Analytics find low margin

and low return activity that you can

begin to address.

MJM: What type of results/ROI

can a wholesaler typically expect

using your system?

Waller: Distributors tell us that

they have achieved anywhere from a

2% to 3% profit gain in the first year

and a 30% gain in efficiency enabling

them to redirect efforts to marketing

and e-commerce almost immediately.

MJM: You are very hands-on with

the business. Why is that so important

to you?

Waller: From the start, the manage-

ment team has been deeply involved in

the details. As we have grown, we have

kept this philosophy so as to provide

what we believe is the best-performing

software and customer service in the

industry. Our hands-on management is

key to DDI’s unique ability to react

quickly to developments in technology

and deploy system advantages to our

clients before any other company in

the marketplace.

MJM: And talk about the personal

attention that the entire staff provides

to customers?

Waller: Software transitions are

accompanied by so many disaster

stories. DDI has a well-developed

and proven approach that begins and

ends with the personal service needed

to make a company’s transition an ex-

tremely positive experience. And yes,

we always answer our phones. Just

give us a call.

MJM: Every other year, you host

a Users Conference. Talk about the

great opportunity for interaction that

provides, and the type of

education/support you try to offer

during that conference?

Waller: We have been hosting a

DDI User Conference for the last few

years and have had tremendous feed-

back from our customers. They find

the user networking opportunities and

sharing of best practices invaluable.

We survey our users for the most rel-

evant topics for training and then host

dozens of training sessions to give

users the opportunity to get more out

of the system they already own. We

also keep an eye on the future of our

specific industries. We are constantly

sifting through the new technologies

to continue to lead the way toward

better efficiency and keep on the path

to drive more sales and improve prof-

itability. The last few years have been

filled with new technologies; our

users count on us to assess what is

relevant to their businesses.

MJM: Why is now an ideal time to

invest in software?

Waller: Software, and technology in

general, can level the playing field like

never before. An independent distrib-

utor can compete with any of the big

guys using e-commerce, mobile solu-

tions and high-performing customer

(Turn to DDI System, page 62.)

Adam Waller,

president, DDI

System

DDI’s team at their Connecticut headquarters, including Adam Waller (far left).

“We often hear, ‘What used to
take days now takes  minutes.’
This savings makes our clients
feel pretty good about their
decision to go with inform.”

— Dan Banks, DDI Eastern
region senior solutions analyst
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service screens as long as these func-

tions are fully integrated into their ex-

isting software. Inform can give any

distributor the power to succeed in

today’s competitive marketplace.

MJM: Can you give us a preview

of any new launches and what to ex-

pect from DDI in the coming year?

Waller: So much is going on with

our development teams right now. Part

of our team is integrating one of the

most highly regarded e-commerce

shopping cart system with inform.

That is in beta testing for a 2012 re-

lease. A new inform e-commerce B-

to-B site will also be deployed this

year. We are delivering screens for a

totally new, flexible and more modern

interface for inform. These new

screens enable the use of multiple

monitors, provide themes for color

and screen customization, offer fast in-

stant-search results, a taskbar recall of

any of today’s transactions, and totally

revamped system navigation. We are

also continuing developments in the

mobile environments to keep inform

users competitive in the next genera-

tion. We are busy!

MJM: What is your take on the

state of the PHCP and HVAC indus-

try in relation to technology?

Waller:We are able to observe the

beginning of exciting recovery times

in the PHCP and HVAC/R industries.

Distributors are relying more and

more on their suppliers and software

vendors to find innovative methods to

stand out from their competition and

remain profitable. DDI System un-

derstands these industries, their oper-

ations and technology, and is a very

good choice to provide the right mix

to move these businesses forward.   n

For additional information, visit

www.ddisys.com or call 877-599-

4334.

DDI System
(Continued from page 60.)

See contact information on page 90

The DDI Team in New Jersey.

“Many of our system development
ideas come from our customers
and their ideas posted on our
user community Idea Exchange.
The Inform User Community

website is an excellent
opportunity for customers to
exchange ideas, get the latest

information and talk with
DDI experts. This type

of communication fosters
strong relationships.”

— Michael Gorodischer, DDI
vice president of customer care
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Fan Only

BreezGreenBuilder
Fan/Light Combo

BreezSlim
Fan Only
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Fan Only

Smarter. Greener. Together
The BreezGreenBuilder is an environmentally-friendly, energy-saving ventilation solution
that will put the finishing touch on any installation project. With a phenomenally low
power consumption of 4 Watts and noise level of <0.3, the GreenBuilder fan is truly
the builders' choice for green construction.

Innovative design for long life, low noise, and low power consumption.

a 3-year warranty and engineered to 
run continuously for 70,000+ hours. 
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BY MARY JO MARTIN

Editorial director

W
ith a history going back

more than 110 years, Shel-

ton Winnelson’s roots are

strong. But the company continues to

evolve, with a tremendous focus on

providing value to customers through

its training program.

Over the past 10 years, the com-

pany has recorded steady growth

thanks to its staff of 30 dedicated em-

ployees and the addition of some

major product lines. In total, Shelton

Winnelson carries nearly 10,000

SKUs encompassing five major

boiler lines; direct, indirect and tank-

less water heaters; radiant heating;

PEX; solar; plumbing fixtures

and three circulator pump lines. 

On-time performance and

first-rate service are the hall-

marks Shelton Winnelson was

built upon. The company has

spent the past three years in re-

organization mode, hiring the

right talent and expertise, and

putting the right people in the

right roles to create a team cul-

ture of positive, service-oriented

individuals who all understand

the customer comes first.  

The company has four outside

salespeople with over 100 years

of combined experience, includ-

ing two with field experience as

plumbers and one with an active

license. They are supported by

two inside sales teams consist-

ing of seven salespeople that

have between five and 35 years

of experience.  Additionally,

they have three dedicated counter

salespeople, two with 25 or more

years of experience.

“Our team consists of approxi-

mately 30% seasoned veterans from

the industry with a range of expertise

including plumbing, residential and

commercial boilers, radiant, fire pro-

tection, residential and commercial

hydronics, and steam systems,” said

Jen Ryan, operations manager. “All

of our employees know that our cul-

ture is all about constant improve-

ment.” Every error is traced back to

its root cause, and any systemic prob-

lems are fixed immediately. Some ex-

amples of this include:

• Changing a bin location to elim-

inate mis-picks for similar items

• New reconciling procedures get

implemented to ensure all back-or-

ders print as they should and cus-

tomers are contacted to arrange

delivery

• All tag & holds getting labeled

and dated to ensure they do not get

forgotten

• The counter is monitored with

camera software on the operation

managers’ iPad to ensure customers

get prompt service when they arrive

• Call-ahead service is

heavily promoted so that

customers can have their or-

ders picked and ready when

they arrive.  

“Customer expectations have

changed over the years in a variety of

ways,” Ryan continued. “They are

much more conscious of price and

expect that you are competitive on

every item, which is difficult with

10,000 SKUs. With the evolving

complexity and technology of prod-

ucts, our customers expect us to be

able to explain the functionality and

installation nuances.”  

The company operates from three

buildings with a total square footage

of 43,000 that includes two ware-

houses, a showroom, the Henry

Panza Learning Center and a newly

remodeled counter area. As part of

the WinWholesale organization, they

also have access to WinWholesale’s

70,000-square-foot regional distribu-

tion center in North Haven that sup-

plements Shelton’s product mix with

a breadth of plumbing and heating

products.  WinWholesale is building

a distribution center with nearly

200,000 square feet in Middletown,

Conn., that will open in 2013. It will

carry more items and in greater quan-

tity than the leased North Haven fa-

cility. According to Gary Maturo,

outside sales & training, “We place a

significant emphasis on training and

development for both our employees

and our customers. This is one area

where we set ourselves apart from the

competition. Customers often tell us

that they come to us for the latest

trends in the industry, to learn about

new products, and to troubleshoot in-

stallation challenges.”

Shelton Winnelson provides train-

ing in a number of ways:  

• Counter days

• Lunch & learns

• After-hours in its on-site training

facility

• Off-site station events

• Factory training

• Quarterly Win-Academy classes

that are designed with customer input

• On-site shop trainings for cus-

tomer sales/service teams.   

“Depending on the type of

class, one of our salespeople

conducts the class or the manu-

facturers rep, or a combination

of both,” Maturo continued.

“Again, depending on the sub-

ject, we typically have 20 to 30

attendees, and at times have had

to rent a local restaurant to ac-

commodate the volume of inter-

est. It is our belief that a closer

bond is created when we learn

side-by-side with our customers.

The feedback has been invalu-

able to adapting the content,

time of day, etc., to the needs of

our customers.”

To supplement the actual train-

ing sessions, Shelton Winnelson

is trying to provide a learning en-

vironment throughout its facility.

A monitor in the counter area

constantly rolls video of product

installations and product features and

benefits that customers watch while

they wait for their orders to be pulled.

The counter, inside sales, and heating

sales all have product brochures for

ready access by the customer. The

company’s website is consistently up-

dated with posts on product informa-

tion and upcoming training events.

And outside salespeople have iPads

that help them educate customers in

the field on products. 

Among the other customer friendly

services Shelton Winnelson provides

include:

• Hydronic Design Services –

They assist customers with layout

and optimal design of the system

from commercial projects to small

additions.  Offerings include design

and build, value engineering, on-site

heat losses, piping diagrams, radiant

heat layout, on site assistance, solar

(Turn to Three years... page 66.)
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At Shelton Winnelson…

Training takes center stage 

Hydronics & outside sales team are (seated) Bob Dargiewicz (left) and pres-

ident  Prisco Panza, and standing (l-r) Malaura Pannoni, Gary Maturo and

Adam Mailhot.

The entire Shelton Winnelson team is: (Front l-r): Frank D’Amato, Brian Moura, Phox Ngao-

praseutsack, Elaine King, Dolores Hotaling, president Prisco Panza, Adam Mailhot, Howard

Freedman,  (Back Row): Robert Szeligowski, John Lekas, Keithly Johnson, Al Dawkins, Jim

Dummitt, Charlie Grewcock, Carlos Vinales, TJ Hislop, Jen Ryan, Chris Fox, John Campbell,

Bob Dargiewicz, Malaura Pannoni, Gary Maturo.
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375XL Lead-Free
Reduced Pressure Assembly

R E T R O F I T  A N D  R E P L A C E M E N T  S O L U T I O N S
Lead-free back� ow preventers and water pressure regulators that � t all current footprints and 
o� er the lowest life-cycle cost. Ultra low consumption urinals and sensor operated faucets 
and � ush valves that conserve water and money. When you need to rethink your building’s 
water system from the ground � oor up, there’s only one name to consider. Zurn. For your next 
retro� t and replacement project, give us a call. We’ll listen. 

Thousands of workers depend 
on this building’s water every 
day. So when we updated 
our restrooms and water 
systems, we needed the most 
dependable product with the 
most value. That’s why we 
called Zurn.

W H E N  YO U R  H I G H - R I S E  B U I L D I N G’S  WAT E R  S YS T E M 

C A L L S  F O R  LO W E R  CO S T S , Z U R N  L I S T E N S .

Z5798 Ultra Low
Consumption Urinal

ZF806 Linear
Drainage System

zurn.c  m
1.855.ONE.ZURN

See contact information on page 90
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Three years’ reorganization
leaves Shelton Winnelson stronger
design, etc.

• Hauling away and disposal of the

old boilers and water heaters. 

• 24/7 service – Customers simply

leave their message and contact infor-

mation and the message dispatches to

six employees who make sure the

customer gets what they want, when-

ever they want it. That includes com-

mercial water heater service, in

which Shelton Winnelson delivers

the heater to the location within four

hours of their call, any time of the day

or night.

• Customers can sign-on to the

company’s website and get their own

customer pricing to create job quotes

for their customers or even purchase

the items so they are ready for pickup

the next day.

Shelton Winnelson incorporates

both traditional and more contempo-

rary ways of building relationships

with customers. They offer a wide

range of events, incentives and pro-

motions throughout the year and do a

number of destination events for

groups of customers based on their

personal interests — from Yankee

baseball games, to hunting and fish-

ing trips, to skiing trips, to NASCAR

races. 

“We don’t offer a generic trip for

targeted sales levels because that’s

not our style,” noted Maturo. “Every-

thing that we do is customized to our

customers’ needs and interests. We

build personal relationships with our

customers and have a special bond.”

Additionally, the company con-

ducts raffles and gives out prizes at

the counter in exchange for e-mail

addresses for future promotions and

events.  To encourage customers to

use its Call-Ahead pickup service,

Shelton Winnelson enters them in the

raffle after they try out the service the

first time.  

They are also evaluating ways to

use social media. “This is an area

where we have great interest and are

currently evaluating what we want to

do here,” Maturo commented. “We

have some exciting ideas in the works

that will be very different than our

competitors. We really want to get the

word out that our hydronics team can

be an extension of our customers’

businesses. We do much of the work

with design and product selection,

followed by helping them sell the job.

They bring us the opportunity, we can

(Turn to Shelton... page 69.)

Inside sales: Seated are Chris Fox (l)

and Brian Moura; standing — Carlos

Vinales and Phox Ngaopraseutsack

and (missing) Jim Gantkin.

The counter sales team are (left-right):

John Campbell, Malaura Pannoni

and Jim Dummitt.

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

(Continued from page 64.)

See contact information on page 90

S helton Winnelson’s roots date all the
way back to 1891, with The D.H.

Kelly Company of Derby, Conn. Mr. Kelly
was a founding father of the town of
Derby and built a very successful me-
chanical contracting business. In the
1950s, a group of investors purchased
the D.H. Kelly Company and it operated
as a wholesale supply house during that
time. 

The D.H. Kelly Company was then ac-
quired in 1971 by N.O. Nelson Company
(now WinWholesale). The company had
operated out of a 5,600-square foot fa-
cility as Derby N.O. Nelson Company
until 1980 when the name was changed
to Derby Winnelson Co. Spurred by a
growth in sales that required a larger fa-
cility, they moved to their current location
at 740 River Rd. in Shelton, Conn., in No-
vember 1979. The company was re-
named Shelton Winnelson on January 1,
1994. They are led by president Prisco
Panza, who had long been an outside
sales rep for Derby Winnelson.

Shelton Winnelson operates under the
WinWholesale structure, which  consists
of 465 local wholesaling corporations.
WinWholesale also owns Noland Com-

pany with 65 locations. 
“Shelton Winnelson has a very unique

blend of outstanding technical design
and support services, and a supply house
team second to none,” said Rick
Schwartz, WinWholesale CEO and chair-
man. “Shelton consistently goes the
extra mile for its customers and has a
‘can-do’ attitude for every request and
challenge their customers give them.
Prisco Panza and his team are truly part-
ners with their customers and care about
their success.”

WinWholesale provides all support
services from IT systems to payroll and
benefits. And, very importantly, the
strength of the national organization’s buy-
ing power allows independent locations to
provide competitive pricing and a deep
breadth of products. For example, while
Shelton Winnelson stocks 10,000 items in-
house, they can also draw on sister loca-
tions, the nearby regional distribution
center, or three other distribution centers
in Dayton, Ohio, Denver and Richmond,
Va.  All of these factors mean Shelton Win-
nelson can get customers the products
they need, when they need them, at a rea-
sonable and competitive price. 

A look back at 110+ years
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help them close it. Because our depth

of knowledge and expertise is unique,

we want to be able to extend our serv-

ices beyond our current reach. Our

management team is on LinkedIn and

participates in a wide range of indus-

try groups and forums. We also have

a Facebook page where we feature

The warehouse/purchasing team are: Front (left-right) Frank D’Amato, Howard

Freedman; and at the rear are: TJ Hislop, Keithly Johnson , Nick Lefkimiatis,

Charlie Grewcock, Robert Szeligowski, and Al Dawkins

Shelton Winnelson’s custom, high
service mentality delivers goods

specials or other topics of interest.”

When it comes to Shelton Winnel-

son’s E-Commerce website, cus-

tomers typically use it for quote

pricing vs purchasing. “Because we

make it so easy for them to order by

calling ahead, email, fax, etc., they

prefer to use these avenues instead of

having to do-it-themselves online,”

Maturo noted. “All of our salespeo-

ple have cell phones, iPads and lap-

tops, so customers know that they

can call them to place orders 24/7,

including weekends. We much pre-

fer the opportunity to interact with

our customers because we are more

consultative in our sales approach.”  

When asked what sets Shelton

Winnelson apart, Maturo said he be-

lieves it is how they do business

across the board: “We have a cus-

tom, high-service mentality with

everything we do, including how we

do deliveries. We deliver when they

want it, where they want it, all day

long. We do several truck runs per

driver, every day. That’s why cus-

tomers say that we make it hard for

them to go anywhere else. Despite the

challenging economy, we have had

very solid growth over the past three

years. While many companies unfor-

tunately had to furlough or lay off em-

ployees, we were hiring. So we just

plan to continue with our strategy to be

the best hydronics house in the region

and to keep building our team and sat-

isfying our customers, getting better all

the time with what we do.” n

(Continued from page 66)

Manufacturers
Brass Pipe Nipples ASTM-B687

Stainless Steel Pipe Nipples ASTM-A733
Pressure Gauge Syphons

Brass & Stainless Steel Custom Cut Pipe
Custom Pipe Fabrications

Master Distributors
Brass Pipe ASTM-B43

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

WWW.TRENTONPIPE.COM

TRENTON
PIPE NIPPLE
COMPANY, LLC

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

.TRENTWWW
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COMP
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ONPIPE.COM.TRENT

ONTRENT

LL, ANYY, COMP
PIPE NIPPLE

ONPIPE.COM

CLL

PIPE NIPPLE

1700 Industrial P alsboad, Federk Rar1700 Industrial P , MD 21632   Phone: 800.257.9559   Fax: 866.706.5260guralsb , MD 21632   Phone: 800.257.9559   Fax: 866.706.5260, MD 21632   Phone: 800.257.9559   Fax: 866.706.5260, MD 21632   Phone: 800.257.9559   Fax: 866.706.5260

See contact information on page 90

The administration team are (left-right) Do-

lores Hotaling, Elaine King and John Lekas.
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Macerating toilet
The Ascent II macerating toilet sys-

tem features a 1.28-gpf

high efficiency toilet. 

RazorCut™ technology

provides improved macer-

ation of waste and a

removable serv-

ice panel pro-

vides quick

access to cutter

area without discon-

necting the plumb-

ing. Has ISTTM

solid state switching, a built-in alarm,

LED lights with external touchpad for

alarm silence and manual override.

Toilets available in round front and

elongated and carry the WaterSense™

mark. Insulated tanks eliminate

sweating. Liberty Pumps. 

www.libertypumps.com

Water-saving toilet 
Both a 1.28-gpf version and an ultra-

high efficiency 1.0-gpf model of the

Cadence One toilet will

be available by the end of

the year. The company

touts its unique Hyperion

flushing technol-

ogy as 30% –

50% more effi-

cient; uses only

gravity and preci-

sion engineering to

complete each power-

ful, quiet flush. Can

clear more than 1,000 grams MaP in

independent testing (industry average

is 400 grams), making it one of the

most water-efficient performance

flushes on the market. Fully-glazed

and large 21/8" trapway virtually

eliminates clogging. ICERA USA. 

www.icerausa.com

Diaphragm pumps
Boxer Series 1200 line of single- or

dual-head diaphragm pumps operate

without pulsation, have no metal in the

flow path and are maintenance-free.

Able to pump gases to 2.0 l/min and

liquids to 100 ml/min. A variety of DC

motors optimizes performance and tai-

lors these pumps to practically any ap-

p l i c a t i o n .

M i n i m a l

power con-

sumpt ion

makes them

ideally suited to

bat tery-powered

systems; unique field-

changeable pump head

design allows users to quickly

and easily replace all wetted parts fol-

lowing a contamination event. Great

choices for a wide range of OEM de-

signs. Clark Solutions.

www.clarksol.com

Power drain cleaner with stair climbers
The economical Metro™ power drain cleaner now features stair

climbers for easier handling. Tough little machine handles roots

and other difficult stoppages in 3" through 6" drain lines with

a capacity of 75 ft. of 5/8" Flexicore® cable. For smaller

jobs, switch to 100 ft of specially designed 9/16" Flexicore

cable. Lighter and more compact design; its narrow profile

facilitates handling in tight places. Features a fold-down

handle, stair climbers, truck loading wheel and tough frame

on 10" heavy duty wheels. General Pipe Cleaners.

www.drainbrain.com

Full alloy range
Master distributor of specialty stainless and high

nickel alloys.   Selling exclusively to distributors,

and stocking a full range of pipe, fittings, flanges

and pressure fittings in the following grades:

Alloy 20; Nickel 200/201; Duplex 2205; Monel

400; Super Duplex 2507; Inconel 600; 317/317L;

Inconel 625; 310S; Incoloy 800H/HT; 321/321H;

Incoloy 825; 347/347H; Alloy C276; 304/304H.  Energy Metals Inc.

www.emetalsinc.com

Anti-microbial lavatory sink
StreamLav takes a bold stand with a

fresh new look that is sure to capture

the eye of the handwashing public.

Features include ease of installation,

anti-microbial solid surface and an

industry leading 5/3 warranty. The

sink is lead-free and built to with-

stand the rigors of the commercial

washroom. The contemporary look

not only provides a highly functional

lavatory solution but also puts a

strong focus on reducing mainte-

nance issues for years to come. 

Intersan Manufacturing.

www.intersanUS.com

Epoxy coated cast iron
NewAge Epoxy Coated Cast Iron

Soil Pipe System, for enhanced cor-

rosion protection in DWV applica-

tions, is ideal for hospitals, medical

treatment facilities, schools, institu-

tions, maritime saltwater, bars, water-

less urinals, etc. Tested and proven to

resist chemicals, acids, salt water,

corrosive soil, and many forms of ex-

cessive corrosion. Contact your local

representative for additional informa-

tion. New Age Casting.

www.newagecasting.com

Commercial flush valves and lavatory faucets 
UL-approved, hard-wired AC transformer allows high efficiency

flush valves to run on reliable AC power, eliminating the need

to change batteries. Exposed flush valve design makes them

easier to install and maintain than concealed flush valves. Selec-

tronic hands-free integrated commercial lavatory faucet offers

simplified installation by combining the sensor and all

electronics in the spout; no control box is required

below deck. Optional above-deck mixing handle al-

lows users to control water temperature. Available

with three power options: DC (battery) and two UL-

approved AC power supplies (plug-in and hard-wired).

Multi-AC option allows the installer to daisy-chain up to 15 faucets and/or flush

valves off a single UL-approved transformer. American Standard. 

www.americanstandard.com

Fireclay sinks
Matte black and matte white color options are available in apron front and un-

dermount fireclay sinks by Villeroy and Boch. All feature CeramicPlus® pro-

tected surfaces, making the sinks hygienic, resistant to dirt and scratches, with

insensitivity to acids and alkalis.

Fired at 2,200°F, tested to stringent

tolerant guidelines to assure smooth

surfaces and glazing on matte as well

as gloss finishes. Franke Luxury

Products Group.

www.frankeksd.com

Variable speed pump controller
The Aquavar SPD Plus variable speed pump controller was de-

veloped specifically for commercial above ground centrifugal

and submersible well systems. Adjusts motor speed to match

the hydraulic needs of the system and maintain pressure, sub-

stantially reduces energy draw during lower flow and allows

the pump to run at its highest efficiency. Additional features:

easy set-up, true motor match, dual phase input, flexible enclo-

sure offerings Nema 1 and 3R, remote monitoring and

n-water restart. Goulds Water Technology.

www.completewatersystems.com

TCI valve models
Two new TCI valve models now are in stock in Houston — the

TC-2000WS and the TC-02XWS “Seal-Welded” 2-pc full port

threaded ball valves.  Now provide your customers in the

oilfield, and with OSHA 2-piece “Seal-Welded” require-

ments, the same TCI quality provided on other models. The

TC-2000WS model also provides a 2000wog ball valve on 11/4", 11/2", and 2" size

valves.  NACE MR-0175 Compliant. Ta Chen International.

www.tachen.com

Balancing valves, control kits
New line of Coil-Connect™ manual

and automatic balancing valves, com-

bination ball valves, unions and valve

kits includes balancing valves, combi-

nation ball valves and unions, pro-

vided with integral union connections

and multiple tapped ports. Strainers

and drain valves are also standard.

Packaged in heavy-duty, recyclable

poly bags, each valve kit is clearly

marked with a diagram that indicates

where it fits within the HVAC system.

Can also be purchased as individual

components; available in eight stan-

dard kit configurations in 1/2" to 2".

Customers can install, balance and

verify system performance quickly. 5-

year warranty. NIBCO Inc.

www.nibco.com
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www.siouxchief.comSupply Drainage Support

PEX F2080

PEX F1960

PEX F1807

PEX F2159

Strong ArmTM

Lock BlockTM

TKOTM

CONSIDER SIOUX CHIEF AS YOUR 
ROUGH PLUMBING ARMORY.

TOGETHER, WE WILL

See contact information on page 90
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Pipe pressing systems
MegaPress and MegaPressG systems

for Schedule 5 –

Schedule 40 1/2"

to 2" black iron

pipe make se-

cure, watertight

and airtight con-

nections in under

seven seconds in

hydronic heat,

chilled water, compressed air, fire

sprinkler systems, low pressure steam

and vacuum lines. MegaPressG is for

fuel oil and natural gas applications.

Over 200 fittings available. Easy to

use, safe and clean. Patented Smart

Connect® feature easily identifies con-

nections that need pressing. Viega.

www.viega.com

Dielectric unions and nipples 
Dielectric unions for properly connecting metal

piping and preventing stray induced electrical

currents that can lead to deterioration of pipe

connections include FIP x SWT (Female x
Sweat), FIP x BPT (Female x BPT), MIP x

SWT (Male x Sweat) with

ANSI-compliant threaded and soldered ends. Avail-

able in sizes ranging from 1/2" to 4". IPS connections

are made of steel; solder connections are brass, both

ASTM-compliant, rated at 180 F at 250 psi. ASTM-

53 galvanized steel (Schedule 40) nipples are available in

Thread x Thread, Groove x Groove and Thread x Groove, in

sizes ranging from 3/4" – 4” and are rated up to 230 F. Matco-Norca. 

www.matco-norca.com

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

heaters are available in natural gas or

LPG. Series TA/TX/TXR, for com-

mercial and industrial use, has rates

from 40,000 to 220,000 Btu/hr, lengths

from 10 to 70 feet. Jet stream burner

design maximizes radiant output, com-

bined

with 100%-effi-

cient parabolic aluminum

reflectors, provides optimal energy

efficiency and comfort. Series

LT/LTX/LTXR for low clearance ap-

plications, has rates from 40,000 to

100,000 Btu/hr, lengths from 30 to 50

feet. Softens radiant output over a

longer length of tube for end-to-end

variance of less than 15% and bottom

clearance of 36". All include hi-low

output capability. Superior Radiant.

www.superiorradiant.com

Umbilical tubing 
Laser-welded Lean Duplex 19D is a cost-efficient alternative for the harsh en-

vironment of subsea umbilical applications.

Zinc cladding improves external protection

against extreme subsea conditions. Under-

goes extensive quality testing, including X-

ray, eddy current, ultrasonic and final acceptance

testing (FAT) to meet and exceed ASTM-A789 and

ASTM-A790 specifications. Currently installed in wa-

ters up to 7,600 feet (2.3 km) in depth and lengths up to

32.5 miles (52.3 km). RathGibson. 

www.RathGibson.com

Hot water circulator
For systems with dedicated hot water

return lines, the SmartPlus circulator

never needs programming. Set to

“smart” mode, the circulator records

each time hot water is called for dur-

ing a 7-day period

and duplicates the

pattern for the fol-

lowing week. On

“pulse” mode it

will operate for

150 seconds every 10

minutes, maintaining

hot water at all fix-

tures. Automatically

enters “vacation” mode if

hot water is not used for 36 hours;

circulates once a week to prevent cor-

rosion and scale buildup. When hot

water is again called for, the unit will

go back to normal operation. Taco.

www.taco-hvac.com

Long-life expectancy plumbing
Interchangeable with many competitor

brands of faucet and flush valves and

equipped with water conserving tech-

nology, the GO BLUE™ suite of prod-

ucts preserve

resources and

save labor.

Clog-re-

s i s t a n t

triple and

linear fil-

tered bypass

diaphragm’s parts, engineered with

thermo plastic elastomer materials,

provide years of consistent flush per-

formance and advanced chemical re-

sistance for 33% less clogs versus

dual-filtered diaphragms. Commercial

faucet cartridges and aerators for heavy

use. Ceramic 1/4-turn faucet cartridges

offer superior leak prevention perform-

ance. Zurn.

www.zurn.com

Geothermal heat pump
The 7 Series 700A11 is the first vari-

able capacity geothermal unit avail-

able for homeowners and the only

unit to surpass

both 41 energy

efficiency ratio

(EER) and 5.3

coefficient of

p e r f o r m a n c e

(COP). Infini

Speed technol-

ogy, a soft-start

variable capac-

ity compressor,

in concert with a

variable speed ECM blower and vari-

able speed loop pump, allows the unit

to scale output to exactly the level

needed. Can ramp down to 20% of

normal operation for ultra-efficient

conditioning or up to 130% output

using SuperBoost™ for periods when

extra cooling is needed. 

WaterFurnace International Inc.

www.waterfurnace.com

Hydraulic separator
HS-808 allows for a simple, efficient and economical

method of “hydraulic” separation in hydronic sys-

tems. Hydraulic separation simplifies system pip-

ing for easier installation, design and system

analysis. Additional benefits of the HS-808 include

air and dirt elimination, union connections, 1/4

turn drain valve with tethered cap, 1/2" port

for temperature/pressure gauge, insulation

shell with embossed aluminum exterior coating.

Available in sizes 1" to 2". Legend Valve.

www.legendvalve.com

Vandal-resistant faucets
M•Dura™ faucets withstand hard use in commercial applica-

tions. Choose single- and two-handle lavatory faucets,

utility and service sink faucets, kitchen faucets,

bar/pantry faucets and laboratory faucets, as well as

a full line of interchangeable spouts. Heavy duty, cast-

brass bodies have ceramic disc cartridges encased in a durable brass

shell to prevent handle wobble and ensure a positive closed position. Several

models feature 0.5 gpm aerator. Can only be serviced by special tools, providing

extra security and vandal resistance. Moen Commercial.

moencommercial.com

Drop ear ball valves
Drop ear ball valves are now for use with Viega Pex press

systems. Features include drop ear tabs for secure mounting,

full port design and 1/4-turn shut off. These valves are avail-

able in 1/2", 3/4" and 1", with drain and without. Rated 400

WOG. Raven Products.

www.ravenproducts.us

Boiler piping kits
Hydro-Core Flex is a new expanded lineup of complete

near boiler piping kits designed for wall hung boilers with

integral pumps. Includes a Hydro-Core double ball drain

manifold and flexible stainless steel supply/return lines out-

fitted with connections for specific boilers — over 30 boiler

models from 11 manufacturers. Specifically for hydraulic sepa-

ration and purging the near boiler piping or secondary circuit

loops. Save time, space and leak paths. Webstone. 

www.webstonevalves.com

Vessel sink
The REFLEX™ Aztec vessel sink’s

traditional Aztec pattern is seen

through REFLEX architectural glass,

a fusion of glass with metallic foils

and stone. The gold-, copper- and

coffee-hued Aztec pattern is bonded

to the underside of the tempered-

glass vessel to create a distinctive, ex-

otic look. Stain resistant and durable.

Frees up almost the entire vanity top

to place toiletries and grooming tools.

Xylem Group LLC.

www.xylem.biz
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Tankless so advanced 
it’s simple.

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

• Utilizes existing 1/2" gas line

• 2" PVC venting

•

     Buffer tank and recirculation   
     pump included

• Field gas convertible

• Ultra condensing effi ciency

• Dual stainless steel heat 
   exchangers

• Three models: 150k Btu's, 
 180k Btu's and 199k Btu's

 800.519.8794  NavienAmerica.com

1/2" Gas Line

2" PVC Venting

The Leader in Condensing Tankless Technology

The new Navien NPE condensing series is so advanced retrofi ts have fi nally become 
simple. Now the existing 1/2" gas line can be used and in many cases our 2" PVC 
venting can be run through the existing chase. All of which allow for a tankless 
installation in about the same amount of time and cost as a traditional tank install.

Simple retrofi t, exclusive ComfortFlow™ technology, ultra high condensing effi ciency 
and now fi eld gas convertibility all combine to make the new NPE series easily the best 
choice in tankless!  

                                                      Learn more at TanklessMadeSimple.com

e

1/2" Gas Line

2" PVC Ve

See contact information on page 90
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BY MARY JO MARTIN

Editorial director

A
bout a year and a half ago,

the Aqua Glass® brand

rocked the bathing world

with the launch of their proprietary

Acrylic with INNOVEX® Technol-

ogy. This revolutionary new material

was one of the biggest breakthroughs

in bathing system material in approx-

imately 40 years. It was the result of

a very intensive research process that

involved more than 30 focus groups

that engaged industry experts, organ-

izations and customers.

“We wanted to bring our customers

a solution that provided value,” said

Andy Polanco, vice president of op-

erations. “We believed the industry

was ready for something new. We’ve

got a product and innovation that will

be able to drive change in an industry

that has been doing the same thing for

decades.”

And now, Aqua Glass is taking an-

other bold step and introducing the

new INNOVEX Technology three-

piece bathing system. “This is just

another step in a long process of a

product pipeline that we’re looking

forward to unveiling,” noted Scott

Stockham, vice president of sales and

marketing. “It’s our goal to offer

user-preferred solutions with superior

value that demonstrate clear differen-

tiation in the marketplace.”

The new three-piece unit provides

exceptional benefits to wholesalers,

contractors, builders, plumbers and

homeowners — virtually everyone

involved. 

Some of the key benefits in-

clude:

• Ease of installation

– Splinter-free, non-fiber-

glass backing is easy to work

with and handle. Units are pre-

leveled and designed with

built-in guides for fast and

simplified installation. Units

are light weight and easy to

handle.

– Flexible for ease of in-

stallation

• Superior strength

– Strong, high density

inner core helps ensure worry-

free travel from supplier to job

site.

• Damage resistance

– Acrylic surface resists fractures

during installation so surface remains

attractive, easy to clean and blemish

free.

• GREENGUARD® certification

– Acrylic with Innovex® Tech-

nology products meet the more strin-

gent Children and Schools criteria

• Reduced shipping costs thanks to

new a new improved design configu-

ration and packaging

• Smaller warehouse footprint for

wholesalers

• Attractive, easy to clean acrylic

surface

• Beautiful new designs

– Wide interior bathing area

– Expanded multi-level storage

for more personal care products

Chris Yankowich, president of

Masco Bath — owner of the Aqua

Glass® brand — is very pleased with

the reaction they’ve received from

customers. 

“We launched the 60"x32" three-

piece bathing system in July, and we

are receiving very favorable input

from customers,” he said. “The feed-

back we’re getting seems to be in two

main areas. First is the fact that the

product is packed in one single box

rather than multiple boxes. We have

created a nesting system where the

three pieces fit inside one another and

then it all fits inside one box. This re-

sults in effective distribution for the

wholesaler, as the units can be redis-

tributed to branches in a seamless

manner — and it takes up less space

in the warehouse.”

“The second area that seems to re-

ceive the most positive feedback is

quality. INNOVEX is such a high-

quality material and coupling that

with our robust packaging means that

the units arrive at their final destina-

tion damage-free. We’ve listened to

our customers and feel we have the

solution to their needs.”

“INNOVEX is the greatest thing to

come around in tubs that I’ve seen in

the 35 years I’ve been in the busi-

ness,” said Tony Rose of Gray

Hodges in Knoxville, Tenn. “It is so

much easier for us to deliver these

units to the jobsite because we usu-

ally are just sending out one man with

a truck. And we have found no dam-

age whatsoever since we started car-

rying INNOVEX products over a

year ago. Our customers love them

too. We’ve sold 30 of the new three-

piece units in just six weeks, and are

anxiously awaiting new sizes to be

available. It’s very nice to have some-

thing so new, exciting and high qual-

ity to sell.”

Matt Johnson of Etna Supply in

Grand Rapids, Mich., agreed. “We’ve

gotten about 60 truckloads of 

(Turn to Positive ... page 76.)

Steve Chmielewski, wholesale channel

manager, (front) and Andy Yanka, man-

ager of product development/Innovex

pro gram manager, show how easily the

new three-piece unit can be installed.

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

The revolution continues

Aqua Glass launches
new three-piece INNOVEX bathing system

Aqua Glass® added more interior

bathing space, more functional storage

shelves and GREENGUARD® certification

to the beautifully designed and easy-to-clean

Acrylic with Innovex® Technology new

three-piece bathing system.

The new Acrylic with Innovex® Technology three-piece bathing system from Aqua Glass® has

simplified the installation process from the stackable shipping box to fully installed unit.

“We’re very excited about Acrylic with INNOVEX® Technology and the
feedback we’re getting. Our wholesale customers are embracing the

value proposition of the new Innovex three-piece designs. The new Aqua
Glass® Acrylic with INNOVEX® Technology three-piece products are
significantly building on the momentum of what we already created

with our one-piece bathing system launch a year ago.” 
— Chris Yankowich, president of Masco Bath
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INNOVEX product and have had no

damage to report so the repair costs

have dropped significantly. These

models also fit at a good price niche

between the low-end gelcoat and the

higher end acrylic. Our customers

haven’t expressed any issue with the

pricing. In fact, we are selling this

product as quickly as we’re getting it

into stock. I can also tell you that our

warehouse folks really appreciate

what Aqua Glass has done with their

76 • •THE WHOLESALER® — NOVEMBER 2012Product Innovations

Positive feedback on new
INNOVEX 3-piece system

packaging, not to mention the fact

that this product is so much lighter

than traditional tub and shower units.

The packaging makes it easier to han-

dle and store; we’re even able to put

it on our racking system versus single

space storage.”

Yankowich also went on to talk

about the feedback they’ve already

gotten from plumbers

and remodelers.

“Installers like the

fact that the new prod-

uct is a one-person

job,” he noted. “A

plumber can unpack

the box and remove

the components very

easily. Because of the

lightweight construc-

tion, they can easily

carry the tub into the

construction project

and place it into final

destination in the

pocket where it will be installed. The

same goes for the walls. All three

pieces are very easy to handle. It

takes approximately 10 minutes to as-

semble the product in the pocket.”

Aqua Glass is so confident in this

product that they have tripled their

warranty. The INNOVEX Technol-

ogy units are backed with a 10-year

warranty for residential and a three-

year warranty on commercial appli-

cations. 

And more INNOVEX Technology

product extensions are planned for

the very near future, including a full

offering of three-piece design sizes

and some new styles in single-piece

units. Aqua Glass will be rolling out

five new three-piece models before

the end of the year — one additional

tub/shower unit and four new shower

units. And two new colors — bone

and biscuit — will now also be avail-

able in all sizes and all models. Addi-

tionally, Aqua Glass will be

launching a new one-piece design, as

well as a new tub-only unit.

“The reason we’re launching all

these products is because we want to

complete our core offering based on

customer feedback,” Yankowich ex-

plained. “By the end of the year, we

will be shipping a complete assort-

ment of the most popular sizes and

colors to choose from. Because of the

positive results we’ve seen from

baths and showers, our long range

plans include extending INNOVEX

into others products. So we’ll have a

full-court press in maximizing and

utilizing INNOVEX across our busi-

ness model.”

And all of this has had a big impact

(Turn to Aqua-Glass... page 78.)
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(Continued from page 74.)

Try doing this with an

old cast-iron tub!

“I t’s a bathtub in a box. The footprint
on our new packaging makes stor-

age so much easier for wholesalers. Our
customers can stock more inventory, and
more of an assortment of inventory. he
product so nicely nests inside the box to-
gether and it is so strong and durable that
very little packing material is necessary.
It also really helps control freight costs
because you can transport so many more
units on a tractor trailer load.”

— Andy Polanco,
Vice president of operations

“W e conducted an independent
survey of more than 200

plumbers through our 2011 rebate pro-
gram for the original Innovex® launch.
The feedback was overwhelmingly posi-
tive. It is impressive that 99% of partici-
pating plumbers recommend Acrylic with
INNOVEX® Technology. In fact, 61% of
them ‘Highly Recommended’ the product
while 39% ‘Recommended’ it. Only 1%
were ‘Neutral” and no negative recom-
mendations were received.” 
“What defines Acrylic with INNOVEX®

Technology are the three distinctly differ-
ent material layers working together. The
first layer is an acrylic surface, which is a
material preferred by consumers and
builders for its shiny finish and ease of
cleaning. The high-density core layer pro-
vides incredible strength while allowing
remarkable flexibility. This makes it very
helpful when plumbers are navigating
tight corners and installation locations.

Then, you have the special protective
backing layer that is very smooth. No
gloves are necessary to handle this prod-
uct and plumbers don’t have to worry
about rough fiberglass splinters.”

— Scott Stockham,
Vice president of sales and marketing

“I n doing our research to develop
new Acrylic with INNOVEX ® Tech-

nology bathing systems, we talked to a lot
of customers to pinpoint what is most im-
portant to them. There are a few key fac-
tors important to our wholesale
customers: having the product arrive
damage free; reducing the risk of war-
ranty issues; delivering products that are
easy to handle, to store and to transport.
We believe we’ve hit a home run when it
comes to exceeding our customer’s ex-
pectations. “

— Steve Chmielewski,
Wholesale channel manager

“T he new Acrylic with INNOVEX®

Technology three-piece bathtubs
and showers are so easy to maneuver
and lightweight that they can be trans-
ported to the jobsite in a van or a pick-up
truck with a cap. They can also be carried
into the home and installed by one per-
son. Our three piece design allows the
tradesman to install the unit from the
front. Once the base is installed, the mid-
dle section can be temporarily installed
and the locations of the plumbing fixtures
can be marked directly on the shower

wall without needing access to the back
of the unit. The middle section can then
be removed and holes drilled. Finish
plumbing can also be installed and leak
tested before the top section is installed,
this gives the installer access to the rough
plumbing to check for leaks behind the
wall.” 

—Andy Yanka, Manager of
product development/

Innovex program manager

“I n addition to all its other great qual-
ities, the design of the new three-

piece unit offers more storage space for
personal care products. Our research has
found that the average homeowner wants
more space for bottles of shampoo, con-
ditioner and such in their bathing area, so
there is great demand for a bathing sys-
tem that will accommodate extra storage.
The design also provides an increased in-
ternal bathing area and beautiful glossy
acrylic finish that complements any décor
and is easy to clean.”
“Also, very importantly, this is the first

GREENGUARD® certified bathing system
which meets the highest Children and
Schools criteria. This is very critical for
this industry. In addition, our manufactur-
ing process has reduced VOCs by 99%,
and there are no off-gasses emitted in
homes once installed — something you
often will find for about 30 days with tra-
ditional products.”

— Joanne Torcivia,
Director of Innovation

What the Aqua Glass managers say

The new three-piece unit provides exceptional benefits

to wholesalers, contractors, builders, plumbers and

homeowners — virtually everyone involved.

One plumber can easily handle and

install the lightweight INNOVEX sys-

tem products.
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Smart Boiler.
Smart Guy.
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Pete Cassidy, VIP Contractor #1609
Par Mechanical
Montrose, CO

Scan this QR Code to learn more about the 
VIP Contractor Program. Need the app?
Go to getscanlife.com from your mobile device.

“Lochinvar has won me over. I’ve toured their factory, and I was 

impressed with how clean and efficient it is. It’s a quality operation 

with quality people that produces high-quality products like KNIGHT.

I used to be a 50/50 guy when it came to boiler brands, but now 

we sell nothing but KNIGHT. It’s so reliable, we just install it, 

set it up with the SMART SYSTEM control, then walk away. 

I never worry about callbacks.”

Pros like Pete Cassidy choose KNIGHT® because it 

gives your customers the very best in heating comfort, 

with everything you want from a mod-con boiler. AFUE 

effi ciency of 96% and 98% low-temperature effi ciency. 

A fully modulating burner with 5:1 turndown. Vertical 

or horizontal direct-venting up to 100 feet.

SMART SYSTEM™ is the industry’s most advanced 

integrated control, with a large LCD display of setup 

and status information. It provides lead-lag or 

effi ciency-optimized cascade sequencing and up to 

3 different setpoint temperatures.

For effi ciency, application fl exibility, advanced 

technology and reliability, smart professionals choose 

KNIGHT, a perfect example of Lochinvar Leadership.

See contact information on page 90
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Aqua-Glass
rocks bathing
world with new
3-piece system
on their plants.

“We had to do significant restruc-

turing at the plant in Adamsville,

tN.,” explained Yankowich. “We

created a state-of-the-art manufac-

turing facility, going from an over-

40-year-old gelcoat process to a

leading-edge factory that produces

an innovative product that is new to

the market. it required basically cre-

ating a new factory. the entire team

was involved in the process. they

did a great job planning the re-

design, procuring all the capital

needed for the project, and perform-

ing all of this in a timely fashion.

there also was quite a bit of training

that was involved to ensure our peo-

ple were comfortable with some of

the new sophisticated equipment we

brought in. 

“the Adamsville, tenn.-based

team is quite energized. our team-

mates witness first-hand the innova-

tion evolution happening with the

new iNNoveX products and they

are an essential component to the

transformation of the plant. the

Adamsville team consistently deliv-

ers high quality, cost effective prod-

ucts on time to meet the increasing

demand. i’m really proud of the

team.” n

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

(Continued from page 76.)

The lightweight, smartly packaged three-piece unit can

even be delivered in a minivan! Among the team at Aqua

Glass are (from left) Scott Stockham, Andy Polanco, Andy

Yanka, Steve Chmielewski  and Joanne Torcivia.

The unique nesting system and packaging makes it easy to store and handle.

CrANstoN, r.i. — taco inc., a leading

supplier of advanced equipment and

systems for use in HvAC applications,

announced its acquisition of Hydroflo

Pumps (www.hydroflopumps.com) of

Fairview, tenn. Announcement of the

purchase was made by John Hazen

White Jr., owner of taco, and Brian

Daschner, Ceo of Hydroflo. 

Hydroflo is a manufacturer of ver-

tical and submersible turbine-driven

pumps for use in a range of indus-

tries. its pumps, which come with an

investment cast steel impellers and

ductile iron discharge heads for

greater strength and resistance to cor-

rosion, are used in agricultural irriga-

tion, mining operations, municipal

water systems and HvAC. 

in addition to its Fairview facility,

the company maintains assembly and

distribution facilities in Culver, ind.,

Marion, Ark., Grand island, Neb.,

Brownfield, texas. and Fresno, Calif.

to serve its latin American cus-

tomers, Hydroflo also maintains a

sales and distribution facility in

Panama Pacifico. 

like taco, Hydroflo is a privately

owned and operated company. it was

started in 1998 by Brian Daschner,

who will stay on as Ceo. Under the

terms of the sale, Hydroflo becomes

a wholly owned division of taco inc.

“We have been doing business with

Hydroflo for a couple of years now,

providing products to meet each oth-

ers’ needs, and we saw a mutual op-

portunity through this acquisition to

grow both Hydroflo and taco,” said

John Hazen White Jr. “it opens up

whole new markets for taco and al-

lows us to invest in Hydroflo to boost

its pump technology and increase its

business in all the markets it serves.”

taco, inc., in business for 92 years

and owned and operated by three suc-

cessive generations of the White fam-

ily, is a leading manufacturer of a wide

range of hydronic-based equipment

and systems for use in residential,

commercial and institutional buildings

across the U.s. and Canada, in Central

America and the Caribbean, in the

Middle east, and elsewhere. An iso

9001 company, taco employs approx-

imately 500 individuals at its facilities

in Cranston, r.i., Fall river, Mass.,

and Milton, ont. the company re-

cently opened its new taco innovation

and Development Center, a state–of-

the-art training and educational facility

for the advancement of taco employ-

ees and industry professionals.

Visit www.taco-hvac.com.

Taco acquires Hydroflo Pumps

Jeffrey Earnhardt drives
Uponor Ford Mustang
Mooresville, N.C. — Jeffrey earn-

hardt drove the #39 Uponor Ford

Mustang for Go Green racing in the

Dollar General 300 at Charlotte

Motor speedway on Friday, oct. 12.

earnhardt was racing in his fifth Na-

tionwide race of the season and was

excited to compete in his hometown.

“it’s always nice when family and

friends can get to the track and be

part of the day,” said earnhardt.

“We’ve had to choose which races to

run this season so i could preserve

my rookie status for 2013, and we’re

glad that our sponsor Uponor chose

Charlotte.”

earnhardt’s been maintaining his

focus through intense MMA (mixed

martial arts) training while working

on sponsorship plans for 2013. He

won an MMA contest earlier this year

with a unanimous decision.

“our Jei group has been working

hard to make sure we run a full sea-

son in 2013, and i’ve been front and

center with sponsors so they get to

know me and the value of working

together,” he says. “Uponor is a

world-class company and it’s pretty

special having the opportunity to be

part of their team. We’re going to

give 110% to make sure their cus-

tomers enjoy the experience.”

Visit www.uponorpro.com, www

.uponor-usa.com.

John Hazen White Jr. (left), owner of Taco, and Brian Daschner, CEO of Hydroflo.
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All loans are subject to credit approval and may require automatic payment deduction from a PNC Bank Business Checking account. Origination and/or other fees may apply.
PNC is a registered mark of The PNC Financial Services Group, Inc. (“PNC”). Cash Flow Options is a service mark of The PNC Financial Services Group, Inc.
© 2012 The PNC Financial Services Group, Inc. All rights reserved. PNC Bank, National Association. Member FDIC

IN A WAREHOUSE THAT’S ALWAYS MOVING PRODUCT OUT,
YOU’RE LOOKING FOR WAYS TO MANAGE CASH COMING IN.
With Cash Flow Options

SM

 from PNC and our PNC Advantage for Wholesalers, we can
help you take advantage of everyday untapped opportunities. Like accelerating your
receivables. So you can put your customers’ payments to work faster or get access to
cash for inventory and equipment. For uncovering opportunities to help improve your
cash flow, visit pnc.com/cfo, stop by a branch or call 1-855-PNC-WHSL.

for the achiever in youSM

ACCELERATE RECEIVABLES

IMPROVE PAYMENT PRACTICES

INVEST EXCESS CASH

LEVERAGE ONLINE TECHNOLOGY

ENSURE ACCESS TO CREDIT

See contact information on page 90
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BY JOHN FITZGERALD

Special to The WholeSaler

T
o some contractors, green is

just another trend. Plumbing

distributors say that although

practical features such as ease of

maintenance are more important to

their customers and will never go out

of style, they have to keep up with

what’s new and what’s hot in the in-

dustry. That includes knowing how to

meet the needs of the growing retrofit

market with plumbing products that

use less water and/or are lead free.

“Adaptability is big,” said Steve

Kish, head of the commercial divi-

sion at Leeps Supply Co., a whole-

sale/retail plumbing supplier based in

Merrillville, Ind., with branches in In-

diana, Illinois and Michigan. “When

a facility manager changes a faucet,

they don’t want to change the piping

below. They just want an easy fix that

they can slap in.”

Recognizing how key adaptability

is when selling a job, some manufac-

turers now offer spouts that are inter-

changeable on different faucet

bodies, noted Kish: “You can take the

spout off a regular lavatory faucet

and make it a gooseneck because

everything else is the same. That’s

huge to be able to do that.” 

Faucet features such as fewer parts

and more pre-assembled components

for quicker installation, in addition to

interchangeable handles, spouts, out-

lets and cartridges for easier mainte-

nance and service, appeal to

contractors and plumbers. How great

is the interest in green products? It’s

not as hot as marketers would lead

you to believe.

“Everyone thinks projects are

going green. They are, but they

aren’t. There are chances to upsell to

retrofit and green,” Kish commented,

citing the example of an industrial

customer who recently purchased tur-

bine-powered electronic faucets from

Leeps because he liked how they are

more energy efficient than battery-

powered models. “But when it’s bid

and spec? No way. Contractors will

put in whatever’s specified.”

Admittedly, cost savings gained by

purchasing products that save water

and/or energy can be a hard sell, espe-

cially if it takes a decade or longer to

achieve payback on initial investment.

Building owners who are lucky

enough to take advantage of local gov-

ernment rebate programs for water- or

energy-efficient appliances and fix-

tures find it easier to make the case for

purchasing higher priced products that

save money over the long run. Tank-

less water heaters are a good example

of how rebate programs can make all

the difference in converting customers

to greener technologies when the math

runs in their favor.

Make the case for faucets

Even customers who do not qualify

for rebates may find that the switch

to newer, greener faucets and valves

is worthwhile because these models

often also have new-and-improved

features that can make installation

and maintenance easier.

Retrofitting is no longer the hard-

ship it once was, and there are many

options. Retrofitting existing faucets

with flow restrictors or flow regula-

tors generally provides a low-cost

and effective water-saving option.

They can also be installed in hot and

cold water feed lines to faucets. Com-

mon flow rate designs include 0.5,

0.75, 1.0, and 1.5 gpm. Flow restric-

tors can be used where there is faucet

abuse, such as aerator removal.

Another retrofit option is to con-

vert the existing faucet into a more

water-efficient unit. There are gener-

ally two different directions this can

take, depending on whether the retro-

fit is of a manual or electronic faucet.

The option for manual faucets is to

convert a standard two-handle faucet

to a low-flow, metering faucet. This

easy conversion helps dramatically

reduce water usage by taking advan-

tage of component interchangeability.

For electronic faucets, a reduction

of electricity consumption can be ac-

complished on certain models. In this

case, a self-sustaining power system

is added to the existing electronic

faucet installations. This conversion

allows each faucet to generate its own

power, eliminating the need for hard

wiring or conventional batteries.

Taking a step further, combining

low-flow outlets with precise elec-

tronic metering grants full control of

water usage. Many electronic faucets

can be managed from a hand-held

programming unit that allows facility

management to easily program, mon-

itor and troubleshoot the faucets.

When commercial customers con-

sider faucet costs, they may just look

at the price of the fitting itself. They

may not think of how they will diag-

nose, track or re-set faucets in the

field—as well as other ongoing main-

tenance issues that can add serious

money and time spent.

According to Bob Nelson, facility

master plumber at Valley Medical

Center in Renton, Wash., “Our primary

challenge was to accommodate the

varying faucet length-of-flow and tem-

perature requirements of the physi-

(Turn to Go with.. page 82)

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

Commercial plumbing contractors are more interested in
faucets and valves that make their lives easier than models
that are green. Here’s why you should also promote green
plumbing and how going green addresses adaptability,
serviceability and other issues that matter to them.

Plumbing retrofits

What your customers need to know

Bob Nelson, Facility Master Plumber

at Valley Medical Center, can easily

check and adjust faucet settings using

his Palm Pilot.

G o Green! Look for CALGreen™
compliant models that meet the lat-

est California building requirements.
Since the California law was enacted,
Vermont and Maryland have also
adopted “Get the Lead Out” laws, and
the District of Columbia and Virginia
have introduced similar legislation. And
it’s soon to go national: President
Obama signed the bipartisan “Get the
Lead Out” bill into law, which provides
for a 36-month implementation period.
After that, manufacturers and importers
will be required to comply with the new
lead-free standards. 
Many lead-free ECAST® models are

available from Chicago Faucets. ECAST

faucets and fixtures are designed and
manufactured with one-quarter of one
percent (0.25%) or less total lead content
by weighted average.
Go Figure! Older faucets in a commer-

cial building can waste a lot of water. A
high-efficiency lavatory faucet flowing at
1.5 gpm can reduce flow rate by 32%
compared to a 2.2 gpm faucet. A faucet
flowing at 0.5 gpm can more than double
the savings. Help your customers find
out how much water—and money—
switching to a 1.5 gpm manual metering
faucet or 0.5 gpm electronic faucet can
save them by using an online calculator,
such as the one found at www.chicago-
faucets.com/calculator/   ;

What to know for those keen on green

Some manufacturers now offer
spouts that are interchangeable

on different faucet bodies:
“You can take the spout off a

regular lavatory faucet and make
it a gooseneck because everything

else is the same. That’s
huge to be able to do that.”
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When it comes down to quality, 
inventory, on-time delivery, and 
competitive pricing, look no further 
than Kelly Pipe for all your pipe 
needs. For more than a century, 
Kelly Pipe has been recognized  
as an industry leader in master 
distribution of domestic and  
imported products with strategic 
locations spanning the globe.

Call Kelly Pipe now to restock  
your warehouse and set up your 
partnership with our winning team!

Value Added Services
 Cut to length  Threading
 Grooving  Blasting
 Welding  Lining
 Beveling  Coating

YOUR ULT IMATE

PIPE PARTNER
The #1 source for  
pipe distributors.

DOMESTIC INTERNATIONAL 

Bogota, Colombia
011-57-316-464489

Edmonton, AB Canada
(780) 955-5510

London, England  UK
011-44-1279-812981

Tijuana, MX
(619) 399-6289

HEADQUARTERS
Santa Fe Springs, CA
11680 Bloomfield Ave
(800) 305-3559

Bakersfield, CA
(661) 835-1213

Broussard, LA
(866) 788-7473

Charlotte, NC
(855) 202-7473

Salt Lake City, UT
(801) 973-8200

San Diego, CA
(858) 279-6102

Santa Fe Springs, CA
(800) 305-3559

Vancouver, WA
(360) 737-1848

McClellan, CA
(800) 952-5615

Philadelphia, PA
(866) 431-7473

Phoenix, AZ
(602) 256-2990

Pittsburgh, PA
(866) 431-7473

Chicago, IL
(866) 431-7473

Denver, CO
(800) 659-7473

Houston, TX
(866) 788-7473

Las Vegas, NV
(702) 251-7473

SEAMLESS  ERW  API  A53 A&B  STRUCTURAL  GAUGE  DSAW  AWWA C 200  .125” to 54”

www.kellypipe.com

See contact information on page 90
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Go with the low-flow 
new-generation faucets
cians and nurses…and remember the
settings.” With more than 1,300 pro-
fessionals and 500+ faucets in the hos-
pital, the task was monumental and did
not include recording and analyzing all
the data from the electronic faucets for
inspection and repair.

Nelson now uses Geberit Com-
mander™ software with a Palm®

Pilot mobile device that enables pre-
cise tool-free adjustments without
physically touching the faucet’s inter-
nal electronics. The software enables
him to change and customize operat-
ing modes on each of the Chicago
Faucets; adjust sensor range; monitor
battery levels; identify serial num-

bers, settings and usage information;
and access the troubleshooting guide
and product information. Not only
are the physicians, nurses and hospi-
tal staff satisfied with the custom
faucet settings: hospital officials have
also been pleased with the resultant
water savings.

Low-flow pre-rinse sprayers 

Dishwashing operations in com-
mercial applications such as restau-
rant kitchens can consume more than
two-thirds of an establishment’s
water. Nearly one-half of this water
may be used by pre-rinse spray
valves. A pre-rinse spray valve uses a
blast of water to rinse off excess food
waste before the dishes and cookware
are loaded into a dishwasher. Pre-
rinse components are simple and
standardized for convenient retro-
fitting and parts replacement. 

The spray pattern of newer model
pre-rinse sprayers increases perform-
ance and water efficiency compared
to older sprayers. Standard sprayers
use between 2 gpm and 6 gpm, while
some high-efficiency sprayers go as
low as 0.64 gpm. By retrofitting pre-
rinse sprayers with these more effi-
cient models, food service businesses
can significantly reduce water and

energy costs. 
Keep in mind that since January

2006, national standards require all
newly installed pre-rinse spray valves
to have a maximum flow rate of 1.6
gpm. Low-flow pre-rinse spray
valves can save water while main-
taining the same cleaning perform-
ance. Increased water savings also
directly correlates with energy sav-
ings by reducing the amount of water
that needs to be heated.

Compared to a pre-rinse spray
valve with twice the flow rate (3.20
gpm) that is used an average of 1.5
hours each day, a low-flow1.6 gpm
spray value can save nearly 52,000
gallons of water each year, as well
as over $1,000 in annual energy
costs for heating water, according to
the California Urban Water Conser-
vation Council.

The Food Service Technology Cen-
ter (www.fishnick.com), which tests
commercial kitchen energy efficiency
and appliance performance, published
these estimated savings for low-flow
valves, based on hours of usage: 

How to recommend spray valves 

A pre-rinse spray valve typically
lasts about five years under normal
operating conditions. Most units cost
only slightly more than the price of a
standard model, so they have a very
low incremental cost. Because of the
water, waste water and energy sav-
ings, the initial price of retrofitting

the pre-rinse spray valves can be re-
couped in less than one year, making
this a cost-effective investment for
lowering utility bills. 

There is quite a difference in the
performance of various pre-rinse
spray valves, even among models
with the same flow rate, due to vari-
ations in product design and spray
patterns. Products with high velocity
spray patterns tend to clean better

than those that simply employ a re-
strictor to reduce water flow. To en-
sure satisfactory performance, the
U.S. Department of Energy’s Federal
Energy Management Program
(FEMP) requires pre-rinse spray
valves to effectively clean a plate in
26 seconds or less. 

Some pre-rinse spray valves can be

disassembled for cleaning and other
maintenance. If you’re in a hard
water area, you may want to recom-
mend products with this feature to
your customers.

Scale buildup caused by hard water
reduces the effectiveness of pre-rinse
spray valves and lengthens washing
times. Pre-rinse spray valves that can
be disassembled should be taken
apart and cleaned to remove this scale
as needed. Maintenance personnel
usually find that it is more cost effec-
tive, however, to replace severely
clogged valves instead of “drilling
out” the scale to restore water flow,
which lowers spray velocity, in-
creases water use and reduces the
overall performance of the valves.

The upshot

Your customers and the end users
they service are unwilling to settle for
water-saving plumbing if it means
that water flow or their usage will be
impaired in any way. Fortunately, the
industry has made great strides in en-
gineering plumbing systems for the
retrofit market that offer the best of
both worlds: less water usage, which
reduces costs, combined with high-
performing products, which keep
everyone happy.   n

John Fitzgerald is vice president of

marketing at Chicago Faucets. For

more information, visit Chicago

Faucets at www.chicagofaucets.com

or like them on Facebook at

www.facebook.com/ChicagoFaucets.

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

(Continued from page 80.)

Faucets such as the Chicago

Faucets 3500 Series save water

with a 0.5 GPM (1.9 L/min) outlet.

The self-closing MVP metering

cartridge provides precise water

flow and shuts off automatically

for greater water savings. Its

proven MVP mechanism is easy to

adjust, and spare parts are readily available for quick change-

outs, reducing downtime and lowering maintenance costs.

Another retrofit option is to
convert the existing faucet
into a more water-efficient
unit. The option for manual

faucets is to convert a
standard two-handle faucet to
a low-flow, metering faucet.
This easy conversion helps
dramatically reduce water

usage by taking advantage of
component interchangeability.

The spray pattern of newer
model pre-rinse sprayers

increases performance and water
efficiency compared to older

sprayers... food service
businesses can significantly

reduce water and energy costs.
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It’s time to make your ‘2013 Act Now’ list

(Continued from page 8.)

i can only come to a couple of con-
clusions: 1) they don’t get it — they
are so isolated that they are unaware
that the industry is evolving; 2) they
are headed toward selling through a
different channel — i mentioned in a
previous column that amazonSupply.
com will be a concern for traditional
wholesalers as we go forward. if i were
amazon, i would be trying to lock
down manufacturers and lock you tra-
ditional wholesalers out. Remember
that i discussed amazon’s stated strat-
egy of “disruptive innovation” which
means using their huge size and infra-
structure to disrupt you. For a reprint
of that column, let me know.
Rich@go-spi.com.

Now some thoughts on
the meetings I attended

First, i attended tUG’s (the User
Group) meeting. tUG is an inde-
pendent user group for users of

infor’s ERP software packages. (Pri-
marily sxEnterprise, a+ and ShiMS)
Gary Brown, tUG’s leader and his
team did a great job of offering a va-
riety of meaningful meetings and pre-
sentations. Just as important as the
program was the support and atten-
dance by the infor Distribution busi-
ness’ senior management team. andy
Berry and a bunch of his key people
were there to discuss their plans, lis-
ten to customer issues and to build re-
lationships with their customers. in
an era when many software compa-
nies are backing away from cus-
tomers, andy seems serious about
moving closer to his customers. 

Second, i attended the heating air
Conditioning Refrigeration Distribu-
tor international (haRDi) annual
meeting also in orlando. (i actually
took a cab from tUG to haRDi.)
haRDi was very well attended. i

think attendance is not back to pre-
2008 but it was a big meeting. Plus it
seemed like a proper balance of man-
ufacturers and wholesalers, which is
a non-statistical measure of the indus-
try'’s performance this year. My sense
is that the year has been oK to a little
better than oK as i talked to people. 

haRDi works with economist alan
Beaulieu ( itR Economics) to gather
and analyze industry data and then to
divine where the industry is headed
over the next couple years. i attended
alan’s keynote at haRDi as well as
several of haRDi’s regional breakout
sessions conducted by alan and an-
drew Duguay, also of itR. all ses-
sions were packed with industry
people hoping to get some insights
into what to expect next year and be-
yond. the story is complicated. i rec-
ommend members use haRDi’s
relationship with itR to get the depth
and details of alan’s analysis, but to
whet your appetite i will offer a couple
key points with some commentary:

1. 2012 was a growth year for the
hVaC industry: not a blockbuster,
but a year of reasonable growth with-
out the benefit of big government in-
centives that were broadly available
in prior years.

2. Many of us thought the scorching
weather would drive hVaC into a re-
ally great year but it just didn’t seem to
happen: at haRDi many wholesalers
expressed frustration that actual per-
formance just didn't track with the re-
ally hot weather experienced by much
of the country. alan offered some in-
sight into this phenomenon. as it turns
out, there is, statistically, little correla-
tion between weather and hVaC sales.
there is a correlation with industrial
production which, in turn, reflects the
overall health and confidence in the
economy. 

3. 2013 is forecast to be a growth
year for hVaC but slower growth
than 2012.

4. While some of us hope that the
election of our favorite presidential
candidate will have a major impact
on our industry, alan pointed out that,
statistically, the country is so big that
presidents really have limited impact
on the economy. they get blamed or

take credit for the economy but they
are for the most part passengers.

5. Money is cheaper than it will be
in the future so you may want to re-
visit any decisions to postpone proj-
ects that involve borrowing. Locking
in low interest rates may make sense
for you personally and professionally.

6. For more information and in-
sights you can visit hardinet.org or
itreconomics.com.

Finally, i attended american Supply
association’s meeting in, where of all
places, orlando. (Sadly, i had to fly
home for a couple days versus taking
a cab.) aSa reports their best atten-
dance in many years. i see this as a bet-
ter economy combined with the hard
work by aSa’s team to provide mean-
ingful services and meetings to its
members. Sargent Dakota Meyer, who
i mentioned above, spoke at the open-
ing breakfast. Sargent Meyer is the
young Marine who was awarded the
Medal of honor in 2011 for his coura-
geous acts under fire in afghanistan
wherein he saved or provided cover
that resulted in saving 36 of his fellow
Marines. Dakota was positioned away
from the fight. as he listened to the
desperate radio transmissions from his
team, he acted. against orders and with

tremendous personal risk, he charged
into harm’s way to save, and protect
members of his team then to recover
the bodies of his fallen comrades. his
story is another vivid reminder of the
tremendous contribution many young
people are making for our country.

as i’ve said before, many of these
returning veterans have the work
ethic and character we need in our in-
dustry. you may even want to go out
of your way to find, evaluate and hire
a veteran for any openings you might
have. i don’t suggest and veterans
wouldn’t expect you to lower your
standards. For information on con-
necting with returning vets, e-mail
me: rich@go-spi.com. n

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

Dayton, ohio ― For the fifth con-
secutive year, WinWholesale inc.,
one of the country’s largest distribu-
tors of residential and commercial
construction and industrial supplies
and equipment, has been named to
the annual InformationWeek 500, a
listing by InformationWeek magazine

of the nation’s most innovative U.S.
users of business technology. the
company received its highest ranking
at number 43 on the list and was third
among 15 distributors. 

according to the magazine, com-
panies on the 500 list demonstrate a
pattern of technological, procedural

and organizational innovation. only
organizations with $250 million or
more in annual revenue may partici-
pate in the rankings. WinWholesale’s
2011 revenue was $1.76 billion. 

“We are very pleased by the Infor-

mationWeek honor and are especially
gratified to be ranked so high on the list

and among other distributors,” said
Steve hangen, WinWholesale chief in-
formation officer. “our it team at
WinWholesale has been working
closely with our locations across the
country so they can do business using
iPads and to provide their customers
with tools to interact with their Win
supplier around the clock.” 

Visit www.winwholesale.com.

WinWholesale named to InformationWeek 500 List 

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

An exclusive, “tasteful” training event was hosted recently by Westheimer

Plumbing and Core Decorative Resources at Sur La Table in Houston. This

awesome setting provided a fun, active, hands-on cooking class. Chef Debra

Ulak (left) shared her expertise, enthusiasm and pure love of cooking in this

well-respected cooking

class program. Guests

included designers from

the area and showroom

consultants. Dinner and

wine was served. The

last course of the night

was mouth-watering

chicken, shrimp and

chorizo paella, served at

the European dinner

time of 10 p.m. Franke would like to thank Core Decorative Resources and

Westheimer Plumbing for hosting this enjoyable night. “We had an awesome

time,” said attendee and Franke regional sales manager Kimberly LaPorte

(stirring her gourmet preparation). For more photos and an insider look at

this event, visit Franke’s Facebook page.

‘Sur La Table’ and Franke! 

...The country is so big that
presidents really have limited
impact on the economy. They
get blamed or take credit for

the economy but they are
for the most part passengers.
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Made For the Trade!™

1.800.435.0786
www.greenlee.com

CUT TO THE CHASE
GREENLEE’S HIGH-PERFORMANCE PLUMBING TOOLS

AND GO STRAIGHT TO THE RIGHT ACCESSORIES TO GET THE JOB DONE!

The plumbing industry can rely on Greenlee as the 
clear choice for power tool accessories. These rugged, 
professional-grade tools are built to improve productivity. 
Made for the trade, Greenlee is there with you, making 
your job faster, safer and easier.

Stainless Steel Knockout Punches   Carbide Hole Cutters   Step Bits   Hole Saws   Stud Punches 
Reciprocating Saw Blades   Auger Bits   Self-Feeding Spade Bits

See contact information on page 90
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When it comes to showrooms, more is less

I
have been in the kitchen and bath in-

dustry for over 27 years. And over the

last 10 years, I have had the opportu-

nity to travel around the U.S. and other

countries, visiting Plumbing, DPHA and

K & B showrooms. 

Too many choices in today’s showrooms

I truly enjoy the experience of seeing

the various creative ways that show-

rooms display their merchandise, the

way they go to market, and how they

manage their business. Every showroom

is different, and may operate in similar

ways, but the way they merchandise their

showrooms is always different. For ex-

ample, you have some showrooms that

make breathtaking vignettes, using vari-

ous luxury materials (e.g.-marble, gran-

ite, mosaic tiles, decorative murals,

crystal chandeliers, etc…) for the mer-

chandise that they are selling and for

their customers to view, while others

choose to merchandise the products by

themselves, without any vignettes. Some

use manufacturers’ displays, while others

make their own displays to merchandise

products. Others mix the two styles and

varieties, but that often leads to enor-

mous showrooms which, if located in a

high-traffic location, can create a high

overhead cost in rent and insurance, or

which, if located in an less-trafficked

area, would normally lead to more adver-

tising dollars. In my opinion, there is no

right way or wrong way (though many

people would disagree with me) and I

believe both ways can be successful. The

one thing that I am certain of is that

showrooms in the U.S. often offer way

to many choices for today’s consumers. 

Lessons from DPHA

In early October, I attended the annual

DPHA Annual Conference & Product

Showcase in Chicago. The conference

was fairly well attended by dealers, man-

ufacturers and representatives, and was

executed very well. From my perspec-

tive, the very best parts of the conference

(not including the social networking as-

pects) were some of the high-level edu-

cation sessions. The courses were not

only entertaining, but they also had very

good, practical information that all atten-

dees could use in their everyday business

and professional careers. 

One speaker in particular, Robb Best,

VP/general manager of Elkay Commer-

cial, was outstanding in his delivery, ma-

terial and subject matter. The title of his

session was “Selling to the Brain,” and

the information he presented was current

and up to date. Robb explained that the

information he was presenting was some

of the most current information avail-

able, and that marketing people, teachers

and many other people who would nor-

mally speak on the subject, had they

graduated before 2010, their teaching on

the subject would be obsolete now. He

was the hit of the show, having to move

the location of his presentation to a larger

room after the first day of presenting, as

the demand was high. The information

he presented was easy to understand, and

more importantly, was current informa-

tion on how people think and work. One

thing that struck home for me was when

he spoke about how the mind works

when selecting products. He gave exam-

ples of two studies in purchasing habits

and merchandising that relate directly to

the subject of this article. 

One study was about a very success-

ful magazine stand in New York City.

This magazine stand had some ±650

magazine titles, and was known for

their incredible selection for having

every magazine known to be published.

The people conducting the study re-

viewed the newsstand in great detail,

and afterwards asked the owner to try

two very important steps in order to im-

prove his business. First step was that

he had to get rid of some ±250 maga-

zines and reduce his offering. Secondly,

they asked him to take the remaining

magazines and organize them by sub-

ject (e.g.- Cars, Health, Home, Men &

Women’s magazines). Of course the

owner was reluctant, however they

talked him into trying it. Amazingly

enough, the results from the changes in-

creased their business by some +35%. 

The second study was about a store

that sold Jams and Jellies in a retail es-

tablishment. They studied how many

people went by and looked or consid-

ered the products, and what percentage

actually purchased. They began with

six different flavors of Jellies and Jams

out on a table and found that ±40% of

the people in the store viewed the Jams

and Jellies, and about ±35% purchased

them after viewing them. They then

took the same Jellies and Jams, but this

time increased the selections of the fla-

vors to approximately ±20, and found

that ±80% of the people in the store

viewed the Jams and Jellies, but only

±5% purchased. 

Do either of these studies have any

relationship to your showroom(s)? The

likelihood of this being exactly like

your showroom is very high!

Robb also discussed the selection

process that human brains go through

when making a decision to purchase

something. To summarize, our brains

decide best when comparing two items

at a time versus a wide selection of

items. For example, you can show your

customer a very traditional faucet, and

a very contemporary faucet, and let

them choose one. After they choose,

let’s say the contemporary version, you

may want to have them compare the

contemporary with a transitional de-

sign. Let’s say that they pick the transi-

tional style, you may want to show

them one that is similar, and try to nar-

row down their choices. A great exam-

ple of this is when you go to get eye

glasses. The optometrist will put their

diagnostic devise in front of you, and

have you choose, “one or two”, then

“two or three”, then “three then four”

and so on, until you find the right pre-

scription. If they put them all in front

of you at the same time, I would not

only take hours and hours, but likely

you would get frustrated and leave. 

I think the traditional way of thinking

was that showrooms needed to show the

widest variety of brands to offer the cus-

tomer the largest selection to choose

from. This way you would have access

to all of the various brands, so when the

customer came in to the showroom, the

sales person could always say “yes, we

carry that brand” and sell them the prod-

uct that the customer wanted without

any opportunity to upsell them or sell a

brand of choice. This, of course, was not

a bad strategy when you have excellent

salespeople who would say “yes, we

carry that brand, but let me show you

this brand” which the salesperson knew

that it was a brand of choice, was more

profitable for the company, and to their

own bottom line. Unfortunately, this has

caused many problems for showrooms: 

• We have created more “order tak-

ers” than “salespeople”

• We often confuse the customer

with too much to choose from, and

without a great “sales person”, this will

often lead to the customer walking out

the door

• The showrooms that have so many

brands of product have diluted them-

selves and their value to the manufac-

turers.

Now, please don’t take this message

wrong and get rid of 80% of your lines

in your showroom, and leave yourself

with little or no product selection, but

rather take a look at how your sales

people sell to their customers, and con-

sider the quantity brands that you have

in your showroom and make yourself a

Ben Franklin List (for those of you who

don’t know what that is, it is a list of

pros and cons). 

Consider many things when you se-

lect the brands you have in your show-

room:

• The brand and its entire offering of

styles and how they fit your market, 

• The diversity and flexibility of the

line

• The management and the direction

of the company 

• The price points

• The quality

• The profitability of the brand 

• The customer service

• The distribution and the company’s

policies on distribution

• Whether or not the company has a

MAP policy 

• The way your showroom people

feel about the brand and whether or not

they want to sell it. 

Decide what brands fit your criteria,

and try to limit what you offer. Train

your salespeople to sell/be salespeople

and not just take orders. Limit your

staff’s ability to source products from

other companies that your showroom

doesn’t support and find ways to sell

what you have direct access to. 

There were many other things that I

learned in just a short period of time

from Robb Best, and quite frankly, I am

sure that the information that he gave

during the hour or so was just scratch-

ing the surface of the topic, and could

easily fill one or two days. Thank you

to Robb and the DPHA for having him

present this weekend. 

Another message that I would like to

have you take from this article is that

there are excellent resources for you

and your showroom staff that you can

take advantage of for bigger and better

ways to train your showroom staff.

Consider investing in your showroom

staff through other ways that just prod-

uct knowledge. Give your salespeople

the tools to sell. Join DPHA

(www.dpha.net) or other associations

that support sales trainings, to make

your staff the best that they can be. n

Andrew Schor has more than 27

years of experience in the decorative

plumbing, hardware and appliance

business. Growing up with the industry

in his DNA, he is the third generation

of Schor’s in the industry. From his

grandfather, who owned a plumbing

wholesale business in New York City, to

his father, Peter, a noted showroom ex-

pert, educator and industry consultant,

Andrew has continued with tradition in

his family’s industry. Andrew is well re-

spected and has a diverse career work-

ing on the manufacturing side and the

sales/distribution side of the industry.

He has worked for notable companies

such as Apex Supply/The Home Depot

Supply in Atlanta as director of show-

rooms and builder sales, responsible

for 11 showrooms; Sepco/Watermark as

national sales manager; Huntington

Brass as vice president-sales and mar-

keting and currently the national sales

manager for Altman’s Products. He re-

sides in the suburbs of Atlanta and can

be reached at andrew@altmansprod-

ucts.com or 678-644-6089.

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

BY ANDREW SCHOR

Special to The WholeSaler
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Watts Water Technologies is 
Ready to Help You Get Started

On January 4, 2014 Federal Law mandates the 
wetted surface of every pipe, fixture and fitting 
you sell for use in potable water applications 
not contain more than 0.25% lead by weight.  
Streamline your changeover to Lead Free with 
Watts Water Technologies.

Download a copy of our 
white paper, “Preparing 
for National Lead Free 
Compliance” at 
WeAreLeadFree.net.

WeAreLeadFree.net

Lead Free
Starts Here!

See contact information on page 90
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CLASSIFIED ADS

BUSINESS FOR SALE

EMPLOYMENT OPPORTUNITIES

OUTSIDE SALES
Move to beautiful Hot Springs, Arkansas
and have fun selling.  Sanders Supply is
growing and looking for an outside
plumbing salesperson with a commer-
cial emphasis. Please e-mail resumé
and inquiries to:

DQuarles@sanderssupply.net

PROFESSIONAL
SERVICES

Watch our December issue for the

PHCP/PVF Honoree of the Year!

SALES/PRODUCT MANAGER FOR A 
NATIONAL DISTRIBUTION COMPANY

About the job
As one of the leading plastic pipe and fit-
ting manufacturer in the world, we are
inviting highly motivated Sales/ Marketing
Manager who is interested in a long term
career path to join our newly established
manufacturing and distribution center lo-
cated in Corona, CA. The candidate's re-
sponsibilities are:
• To establish and maintain a high per-
formance sales team by recruiting pro-
fessional sales rep agencies.
• Maintain market pricing database
which provides tool to price to the mar-
ket while maximizing profitability.
• Grow profitable sales through in-
creased market share by developing
new prospects and markets.
• Work to improve work flow and reduce
sales errors which will improve the effi-
ciency of downstream processes in pur-
chasing, engineering and operations.

Required
• Minimum 5 years experience in plastic
fitting industry with at least 2 years man-
agement background.
• Familiar with distribution sales chan-
nel in plumbing or irrigation industry.
• Strong leadership capabilities. Must
be hands on leader willing to roll up
his/her sleeves.
• Approachable team oriented attitude.
Puts company goals ahead of individual
goals.

Please send resumé to:
lessohr@gmail.com

TEST CAPS AND TEST PLUGS
Small manufacturing company of high
quality TEST PLUGS AND TEST CAPS
for sale. After 35 years successfully
serving the Plumbing trade, the owner is
retiring. This company can be operated
by an individual with limited knowledge
of the plumbing profession. Great oppor-
tunity to expand. We have nation wide
representation.

Price $50,000
Western Plumbing Parts Co.

PH: 626.792.1382

DIVISION SALES MANAGER
A well established manufacturers’ rep
agency in Texas is seeking an Industrial
PVF sales manager.
• This position requires 5 years industry
experience in application or sales within
the PVF industry. 
• Must live in or relocate to Houston or
Dallas.
• Individual must be highly motivated,
experienced in market development and
have excellent relationship building
skills.
• Must have a flexible schedule and will-
ingness to travel up to 2 weeks per
month.
• Account list is extensive, as is existing
business.
• Compensation package includes:
Base Salary, commission, bonuses, ex-
pense account, car allowance, insur-
ance.
• If interested contact us by email at:

pvfj12345@gmail.com

PRODUCT MANAGER-
VALVE ACTUATION

Well known valve manufacturer is look-
ing for the right candidate to fill the new
position of overseeing its complete ac-
tuation and controls product line. The
ideal person should have experience
with all engineering principles including
working with engineering drawings, Cad
files, and wiring diagrams.

In addition, the person must be able to
work in a fast paced environment, inter-
face technically with a team of Regional
Managers, Manufacturers Reps and dis-
tributors.

The position will oversee all mounting
and testing of automated products, and
work closely with the marketing depart-
ment in the development of technical lit-
erature and instruction manuals. E-mail
resume to:
selection.valvesautomation@gmail.com

believes we could be in for a very bad

Depression in the 2030s.  He encour-

aged the audience to have multiple

income streams and be conservative

rather than trading up when it comes

to buying property.

• The U.S. is the largest market-

place in the world. This really is the

land of opportunity. 

• Fiscal conservatism in D.C. is a

must if we are going to improve on

these potential future issues. The gov-

ernment can’t keep spending; 38% of

our population receives some sort of

assistance from the government and

51% don’t pay taxes. That has to

change.

But undoubtedly the highlight of

the meetings was the closing event,

sponsored by Matco-Norca and

VIEWPOINT
Zoeller — a very special “Dinner in

Paradise” with a touch of the islands

at the Shedd Aquarium. The terrace

at the Shedd, on the banks of Lake

Michigan, provided a perfect spot for

the cocktail reception, with gorgeous

views of the Chicago skyline and

boats on the lake. 

Following a delicious dinner that

featured various food stations through-

out the Carribbean Reef area of the

Aquarium — and some great music by

a local band — it was time for a very

special presentation. Matco-Norca’s

Scott Bardreau was a ringer for Cap-

tain Steubing from The love Boat as

he took the stage with Zoeller Scott

Sweeney to honor Wally Gumm. After

sharing some heartfelt words about

Wally’s service to the industry and to

Embassy, they asked Wally and his en-

tire family to join them on stage where

they presented them with — fittingly

— a cruise vacation package.

On a personal note, I have enjoyed

Wally’s friendship since my earliest

days in this business, and have the ut-

most respect for him. He is such a

genuine man who truly cares about

others. It has been such a pleasure to

see him every year at various events

around the country, and he always

has such pleasant and uplifting things

to say that make everyone around

him feel good. Wally has been an ad-

vocate for so many companies and

individuals — helping guide the

growth of Embassy members and

vendors since the group’s inception.

For our next issue, our PVF “insider”

columnist John Martin will be doing

an interview with Wally and bringing

the story of his amazing life to our

pages. It’s something I know you

won’t want to miss!

Many thanks to Wally, Mike Lep-

ley, Maureen Cosyns and Shari Kelly

for your incredible hospitality at the

Shareholders Meeting! Your team is

a class act, and it’s always such a

pleasure to be part of your events and

bring coverage to our readers. For

anyone who might have missed it,

our October issue featured a photo

montage of the Embassy Sharehold-

ers Meeting, and you can see videos

from the event – including the honors

for Wally — in the “On the Road”

section of our website. n

Mary Jo Martin is editorial direc-

tor of The Wholesaler. she can be

reached at 972-315-9803 or

editor@thewholesaler.com; follow

her on Facebook at maryjomartintx

or Twitter at @maryjomartin. and

don’t forget to “like” The Whole-

saler on Facebook to keep up with all

the latest news and special events!

Mary Jo
(Continued from page 90.)
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WANTED TO BUY
Contractors! Wholesalers! 

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

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

WANT TO BUY

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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A fitting send-off
BY MARY JO MARTIN

Editorial director

T
his year’s Embassy Shareholders

Meeting proved to be a glorious send-

off for Wally Gumm, who retired this

year after having served as executive director

since the group’s inception 21 years ago. And

it was also a smooth kick-off for the group’s

new leader, Mike Lepley, who has been on-

board in a transitional role for the past year

and a half.

Nearly 200 Embassy shareholders, along

with key members from the two sponsor ven-

dors — Matco-Norca and Zoeller Co. — gath-

ered at the JW Marriott in downtown Chicago

for the event, which included board and com-

mittee meetings, several thought-provoking speakers, ENEt network sessions,

member profiles and some special social gatherings.

Once of the speakers was economist Alan Beaulieu of the Institute for

Trends Research, who gave a dynamic presentation on what he sees ahead for

the U.S. ITR has a nearly 95% accuracy rate with its predictions. Among

Beaulieu’s key points:

• Housing construction is getting better. And non-residential construction

is in a steep 13.5% increase.

• Management is going to be even more challenging in the years to come;

overseeing firms, cash, and growing our younger crop of employees — who

eventually will take over our businesses and who are very different in many

ways from previous generations.

• The global environment is changing every day.

• We’re likely going to see a minor recession in 2014 and a major one in 2019.

• Manufacturing is coming back to the U.S. Right-sizing and re-costing is

helping. We are competing globally in a way we haven’t in decades thanks to

lower labor costs in this country.

• China will be facing some long-term severe issues that could dramatically

affect investments made in that country. They have 125 million more young

men than women (25 and under) and a serious social unrest could be on the

rise.

• Russia is also in trouble. There are very few children being born and the

average lifespan of a man there is 62. 

• Interest rates are extremely low so borrow any money you may need to

make investments rather than using your own, because in a recovery you need

more cash to grow.

• Positive indicators in the U.S. are that banks are lending, exports are up

and so is consumer spending.

• One of the states to watch is Texas, because of its pro-business stance, no

state income tax and low cost of housing.

• The U.S. spends more on healthcare for its citizens than any other nation.

In the next 30 years, our population of 65 and older will go from 40 million

to 80 million. So it is likely that we will have to start paying higher taxes in

the future to cover some of these costs.

• Beaulieu advised everyone to be debt free by the late 2020s because he

(Turn forward to Mary Jo, page 88.)

Wally is such a genuine man who truly cares about others... he
always has such pleasant and uplifting things to say that make
everyone around him feel good. Wally has been an advocate for
so many companies and individuals — helping guide the growth
of Embassy members and vendors since the group’s inception.
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CARBON & STAINLESS STEEL
VA LV E STCI

COMPLETE LINE OF ONE PIECE, TWO PIECE, AND THREE PIECE BALL 
VALVES FLANGED END VALVES 150# / 300#VALVES 150# / 300#

NEW STAINLESS WELD-SEAL BALL VALVES 
NOW IN STOCK IN HOUSTON

LOS ANGELES, CA.   HOUSTON, TX.    CHICAGO, IL.    BURLINGTON, NJ.    

ATLANTA, GA.   SEATTLE, WA.   LAKELAND, FL.   CLEVELAND, OH.

Industry Leading Web Order System  |  One Stop Shopping  |  Open 24/7
www.tachen.com  |  1.800.652.0003

Excellence in Execution  .   Efficiency in Motion

 
   

   
 
   

See contact information on page 90
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Details make 
the difference. 

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

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

Our high-quality DuraMac sump pump is ideal for protecting 

residential and commercial properties from ground water. 

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

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

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

draw, which saves energy.

Choose A.Y. McDonald for:

specialists 

installer
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