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Ferguson buys
major Calif.
waterworks
distributor 
NeWPorT NeWS, Va. –Ferguson en-

terprises Inc. announces the acquisi-

tion of Groeniger & Company in an

asset transaction completed Novem-

ber 7. at the present time, the com-

pany will continue to operate under

its existing name and be led by

Groeniger’s current executive vice

president, dick alexander.

(Turn to ‘Flagship’... page 53.)

Contractors Pipe &
Supply buys assets
of A&S Supply
FarMINGToN HIllS, MICH. — Con-

tractors Pipe & Supply Corp. has

purchased the assets of plumbing

and heating distributor a&S Sup-

ply, which is based in Flint, Mich.,

and has been doing business in Flint

and the surrounding area for 62

years. Until the recession took its

toll, they were a dominant player in

the marketplace.

(Turn to Flint-based... page 53.)

John Pope, CEO of F.W. Webb Company, has spent 55 years building a dynamic wholesaling business

while enriching the lives of all those around him. Pope has consistently grown what he affectionately

refers to as ‘Frank’s company’ through innovation and diversification — and the confidence he’s built

among his extremely loyal team with a philosophy of ‘Let the players play.’ Story begins on page 32.

‘Technology is linchpin’

YardleY, Pa. —  an audience representing

60+ wholesale distribution companies was

treated to an unprecedented gathering of

industry thought leaders as they recently

discussed enterprise resource planning

(erP) and the technology-enabled distrib-

utor of the future. The expert panel at the

annual distribution executive Forum

hosted by epicor Software Corporation, a

global leader in business software solu-

tions for manufacturing,

distribution, retail and

services organizations, in-

cluded:

• Kevin roach, executive vice president

and general manager, erP americas for

epicor

• Guy Blissett, researcher at IBM and

fellow of the NaW Institute for distribu-

tion excellence

• Tom Gale, president, Gale Media/In-

dustrial Market Information, and publisher

of Modern Distribution Management

• dr. Barry lawrence, director of Texas

a&M’s Industrial distribution Program

• Mike Marks, managing partner of In-

dian river Consulting Group
(Turn to Forum... page 53.)

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

Epicor hosts panel on future of wholesaling

PHCP/PVF Person of the Year

Scan with your
smart phone or
visit online at
qr.qg.com/9W7iRR
to renew your
subscription to
The Wholesaler!
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ThermaSol heats up DPHA conference
with new ‘Letting Off Steam’ booth 
sAn JosE, CALiF. — Thermasol®

generated a lot of attention at the

decorative Plumbing and Hardware

Association conference october 14–

16. in collaboration with napoleon at

Home interior design and artist

susan Marie Bacchi, Thermasol un-

veiled its much anticipated “Letting

off steam” booth to great fanfare.

“We wanted to break the mold with

our booth and create something unlike

anything that’s been seen at dPHA,”

said Mike straw, regional sales man-

ager for Thermasol. “it’s one thing to

display and debut our latest products

but quite another to give our industry

an opportunity to enjoy the Thermasol

spa experience firsthand. We wanted to

give everyone a taste of ‘A day at the

spa’ in true Thermasol fashion, and

we succeeded.”

The collaboration between Therma-

sol, Bacchi and napoleon at Home in-

terior design served as a three-

dimensional example of how Therma-

sol’s innovative steam technology

complements and enhances contempo-

rary spa environments. A serene oasis

amidst the hectic pace of the trade

show, the “Letting off steam” booth

created an elegant spa-like space with

neutral colors, tranquil lighting and an

underwater sealife theme, complete

with custom artwork

by Bacchi. nearly

every guest who took

respite at the booth

raved about the spa-

like setting, taking full

advantage of the opportunity to kick up

their feet and relax.

“We wanted attendees to feel as if

they had been transported to their fa-

vorite day spa, where they could sit

back and enjoy a refreshing beverage

amidst the soothing lights, colors and

music of Thermasol’s serenity light

& music system,” said Bacchi. “We

used the system in a creative way, by

focusing the lights and colors on the

painted canvases to immerse atten-

dees in our underwater haven.”

Thermasol’s booth also engaged

guests by unveiling the interactive

Bluetooth Zone®. This demonstration

tool allowed any attendee to walk into

the booth and wirelessly sync up their

portable music players with the seren-

ity light & music system, which helped

create an even more serene ambiance.

Thermasol representatives were on

hand to present the company’s new

Modern Collection, which consists of

sleek steam shower controls, steam-

heads and designs that match most pop-

ular modern and minimalist plumbing

fixtures and decorative trim sets.

Michael Ardente of Water spot

was announced as the grand prize

winner of Thermasol’s Missing sol

Contest, originally launched on the

company’s Facebook page in early

october. Ardente found the Golden

sol hiding at the show underneath a

water fountain. As the lucky winner,

he took home an iPad®2.

Visit www.thermasol.com

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

Winner of the Golden Sol was Michael 

Ardente of Water Spot, shown here

with ThermaSol's Mike Straw.

Edison, n.J. — General Plumbing

supply, a plumbing wholesaler with

13 locations in new Jersey, recently

earned special recognition from

Rheem as a “Partner in Growth.” The

award honors GPs for more than 100

years of business excellence and its

seven years of distributing Rheem

residential and commercial water

heating products to the new Jersey

market, as well as parts of Pennsyl-

vania and new York.

“Rheem has had a great working re-

lationship with General Plumbing sup-

ply for the last seven years,” said

dennis Ryan, eastern region sales

manager for Rheem. “Between 2009

and 2010, General Plumbing supply’s

sales of Rheem water heaters were up

21.6% despite the difficult economy.

What’s more, the outlook for 2011 is

tracking to be another 10% to 15% in-

crease for Rheem tank-type water

heaters and a 20% increase for the

company’s tankless water heaters.”

Founded in Bayonne, n.J., in 1910,

GPs experienced initial growth in the

1980s when it expanded to two loca-

tions and relocated its headquarters to

Edison. The current structure is the

result of acquisitions and organic

growth over the last decade. With the

most recent addition of a trade loca-

tion in Lakewood in June, GPs now

has 13 total locations, including 12

office-warehouse facilities, five of

which have showrooms, and one

stand-alone showroom.

“We’re experiencing tremendous

growth right now because we’re

moving into new markets,” said

Justin Freedman, marketing director

for GPs. “in the last five years, we’ve

created a stronger presence in north-

ern new Jersey with the opening of

our Ridgefield branch a few years

ago and our more recent openings in

Tenafly and Bergenfield.”

Part of the strategy that GPs has

used when opening new locations is

to leverage the strength of the Rheem

brand. GPs actively promotes Rheem

in the company’s marketing efforts,

such as direct mailings and give-

aways, or dinners that reward cus-

tomers as part of Rheem-sponsored

customer loyalty programs.

“When we move into a new loca-

tion, we understand the importance of

promoting the Rheem brand and

leveraging its success,” said Freed-

man. “For example, because we be-

lieve the Rheem name is so strong,

we marketed ourselves using the

Rheem brand, logo and products in

print advertising when we entered

Tenafly in october 2010.”

Advancements in water heater

technology have also been a driving

factor behind the increase in Rheem

sales, according to Freedman. GPs

has actively assisted its customers in

moving to higher-efficiency residen-

tial products, such as power direct

vent and induced draft tank-type

water heaters, and tankless water

heaters, including the new Rheem

Prestige™ series Condensing Tank-

less Water Heaters, which operate at

94% efficiency.

“Rheem has a much more compet-

itive offering of tankless water

heaters, both in terms of the units

themselves and their pricing, espe-

cially with the introduction of the

Prestige units,” stated Freedman.

“Residential customers are definitely

trending toward tankless, whether

these units are specified by the

builder or an added value that plumb-

ing and heating contractors are able

to up-sell to their end users.”

Although Freedman attributes a

majority of GPs’ growth of Rheem

sales to residential water heating

products, he also added that the com-

pany’s commercial products have

helped reach customers’ needs. in

particular, the new sPidERfire® se-

ries of gas commercial water heaters

from Rheem have been popular with

GPs’ customers. operating at 95%

thermal efficiency, the sPidERfire

water heater can deliver 460 gallons

of hot water in one hour.

“our recent success with GPs is a

definitive case where the Rheem brand

has helped generate more sales for a

wholesaler,” said Rheem’s Ryan. “At

the same time, the wholesaler’s long-

standing history in a local market has

helped Rheem expand its footprint in

the new Jersey area.”

Visit www.rheem.com

Rheem honors
General Plumbing Supply

From left, Bruce Tucker, Justin Freedman and Joe Novak of General Plumbing

Supply display the ‘Partner in Growth’ award from Rheem.
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Drama is fine for the theater, not
so fine for your business and life
I

was talking to my son a couple

months ago. He is single and not

in a relationship. He was saying

that he really wanted to reduce the

drama in his life. I asked what that

meant and he said that work, friends

and girls were creating a lot of stress

for him. He said that the girls in his

life were especially stressful and in-

volved a lot of active work to main-

tain happy, peaceful relationships. He

said further that some just seemed to

be in a continuing state of crisis that

required that he be doing something

to bring peace to the relationship on

a regular basis. I asked where he was

finding these girls and, while I won’t

be specific, he does not seem to be

looking for girls at church socials —

if there still are church socials for

young men in his area. 

With vast consulting experience, I

suggested that his recruiting process

might be flawed and that I thought

there actually were girls who didn’t re-

quire excessive attention for a good re-

lationship. I suggested that he should

focus on lower-drama relationships

going forward. He said he would con-

sider whether it was worth it.

As I was thinking about wholesal-

ing in 2012, I think this would be a

good year to actively reduce the

drama in our lives. I doubt that we

can eradicate all of the drama, but I

think there is a lot of low-ROI (return

on investment) drama that can prob-

ably be eliminated that would make

our lives more pleasant and produc-

tive. The first step is to consider some

of the drama areas and then to select

the drama that we want to eliminate.

Some thoughts

1. Drama customers. While it is al-

ways tough to fire customers, in the

current market it is even tougher to

justify. With that said, there are some

customer drama-queens that you

ought to at least consider firing. They

consume an inordinate level of re-

sources. They often generate low to

negative profit when you consider the

drag that they create on your company.

They can be terribly demoralizing.

a. Chronic complainers. Some

customers must have had or have an

unhappy life where they feel the need

to gripe about everything from the

weather, to the traffic, to the world as

a whole and, so you don’t feel left

out, about your company. 

When I worked for a Fortune 50

company, I had a customer who was

unhappy about everything we did

with him. It just seemed that he was

mad at us all the time. One time, he

called me to loudly remind me how

horrible we were. I told him that we

were working very hard for his ac-

count, that we appreciated his busi-

ness and we were frustrated and

disappointed that all our hard work

resulted in making him so unhappy.

After a minute, he said that he really

wasn’t unhappy with us, it was just

his style to complain aggressively

whenever there was a problem. It was

the turning point in our relationship

as he realized that his style created so

much drama in the relationship. So

before you end any relationship, al-

ways try to reform the offender. If

you finally decide to end the relation-

ship, you will have a clean con-

science knowing that you have done

all that you can. Efforts to change

drama-customers doesn’t always

work because some of them enjoy

complaining and are probably hap-

pier when they can make your life a

little more miserable. 

b. Complainers who have valid

complaints. It is important to sepa-

rate the chronic complainers from

those who like you and can help to

identify the important problems for

your company to address. Some of

your team will put these customers in

the same bucket as the chronic com-

plainers since they both create added

work and drama. Management must

differentiate between the two types

and deal with each class in vastly dif-

ferent ways. 

2. Drama Employees. As with all

labor issues, consult your labor attor-

ney so you remain in compliance

with local, state and federal laws.

Sadly, the morass of laws that com-

panies must comply with seem to be

getting more complex and sometimes

less based on common sense. While

many drama employees were proba-

bly removed as a part of the belt-

tightening that most companies

implemented, sometimes new ones

appear over time. So take stock of

your team looking for these: 

a. Chronic complainers. Some

probably learned it from your cus-

tomers while others are just “naturals.”

Either way, they can create a lot of

management stress and consume a dis-

proportionate amount of time that

could be spent leading the productive

people on the team. They demoralize

and annoy your happy workers and

their productivity is impacted as they

devote hours nitpicking about all facets

of the company. As with customers it

is important to distinguish between the

ones who are just not happy versus

those who care and can provide man-

agement with important insights into

the company and its processes.

b. Chronic poor performers. Be-

yond the obvious productivity issues

created by poor performers, there is the

drama they create for management and

the morale-drama they create among

the good members of your team.

c. Non-team players. This group is

often the toughest drama–creator since

they are sometimes the most talented

and most ego-centric employees. It is

a day-to-day recalculation comparing

the good that they do with the damage

they inflict. In my career, outside sales

and IT people have been the most dif-

ficult. I think that the skills and per-

sonality that makes these people great

also seems to make them more diffi-

cult to work with.

3. Drama vendors. Ideally manu-

facturers are there to help but some-

times that is not the case.

a. Inconsistent objectives. Many

manufacturers are publicly traded

companies. Sometimes their quar-

terly performance focus can cause

them to cycle from Jekyll to Hyde

over the course of a quarter. Every

time they change direction, make

new requests or demands, it creates

drama in your company. While some-

times these changes are for the good,

they create extra work as your com-

pany adapts and adjusts to the sup-

plier’s new policies and edicts.

b. Poor performance. This can

occur many ways:

i. Shipping errors. Every messed

up order becomes a succession of

missed commitments, reorders, cred-

its and extra work for your team.

(Turn to Do you... page 67.)

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

BY RICH SCHMITT

Management specialist

I had a customer who was unhappy about everything
we did with him. It just seemed that he was mad at
us all the time... [but] he said that he really wasn’t
unhappy with us, it was just his style to complain

aggressively whenever there was a problem.
It was the turning point in our relationship...
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Murray Supply hosts 5th annual field marketing summit

wINstoN-saleM, NoRtH CaRolINa

— wholesale plumbing distributor

Murray supply Company held their

annual Field Marketing summit on

october 7-8. a number of MsC sales

personnel and 18 Valued Vendor

Partners participated in the event. 

Murray supply Company is a

member of affiliated Distributors,

which is a nationally recognized

buying and marketing group that

serves the independent distributors

of plumbing, PVF, HVaC, electrical

and industrial suppliers. affiliated

Distributors strongly encourages

their members to participate in Field

Marketing summits to strengthen

relationships between suppliers and

distributors.

on october 7, the vendors, reps

and Murray supply branch man-

agers and corporate staff began the

evening with a tour of old salem in

downtown winston-salem, N.C.

after the tour, the participants en-

joyed dinner at the Hawthorne Inn

and Conference Center.

the next day, Murray supply

Company held a day-long strategic

planning session with 18 Valued

Vendor Partners at the Hawthorne

Inn and Conference Center. all of

the inside and outside sales associ-

ates, branch managers, purchasing

agents, showroom consultants and

corporate personnel from Murray

supply participated in the event. the

suppliers had booth sessions, where

they meet with all of the MsC sales

associates to discuss sales, market-

ing and training goals for the up-

coming year.

the 18 Valued Vendor Partners that

participated in the event included:

american standard, anvil, a.o. smith,

apollo Valve, aquarius bathware,

bradley, Cambridge-lee, Charlotte

Pipe, elkay, Halsey taylor, lenox, Jay

R smith, Matco-Norca, Moen, Nibco,

oatey, sloan and ward.

beDFoRD, Mass. — F.w. webb Com-

pany has opened a new 50,000-

square-foot wholesale supply store

and retail bath showroom in boston.

Frank webb’s bath Center is the

company’s first retail showroom in

the city of boston and offers a new

resource for designers, architects,

contractors and bostonians.

with roots that go back to 1866,

F.w. webb’s new boston location

represents the moving of a landmark.

the F.w. webb headquarters was on

Columbus avenue until 1968, when

the company built its new headquar-

ters in burlington, Mass. F.w. webb

renewed its presence in boston in the

1970s with the acquisition of atlantic

Pipe and supply at the current loca-

tion in the city at 237 albany street. 

Now, with the new facility on Dorch-

ester avenue, F.w. webb is tripling the

size of its boston footprint while

shrinking its carbon footprint, once

again changing the downtown land-

scape with a forward-thinking, one-of-

a-kind structure. the green design of

the building includes an array of solar

panels on the roof and a geothermal unit

for its heating and cooling needs.

“we take a lot of pride in our contri-

bution to the city of boston. over the

flow before making a purchase. From

tubs to towel bars, the Frank webb’s

bath Center specialists will help

homeowners take the guesswork out

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

Jim Sutton from Ward Manufacturing discusses products with associates from

Murray Supply Company.

F.W. Webb opens
state-of-the-art warehouse
and showroom in Boston

past century and a half, if there was a

building being built in boston, it was

likely that F.w. webb was involved,”

said president Jeff Pope. “today we

are pleased to offer our own cutting-

edge facility to the city, providing a

very small carbon footprint with the

latest in green building design.”

the new F.w. webb location was

built with an open-concept design

that allows wholesale trade customers

to browse merchandise. “our cus-

tomers are now able to view and se-

lect merchandise rather than waiting

for a salesclerk to track down items

in the warehouse,” said tom blades,

general manager of the boston loca-

tion. “In addition to our core indus-

trial PVF and plumbing and heating

supplies, the new store will also carry

HVaC controls and refrigeration and

fire protection products, providing

our customers with more of what

they need for any job.”

the modern showroom will feature

a broad range of bathroom and

kitchen displays and premium prod-

uct lines, including toto, Hansgrohe

and american standard. a wall of

fully functioning shower heads and

faucets offers customers the opportu-

nity to experience and evaluate water

KSD goes
green with
solar power
wooDbRIDge, N.J. — KsD has com-

pleted a 1-megawatt system, in con-

junction with stC solar Inc.,

comprised of more than 3,600 solar

panels. the system sits on top of

KsD’s woodbridge, N.J., distribution

center. approximately one-third of the

power generated will be used at KsD’s

facility; the remaining two-thirds of

the power will be sent to the power

grid to provide green, sustainable

power to the citizens of New Jersey.

Visit www.ksdusa.com or www.stc-

solar.com

F.W. Webb president Jeff Pope (inset) remarked, “We take a lot of pride in our

contribution to the city of Boston... Today we are pleased to offer our own 

cutting-edge facility to the city, providing a very small carbon footprint with the

latest in green building design.”

of their construction or remodeling

projects and even connect them with

a recommended contractor.

Visit www.fwwebb.com

New Castle, Del. — speakman

Company exhibited their new coordi-

nated bath plumbing fixtures at the In-

ternational Hotel, Motel & Restaurant

show in New York on November 13 –

15. speakman has been the shower-

head choice for many hotel brands.

each collection includes coordi-

nated showerhead, shower valve and

tub spout, which pair nicely with

matching faucets and accessories

(towel bar, robe hook, toilet paper

holder, etc.) these coordinated looks

have been designed to enhance any

hotel guest bathroom decor. 

Visit www.speakmancompany.com

Speakman Company unveils new bath fixture collections 
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With its ability to withstand seismic activity, simple installation and lack of material waste, 
yellow CSST has long been the undisputed choice among contractors for residential fl exible 
gas piping installations. With good reason, too. So, for those of you who still want your 
yellow, we’re proud to say you can still get it right here. And that’s something many of 
our competitors simply can’t say. Because after all, a world 
without yellow just wouldn’t seem right. 

To fi nd out if yellow CSST is right for your next installation,
visit www.gastite.com/yellow/TW. 

When the job calls for yellow CSST, there’s only one name to call on.

Please refer to the Gastite Design and Installation guide for proper installation, bonding and grounding.

See contact information on page 70
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PeACHTRee CiTy, GA. — on, october

20, Rep. lynn Westmoreland, R- Ga.,

toured Rinnai America Corporation’s

north American headquarters and lab

facilities, and spoke with employees

and honored guests. 

During his visit, Rep. Westmoreland,

a former building executive, met with

Rinnai executives to discuss initiatives

and policies to spur economic growth,

promote job creation and accelerate hir-

ing in Georgia’s Third Congressional

District and throughout the U.S. Rep.

Westmoreland made remarks to a crowd

that included Mayor Don Haddix of

Peachtree City and Chamber of Com-

merce president virginia Gibbs, as well

as more than 70 Rinnai employees.

“Rep. Westmoreland’s visit high-

lighted topics critical to the success of

our business, including support for

legislation that will help promote en-

ergy efficiency in our country’s homes

and businesses,” said Phil Weeks,

Rinnai’s Coo for north America.

“Strong energy policy also translates

into a stronger bottom line for Rinnai,

its distributors and installers, fostering

valuable economic development op-

portunities during this critical time in

our nation’s history. We applaud the

congressman for committing to fight

for jobs in Fayette County and the

building industry.”

“i am proud to have the Rinnai

corporate headquarters based here in

Peachtree City in Georgia’s Third

Congressional District,” said Rep.

Westmoreland. “it’s companies like

Rinnai that are working to keep

America competitive on the global

stage. Their advances in energy tech-

nology not only help American fam-

ilies save money on their heating bills

but also create American jobs.”

Visit www.rinnai.us
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Knoxville, Tenn. — Modern Supply Company has

been selected as the overall winner for WiT & Com-

pany’s WHAM (WiT Honors Achievements in Mar-

keting) marketing award for 2010 innovative

marketing initiatives. WiT is a national member-

owned organization of approximately one hundred

independent plumbing, heating and cooling whole-

sale distributors. Modern Supply submitted entries in

six categories, including advertising and brand

awareness for the creation of their fictional

spokesperson Modern’s Millie. 

“We’re very excited to receive the WHAM mar-

keting award and to be recognized among our peers,”

states Pace Robinson, Modern Supply Ceo. “Mod-

ern Supply has implemented marketing programs

that are unique to our industry. our fictional

spokesperson, Modern’s Millie, was created to soften

our wholesale image and better relate to today’s con-

sumer market. We continue to expand our marketing

efforts and incorporate Millie in most all aspects.” 

“For all their hard work reinventing their com-

pany’s brand in 2010 and beyond, Modern Supply

definitely deserved to win this

award,” Sabrina Hawthorne,

WiT marketing coordina-

tor, comments. “Their

branding strategy is

unique and creative, for

this industry and overall.

When they introduced Millie

to their market, they success-

fully implemented several out-of-

the-box endeavors. Congratulations,

Modern Supply!”

The announcement was made at

WiT’s 2011 Fall networking Meet-

ing in indianapolis. The award in-

cluded a professional photography

and video shoot of Modern Sup-

ply’s Knoxville showroom and staff and was revealed

at the meeting. 

Visit www.kitchenandbathblab.com or www.modern-

supplyshowroom.com, as well as YouTube, Facebook

and Twitter.

Modern Supply wins WIT marketing award

Modern Supply received the overall WHAM award

from WIT at its Fall Networking Meeting. Shown

here are WIT president Morris Cregger, Modern

CEO Pace Robinson, Sabrina Hawthorne from

WIT and Modern president/COO Dottie Ramsey.

Rep. Westmoreland
visits Rinnai America

See contact information on page 70
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Sanibest plumbing system turns branch-
rehab project into in-store working model
BAlTImoRe, md. — When plumbing wholesaler

Schumacher & Seiler Inc. relocated its Baltimore

branch last summer, district manager Bill Pritch-

ett expected the hefty price tag that goes along

with any major move. When they began to con-

vert the space to their liking, however, he and the

management team quickly realized that the ex-

isting restroom site wasn’t going to work. That

meant unanticipated expenses. 

“The old bathroom didn’t fit the plan, so we

moved it,” Pritchett said. “But the new location

of the bathroom — with no below-floor drainage

— meant we would have had to break up the

concrete floor and run pipe about 20 feet to the

sewer line. That would have cost a lot more than

we wanted to spend.”

If it had been any other business, the manager

might have been stumped and, therefore, stuck

with an unwanted bathroom in an inconvenient

location, but Pritchett knew exactly how to solve

this challenge. He turned to his own warehouse

inventories and installed one of his most popular

commercial products.

By using a Sanibest up-flush macerating system

from SFA Saniflo Inc., Pritchett was able to create

a suitable bathroom and put it exactly where he

wanted. The grinder system serves the sink, a uri-

nal and a toilet. A nearby water cooler also drains

into the pump. It’s the only restroom in the branch,

so both customers and employees use it. 

The most powerful of Saniflo’s products, the

Sanibest grinds waste with a steel cutting blade

and uses a pump to send the effluent through ¾-

or 1-inch pipe to the sewer or septic system. de-

spite its exceptional pumping ability, the toilet

flushes the standard 1.6 gpf.

Although Pritchett’s system needs to pump

waste and water just 20 feet, the Sanibest can

pump effluent up to 150 horizontal feet and 18

vertical feet. The grinder system can handle

heavy toilet use and flushing of sanitary prod-

ucts, so it’s ideal for warehouses, rental proper-

ties, commercial facilities and other locations

where use can’t be controlled. 

What began as a cost-saving installation quickly

turned into a working model, Pritchett explained,

noting that even skeptical plumbing installers have

been converted. “It’s been a great selling tool, es-

pecially with homeowners. We tell people in our

other stores to go to eastpoint so they can see it

themselves and get an idea of how it works.”

Residential customers will likely end up with

the Saniplus, which uses a fast-rotating macerat-

ing blade to process waste and water through ¾-

inch pipe. Ideal for homes, the Saniplus can

pump effluent 12 vertical feet as well as 150 hor-

izontal feet, so it can easily be installed in attics,

bathrooms or anywhere else that plumbing is

needed. There really was no question as to what

product to install in the new branch, Pritchett

noted. “I’ve been selling Saniflo for years, and

we’ve never had any issues.”

Pritchett encourages others to install a Saniflo

product in the showroom or warehouse, but not

just for convenience or cost savings. “A working

model has been a great way to help our cus-

tomers see what they can do in a challenging sit-

uation to save time and money,” he added. “You

can pretty much put a bathroom anywhere you

want with this product.” 

Visit www.saniflo.com
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Schumacher & Seiler Inc.’s relocated Baltimore

branch is a showcase for the Sanibest up-flush mac-

erating system, with a system installed for cus-

tomers’ appraisal. Below right, district manager

Bill Pritchet says “A working model has been a great

way to help our customers see what they can do in

a challenging situation to save time and money.”
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W
elcome readers! Every

time I miss a month of

processing “Martin’s Cor-

ner” or skip a month for various rea-

sons, I feel a bit like I simply missed

out on a great opportunity to share

with the industry and all the readers

of The Wholesaler another success

story about the independent whole-

saler in this country of ours that needs

to be told. 

I can only imagine that when

George Merrill Cooper founded M.

Cooper Supply Co. way back in

1938, and what was then way out on

the southwest side of Chicago, that he

had some thought of having a whole-

sale company to support a niche mar-

ket he had found out there or needed

to support some contractor or end

user for any number of reasons. I’m

quite sure he had no written plan to

make it last 60-plus years; he just

wanted to make a buck and stay in

business. No Sir, it never entered his

mind most likely. As business must

have improved for Mr. Cooper in

those first 20 years, the U.S. went

through a couple of wars (WWII

being one of them), during that time

also. Culture changes and other major

economic changes that happened

across the country changed the face

of our country and they started

changes in how business was to be

done in our system for ever more.

Now, do the math, 60 years later on

September 1, 1998, a young fellow

by the name of Dennis Goode came

along and purchased M. Cooper Sup-

ply. Needing a business vehicle (an

umbrella company if you will) by

which to make the acquisition hap-

pen, Mr. Goode founded a holding

company by the name of Goode In-

dustries, and he along with his sons

Greg and Dan made the buy, and took

control of the company at that point.

The new ownership had up front

ideas of diversification in services

and goods they could offer to make a

difference in multi-markets within a

defined geographic area. 

Starting their efforts with a local

company like M. Cooper under their

direction that already had a product

line base for plumbing products, an

inventory, and an active customer

base in place seemed to be a good

place to start — and so begins the

story, that just keeps getting better!

Fast forward to 2004. Since acquir-

ing M. Cooper, and obviously work-

ing the plan they created, Goode

Industries opened a subsidiary com-

pany called M. Cooper Cabinet LLC.

Starting from scratch, this fledgling

small cabinet supplier (with big

ideas) to new homes and downtown

high-rise projects experienced sub-

stantial growth over the next five

years. As we all know in those years,

markets such as this were booming

and in need of good, steady suppliers

of product and finished goods. Den-

nis Goode and his sons’ plan was ob-

viously working for them and playing

to the market needs. (As stated by

Dennis Goode, “Over the past 30

years, there has been 60 or more in-

dependent wholesale businesses of

various sizes and shapes go out of

business due to not having good

working plans for survival in the

Chicagoland market. That is why I

started with my sons at my side to

learn through me and the markets I

chose to serve, and then have them

carry on. I still expect that to hap-

pen.”) That statement would be one

apparent solid reason why during this

boom starting in 2004 for M. Cooper,

they were experiencing great success,

as owners and contractors were look-

ing for someone solid and steady to

depend on in all phases of their

plumbing, cabinets, etc. business. 

Fast forward again to 2010, In Sep-

tember of that year, M. Cooper Supply

acquired a company by the name of

K&L Supply of Hanover Park, which

is now known as M. Cooper North.

Adding this piece of the plan finally

enhanced their ability to better service

the entire Chicagoland market.

Well, enough of all the information

that I have read about or was told or

learned from the street about M.

Cooper. This company is continuing

to move in a very positive way and of

course in the right direction under the

style of management that has been

proven. Let’s hear directly from the

folks that started it all.

Today, ladies and gentlemen, it is

my pleasure to be in the corporate of-

fice of M. Cooper Supply in Mokena,

Ill. Please, meet Mr. Dennis Goode,

founder and CEO of Goode Indus-

tries, and owner of M. Cooper Supply

Co. Good morning Dennis. I thank

you so much for allowing myself,

Martin’s Corner, and The Wholesaler

industry magazine to have this much

of your time to share the story of your

company(s) and the growth ride you

have been on almost since the start

back in 1998.

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

Goode: Thanks to you John, and

it is a pleasure to have you here with

us. Having your company (Anvil In-

ternational) as a valued vendor and

partner in our industry efforts is re-

ally a pleasure, but having you here

also on behalf of the industry to tell

our story in print for all the readers

of The Wholesaler is really an excit-

ing deal for us. 

Martin: Well Dennis, it is a pleas-

ure to do it. I know you have heard it

said from many manufacturers in this

business over the years, but it is true

that the making of our industry lands

squarely on the backs of all the vision-

ary people out there in the past to the

current that see a need, and focus on

that need for the good of an industry

or a segment of that industry. Our suc-

cess at Anvil was squarely built on the

backs of and with the support of inde-

pendent wholesalers and end-users.

It’s part of the record, very clear. There

(Turn to M. Cooper... page 18.)
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BY JOHN E. MARTIN

PVF industry veteran

Front row, l-r: Greg Goode, VP-Sales & Marketing; Dennis Goode, Founder and

CEO of Goode Industries and owner of M. Cooper; and Gary Hull, President.

Back row, l-r: Jim Mischka, Inside Sales Manager; Dave Poteete, VP-Finance;

Janet Pace, VP-Purchasing; and Rick Stahmer, Operations Manager.

M. Cooper Supply

‘It just keeps getting better!’

• Founded in Chicago
in the late 1930s 

• Contractors look to
M. Cooper for stability

• Continually fiding ways
to lower costs

• Business culture that
honors customers

• Heavily involved in
trade associatons
and buying groups

• Good community
member involved
in childrens’ charity

• Say ‘YES’; never find
reason to say “no”
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STAINLESS AND ALLOY WELD FITTINGS AND FLANGES

 

Piping Solutions That Fit.

®

®

® ® ® ®

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

Because every customer has different needs, we have 
both standard and custom fittings and flanges.  To learn 
more about our products and solutions give us a call.  
We’d be happy to explore how Core Pipe Products can  
leverage the versatility of its four major brands to  
precisely fit  your needs.
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M. Cooper Supply grows by gving back
are a lot of good things that go on with

all the large and very large chain

wholesalers nationally and regionally

no doubt. In today’s world, producers

of commodity products like Anvil

makes here in the USA needs good

business from all of you to help us run

factories, keep hard working people

on the pay role, keep production up,

and to help you help us continue to

compete with importing companies

from around the world. 

Keeping our plant loaded cost to a

real honest competitive number, is the

only way we see to make all the above

happen for you and for us. We are

competitive for the wholesaler be-

cause our foundries and plants strive

continually to find ways to lower our

transaction cost to each of you. We do

that by working and knowing the

markets, and the players in every

market. M. Cooper is a player that we

know in the market you serve — con-

gratulations on that.

Now let’s get started with a few

questions about the chain of events

that have brought you, you compa-

nies and all the people that work for

M. Cooper to this point today. In my

introduction above I told a lot of the

start up story starting with Mr.

George M. Cooper forming the com-

pany in Orland Park in 1938. Sixty

years later you purchased it, allowing

you and your sons to take control.

That started the ball to rolling it

seems, but before we get into all the

details, tell the readers a little bit

about Dennis Goode?

Dennis Goode: Well, to get to that

answer, let me start with noting the

fact that I was born in the Chicagoland

area. In 1976, I went to work in the

wholesale plumbing industry as a

warehouse person for Builder’s

Plumbing and Heating Supply in Ad-

dison, Ill. After numerous promotions

I was named corporate purchasing

manager. Purchasing, I found became

a real passion for me. (Note from the

writer: Mr. Goode did not tell me this,

but just as an aside, I know that he was

named Corporate Purchasing Agent of

the Year in our industry in 1986!) In

1990, I went to work for L.W. Paul

Supply Company, which is where I re-

ceived 8 years of experience in admin-

istration and finance. In 1998, using

the vast knowledge I had gained, de-

cided to form Goode Industries Inc.,

to purchase M. Cooper Supply. 

Martin: Thanks Dennis. How

about moving on into telling us a bit

about your key management TEAM

and how they are structured please.

Dennis Goode: You bet I will,

John. That is a piece of the company

that I really enjoy — building a great

core of people to respect and grow

the company who respect my busi-

ness philosophy to grow the com-

pany. 

First of all, I must introduce my

son Greg Goode to the readers. He is

VP of sales and marketing. Greg is

being groomed to be the future owner

of M. Cooper Supply. He has been in

the industry about 18 years. In addi-

tion to working full time here running

all the sales and marketing aspects of

the company, he is also attending

Purdue University in the evening pur-

suing his MBA. 

Next we have Janet Pace who is

(Turn to Serving... page 22.)

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

(Continued from page 16.)

See contact information on page 70

“Our company policy 
is to say ‘Yes,’ rather 

than to think of a reason 
to say ‘No,’ and that 

makes all the difference.”
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Serving Chicagoland since 1938: M. Cooper Supply
VP of purchasing for us. Janet came

from Louisiana and has been in the

business over 35 years working with

good companies like LCR-M and

Your Other Warehouse, both Hajoca

Companies. She also was with

Y.O.W. when it was sold to Home

Depot. Later she went to work for

Builders Plumbing and Heating here

in Chicago. Janet came to M. Cooper

in 2007 and is doing a great job for

us. Having her in charge of our sub-

stantial inventory dollars is a real

comfort for me. We here at M.

Cooper are very proud of Janet’s in-

volvement in the industry. As an ex-

ample she was just elected and

installed as President of the Chicago

Chapter of The Executive Women In-

ternational. I was very pleased to be

asked to give the keynote speech to

the chapter at her installation. All

these women executives from some

35 plus Chicago area corporate com-

panies are very active in their own

business operations like Janet is, but

also in joint business issues and prob-

lems that harm us all……working on

issues to benefit us all. 

Next, we have a gentleman by the

name of Gary Hull that I brought in

as President quite recently. Gary is a

graduate of Roosevelt University

with a BSBA. He also entered the

business here in Chicago after grad-

uation and spent his entire career cul-

tivating his true passion and that is

sales and marketing! In 1982 he

helped develop Mid-Continent Mar-

keting, which became a leading man-

ufacturer rep in the state of Illinois. 

In 2008, he sold the company to

his junior partners. For the next cou-

ple years he was consultant to several

companies which included M.

Cooper, and now he was named as

president of M. Cooper Company in

early 2011. Gary is a great addition to

our company and our TEAM.

We also are pleased to have David

Poteete with us as VP of finance. He

has an Associate’s Degree at south

Suburban College (1989), and a Man-

agerial/Business Accounting Degree

from Purdue Calumet. In various

roles since 1990, David has experi-

ence with both plumbing contractor

and wholesale distribution and has

been with M. Cooper since 2005.

Currently he is chairman of The

Plumbing Division of the American

Supply Association and on the Board

of Directors of the Midwest Distrib-

utors Association.

We are lucky to have Rick Stahmer

with us also. He was recently hired as

operations manager for the company.

He is a graduate of Indiana U., with a

BS in Finance. He has 25 years of ex-

perience in the wholesale business as

well, with a lot of that time in IT. His

strength and focus is in streamlining

processes and maximizing opera-

tional cost savings while improving

customer service.

Finally, we are pleased to have Jim

Mischka on board with us as our in-

side sales manager. He has his Asso-

ciates degree South Suburban

College and has 19 years in the

plumbing wholesale business. Jim

joined the M. Cooper family in 2006

as the Operations manager and then

took over as Inside Sales Manager. 

Martin: Let’s move to inventory to

service your market segments? Do

you let each geographic branch loca-

tion stand on it’s own for inventory

buys, or does corporate (Janet) have

the direction and the flexibility to

make sure local inventories are up to

speed based on segment needs?

Dennis Goode: Fair question, and

one that needs a clear cut response.

To answer your question in an all-en-

compassing way, I’ll start by saying

that currently, M. Cooper Supply op-

erates out of two distribution centers

offering a full line of commercial and

residential fixtures and faucets, in-

cluding American Standard, Porcher,

Villeroy & Boch, St. Thomas Cre-

ations, Jado, Moen, Delta, Brizo,

Danze, Jacuzzi, MAAX/Aker, MTI

and National Bathing products,

Rheem Water Heaters, Charlotte Pipe

& Foundry Product, Anvil Interna-

tional products, as well as other pipe,

valves and fittings needed in our dif-

ferent market segments served. 

Our cabinet division, M Cooper

Cabinet Company also warehoused

in Mokena, offers kitchen and bath

cabinets from Crystal, Fieldstone, Ul-

tracraft, Kitchencraft, Homecrest,

Smart and Bertch vanities, as well as

laminate, solid surfaces, quartz and

granite countertops. The M. Cooper

Kitchen & Bath showroom allows

our customers to choose from all of

above mentioned names. 

We service the entire Chicagoland

area, going as far north as Wiscon-

sin, as far west as Rockford and as

far south as Kankakee. We also de-

liver into NW Indiana. We have a

total of eight plumbing and cabinet

outside salespeople with combined

segment duties, and 12 inside sales-

people in total.

Martin: Knowing that inventory

management is a darned if I do and

darned if I don’t balancing act, how

have you controlled your inventory

over the last of couple of years? 

Greg Goode: Hey, Good morning

John! Good to see ya, and my thanks

also for giving our company this ex-

posure in The Wholesaler. We all ap-

preciate it. On the inventory question,

I’ll just say that while Janet has qual-

ified help, at the end of the day she is

very good at watching it all, and

knowing what us going on with the

allocated dollars we have in that

warehouse. She spends it like it was

all hers, and that is a good thing!

Martin: Thanks Greg. While I

have you and Dennis is taking a

break, let me throw this two part

question at you:

• How are the annual sales at M.

Cooper divided (%) among the mar-

ket segments to you are dedicated?

• Do you have a market niche that

you consider a specialty for you?

Greg Goode: Hey, I’m glad Dad is

on a break also, as I love to answer

these questions. First of all reference

question 1: The current snap shot

(due to the market conditions today

that are available), about 93% of our

business is plumbing with 65% of

that being commercial and 35% of it

residential. The balance of 7% is cab-

inets that consist of 100% residential

both single and multi-family. 

In reference to question 2, we feel

we have created a business culture

that honors our customers. We treat

them fairly, and react to their needs in

a timely manner. Our success is based

on our commitment to providing

value added services and top quality

products to our entire customer base. 

John, we have a Mission Statement

here at M. Cooper that reads like this:

“The employees of M. Cooper

Supply, a Midwest plumbing and

cabinet distributor, are committed to

the success of our customers by pro-

viding excellent customer service

while maintaining the highest ethical

business practices.”

Martin: Thanks Greg. You have a

lot of pride my friend, and well you

should. Your company mission state-

ment needs repeating often. I hope

you have it on our business cards, in-

voices, etc. Great stuff!

Are there any special or major

projects in your area where you have

been involved that are a particular

source of pride?

Greg Goode: Absolutely, John!

Several of the jobs listed below are

important to M. Cooper because they

involve public institutions for medical

and education facilities as an example,

which are the backbone of our econ-

omy. Please note the following list:

• Northern Illinois University

• University of Chicago Medical

Center 

• Silver Cross Hospital 

• Palos Community Hospital

• The Aqua Hotel –Chicago

• Kinsey East & West Towers –

Chicago 

• Ritz Carlton –Chicag.o 

Martin: Wow! This is an impres-

sive list of projects in the

Chicagoland area. You and the

TEAM must be pleased.

Have you had to change the focus

of your business or do anything dif-

ferently over the past 24 months or so

due to the economic slump? Could

you describe the situation in your

market area now, and when you may

see it improving?

Dennis Goode: Thanks Guys. I

had to get that phone call. I’m back,

so I’ll pick up from here. That is an-

other really good question, John, for

the times we live in. You know I have

told Greg and all our employees that

I lean on and respect and need their

opinions that, “You must always be

prepared for the opportunity!” During

the current economic recession,

we’ve used the opportunity to focus

on two things. 

First, we dissected our business to

determine on what each does well

and then, try to enhance it. At that

time, we also will make adjustments

or corrections to our inefficiencies.

Secondly, we continually look for

ways to grow our market share either

through competitive intelligence or

acquisition. Our acquisition of K&L

Supply last year, recently renamed

M. Cooper North, now completes

our strategic placement of the two

distribution centers and has posi-

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

(Continued from page 18.)

(Turn to M. Cooper... page 24.)

“...We feel we have created a business culture that 
honors our customers. We treat them fairly, and 

react to their needs in a timely manner. Our 
success is based on our commitment to 

providing value added services and top quality 
products to our entire customer base.”

“We continually look for
ways to grow our market

share either through 
competitive intelligence 

or acquisition.”
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The Best Products, The Best Service...

Service Metal is rapidly becoming
your number one Master Distributor for

Industrial Valves, Pipe Fittings & Flanges.

From Cast Steel Valves to Bronze Valves,
Heavy Wall Fittings to Malleable Iron Fittings,

Service Metal can fulfill all of your everyday requirements. 
All factory new valves with mill test reports.

Crane® & Stockham® CS Valves • Crane & Fortune® CI Valves • Crane Bronze Valves • Fortune® Ball Valves
Smith® Forged Steel Valves • Center Line® Butterfly Valves and Check Valves

 Flowseal® High Performance Butterfly Valves • Duo-Chek® Valves • Titan® Y-Strainers
Also Stocking

CS Weld Fittings & Flanges • FS Fittings and Outlets • CI Flanged Fittings • MI Pipe Fittings
Merchant Steel Couplings • Pipe Nipples • Bolt Paks

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

www.servicemetal.net

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

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

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

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

See contact information on page 70
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M. Cooper helping those who can’t help themselves
tioned us to increase our market

share as things turn around.

Martin: Dennis, this is certainly a

plan that is text book, and it appears

that you have found a way to make it

work exactly as you have called it…

…Congrats man!

Just a couple more! I must ask you

about marketing and buying groups.

Being a strong market driven inde-

pendent in this industry must be a

very good feeling with a lot of pride

attached. Having said that, I know

that M. Cooper is also a proud mem-

ber of The Embassy Marketing/Buy-

ing Group, which is member owned

and is completely made up of strong

local and regional independent play-

ers. Can you share with the readers

of “Martin’s Corner” the reasons you

became a member/owner in Embassy,

and has it been what you thought it

would be?

Dennis Goode: We strongly feel

that a company’s involvement in

trade associations and buying groups

are imperative to the success of a

company. Our joining of Embassy

Buying Group has been invaluable

and has benefited us in many ways.

Along with the enhanced incentive

opportunities, we have also found the

group a good source of networking

and benchmarking. In addition to the

buying group we are actively in-

volved with the American Supply As-

sociation. ASA is nationwide

well-known trade industry assooia-

tion. I serve as Chairman of the ASA

Governmental Affairs committee. I

represent the interests of the Whole-

sale Plumbing Industry in Washing-

ton, DC. Dave Poteete is also the

Chairman for the Plumbing Division

of ASA and is on the board of the

Young Executives (YE) of ASA.

Greg Goode is also an active member

of the YE. 

Martin: You know, Dennis, I know

of no one that puts effort into a good

solid group like Embassy that doesn’t

get good solid returns like you are,

and always have positive things to

speak about the group. There are in-

deed lots of good groups out there

today, but you seem to have found a

good home with Wally Gumm and the

Embassy member/ owner system, and

I’d say you made a good choice for

the company. Thanks for your hon-

esty!

Okay, moving on, how have your

customers’ expectations changed

over the years, and how has M.

Cooper Supply adapted to those

changing needs/wants?

Dennis Goode: There have been

two major changes in the market over

the last two years. First, the cus-

tomers have pulled back on their in-

ventory levels. This along with the

Vendors decreasing their field inven-

tories has forced the wholesaler to in-

crease theirs at a time where

everyone is looking for a way control

spending. Adjustments were carefully

made to our inventory levels to pre-

serve turns and maintain premium

service level. Secondly, in today’s fi-

nancial climate with banks tightening

credit has forced our customers to

rely on us more than ever on us to

help finance their projects. Thus, cre-

ating a very stressful climate, where

we try to diplomatically ask for

money in a certain time frame with-

out losing them as a customer. 

Martin: My friends, what is My

Joyful Heart? Is it a part of some

Community Service type organiza-

tion? Why is a section of your ware-

house dedicated to this non-industry

looking enterprise aimed at what

looked like a distribution shipping

point for a side business. Is it leased

to some one? 

Greg Goode: Okay this one is

mine. First of all, John, I assure you

that part of our distribution center is

NOT leased to anyone. M. Cooper is

community minded in more ways

that anyone would most likely think.

If I said you could narrow down the

community minded wording to be

“Children of The Community

Minded,” it would be even more fit-

ting. We have made it a paramount

rule around here for years that what

we do as a company for this help and

support of the children of our com-

munity is first and foremost an effort

from the heart and soul of M. Cooper

(the company) and its people, and in

NO WAY is done or talked about to

get industry recognition or praise. We

just don’t operate that way. With the

opportunity to have this article pub-

lished about our company, I think it

is time to make a few statements

about our activity with an organiza-

tion called “My Joyful Heart!”

In March 2009, inspired by the story

of My Joyful Heart, we decided to

make a commitment to this effort for

children care by offering the use of

5,000-square-foot of warehouse space

in our Mokena Distribution Center.

Since the move to our location My

Joyful Heart is now able to assist 500

children throughout 14 schools. These

under-privileged children ages three

months to 17 years old receive a gift

package six times a year. Gift pack-

ages consist of clothing, shoes, books

and hygiene related product which

most of us take for granted. We are

blessed to be able to help such a won-

derful organization. We also sponsor

several other community activities

with the hope to spread the word of

our family business and increase our

customer loyalty. 

Martin: To you, Greg and to all

the readers of “Martin’s Corner,” If

I have any soft spots in my old heart,

the largest is the one that is focused

on child abuse and senseless harm to

children. I must tell you that my heart

melted upon walking thru the pack-

aging area of this “My Joyful Heart”

operation and seeing clothes, and

dolls, and toys, and shirts, and shoes,

and pajamas, and bibles, and books,

etc, etc, etc. ear-marked in shipping

containers for different age boys and

girls — WOW! I can’t tell you how

wonderful it felt and what a great sur-

prise for me to see such an effort in a

warehouse dedicated to plumbing

and industrial products.

Let me tell ya, God is making sim-

ply wonderful and loving things hap-

pen here by people that love kids and

want to serve the community. This is

not M. Cooper doing this, this is M.

Cooper acting as a partner to them

and finding a small part of their

warehouse space and allowing them

a very safe and quality controlled

place to perform this great commu-

nity service for God, and mankind.

Readers, I was really touched and if

you want to know more or read more

on this wonderful effort, just go their

website which is (www.myjoyful-

heart.org) and see for yourself. Be

sure to take a box of Kleenex with ya;

It will bless your day.

Okay, just a couple more I promise,

then we can go for lunch! Can you

describe the leadership philosophy at

M. Cooper for the readers, such as

accessibility to customers and em-

ployees, and hands-on activity by the

owners and key management?

Dennis Goode: Back again! Our

company philosophy is to say “YES”

rather than to think of a reason to say

“no,” and that makes all the differ-

ence! We empower our people to take

care of a delicate situation at any cost.

Most of the time, the marginal cost is

outweighed by a benefit and at the

same time it creates a more loyal cus-

tomer. 

Martin: I buy in to that, Dennis, I

really do. Okay, here is the next to

last question! With so many sources

of competition in the marketplace,

how does M. Cooper differentiate it-

self?

Dennis Goode: The Chicagoland

market is a changing landscape. I

think I mentioned early on in this in-

terview how many wholesalers have

gone out of business during the past

30 or so years. It is something like

some 63 different businesses in total

due to bad management or lack of

any management. I really believe

that. Several of them happened

within the last two years that we have

personal knowledge of. As current as

September 2011, we witnessed yet

another local independent be ac-

quired by a publicly traded company.

Being a privately held company al-

lows us to maintain our company phi-

losophy that gets lost with the “mega

suppliers” and create a culture that set

(Turn to M. Cooper... page 26.)

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

(Continued from page 22.)

Warehouse space that M. Cooper allocates to being a partner to a company called

‘My Joyful Heart!’ These packages are destined for the poor, helpless, hungry,

and abused children and families in the Chicagoland area. For more information,

log on to www.myjoyfulheart.org.

“We strongly feel that a company’s involvement in
trade associations and buying groups are imperative
to the success of a company. Our joining of Embassy
Buying Group has been invaluable and has benefited

us in many ways...In addition to the buying group we are
actively involved with the American Supply Association.”
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What does C&C stand for?
“Complete & Correct”
 —      Allen Ognoskie, Sales/Warehouse  Manager

C&C/Force people and products are geared for extreme situations. 
So, when ASAP isn’t soon enough, we’re good to go. 
We’re committed to all-out personal service from people who 
listen to your every need. Our inside and outside sales reps get 
the ball rolling fast and accurately. And with a 50,000-square-foot 
facility in Houston, an additional 16,000 square feet in Canada 
and consigned inventory strategically located throughout the U.S., 
we’re always ready for same-day turnaround..  

Contact C&C. Because we stand for quality 
in everything we do.

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

See contact information on page 70
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M. Cooper Supply builds on tradition of service, value
us apart from the competition. That

makes us more dynamic.  

Martin: Forgive me, Dennis, but

I’m gonna relate all that to really

being in the people business cate-

gory! It really makes sense if you just

pay attention and take care of a cus-

tomer with proper attention and a

great product. Great answer above. I

really appreciate it. 

My last question I would like to di-

rect towards Greg. With you being the

future of this company and based on

being and continuing to be an inde-

pendent, where do you feel M.

Cooper will be or should be over the

next five years?

Greg Goode: The combined

110,000 square feet of warehouse

space will allow us to continually im-

prove our warehouse efficiencies and

capabilities which ultimately lower

our operating cost. Along with having

an excellent history of controlling op-

erating expenses and maximizing in-

ventory turns has created a business

portfolio that will take us to higher

levels of sales and service in the fu-

ture. Thus, we will achieve our busi-

ness goals and also be recognized as

an independent market leader. 

Martin: Fellows, what a great

time I have had getting the time and

space to do this article with you.

Dennis, I sure appreciate you taking

the time to set with me for this time to

do this interview. Greg, good luck to

you my friend, and Janet, you’re just

the best, and so thanks for working

with me to set all this up. You guys

have a great company in M. Cooper,

so much success to you in the future.

It has been a pure pleasure.

That’s it readers! Here’s wishing

you all a Merry Christmas and a very

happy Holiday Season, right into the

New Year, okay? By the way, be sure

to remember that great wine goes

wonderful with good or great turkey

or ham for Christmas dinner, so be

sure to follow up this read on M.

Cooper with my “Wine Tip of the

Month” in this December issue as

well .Enjoy the holidays! Remember

it is winter now. It gets cold out there

in a lot of places, so don’t forget the

coat and gloves, and if trying out a

few good wines with friends, please

drink safe and responsible!

God Bless, and feel free to contact

me at anytime about anything! Have

a great Holiday Season, and See ya in

2012. n

— John

Starting in our industry in 1968 at

Anvil International (formerly Grin-

nell Company), John Martin has

been with them over this 43-year

span through at least five different

owners!  Currently serving as vice

president of national account sales

for Anvil’s rather successful me-

chanical products division, he has

worked in every phase of the com-

pany from warehouse to sales (in-

side and outside) to the ever popular

branch manager’s job in the 1970s

and 1980s. He served as regional

vice president for their West Coast

units, and since about 1990 in this

national role with contacts and cus-

tomers/vendors coast to coast. Mar-

tin also traveled all over Asia in the

1980s as their acquisition guy for

steel pipe used in their west coast

branch locations at the time! Cur-

rently also, he is responsible for

Anvil as their lead person at ASA &

MCAA, and is identified as Anvil in

all the wholesale industry buying/

marketing groups. Martin has not

only received numerous industry and

association awards for his service,

he has sat on several boards/execu-

tive committees within these industry

and associations as well. He was

quoted currently as saying, “I’ve

been blessed and had fun and been

productive for my entire career, but

I believe the most energizing time or

times in my life have been (still is

today) working with all the folks at

Anvil and seeing the young ones in

the field ‘get it’ on almost a daily

basis — meaning learning our com-

pany and understanding how to meet

the customers needs in today’s up-

side down world.  Anvil is a great

place for me to be right now.”  He

can be reached anytime at

jmartin@anvilintl.com or his cell

phone at 303-588-9806.

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

(Continued from page 24.)

Want your Holiday Gatherings to be
the best on the block (maybe the
neighborhood) this year?  Read on!

Happy Holidays everyone!  No mat-
ter how you celebrate this wonderful
season of love, friendship, a family
gathering, travel, great food, gift giving,
celebrating the thoughts of a new year,
etc., etc., etc. .no matter what, when,
or where, having the opportunity to do
what ever you do is a great time to
enjoy a great bottle of wine!  It can be
one of your old standby “bottles”, or
should you want to stand out from the
crowd as a forward thinker in great
wines and the proper use of it during
the Holiday Season, then you should
continue to read on for sure .It is true
that with all the retailers around the
country normally willing to make less
margin this year (have you heard that
in your business this past couple
years), you can really find some pretty
good bargains out there if you know a
bit about what you are looking for.  
It is said that the month of Decem-

ber is the number one month on the
calendar when people think of hospi-
tality and merriment!  That’s a good
thing. December is a time when you
can enjoy alcohol related drinks with an
easy conscience. Since wine is always
my choice of drink, I always look for-
ward to this time of year, the “World
Wide Holiday Season!”  Let’s focus on
wine or wine related drinks for this
year’s celebrations and see what we
can come up with, okay?
As with the wine parties we have

around my house a couple times a
year, at Christmas and all thru the Sea-
son when we have guest, I try to typi-
cally have something that will please
every one, even the most critical per-
son that may partake of the “fruit of the
vine,”  huh? Think about this. If you

have a variety of drinks available, you’ll
really have something for casual
drinkers, drinks for toasting the “Sea-
son” or other special events like birth-
days, or even new births!  How about
drinks simply for the pure pleasure of
being able to be free and to be with
friends!  Now that is the “drink of
choice” for m — .being free to worship
the faith of your choice, and to have a
list of people that you call friends and
really mean it. That is the best, so to
me that is when you really try to gain
their attention with the knowledge that
you have gained about good wines to
great wines, know what I mean?  
I suggest that during the Christmas

Season, you always start a party or a
dinner get together with friends, with a
nice crisp glass of a simple and good
champagne.  The label does not have
to be extravagant at all.  Two compa-
nies I have knowledge that make really
good champagne are Lidl or Aldi.
You’ll like or love them both for sure.
Remember, serve the Champagne as
cold as you can get it, always.  It is a
great way to get conversation started,
and I promise you, it will quickly turn
to wine! Remember this —  and I have
stated this before in other articles —
most people will have their own opin-
ion on the kind of wine they want or
like, and their reason for it.  When it is
time to get off the Champagne and into
various wine, if you have a couple bot-
tles of a good everyday Cab like say
Pepper Bridge from Walla Walla,
Washington,  and a reasonable Merlot
like say Elyse from Napa, and a Red Zin
like say St. Francis from Napa, and a
couple bottles of Adastra Pinot Noir
from Napa, you’ll be in good shape
with reds to offer.  You should also
have a couple bottles of white wine like
Chardonnay from Adastra also, and a
Sav. Blanc from Mason. Both are easy

priced and taste just right. All these will
please most everyone, and the higher
end products that you may have or are
thinking about having will not get con-
sumed with little knowledge of a differ-
ence, if any at all.  Save those for a
smaller diner party of say you two best
couple friends that may share the same
taste buds as you when it comes to
great wines.
If you are thinking of an after meal

or after dinner drink of some kind,
there is just     about nothing finer that
a good glass of Port.  Believe it or not,
this is a wine that is slipping out of
fashion.  It is very rich in flavor, and it
is a deep fortified wine also.  That is
why it is typically served in very small
glasses.  Have one and you will con-
firm that it is quite nice, and a small
glass is very satisfying.  Many produc-
ers (brand labels) offer one called a
“Tawny Port” — very good, tasty, and
affordable.  
Offer a nice cup of coffee after that,

and you will have a bunch of happy
campers telling you what a great time
they have had. After all, isn’t that what
the Holiday Season is all about? Thank
God for all the good things that come
from him, and acknowledge that  with
Him and only Him, you can keep fight-
ing for better days.
So my friends, thanks for your loy-

alty this year and from “Martin’s Cor-
ner” to you all I wish you the very best
in a Happy Holiday Season, and a
happy content life in the New Year, with
lots of business. Until next time, re-
member this: It is my belief that wine
is not a bad thing, but what it causes
some people to do by not knowing
when to stop, is a bad thing, so for the
sake of better times for all, please limit
your in-take and drink responsible.
Take care, and get in touch with me on
any subject anytime you have the need.
Your friendship is key for me and for
this magazine. See you in January
2012! n — John

Wine tip of the month

“We have made it a paramount rule around here for
years that what we do as a company for this help and
support of the children of our community is first and

foremost an effort from the heart and soul of M. Cooper
[the company] and its people, and in NO WAY is done
or talked about to get industry recognition or praise.”
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Get a GRIP

ALL THE STRENGTH; HALF THE INSTALL TIME

G
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P

10X
UP TO 10 TIMES

FASTER INSTALLATION
THAN TRADITIONAL
JOINING METHODSC
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U
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G
SGRINNELL

RAPID

INSTALLATION

PIVOT-BOLT

GRINNELL   Figure 640   Pivot-Bolt   Rigid Coupling

GRINNELL Rapid Installation Pivot-Bolt

Couplings install 10 TIMES FASTER than tradi-

tional joining methods and in half the time of

standard couplings. The GRINNELL Pivot-Bolt

design offers clear visual con� rmation that a 

gasket is properly seated in its groove, an 

assurance you won’t get from other installation-

ready couplings. 

Simply swing the coupling over the pipe joint, 

tighten just ONE bolt with an impact wrench, 

and you’re done.

Optimal productivity is within your grasp. Call 

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

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

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

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

1 2 3

See contact information on page 70
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INDUSTRY NEWS
Weldbend’s Del Buono 
still going strong in his 90s
By Morris r. Beschloss

O
ne of the most colorful, com-

mitted and longest-serving

PVF sector activists is Weld-

bend’s Quality Assurance Manager,

Amerigo Del Buono. He celebrated

his 90th birthday with his Weldbend

associates in attendance on Oct. 25.

A U.S. Army enlisted man and offi-

cer during World War II, Del — as all

of his many industry friends refer to

him — saw active duty, mostly in Gen-

eral Douglas MacArthur’s re-conquest

of the Phillippines in 1944-45. He vol-

unteered for mili-

tary service right

after Pearl Harbor,

December 7,

1941, as a 20-

year-old Wayne

University stu-

dent. Much of his

long-lasting and

avid patriotism

came from his fa-

ther, Giuseppe,

who emigrated

from Italy with his family in 1919,

after serving in the Italian Army for

much of World War I, during Italy’s

ongoing battles with Austria-Hungary.

With the onrush of Fascism loom-

ing over Italy’s post-war turmoil, the

Del Buono family decided to transfer

their allegiance to the U.S., where

Del’s father found immediate em-

ployment with the Ford Motor Com-

pany in Detroit, Mich.

As the family’s first-born in Amer-

ica, Del was named “Amerigo,”

which focused on the Italian explorer

Amerigo Vespucci, from whose name

both the United States of America,

and both North and South American

continents were derived.

After distinguished military service

from which he received an honorable

discharge in 1946 as a captain, he re-

turned to Detroit’s Wayne University,

where he had only finished his fresh-

man year before the war.

Taking advantage of the GI Bill of

Rights, he not only completed his un-

dergraduate studies at Wayne, but

went on to receive a Masters Degree

in Engineering.

Shortly after being awarded his ed-

ucational diplomas, Del started his

long and ongoing trek in the pipe-

valve-fitting sector, joining the ven-

erable Taylor Forge Corporation as a

professional engineer. He subse-

quently worked for Southwest Fabri-

cating before joining ITT Grinnell’s

manufacturing operations as manager

at their Princeton, Ky., location, pro-

ducing large diameter fittings and

flanges. That location was particu-

larly adroit at nuclear-oriented flow

control devices, having previously re-

ceived the coveted government-

awarded N-Stamp.

When the Three Mile Island near-

nuclear meltdown in 1979 extin-

guished America’s enthusiasm for

new nuclear power installations, the

Kentucky-based plant was closed in

the early 1980s, due to a lack of suf-

ficient demand

It was not long after, while Del

Buono was presiding over the disman-

tling of the Grinnell operational plant

facility that the intrepid engineer was

visited by both James Coulas Sr., the

founder of Weldbend, and his son Jim,

the firm’s current President. As Del

describes it, “There was an immediate

camaraderie that has lasted for the en-

suing 25 years.” After due discussion

as to how they could join forces, a mu-

tual decision was reached for Del

Buono to come on board as Weld-

bend’s Quality Assurance Manager, in

a consulting capacity.

The Coulases were very much

aware at that point that the carbon

steel broad size range of fittings and

flanges was in the process of

switching to the lowest cost avail-

able import sources. That would

likely endanger the industry’s qual-

ity standards in an increasing num-

ber of applications, with potentially

cataclysmic consequences.

With Del Buono’s experience in

helping build a strong quality assur-

ance-based team in Weldbend’s

ultra-modern manufacturing opera-

tions, this partnership has enhanced

Weldbend’s reputation as one of the

industry’s top practitioners of main-

taining the highest capability in en-

hancing the safety and security in

whatever end-use applications its

products are found.

Del Buono has spent an increasing

amount of his time in the field with

the Weldbend sales organization,

counseling distributors and their

customers in maintaining constant

vigilance to make sure that the dan-

gers of product failure are kept to an

absolute minimum.

With Del’s energy, vigor, and up-

to-date knowledge, it’s a good bet

that his continuous contributions to

Weldbend and the industry at large

will continue to manifest themselves

for many more years to come.  nSee contact information on page 70

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

Amerigo

Del Buono

tw12_11_pgs_16_31_Layout 1  11/28/11  10:18 AM  Page 30



See contact information on page 70

tw12_11_pgs_16_31_Layout 1  11/28/11  10:18 AM  Page 31



32 • •THE WHOLESALER® — DECEMBER 2011PHCP/PVF
Person of the Year

The caretaker

John Pope reflects
on illustrious career
building F.W. Webb

F.W. Webb is headquartered in this beautiful building in Bedford, Mass. The

highly diversified company has about 1,400 employees across its 75 locations

in the Northeast and sells into 11 market segments.

By Mary JO Martin

Editorial director

“Ability may get you to the top, but it

takes character to keep you there.”

— John Wooden

W
hen I joined this great in-

dustry in 1994, one of the

most important lessons I

learned was that it is not defined by

the products within it — but rather by

the legacy of individuals who have

tirelessly given of themselves to en-

rich their companies, their trading

partners and the industry as a whole.

It’s been such a privilege for me to

meet and learn about many of these

individuals over the years. These leg-

ends — many of whom are part of

what Tom Brokaw has termed “The

Greatest Generation” — really are a

special breed. They laid the course

for their own businesses and paved

the way for all those who followed. 

The Wholesaler wanted a way to

honor these outstanding individuals,

and so we present our inaugural

PHCP/PVF Person of the Year to

F.W. Webb CEO John Pope. It was

my absolute delight to visit the com-

pany’s headquarters in Bedford,

Mass., this fall to interview Mr. Pope,

his son Jeff, who serves as F.W. Webb

president, and key executives Ernie

Coutermarsh and John Provencal.

Mr. Pope epitomizes the John

Wooden quote I used above. He is an

exceptionally smart man who just

five years after joining the business

had to learn on his feet following the

sudden death of his father. In his 55-

year career, Pope has shown incredi-

ble foresight in building a dynamic,

highly successful wholesaling busi-

ness that covers much of the North-

east. At the same time, it is his

character that is what others largely

use to define him.

A former Naval officer, Pope cer-

tainly exemplifies the pledge they

make to be “An Officer and a Gentle-

man.” Throughout his years at the

helm of F.W. Webb, Pope has built an

extremely loyal workforce and cus-

tomer and vendor base. He has also

given countless hours of volunteer

leadership to industry associations, as

well as supporting numerous charities

and organizations in the Northeast.

Following are excerpts from our

conversation.

* * * * * * * * * * * *

MJM: Did you grow up working in

the business? 

John Pope: I had worked at the

Salem location during the summers

while I was in school, and then after

I got out of the Navy, I worked at the

Roxbury store. The Navy taught me

a lot and was a great experience. I

was on active duty for two years and

then in the reserves. As a 23-year-old,

I was in charge of 90 men. It was a

challenge, but I had a great chief. We

made a deal. I said, “You take care of

these guys and I’ll take care of you.”

I liked the way my father lived and

enjoyed working in the business for

him when I was in school, so when I

got out of the Navy, I figured ‘Why

not?’ Something interesting is that

former Boston Celtic great Bill Rus-

sell worked for a Ford dealership next

door as salesman. Back in those days,

professional athletes didn’t make

anywhere near the money they do

now, and many took off season jobs

to make ends meet.

MJM: I love the quote from your

father, Roger Pope: “Management’s

responsibility to employees is to give

them the opportunity to make money

and to show them how to have fun

doing it.” He sounds like such a gen-

uine man. What memories would you

share with me about your dad?

John Pope: Dad graduated from

(Turn to At F.W.... page 34.)

F.W. Webb CEO John Pope

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

John Pope (at head of table) has built a dedicated team at F.W. Webb, including

(from left) Ernie Coutermarsh, John Provencal and Jeff Pope. His ability to listen

and ‘let the players play’ has inspired great loyalty throughout the organization. 

“This business is all
about relationships... You’re

only as good as the last
order you got, so you want
to make sure that you’ve
got the best people taking
care of your customers,

and that they care.”
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At F.W. Webb, John Pope trusts
his people to build the company

Just part of F.W. Webb’s impressive fleet of trucks, although, says John Pope,

‘What creates the Webb company are the people.’

college. He was the son of a master

plumber, and became a master

plumber himself. He was really a

bright guy who could spell about any

word you ever wanted him to. He was

somewhat stern, but he was a risk

taker. To buy a company in Roxbury

in 1933 was a huge risk. 

He was a wonderful man to know.

Every Tuesday night, I’d go up and

have dinner at the big house and he’d

sit and talk about the company. He

was pulling information out of me

and not giving much. He was trying

to find out what I knew. 

Dad was right. I don’t know how

you can have more fun than making

things happen. You’ve got to keep

trying new things to find out what

will work. You should have fun at

what you do. When the company was

a lot smaller, we had a lot of bonding

opportunities. We’d all go count in-

ventory together at our locations. And

we used to have managers’ weekends

each year, going to a resort and just

having fun together. As we’ve grown

so much, and we have a lot more peo-

ple, these things are harder to do. 

MJM: What was it was like for you

at such a young age to take over the

reins after his sudden death?

John Pope: It was hard. Several

of my father’s compatriots looked at

me as a 29-year-old who didn’t

know anything, and thought they

didn’t need to answer to me. I had a

lot to learn.

I did learn that you’ve got to lose

before you win. If you don’t, you

probably don’t know how to win or

why. The company wasn’t growing.

We had the same basic sales numbers

for about five years. You can’t make

money doing that.

So I started turning to others for ad-

vice, we made some acquisitions and

away we went. I learned how to listen

and, much like the philosophy in the

Navy, how to “Let the players play.”

Sometimes, you’ve got to get the hell

out of the way. You’ve got to have

trust in your people because if you

don’t, you can’t grow. 

MJM: It sounds as though you

also learned a lot from your father’s

best friend Jack Douglas of

Douglas Pottery in Cincinnati. 

John Pope: Prior to my fa-

ther’s sudden death, I had only

been with the company a few

years, working as an inventory

clerk and outside salesman. I

didn’t have a clue how to run

the business. I’d sit there at

night alone in the building try-

ing to decide what to do. I

wanted to do things the same

as my father, but I had a lot to

learn. 

I was fortunate to be able to

lean on “Uncle Jack,” as I

called him. He was very bright

and I learned a great deal from him.

One of the most important things he

taught me was that if someone asks

you a question, say ‘Why do you

ask?’ Try to find out why people are

asking a question; it will help teach

you what they are looking for. 

MJM: Give us an overview of F.W.

Webb today?

John Pope: We’ve got about 75 lo-

cations currently, including 25 major

ones and 27 showrooms, and more

than 1,400 employees. Our territory

runs from Maine down to Connecti-

cut and from the coast as far south as

Newburgh, N.Y. 

We made a conscious effort to keep

buying inventory. I think we’ve cap-

tured a bigger market share because

we do have inventory available. But

we still have many good competitors

and as long as one of their trucks is

going down the street, it’s an order

we don’t have. I always ask “Why?”

We don’t have all the business; we

never will. But we can try like hell. 

This business is all about relation-

ships. Selling can be hard sometimes;

sometimes you’re your own worst

enemy. You’re only as good as the

last order you got, so you want to

make sure that you’ve got the best

people taking care of your customers,

and that they care. 

Our employees stay with us a

long time; most have been here at

least 15 years and have maxed out

on their vacation time. We also have

some multi-generation family mem-

bers here.

We have a profit sharing plan for

employees that helped build that loy-

alty. We take 25% of all we make be-

fore tax and give it back to the

employees. It allows them to share in

the money we make, and it’s a great

incentive for them. 

MJM: You have worked very hard

to diversify F.W. Webb. What are

some of the key areas of business

you’re in?

John Pope: We are in 11 markets

all together. That has enabled our

company to continue to grow and ex-

pand, because when some markets

are down, others are up.

There are four primary legs to our

stool — plumbing, hydronic heating,

industrial PVF and HVAC. Then we

have smaller parts like refrigeration,

pumps, bio-pharm, fire protection,

LP gas, and water systems. 

I don’t think that you can survive

today with only plumbing and hy-

dronic heating. But, you’ve got to

(Turn to Third-generation..page 36.)

In 2006 F.W. Webb became an official sponsor

of the Boston Red Sox and got its logo on the

Green Monster at Fenway Park. 

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

(Continued from page 32.)
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S enior vice president-industrial busi-
ness development Ernie Couter-

marsh has been with F.W. Webb for
more than 40 years — and has a goal of
reaching 50 years with the company. He
holds great affection and re-
spect for John Pope, and
graciously shared some of
his reflections with me.

“I came out of Marine
Corps, which taught me
teamwork, history and tradi-
tion. When I first met with
John one of the things that
struck me was that F.W.
Webb embodied those same
characteristics. When you
get to know John, you can
see the pride, which is the fuel that has
helped the company evolve. He chal-
lenged all of us to grow and shared his
vision of the future. He created an ex-
pectation that stretched you and made
you think of yourself in a different way;
not as an employee, but more like an
owner. It makes you want to please him,
and it also helps you develop a healthy
self-respect. He took a lot of ordinary
folks and put us in the right spots. He
encouraged us to take chances, with the
attitude of ‘You’ve got to buy a ticket to

go on the ride.’
“We don’t fear anybody, but we have

a healthy respect for the other competi-
tors out there of all sizes. We know that
at the core it is our customers making

decisions every day, and
there are plenty of other
choices for our customers
today. We have been condi-
tioned to provide an extraor-
dinary level of service. 

“John has a great gift of
really listening to people. He
used to carry a little leather
notebook and when he’d
pull it out, it meant he was
taking notes. He would want
to know the good and the

bad, why we made certain decisions and
if the ball is moving forward or how we
plan on fixing a problem. 

“He surrounded us with all the tools
we needed and a humble attitude. He
has always been personally involved
and worked hard. He talks about the
nuts and bolts of distribution, cus-
tomers, service and what it really means,
trends and how they will affect us. He
also taught us about being loyal and re-
spectful to our vendors, and growing the
business together.” n

Reflections from Ernie Coutermarsh

Jeff Pope, F.W Webb president
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build your niche businesses to be big

enough so they’re meaningful.

We made some key acquisitions like

Shepard Corporation, Kennebec Sup-

ply, and Victor, to get us into the LP

business; ECS, which gave us entry

into the HVACR business; and INSCO

that got us into valve controls.

When it comes to acquisitions, the

most important thing is the sharing of

information. When you cast your

bread on the water, it doesn’t always

have to come back soggy.

Being diversified has really helped

us when the economy struggles.

We’ve consistently looked at what

other ponds we could be a big fish in.

It’s always going to be what else

makes sense for us to get into and

how are we going to grow our busi-

ness. There are still opportunities in

this territory to grow. 

MJM: You have an impressive

Central Distribution facility. How

has it helped your business?

John Pope: If we hadn’t done it, I

think we’d be out of business because

it has cut out so much inventory re-

dundancy.

The CD came about because I was

driving down to Quincy one day and

saw a big building with a sign for Jor-

dan Marsh on the side. I knew they

didn’t have a store there and I started

investigating. I learned about the con-

cept of centralized distribution and

thought it could work well in our

business. We built it around 1970. 

It has also been instrumental in

growing our CD Sales master distri-

bution business. After we built our

CD, we wondered what else we could

do with it, and we started thinking

about how to sell to our competitors

because they’ve got an order we

don’t and we wanted a way to get a

piece of it. We ship product all over

the world. We are very reliable and

make it easy for wholesalers who

need to get a product quickly. 

MJM: A lot of companies give lip

service to the term “customer service”

but you seem to really live it. How have

you managed to instill that throughout

your company?

Jeff Pope: Managing is like writ-

ing in the snow while

it’s still snowing.

You’ve got to keep

going over and over

and over it. Does

everybody under-

stand? Maybe not at

first. Will they? Even-

tually. Why? We have

Profit Sharing that has

been a great incentive

to service the cus-

tomer. But, it’s always

a work in progress. 

We have a slogan

that says “Every Cus-

tomer Counts.” And

we mean both our ex-

ternal and internal cus-

tomers. We transfer a lot of products

between branches. We have to con-

tinue to impress upon our people how

important it is to get the material —

correct and on time — from one store

to another. It has to be perfect. Working

as a team when you have over 1,400

people and 70-plus locations is one of

our biggest challenges. 

MJM: Jeff, what are some of the

key things you’ve learned from the

way your father has managed this

business?

Jeff Pope: First thing is listening

to our people — especially those who

are out there with our customers or

with our products, like the truck driv-

ers and the warehouse and counter

personnel. Try to make them feel

comfortable enough to talk to you

openly and not criticize them just be-

cause they might tell you something

you don’t want to hear.

You also have to prepare them to

make tough decisions. You have to

have faith in your people and let them

do their jobs. Everyone will make

mistakes but that’s how we all learn.

We want them to have the confidence

to try. Hunkering down has never

been our style. 

We’re defying the odds right now

as a third-generation family owned

company. I want to make sure it gets

to the next generation. My dad has al-

ways taught me that our role is as the

caretakers of this business. 

MJM: Jeff, talk about what it’s

been like growing up in this business

and now serving as president of F.W.

Webb?

Jeff Pope: There’s a lot of pressure

in being my dad’s son, but I was ex-

posed to the business from a young

age and was fortunate to have some-

one like [former president] Jack Hes-

ter to report to and he taught me so

much. I’ve also got a great team that

surrounds me. 

I’ve been just about everything—

working at the counter, warehouse,

inside sales, outside sales, store man-

ager and general manager. Being a

store manager was very valuable ex-

(Turn to John Pope... page 38.)

“Sometimes you’ve got 
to get the hell out of 
the way. You’ve got to 

have trust in your people
because if you don’t, 

you can’t grow.”

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

(Continued from page 34.)

A history buff, John Pope has quite a collection of company memorabilia on 

display throughout the F.W. Webb headquarters. Here, with just a sample of the

displays in Pope’s office are (from left) John Pope, Ernie Coutermarsh, Jeff Pope

and John Provencal.

F .W. Webb’s roots go back to 1866
when two men – Stultz and Mansur

– formed a small brass shop in Boston.
In 1888 they sold their shop to Henry
McShane of Baltimore, owner of The
McShane Company, which was famous
for its church bells and its large brass
foundry. McShane named his brother-in-
law Frank W. Webb as the general man-
ager of the Boston distribution facility.
In 1900, Webb purchased the Boston fa-
cility and changed the name of the com-
pany to The F.W. Webb Manufacturing
Company. The company manufactured
brass fittings, faucets and accessories,
and also offered china and enameled
iron plumbing fixtures — much of
which were made by Trenton pottery
under the F.W. Webb label.
Webb died in 1912, and its growth

was limited in the ensuing years. The
Pope family and others purchased the
company in 1933, when sales were less
than $350,000.
By 1945, Roger Pope began to ex-

pand F.W. Webb with new locations in
Fitchburg, Greenfield, Hyannis, Pittsfield
and Salem, Mass., as well as their first
location across state lines in Nashua,
N.H. John Pope joined the company in
1956. When Roger Pope passed away in
1962, the company had seven locations
and sales in excess of $5 million.
In the 1970s, F.W. Webb made a se-

ries of key acquisitions, including At-
lantic Pipe in Boston; Crane Supply with
locations in Portland, Maine and Spring-
field, Mass.; Shepard Supply with loca-
tions in Barre, Rutland and St.
Johnsbury, Vt. During the time, the
company also opened start-up locations
in Williston, Vt., Lebanon and Dover,
N.H., and Bangor, Maine. In 1978 F.W.

Webb built a 60,000-square-foot Central
Distribution facility in Merrimack, N.H. 
Jeff Pope joined the company in

1980 and by the end of that decade,
F.W. Webb opened locations in Albany,
Plattsburgh and Queensbury, N.Y. In
the 1990s, the company opened

branches in Syracuse, N.Y. and Hart-
ford, Conn., along with making acqui-
sitions of Energy Control Systems in
Woburn, Mass., International Supply in
Lincoln, R.I., Kentrol Inc. and Sevo
Inc.; the W.L. Blake Co. in Portland,
Maine; and Victor Mfg.
In more recent years, F.W. Webb cre-

ated the Webb BioPharm division to
service pharmaceutical and bio-tech
markets throughout New England and
New York, and acquired Utilities Supply,
a major player in the plastic PVF busi-
ness. The company’s annual sales now
exceed $700 million. n

A long, distinguished history

Painted by Jenny Pope, this canvas depicts F.W. Webb

Manufacturing Co. in Boston when Frank W. Webb (pic-

tured in center window) purchased it in 1900.

Third-generation family business
F.W. Webb looks to 4th generation

PHCP/PVF
Person of the Year
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The results of the 2010

CLEAReport*, an independent 

water heater study by Clear Seas

Research, revealed that product

quality, service, technical support,

and the fact that Bradford White is

not sold in retail stores were the

most important factors to

contractors when selecting a 

brand of tank type water heater. 

And now our support for you 

gets even better. Bradford White

has just opened a 24/7, factory-

based call center. 

This fully staffed technical 

service team is there when you

need it, anytime day or night. 

We’re making it easy for you to 

be a Bradford White contractor. 

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

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

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

Carney Plumbing – Heating – Cooling, Line Lexington, PA

For the fifth
straight year,
Bradford White 

is the tank water
heater brand most

purchased by
professional
contractors. 

And again, 
we are the most

recommended
brand.

See contact information on page 70
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perience for me. It was a small branch and you

had to do everything; plus you got to meet cus-

tomers up close, and had to take care of every-

thing and anything that came at you. 

Since 2002, I’ve been the president and I really

enjoy it. I like setting a course of what I want to

see happen and then determining what we need

to do to make sure that it happens. It’s going to

be fun building the team of our future. I occasion-

ally think about what the next F.W. Webb is going

to look like. 

MJM: Mr. Pope, I’ve been told that you never

refer to F.W. Webb as “my company” but rather

“Frank’s company.” Why is that?

John Pope: What creates the Webb company

are the people. You cannot make a cult figure out

of one person. Sometimes people try to make

you into something you don’t want to be. If you

refer to something as a third party, you can do a

lot of things. I inherited my job; I didn’t climb

over a lot of people’s backs to get here. You’ve

got to get the ego out of the way.

MJM: Based on your long experience, are

there any words of wisdom you could share with

today’s younger generation?

John Pope: You have to look at things the way

you think other people are looking at them. If you

listen hard enough and let the players play, good

things will happen. People can tell you all the im-

portant information you need to know if you pro-

vide an open environment of communication.

The good ones will leave if you don’t listen to

them and let them grow; then you’ll be stuck with

the average or worse employees. You’ve got to

make business fun and challenging to inspire the

best people. 

One of my favorite sayings is from Guiseppe

Mazzini, who was an Italian revolutionary:

“Sleep not in the tents of your fathers. The world

is advancing. Advance with it.”

People that adapt are successful. You must

adapt to your environment or you will perish.

And it’s important to remember, you only get to

drive the bus for a while and then it’s someone

else’s turn. n

“People that adapt
are successful. You
must adapt to your
environment or you

will perish. And
it’s important to
remember, you

only get to drive
the bus for a

while, and then
it’s someone
else’s turn.”

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

(Continued from page 36.)

T o give you a perspective on Mr. Pope’s
length of service, here are some inter-

esting facts from 1956 — the year he
joined F.W. Webb:

• A new car cost around $2,050
• No rm a  J e a n

Mortenson changed
her name to Marilyn
Monroe

• A gallon of gas
was 22 cents

• A loaf of bread
cost 18 cents

• Dwight Eisen-
hower was President
and Richard Nixon
was Vice President

• Cost of a first
class postage stamp
was 3 cents

• Minimum wage
in the United States. was $1.00 per hour

• “Around the World in 80 Days” won
Best Motion Picture at the Academy
Awards

• Elvis Presley released “Hound Dog”
and “Heartbreak Hotel”

• Johnny Cash’s “I Walk the Line” be-
came a hit  n

How times change

John Pope in

a 1980s photo.

John Pope views self as caretaker 
of F.W. Webb’s 145-year traditions

PHCP/PVF
Person of the Year

S enior vice president-sales John Provencal
is another of F.W. Webb’s long-time em-

ployees, with 31 years of service. He, too,
wanted to share his thoughts on
the legacy that John Pope has
built at F.W. Webb.
“He never wanted to be in the

spotlight, but his position put him
there. He’s stayed consistent in
his style and management
through the years. He believes
that the success of the company
was his people, and even refers to
employees as stakeholders. You
run into a lot of people in busi-
ness who refer to employees as ‘my people’ or
‘my team.’ But with John, it’s always been ‘we’
or ‘Frank’s company.’ He’s a pretty remarkable

guy. You don’t find many people like him. 
“He’s always reinvested in the company

and the people, and created an entrepreneur-
ial spirit within the company.
Longevity here is infectious. You
go to our branches and it’s al-
most like there is a whole bunch
of owners. It is great to hear
them talk about the company as
a team. The attitude comes down
from the top, because when
John doesn’t use his position, it
sets an example for all of us.
He’s taught us humility and a
sense of fair play. We all have

different titles and positions but at end of the
day we all work for our family here and that
family works for us.

“While John represents the past, he’s kept
himself current by working hard with the new
technology tools to make sure he’s still in
touch and relevant. He has a vision and a pas-
sion for the future with the business that will
help him and the company grow. One of the
things that has remained constant is that he’s
never forgotten the customer. Everything we
do revolves around the customer. John has an
incredible ability to communicate with all of
our customers. No matter what the situation,
he relates and understands. 
“I think his legacy will always be that he

generated a tremendous amount of loyalty,
respect, appreciation and commitment by the
people who worked in the organization. They
idolize him because of the way he treats them
and cares about them. He’s brought the best
out of some very good people and made
them better.” n

Thoughts from John Provencal

Editorial director Mary Jo

Martin was delighted to

spend a day at the F.W.

Webb headquarters in 

Bedford, Mass., to conduct

interviews for this article.

Here, she prepares to shoot

a short video with F.W.

Webb president Jeff Pope.

Visit the ‘On the Road’ 

section of www.thewhole-

saler.com to view the videos

Mary Jo recorded with key

members of the F.W. Webb

team.

Sports have been a big part of Webb’s marketing efforts, from sponsoring the

Boston Red Sox to NASCAR racing events.
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Introducing Pure Water by Watts

Refreshing.

Pure Water by Watts is a nice
change. Your customers will

like the easier installation and
better-than-bottled water quality.
What you’ll find refreshing are
the new opportunities Pure Water
offers for new and incremental 
business.

customers already want

disinfection and conditioning

kits and replacement

petitor-compatible options

support and quick-turn

— No-Salt Anti Scale Options —
OneFlow Anti-Scale Systems

OneFlow® Anti-Scale Systems pre-
vent scale by transforming dissolved 
hardness minerals into harmless,
inactive microscopic crystal particles.
A full line of solutions for cold and hot 
water, including tankless water heat-
ers, hot beverage systems, appliances, 

steamers, etc.

Connection Sizes:
½" to 2" (15 -50 mm)

Flow Rates:
Up to 75 gpm

(285 lpm) /450 
gpm (1710 lpm) 
in manifold

con� guration 

— Convenient Ultra Filtration —
Ultra Filtration featuring
Kwik-Change Cartridges

This Ultra Filtration Membrane Water
Filtration System with long-reach easy
faucet features Kwik-Change™

Cartridges — the fastest changeable 
cartridges on the market—and space-
saving, low maintenance design with no
storage tanks or minimum pressure
required.

uses unique
technology

tion of cysts and 
other impurities

— Superior Sediment Filtration —
Micro Z Filtration System

The Residential and Comercial
Micro Z™ Filter System is a back-
washing media � ltration system for 
the removal of sediment and suspend-
ed solids from water. Provides higher 
service � ow rates which reduces over 
all system size and cost.

Connection Sizes: 1" to 3" (25 - 80 mm)
Flow Rates: Up to 106 gpm (401 lpm)

Advertorial

— No-Waste Reverse Osmosis —
ZeroWaste Reverse

Osmosis System
The patented ZeroWaste Point-of-
Use Reverse Osmosis System is the 
� rst ever that wastes no water. Com-
parable systems typically waste up to 
4 -12 gallons for every gallon of RO 
water produced.

top mount faucet 

Tank

For more product information visit
www.watts.com/purewater

— Multi-stage RO —
4-Stage Reverse
Osmosis System

The ideal RO System for high quality, 
great tasting water with superior val-
ue. Stage one is a 5-micron sediment 
� lter, stage two is a 5-micron car-
bon block � lter, stage three is an RO 
membrane and stage four is a high-

most popular and hard-working water
quality solutions!

water � ltration

— Water Softening —
Whole House Water Softener

signed for residential and light com-
mercial use applications ranging from 

removal capacity at � ow rates up to 
15.5 gallons per minute.

and ready for install

-grain capacity

plumbing
connections 

— UV Disinfection —
UV Disinfection Systems

This durable system provides high 
quality UV disinfection at a superior 
value. Provides disinfection for chlo-
rine-resistant bacteria, virus and cysts. 
Ideal for wellwater applications.

Connection Sizes: ½"-1" (15-25mm)
Flow Rates: Up to 12 gpm (45 lpm)

watts.com/purewater  A Watts Water Technologies Company

Scan this QR code 
to view our entire 
Pure Water line

See contact information on page 70
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Making the best sump & sewage pumps wasn’t enough for us –
we also wanted to make them the easiest. The DuraMACTM Sump,
Sewage & Sink Drain systems have everything you need in one 
box – preassembled for a fast, easy installation.

TM
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Pumps that are built so well they are backed by a 5-Year Limited Warranty 
for cast iron pumps, and a 3-year Limited Warranty for thermoplastic pumps.
See Pumps & Accessories Price List for limited warranty details.
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VAI enhances S2K Analytics
with financial BI capabilities
roNKoNKoMa, N.Y. — Vormittag

associates Inc. has released its en-

hanced s2K analytics solution, a

comprehensive, web-based business

intelligence tool designed to drive

smarter, faster business decisions.

this upgraded tool features 10 new

financial management dashboards

that provide an in-depth view of fi-

nancial data from all levels of the

organization. 

Designed to meet the needs of

VaI’s customers, regardless of size or

industry, s2K analytics integrates

with s2K enterprise and features au-

tomated reporting and dashboard ca-

pabilities that give customers

big-picture visibility into their rev-

enue and profitability. the new dash-

boards provide at-a-glance insight

into a company’s financial perform-

ance, allowing for customization and

consolidation of data that can be used

to make educated decisions. With the

enhanced s2K analytics, VaI cus-

tomers can do the following: 

• View balance sheets and P&L

statements

• analyze profitability of their

business

• Monitor procurement and ex-

pense management

• create ad hoc self-serve inquiries

• Build reports and dashboards, 

as well as share information with oth-

ers

• Integrate s2K analytics with

excel

• collaborate on and contribute to

new reporting needs

• access information through a web

browser, including a mobile device

• compare past financial per-

formance.

“VaI is excited to offer an even

more comprehensive BI tool to our

customers,” said Joe scioscia, VaI

vice president of sales. “We are com-

mitted to continual innovation of our

products in order to provide our cus-

tomers with best-in-class software

that streamlines business processes

and creates cost efficiencies. the up-

graded s2K analytics will undoubt-

edly enhance our customers’ ability

to use the information gathered

through our erP software to make

even more effective, real-time busi-

ness decisions.”

Visit www.vai.net.

See contact information on page 70

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

Webstone now an OMNI vendor
Worchester, Mass. — Webstone is

pleased to announce its acceptance as

a vendor in the oMNI buying group

effective November 1. 

Founded in 1954, Webstone is rec-

ognized as an industry leader for in-

novative design of residential and

commercial valves used in plumbing,

hydronic, radiant, solar and geother-

mal applications. these designs focus

on time- and space-saving concepts

that simplify future maintenance and

upkeep of all piping systems. some

of Webstone’s trademarked and

patented items include; hydro-

core™, the Isolator®, Isolator

eXP™ Pro-connect™ and Pro-Pal®

step saving valves.

Visit www.webstonevalves.com.
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Controlling the showroom selling process:
Increase sales, profits and save time
T

o refresh your memory, the
profound three keys to whole-
saler showroom success are:

1. Qualifying clients
2. Determining who sent the client

to your showroom
3. Determining who is buying the

product. 
“The Greeting” is the two-minute

bonding process. Then come qualify-
ing/questioning, building rapport and
listening. Remember that the qualify-
ing/questioning process is for people
who are doing a full bath or more and
not for someone picking out a towel
bar. Building rapport in the early
stage of the process is the key to suc-
cess when you are giving up valuable
hours of your time to spend with the
client. It is much harder to walk away
from someone in a relationship.

This month’s column is about
“controlling the process,” which is
the fourth key to success in today’s
showrooms. This is based on some
the most financially successful and
acclaimed bath, plumbing and deco-
rative hardware showrooms in the
U.S. and Canada. I grant you, though,
that not every single potential client
fits into the process. 

The process of speeding up the selection

The client walks in with a set of ar-
chitectural plans for a remodel. You
allow them to walk around to get ac-
climated to your showroom’s product
and, when the time is right, you go
through the greeting (bonding) and
the first three steps of the process.

The client then proceeds to tell you
that they are here today to pick out all
of the bath/plumbing finished prod-
ucts for their new home. Regardless
of how slow the showroom is at this
time, you should proceed to tell the
client that you do this by appointment
only because it takes time to put
everything together the right way. 

Most very successful showrooms
will have a three- to four-day time
lapse between the original meeting
and the planned appointment. This al-
lows you to do the following things
that will ultimately save time and
produce greater results: 

• Call the person who referred the
client and cover the unanswered
questions, such as budgets, the stage
of construction and who is buying the
product. 

• Ask for a set of plans before you
meet. Make a complete take-off of all
the products drawn in the baths,
kitchens and other areas that you sup-
ply on what successful showrooms
call a “pre-printed take-off product

— long form.”
Example: Master bath. Plans for

lavatories — quantity, description and
style  — should be left open for the
meeting. Plan the bath accessories,
such as towel bars, just as you would
if using the bath yourself. Make notes
on any products you sell that are not
in the plans, such as air massage/
whirlpool tubs, steam shower, towel
warmers, shower doors, towel bars,
etc. For detailed information on using
a “long form” to sell more product
and bigger packages, log on to
www.thewholesaler.com. Go to
Archives and click on 2007. Go to the
May 2007 showroom column and
print out a PDF of the article. The in-
formation is all there.

Some very successful showrooms
explain to consumers of large remodels
that they would be glad to work with
them by quoting the retail price only
and having the builder’s wholesale
price on file. Consumers are told that
when a builder calls for bidding their
home, you will give them the retail
price and the wholesale package price.
The builder will be told about any un-
usual plumbing specialties that were
selected, such as a steam unit or an air
massage tub, as well as about products
that may be in the non-plumbing
budget, such as towel bars or shower
doors. The key is that the written quote
does not leave the showroom with the
consumer or that the builder bidding
does not get a breakdown copy. Tell
the consumer about this “win-win” sit-
uation before your begin.

When a builder gets the job and calls
for the wholesale quote, ask which
plumbers will be bidding the job. 

Remember, you did not charge a
fee for your services, the consumer
got value, and you are entitled to get
the order. In complete openness, there
are many, many other tools and tips
and secrets in the above paragraph
that would go into several articles on
this subject. A good example is a
Win-Win Philosophy, which is, “I
will give you what you want if you
give me what I want.”

Here are some time-saving show-
rooms tips and secrets to speed up the
selection process:

• 10-80-10 Showroom Rule. You
know the 80/20 rule: 20% of your
clients make 80% of your volume, or
20% of your inventory moves 80% of
the time. The 10-80-10 showroom rule
says, “Concentrate on your 80% target
market client.” 10% on either side of
the 80% are clients that may be 
D-I-Yers and should be sent to a home
center; others want retail services and

wholesale prices; some clients are
never satisfied and can be trouble.

• Qualifying clients. Good qualify-
ing skills are the key. Unless you are
closing 75% of the sales you must
take a good look at how deep you are
using the qualifying process. Numer-
ous showroom people have told me
about the one that was a “sure order”
but turned sour after the clients got
hours of service and expertise. Re-
member: The American Dream for
most people is “retail services and
wholesale prices.” Even in these
tough times, this works.

• Chart traffic hours. Take two
weeks of showroom hours and keep
track of the exact time people come
to your showroom. Then, for each
time, add up the number of quality
customers and divide that number by
two weeks of working days. You will
be able to determine what time to do
quotes and when to expect heavy traf-
fic. (Yes, I know there is always the
exception to the rule, when 10 people
walk in at 4:00 p.m.)

• Schedule appointments. Sched-
ule product selection meetings with
your client at your slowest traffic
times. Remember, you must stay in
control of your time. 

• Produce a showroom flyer. How
does your showroom work? Every
showroom should have a marketing
sheet available to explain the details;
i.e., days, hours, years in business,
guidelines for planning appoint-
ments, etc. This sheet should be
available at the entrance. I was visit-
ing a high-end client’s luxury show-
room where we put in a
greeting/waiting room with a couch
and fireplace. The area had much in-
formation (awards, certifications,
trainings) on the company to raise the
client’s expectations before the selec-
tion meeting. The receptionist greeted
the couple, offered them a soft drink
and turned on a four-minute profes-
sional video explaining the show-
room’s professional services.

• Educate professional trades on
how your showroom works and on
your selection process.

• Establish a consumer-friendly
website: This is a must. 

• Have silent sales aids available.
Shorten the selection process by hav-
ing a small library of books and mag-
azines that will help clients identify
what they want without taking your
valuable time. Several successful
showrooms have pre-made literature
packages for bath/kitchen remodeling
and for complete homes. These pack-
ages are exceptionally helpful for

clients who are overwhelmed by the
choices or who may not have their
partner present. Many of these pack-
ages have a $25 cost, which is put on
the client’s credit card but not
charged until the literature is re-
turned. This assures you that the
client will return the literature and
must talk to you again. The credit
card charge is put through if the pack-
age is not returned in 30 days. 

• Have a planning table. I see too
many showrooms without a place for
four people to sit down with a set of
architectural plans after they have
walked the showroom to make pre-
liminary selections. A good planning
table should be located in the center
of the hub of the showroom

• Display at least one complete
matching faucet and accessories series.
We are talking about a widespread,
centerset, single hole faucet; a roman
tub set; a wall mount tub set; a shower
set; towel bars and all the other acces-
sories, including cabinet and door
hardware. When a client picks out a
lavatory set and finish for a specific
bath, you could offer to provide all of
the components required by the plans,
including accessories such as those in
the matching series on display. 

Remember: The keys to increasing
your sales dramatically are to sell big-
ger packages, to take control of the
process of selling the package and to
identify the products consumers really
want before they are told differently. 

Send me an e-mail about your
biggest challenges and the obstacles
in your showroom, and I will address
them in my monthly column. I will
also send you a free copy of my book
Pillars of Success. n

Peter Schor, president of Dynamic Results
Inc., is a bath/plumbing industry speaker,
educator, author, columnist and consultant
in the many segments of our industry. For
the past 20 years, he conducted seminars
and speaks at numerous conventions. Schor
has great expertise in the field of show-
rooms and hotel bathrooms and has won
many industry awards. He also consults
manufacturers in taking their products to
market in the areas of sales, marketing and
public relations. Schor can be reached at
1302 Longhorn Lane, Lincoln, CA 95648,
phone 916/408-5346, fax 916/408-5899,
email pschor@dynamicresultsinc.com or
visit www.dynamicresultsonline.com. 

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

BY PETER SCHOR

Showroom specialist
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asHLaND city, tENN. — For the

past nine months, the a. o. smith

High Efficiency Revolution tour

has traveled the country visiting

plumbing distributors. at each stop,

contractors, plumbers, speci-

fying engineers, builders

and consumers have been

invited to tour the MMV

for a unique look at a. o.

smith’s high efficiency line

of products. 

in october, the High Effi-

ciency Mobile Marketing Vehicle

(MMV) took a break from its na-

tionwide tour to expand the prod-

uct offering on display inside the

mobile showroom.

two new units were added to the

MMV — a conventional vent gas

model with the new electronic gas

valve and a. o. smith’s newest

product, a power vent unit that will

be available in 2012.

the tour will continue to feature

its original line-up of a. o. smith’s

innovative high efficiency water

heaters, including the NEXt hy-

brid® gas, the Voltex® hybrid elec-

tric heat pump, the Effex® high 

e f f i -

ciency gas, tankless and the Ver-

tex™ condensing gas models.

these, along with the new standard

units, will be on display throughout

the tour in an interactive learning

environment. 

the 2011 tour will run through

December 9 and will resume in Jan-

uary 2012 in the southeast. the tour

schedule can be found at www.hot-

water.com/MMV.

44 • •THE WHOLESALER® — DECEMBER 2011INDUSTRY NEWS
A.O. Smith expands tour

NoRtH LittLE Rock, aRk. —

arkansas supply has been in busi-

ness for 56 years, and they are look-

ing forward to another 56 years.

Robert wright, who has been with

the company for 55 years, will become

the cEo. He will be spending more

time overseeing the long-term growth

and making sure that the company

continues to expand. wright has one

of the longest industry careers in the

state of arkansas. the expertise, expe-

rience and knowledge he has of

plumbing are beyond his years; he

grew up helping his dad in his plumb-

ing business.

Robert’s stepson terry Buffalo will

be company president. He is formerly

from England, arkansas, and is a grad-

uate of the University of arkansas. 

steven Brickey will remain as gen-

eral manager and tim Desbrow as as-

sistant general manager. arkansas

supply salesmen chuck Martin and

Jody woody are very excited about

the new ideas and technology that

will be available to them. 

arkansas supply will continue to

be a family owned business with out-

standing service and inventory to

supply customers’ needs.

Visit www.arkansassupplyinc.com

See contact information on page 70

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

Arkansas Supply continues traditions

Terry BuffaloRobert Wright

Piscataway, N.J. — the innovative

FunBath tub conversion kit from

american standard Brands has been

awarded the Parent tested, Parent

approved (PtPa) winner’s seal of

approval. PtPa Media has North

america’s largest volunteer parent

testing community, with over 40,000

parents. consumers looking for high-

quality products and services can rest

assured when they see the PtPa win-

ner’s seal; it is evidence of product

excellence as evaluated by unbiased

parent consumers.

Fitting over most existing standard

60-inch bathtubs, the FunBath kit

makes bath time safer, more comfort-

able and uses less water. Easy instal-

lation allows parents to bathe their

children in comfort — no need to

stoop or kneel while bathing little

ones in a traditional bathtub.

the FunBath kit was among many

entries from across North america

competing to earn the PtPa seal. Be-

cause independent parent volunteers

evaluate these products in their own

homes, PtPa winners are chosen based

on merit and consumer experience, not

on commercial considerations. 

Visit www.americanstandard.com. 

American Standard
bath kit earns PTPA
seal of approval
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Becoming an S corporation may 
be a good move for your business
A

re you a closely held busi-
ness that operates as a C cor-
poration? If your answer is

yes, then this article is must reading.
If you are already an S corporation,
chances are you will learn one or
more tax tricks that enrich you or
your family, instead of the IrS.

To start, burn this into your mind.
There are only three good reasons to
be a C corporation: 

• Your taxable profits are, and are
likely to remain, under about
$125,000, and you need the after-tax
dollars in the corporation to maintain
growth or pay down debt. 

• You use the C corporation as a
vehicle to get the benefit of deducting
your health insurance and/or long-
term care premiums. 

• You have carry-forward losses or
other tax credits that would be lost if
you make an S election.

okay, you C corporation guys and
gals, listen up. Following is a list of
the pros and cons of staying a C cor-
poration or electing S corporation sta-
tus (Hint: Nine out of 10 corporations
enjoy tax advantages by being an S
corporation.)

Why you may not want to
be an S corporation (the Cons)

1. You would probably pay more
income tax in the current year as an
S corporation. C corporations only
pay 15% in income tax on the first
$50,000 of net profit and 25% on the
next $25,000. But remember, when
you want to get those after-tax dollars
out of your C corporation someday,
you will be double taxed. Also, see
Pros 1. And consider that the top in-
dividual rate and the C corporation
rate are currently the same, 35%.

2. Health insurance premiums for
shareholder/employees and their
families are not fully deductible.

3. Long-term care premiums for
shareholder/employees and their
families are not fully deductible.

4. Any assets owned as of the date
of the S election are subject to the
“Built-in-Gain Tax” (a whopping
35%) if sold within five years after the
election. (This tax is easy to avoid.)

5. Use of a fiscal year is either not
available or is impractical. Usually
forces a December 31 year-end. This
is rarely a consideration.

6. The accumulated C corporation
earnings would be permanently
frozen at the date of the S election.
Not a real problem, as those earnings
are generally frozen anyway.

7. Life insurance proceeds cannot
be distributed from an S corporation
until all S corporation and prior C cor-
poration earnings have been paid out.
(A corporation — C or S — should not
own life insurance in the first place.)

Why you want to be an
S corporation (the Pros)

1. earnings, after making the S
election, are not subject to double
taxation and do not increase accumu-
lated C corporation earnings. For ex-
ample, suppose your new S
corporation makes a total of $1.2 mil-
lion ($300,000, $400,000 and
$500,000) in profits during the first
three years. You pay tax on the profits
each year as earned. Those profits are
like a piggy bank. You can take any
amount at any time, tax-free, as a div-
idend. Just don’t exceed the accumu-
lated S corporation profits. over
time, this is reason enough for most
C corporations to switch to S.

2. opens up significant tax-saving
estate planning opportunities. For ex-
ample, opens the door for using an in-
tentionally defective trust, which
allows you to sell your business tax-
free to your children or key employ-
ees. The typical client saves over $1
million in taxes including income tax,
capital gains tax and estate tax.

3. reasonable compensation (a
corporate plague) becomes a nonis-
sue with the IrS.

Unreasonable surplus “problems”
(often a big and expensive C corpo-
ration deal) disappear

4. An opportunity to divide family
income among family members:
Saves huge amounts of income tax
and estate tax. Trick is to give non-
voting stock to kids and grandkids,
while the founder keeps control by
retaining the voting stock.

5. Dividends (automatic double
taxation for a C corporation) are no
longer required. Sure, only 15% for
C corporation dividends is a low tax
rate but a rather high toll to pay
when compared to zero for an S cor-
poration. 

6. You enjoy low capital gains tax
rates (only 15%) as an S, instead of
high ordinary income tax rates (35%)

on sale of capital assets by a C cor-
poration.

7. The tax basis of your stock is in-
creased dollar-for-dollar for undrawn
profits. For example, if profits of the
S corporation over a period of a year
were $900,000, and if you only took
$400,000 as tax-free dividends, the
basis of your stock would increase by
$500,000. If you sold your stock, that
$500,000 would be tax-free. If you
are thinking of selling down the road,
an S corporation is a must.

The best of both worlds

often, a family business gets the
best tax results by having one or more
S corporations and a separate C cor-
poration, typically a management
company. The new C corporation and
old operating S corporations are
structured to take advantage of the
tax law for the family business owner
to enjoy the tax advantages available
to both a C corporation and an S cor-
poration. Neat!

Finally, it should be noted that
whether or not to be an S corporation
is one of the most important tax deci-
sions a business owner ever makes. If

you are still a C corporation and have
a taxable income of about $250,000
or more per year, I invite you to call
me (Irv) at 847/674-5295 to review
how to apply the information in this
article to your exact facts and circum-
stances. 

If you are already an S corporation,
make sure you are taking advantage
of the many tax breaks available to
you. Need help? Call me. n

Irv Blackman, CPA and lawyer, is

a retired founding partner of Black-

man Kallick Bartelstein, LLP (CPAs)

and Chairman Emeritus of the New

Century Bank (both in Chicago).

Want to consult? Need a second opin-

ion?.Contact Irv by phone at

847/674-5295, e-mail blackman@es-

tatetaxsecrets.com or visit his website

at www.taxsecretsofthewealthy.com.

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

BY IRVING BLACKMAN

Tax and estate specialist

• Only 3 good reasons
to be C corporation

• Many pros for S corps
• Earnings not subject

to double taxation
• Take advantage of

family tax laws

SunGard links to Billtrust’s
CompleteBilling service 
New York — SunGard’s AvantGard
receivables (GeTPAID) is now
linked to the Billtrust CompleteBilling
platform to offer joint cus-
tomers a more streamlined
approach to the order-to-
cash cycle. This offering
delivers businesses a solution from in-
voice creation and delivery to auto-
mated credit, collections and dispute
resolution to electronic invoice pre-
sentment and payment (eIPP), includ-
ing auto-cash processing.

Corporations are commonly chal-
lenged by the high costs, inefficiencies
and inaccuracies associated with the
billing process. These difficulties can
be overcome by leveraging an inte-
grated order-to-cash platform, yet
many companies are unable to achieve
a straight-through process due to dis-
parate systems. The connection be-
tween SunGard’s AvantGard
GeTPAID and Billtrust helps mitigate
this challenge by providing linkage
between their billing service (Billtrust
CompleteBilling) directly into their
core collections system (GeTPAID).

with the dramatic growth of elec-

tronic billing, the linkage with Bill-
trust’s eIPP portal to SunGard’s
AvantGard GeTPAID helps accounts

receivable managers ob-
tain real-time access to
important invoice trans-
action information, in-

cluding payments made and
transactions disputed.

Jim Mangano, senior vice presi-
dent of receivables solutions, Sun-
Gard’s AvantGard business unit, said,
“SunGard’s ability to connect to Bill-
trust is part of a larger strategy to
offer connectivity across the trade re-
ceivables ecosystem, consisting of
credit data providers, agencies, banks
and customers. Providing a link from
AvantGard GeTPAID to a complete
billing solution such as Billtrust helps
eliminate the time and costs associ-
ated with collections staff performing
administrative tasks, such as answer-
ing account inquiries or having to go
outside of the core credit and collec-
tions system to retrieve copies of an
original invoice.” 

Visit www.billtrust.com. or www

.sungard.com/avantgard.
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Former Shell Oil CEO warns of
upcoming U.S. energy grid breakdown
I

n a dramatic warning of upcom-
ing nationwide breakdowns of
America’s energy capability,

John Hofmeister, chairman of Citi-
zens for Affordable Energy and for-
mer Shell Oil CEO, stunned a
packed Houston audience of PVF
Roundtable members at the city’s
Hess Club in mid-October.

This group, comprised of manu-
facturers, distributors, end users and
product specifiers of international
energy-oriented products meets
quarter-annually to focus on the
state of the industry and its ongoing
ramifications.

Hofmeister, whose Washington,
D.C.-based action organization
strives to enlist millions of Americans
to support a new centralized energy
agency to circumvent a 40-year dead-
lock of the politicization of this cru-
cial bedrock of America’s electric
power and transportation network,
described the current status of the na-
tion’s Internet as approaching a
rolling breakdown in the next five
years. He attributed this primarily to
the refusal of U.S. government action
to confront an aging energy produc-
tion and facilitating capability so crit-
ical in the functioning of America’s
still world-leading economy.

Describing the mid-20th century
development of this nation’s previous
electrification and gas energy infra-
structure as rapidly deteriorating,
Hofmeister blamed presidents and
members of Congress for refusing to
confront this inevitable disaster in the
making.

The former Shell Oil CEO went
further in blaming the multiple tril-
lion dollar renewable energy pro-
grams of ethanol, solar, wind power
and geothermal, which he says could,
at best, provide 2% to 3% of the
U.S.’s needs to support a population
growth exceeding the current 312
million plus.

Hofmeister’s solution is to enroll
millions of Americans in support of a
professional, centralized agency di-

vorced from political interference,
akin to the independence of the U.S.
Federal Reserve Board. As an exem-
plar of the success of such a focused
strategy, he cited China’s aggregation
of world oil supplies and upgrading
of a 21st century power and trans-
portation infrastructure. The intrepid
Chinese are accomplishing this
through contracts for an ownership of
worldwide energy sourcing.

He concluded his stirring presenta-
tion by blaming the “destructive”
paralysis imposed on an unrestrained
Environmental Protection Agency by
imposing its “fanatical” will on all as-
pects of America’s attempts to ur-
gently bring its increasingly
deteriorating energy network up-to-
date. It’s Hofmeister’s hope that a
growing citizen-led outcry will re-
verse this trend.

Natural gas production vaults U.S.
to potential global leadership

Only a few short years ago, the
U.S. was experiencing a drastic nat-
ural gas shortage and was not able to
supply the expanding electric power
generating utilities, who were at-
tempting to switch as quickly as pos-
sible from the cheaper but
effluent-producing coal.

This accelerating shortage had
driven up the price of units per one
million Btu to $15 in 2005, with no
indication that this shortage would be
assuaged. Much of natural gas de-
posits were imbedded in large swaths
of land owned and controlled by the
federal government. Even areas
available for leasing were deep down
in dolomite rock areas, with only
high-cost drilling extraction in those
areas available, with even the high
mid-teen pricing making such a re-
covery expedient unprofitable.

Only the Northeast U.S. quadrant
found satisfactory accessibility avail-
able from Canada, enough to get it
through the cold winter. But then the
fracturing (fracking) technology,
which had been around since the
mid-twentieth century, had evolved
to the point where it could be used to
crack open the dolomite-covered de-
posits. This breakthrough, combined
with the lower extraction costs and
the ability to also liberate oil simul-
taneously, gave new life to opening
the practically unlimited deposits, in-
cluding the Rocky Mountains, and
not yet available on federal lands.

In the past five years, the growth of
fracking has been revolutionary. It’s
estimated that the natural gas poten-

tial throughout the U.S. is plentiful
enough to satisfy the nation’s grow-
ing need for natural gas for power
generation and even the potential
usage for future transportation expan-
sion for the next 100 years.

Already, the New York–Pennsylva-
nia Marcellus Range and the North
Dakota/Montana Bakken Belt are fu-
riously pumping up natural gas. This
is only the beginning, as other dis-
coveries have been announced almost
monthly. Plans for liquid natural gas
importation and the docks needed to
import it from Algeria, Qatar and
even Russia have been discarded.

Even the animosity of the EPA
bringing up new “straw men” in on-
going opposition, has been staid in
light of White House pressure during
the election year heat-up. An opti-
mistic projection of future natural gas
production even estimates major
American worldwide exports, which
would provide the U.S. with eagerly
sought-after trade deficit reduction.

Oil prices headed for long-term climb

Just recently it looked like gaso-
line prices and other oil derivatives
were headed for yearly lows, as the

approach of winter seemed to justify
the dropping costs of Cushing,
Okla., inventories, primarily com-
prised of West Texas Intermediate
“light” crude. However, this seemed
to be contradicted, as this focused
supply, primarily stored for U.S.
consumption, experienced further
unexpected drops.

While professional observers at-
tributed this turn of events to techni-
cal factors, such as a switch to
heating oil for the oncoming winter,
the global impact of geopolitical
events on world oil availability is
being lost. A one-day increase of 5%
in late October can better be ex-
plained by major North African and
Mideast geopolitical changes.

The historic parallel to the current
Arabic-centered convolutions recalls

the Saudi 1973 –74 oil boycott
against the Western nations, espe-
cially the U.S., in the wake of the
Arab-Israeli October war.

Premature optimists believe that
the toppling of Egypt’s Mubarak,
Libya’s Ghadaffi, and Tunisia’s Ben
Ali, together with heavy bets against
the survival of Syria’s Bashar Al-
Assad, would lighten up oil availabil-
ity, freed of the harsh control of
monolithic dictators.

But, just as events 40 years ago
proved, when Iran’s Shah opportunis-
tically allied himself with Hussein’s
Iraq and the Saudis to vault the per
barrel price from $2 to $10, a conflu-
ence of dangerous events is emerging
as a force of returning to the $100,
and eventually higher, price per bar-
rel of light, sweet crude.

The coincidental election of
Shariah-law supporting governing

bodies in Tunisia, likely followed by
similar events in Libya and Egypt,
will allow Iran to dictate world
prices. The unwitting facilitator in
this case will have been President
Obama, as no American troops will
be left to keep Iraq from falling under
Tehran’s heavy hand. Iran has always
been the ultimate hawk in ultimate oil
pricing, which it desperately needs to
ameliorate its deteriorating economic
condition.

Long-term investors, unlike profes-
sional energy observers, put heavy
weight on forthcoming geopolitical
reverberations and allocate their
funds accordingly. In the annals of
historical developments, such pru-
dent long-term analyses have more
often than not proven correct, result-
(Turn to U.S. chemical ... page 50.)

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

BY MORRIS BECHLOSS

PVF and economic analyst emeritus

• Seek to create central
energy agency

• U.S. natural gas now
world leading volume

• Oil prices to rise amid
Middle East turmoil

• U.S. chemical exports
hitting record levels

• Canada-U.S. pipeline
in new jeopardy

Hofmeister blamed presidents and members
of Congress for refusing to confront this

inevitable disaster in the making... Hofmeister’s
solution is to enroll millions of Americans
in support of a professional, centralized

agency divorced from political interference,
akin to the independence of the
U.S. Federal Reserve Board.
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U.S. chemical industry on a global roll, but
Canada-U.S. oil pipeline faces political heat
ing in money well spent by risk-prone
investors.

U.S. global chemical
exports continue to set records

although little attention has usu-
ally been focused on the U.S. chemi-
cal industry, it dipped less than other
major sectors during the ongoing
global recession. in fact, america’s
chemistry-oriented capability has
been a driving force behind the entre-
preneurial activities that have driven

new product development, a major
factor in the U.S.’s surprising techno-
logical growth. This includes such di-
verse innovations as solar cells,
therapeutic drugs, water purification
systems, etc.

One out of every five patents is-
sued is based on chemistry-related
technology, according to the ameri-
can Chemistry Council, while almost
10% of america’s rebounding export
sector is chemical-based.

an ancillary factor is the U.S.
chemical industry’s future growth ac-
cess to the burgeoning national shale
gas boom. This will lead to more
competitive costs and making future
contributions to energy efficiency, ac-
cording to the american Chemical
Council.

Regarding export activities, direct
chemical-based products have grown
astronomically in the past 20 years.
With less than $45 billion annually in
1990, it reached a record $180 billion
in 2010, with only a slight downward
bounce in 2009.

While the overall stagnation of the
U.S. economy and its minuscule
growth, together with intractable un-
employment, has grabbed the head-
lines, little has been dramatized
regarding this important sector’s
headway.

indisputably, the U.S. chemical in-
dustry and such industrial giants as
dow, duPont and BaSF have be-
come key to america’s continued dy-
namics as a world leader. it is one of
the few components in the overall
dismal picture painted by those look-
ing at america’s future opportunities
with discouragement. however, the
availability of technically-trained
participants has become an increasing

problem. Many of those graduated
from U.S. universities are of foreign
origin and have increasingly chosen
to return to their home nations, which
have been active in building a bud-
ding chemical potential.

Canada’s Harper warns of
‘no delay’ in Canada-U.S. oil pipeline

in a relatively unpublicized inter-
view with Business Week magazine,
Canada’s Prime Minister Steve
harper delivered an ultimatum to
the United States regarding U.S. ap-

proval of the Keystone Xl pipeline,
destined to move four million bar-
rels of oil a day by 2025 into U.S.
refineries.

What has become a major sticking
point in U.S./Canadian relations is
the hesitancy of the Obama adminis-
tration to culminate this agreement by
the end of the year. The drawback in
initiating this massive project is the
fierce opposition by the ePa and its
head, lisa Jackson.

The ePa, which has never lost the
opportunity to curb the previously
dwindling output of domestic fossil
fuels (oil and gas) production threat-
ens White house demonstrations.
They’ve even run a threatening full-
page ad in the New York Times under
the label “Tar Scandal Watch”. With
nuclear power development, except
on-site expansion, all but dead,
knowledgeable observers have put a
termination point on new nuclear site
development. With the Japanese
earthquake/tsunami catastrophe on
everyone’s mind, the nuclear option
has never been more unacceptable.

deep-sea drilling in the Gulf of
Mexico has also come to a standstill,
as last year’s drilling rig explosion
has frightened the administration
from approving a Gulf drilling re-
vival as yet. What, however, is not
highly publicized, is the nationwide
dry land production, which has
reached the highest level in the past
decade. With the ePa on a warpath
against oil and natural gas produc-
tion (especially the revolutionary
fracking method), the Obama ad-
ministration finds itself stuck with
an impotent renewable energy alter-
native that has been rejected by en-
ergy experts as barely marginal in

replacing fossil fuels.
Canada’s harper has made it crys-

tal clear that a rejection of the
Canada/U.S. oil pipeline will turn the
bulk of Canada’s oil potential toward
China and other Southeast asian
booming economies.

With 30,000 construction jobs and
a major closing of the energy gap at
stake, it’s a near certainty that placing
the decision in hillary Clinton’s State
department is a prelude to White
house year-end passage of oil
pipeline approval.

“Keystone Copout” questions
Administration’s job creation seriousness

The shocking recent news that the
administration has abandoned the
trans-Canada Keystone Xl pipeline,
is a crushing blow to the almost im-
mediate employment of 30,000 to
50,000 construction workers, and an
additional million barrel a day infu-
sion into america’s energy needs, as
well as cheaper gasoline prices in
2012 and beyond. it’s obvious that
job creation in a sector that suffers the
highest unemployment rate (con-
struction) offers no leverage.

The $7-billion project, which has
been hanging fire since 2008, had re-
ceived the U.S. State department’s
tentative go-ahead, since its investi-
gation disclosed “no significant im-
pact” on the environment. however,
after having given the final decision
to the State department for go or no-
go, Obama tipped his hand early in
November by calling on the U.S. in-
spector to review the tentatively ap-
proved process, and that he
personally would render the final de-

cision. This process assures that no
decision will be reached before next
November’s general election.

it’s obvious that the environmen-
talists, with 8,000 activists surround-
ing the White house earlier in the
week, carried more clout than
Richard Trumka, aFl-CiO boss,
whose union adherents pressed for
the pipeline green light.

The lame excuse that the pipeline
would cross the Nebraska Ogalala
Sioux Reservation and a giant
aquifer carries no merit, since
25,000 miles of pipeline already
crisscross that area.

The most serious consequence em-
anating from the President’s literal
dismissal of a pipeline that would
greatly expand U.S. refining activity
is that it comes after the Canadian
Prime Minister Steve harper’s stern
warning that any pipeline startup
delay later than december 31 would
result in the sale of additional tar
sand production to those willing to
receive such shipments with no
strings attached.

This means that the Canadian Gov-
ernment, starting immediately, since
the delay announcement quashed any
further discussion, would let Trans-
Canada simply load the oil on rail-
road cars for trans-shipment from
British Columbia to other countries,
primarily China. The Chinese have
already helped finance rail lines and
an expanded Vancouver port for just
such an expedient. in effect, the Pres-
ident will have speeded up China’s
evolution into the world’s leading and
oil-independent economy, sooner
than later. n

Morris R. Beschloss, a 55-year vet-

eran of the pipe, valve and fitting in-

dustry, is PVF and economic analyst

emeritus for The WholesaleR.
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(Continued from page 48.)

Regarding export activities, direct chemical-based products have
grown astronomically in the past 20 years. With less than $45
billion annually in 1990, it reached a record $180 billion in

2010, with only a slight downward bounce in 2009... little has
been dramatized regarding this important sector’s headway.

PhiladelPhia, Pa. – Crown Boiler
Co. has added the Bimini Buddy Ba-
sics course to their online learning
center, Crown Boiler University.  The
course will join the Bimini Boiler an-
nual inspection and Service
course and bolster the training
options offered in the Bimini
Boiler Training section of
Crown Boiler University.

This introductory course covers the
fundamentals of the Bimini Buddy
hydraulic separator, which is designed
to simplify the installation process of
the Bimini boiler. in the Bimini
Buddy Basics course, students will
learn what hydraulic separation is, the
benefits of the Bimini Buddy and
what differentiates each Bimini
Buddy model. it is free to enroll in the
Bimini Buddy Basics course through

Crown Boiler University, and enables
contractors to earn CeU’s towards
their NaTe and NORa recertification
at their own pace.

Crown Boiler University is a free
online learning center de-
signed to promote and en-
courage education. Through
the University, contractors
will have access to training

24 hours a day, 365 days a year.
Crown Boiler University is offered
by Crown Boiler Co., a leader in the
hydronic heating industry. Begun as
Crown industries in 1949, Crown
Boiler now supplies an established
network of independent and re-
gional wholesalers, as well as some
of the largest national hVaC whole-
sale chains.

Visit www.CrownBoiler.com

Crown Boiler University launches new class
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For reliability...
buy Harden OEM genuine
parts from Tapco.

Tapco
is the exclusive national
distributor of original

Harden cartridge
replacement parts.
No extra charge for same

day shipment on Harden
orders received by noon
eastern time.

Tapco will ship your order of
packaged Harden parts within

24 hours.
Tapco acknowledges Harden
FAX orders promptly by return Fax,
complete with list prices.

Tapco
P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300

GENUINE    PARTS CENTER©

FA
X

See contact information on page 70
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Forum: Tech-savvy distributors
to define future market dynamics

(Continued from Epicor, front cover.)

• Jon Schreibfeder, president of Effective In-
ventory Management Inc.

The theme of this year’s Executive Forum,
held in Napa, Calif., was “Distribution 2.0,” an
exploration of the form and
format of the next-generation
wholesale distributor, focusing
on technology, industry trends, business models,
and organizational culture.

“Technology is the linchpin of Distribution
2.0,” said Kevin Roach. “Distributors need to have
a defined strategy around this key aspect of their
business. Technology can and will make a real dif-
ference in how you compete in the market.”

During the panel discussion, the experts ob-
served that most distributors are currently using
only 20% to 30% of the technical functionality
in the ERP systems they have bought and paid
for; and today’s consultative selling model re-
quires more than just product knowledge, but a
more technically competent and adept sales
force, as well.

In looking at the future of wholesale distribut-
ing, the panelists also suggested that instead of
serving merely as an inventory storage house,

companies should focus on becoming the “intel-
lectual controller” of the supply chain, introduc-
ing reliability into the processes between supplier
and customer as a true value-add. The experts en-
couraged distributors to “analyze the value dy-

namic among you, your
vendors and your customers, to
create meaningful differentia-

tion.” Other topics covered by the group included
strategies for directing field sales; the use of cus-
tomer stratification, predictive analytics and cen-
tral warehousing; and the role of buying groups
and master distributors. 

A post-event survey of attendees indicated
they received tremendous value from this year’s
Executive Forum, giving it an average rating of
9.16 out of 10. “It is great to get rejuvenated with
some of the most knowledgeable speakers in re-
gards to distribution and profitability, and to hear
the direction that Epicor is taking to continue to
improve my business,” commented Greg
Domino, president, Anderson Pump & Process,
of Brookfield, Wis. Plans are currently under
way for the next Distribution Executive Forum
in fall 2012.

Visit distribution.epicor.com

See contact information on page 70• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

(Continued from Ferguson, front page.)

Groeniger was founded in 1949 by W.C. “Bill”
Groeniger and is now a leading waterworks dis-
tributor in northern and central California. The
company has eight sales branches, one adminis-
trative office and one pipe yard. Groeniger dis-
tributes pipe and other equipment for
waterworks, fire protection, sewer, reclaimed
water, irrigation and storm drainage projects.
They are recognized as one of California’s lead-
ing pipeline materials suppliers for residential,
commercial and public works sectors.

“It is clear that Groeniger and Ferguson share
the same culture of taking care of the customer, re-
specting our vendors and taking care of our em-
ployees,” commented Alexander. “We will
continue to believe ‘Family Is Our Tradition, Our
People Are Our Strength and Service Is Our Rep-
utation.’ This union will provide our customers
with a combination of resources and talent that will
benefit them now and for many years to come.”

Ferguson CEO Frank Roach added, “Groeniger
is a flagship waterworks distributor in California.
We are happy to welcome them to the Ferguson
family and look forward to the synergies that arise
as two industry leaders come together.”

Ferguson has been in the waterworks busi-
ness since the mid-1980s, supplying utility con-
tractors, municipalities, water and sewer
treatment plants, land developers and others
with a variety of waterworks products. Fergu-
son’s commitment to technical training, person-
nel development and relationship building gives
the company a strategic advantage in the highly

specialized utility industry.
Ferguson is the largest wholesale distributor of

residential and commercial plumbing supplies
and pipe, valves and fittings in the U.S. The com-
pany is also a major distributor of HVAC/R
equipment, waterworks and industrial products
and services. Founded in 1953 and headquartered
in Newport News, Va., Ferguson has sales of
$8.8 billion and approximately 17,500 associates
in 1,300 service centers located throughout the
U.S., Puerto Rico, Mexico and the Caribbean.
Ferguson is part of Wolseley plc.

Visit www.ferguson.com

‘Flagship’ California waterworks
distributor acquired by Ferguson

Flint-based P&H distributor
bought by Detroit wholesaler

(Continued from Contractors, front page.)

Contractors Pipe & Supply is a 47-year-old
family company that operates in the Detroit met-
ropolitan area. The companies share an unpar-
alled commitment to serving the contractor. Both
have a reputation for providing outstanding cus-
tomer service and are staffed with knowledge-
able employees. They have a similar business
culture and many common product lines. 

According to vice president Steve Weiss, “We
want A&S Supply to keep the same personality
that has evolved from their 62-year heritage in
the Flint market. They will benefit from our pur-
chasing power, the depth of our inventory and the
strength of our administrative staff. This will
allow them to focus their efforts on what they do
best, which are sales and service.”
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I
n mid-September, loyal users of DDI Software Systems gathered in Kansas

City to learn about the latest offerings available from DDI. The meeting

provided a great mix of keynote presentations, breakout groups, networking

opportunities and social events. Editorial director Mary Jo Martin was an in-

vited guest, and shares an overview of the event in her Viewpoint on page 70.
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PROOF POSITIVE!

Our Online MTRs Include  
the ORIGINAL Steel Mill and Foundry Certificate for Every Product

At Bonney Forge, we continue to raise the bar on our standards and are proud to 
share the Original Steel Mill and Foundry Certificate on all of our MTRs. Original 
Steel Mill and Foundry Certificates are available for each of our MTRs which includes 
chemical analysis, mechanical properties, and quality accordances as well as the 
original material origin. This assurance is proof that you will be using the highest 
quality materials available. 

We strive to exceed our customer’s expectations. This verification guarantees we 
consistently utilize quality original materials to ensure final product performance.

When you need material proof positive, count on us.

800.345.7546  814.542.2545  814.542.9977 fax  www.bonneyforge.com

See contact information on page 70
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Fully rotating showerheads
Anystream® Refresh showerheads fea-
ture Anystream 360º™ spray technol-
ogy, which allows a 360º rotation to
the spray adjusting
mechanism (han-
dle or faceplate).
The user can
make small in-
cremental ad-
justments to the
spray of the shower-
head and transition ef-
fortlessly through an
infinite number of sprays. The Refresh
family includes three fixed, three
hand-held shower and nine unique
combination showers. Each style of-
fers a unique spray configuration of
massage, needle and full-body flood
sprays. Speakman Company.

www.speakmancompany.com

Ice maker kit
Speedfit® Ice Maker Kit consists of
a low-lead angle stop adapter valve,
25 ft of plastic tubing and a 1/4"

plastic compression fitting. The
valve meets the NSF 14, 51 and 61
standards, making it suitable for use
with potable liquids. For water sup-
ply hookup, the valve connects be-
tween the supply valve and riser to
the main water supply. For refriger-
ator hookup, the tubing must be cut
to the appropriate length, leaving an
additional 6 ft of tubing behind the
refrigerator. The tubing is then
marked 5/8" from each end and in-
serted into the plastic connector.
John Guest USA.

www.johnguest.com

Solar pump block
The Solar X-Pump

Block combines a
variable speed
solar differential

temperature control,
bronze collector and
storage tank circula-

tors, and a stainless
steel flat plate heat
exchanger. Vari-

able speed controls
match solar collector

output, increasing system performance
by 20%. With just four pipe connec-
tions, the installation is complete. Can
be set up to maintain a temperature
differential between the solar collec-
tor(s) and up to two storage tanks, can
support a booster pump as part of a
drain-back system and comes with a
heat dump option and freeze protec-
tion. Large LCD screen displays the
amount of thermal energy harvested
by the collector when optional flow
meter is installed. TACO.

www.taco-hvac.com

Faucet series
SILGRANIT II Truffle faucets are
made from the highest quality mate-
rials available and come in a variety
of styles and beautiful finishes. Solid

brass body
construction
anchors the
finely-tuned
inner work-
ings, from
long-lasting
ceramic disc
cartridges to
the flexible
and conven-
ient pull-out

spray hoses. SILGRANIT II Truffle
faucets range in price from $375 to
$925. BLANCO.

www.blancoamerica.com

Drain cleaner
Speedrooter 92™ offers easy han-
dling; one person can easily load it
onto a truck. Flexitube™ spring dis-
tributor tube allows the cable to feed
and retract more smoothly. The ma-
chine’s frame slides smoothly from
the loading wheel to the handle to the
stair climbers and, finally, to the

wheels. An adjustable height,
swept-back handle pro-

vides maximum ma-
neuvering leverage.
Drives and retracts
3/4", 5/8" and 1/2" ca-
bles easily. Large and
small drums sport a

see-through inner
cage to quickly

d e t e r m i n e
h o w
m u c h

cable re-
m a i n s .
Features a

braced

frame at
key stress points, heavy-duty 1/2-hp
motor and Flexicore® cable. General

Pipe Cleaners, a div. of General

Wire Spring.
www.drainbrain.com

HEU urinal
The high efficiency DECORUM™
FloWise® urinal features water-sav-
ing technology that uses only 0.5 gpf
— 50% less water than a standard
urinal — and meets the EPA’s Wa-
terSense® program requirements for
high performance and water effi-
ciency. Can be used with manual or
Selectronic® hands-free flush valves.
ADA-compliant model can be speci-
fied as a urinal/valve system or as an
individual chinaware unit. Ever-
Clean® permanent finish inhibits the
growth of stain and odor-causing bac-
teria, mold and mildew on the sur-
face. American Standard.

www.americanstandard.com

Energy-saving faucet
The AVA single-lever basin faucet
with COOLFIX technology offers an
ingeniously simple way to save en-
ergy. With this award-winning tech-
nology, the “six o’clock” middle
position of the faucet is designed
“full cold”; no hot water is delivered
in this setting, saving energy each
time the faucet is activated. The only
way to draw warm water — and use
energy — is to rotate the lever clock-
wise and away from the middle posi-
tion. The faucet also incorporates the
Neoperl® Caché® aerator, which re-
duces water flow to 1.5 gpm, a 40%
savings over conventional 2.5-gpm
faucets. KWC.

www.kwc.us.com

Hydrotherapy tubs now with more performance
In addition to style updates, a refreshed line of hydrotherapy tubs includes
the following performance updates: Dual-port spinning jets target the back
muscle group and feature two side-by-side oval ports that produce a consis-
tent, even massage with fewer interruptions in movement. Additional jets
are fully adjustable, allowing the user to change the force and direction of
water flow at each jet. Tighter jet compression ensures optimal air-water
mixture and a more consistent, aerated water massage.  Engineering changes
and quality construction minimize water retention in the plumbing system,
optimizing performance and reducing potential service points. Aquatic.

www.aquaticbath.com
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J.O. Galloup Co. celebrates 125
years in PVF distribution business
Battle CReek, miCh. — J.o. Galloup

Company, a michigan corporation,

celebrated its 125-year anniversary of

business on november 6. a november

6, 1886 article in the Battle Creek

Journal read: olie (J.o.) Galloup has

opened a plumbing, steam and gas fit-

ting business at 8 e. main street. mr.

Galloup is a practical and experienced

workman and favorably known.”

mr. Galloup was followed as presi-

dent by his son, andrew, grandson,

Robert and great grandson, Bruce

shurtz (1983–2002). Ward shurtz (hus-

band of Barbara Galloup shurtz, sister

of Robert) served as vice president and

chairman of the board for many years.

John Galloup (brother of Robert) is the

longest serving board member. Dou-

glas Riggs (2002–09) was the first pres-

ident outside of the Galloup family.

Richard Waters followed Douglas and

currently serves as president.

the company is an industrial dis-

tributor of pipe, valves and pipe fit-

tings, process instrumentation, steam

specialties and process equipment.

Company headquarters remain in

Battle Creek, with 11 other locations

throughout michigan and two loca-

tions in ohio.

the family owned Galloup for four

generations. in January 2006 the man-

agement team purchased the company.

owners are Craig Geers, Douglas

Riggs, Gary longman, nick Carter,

Richard Waters and 10 other managers.

the company has experienced sig-

nificant growth in recent years

through acquisitions and organic

strategies. acquisitions include:

smith instrument, Grand Rapids

(1995); smith instrument, Detroit

(1997); merlo steam equipment

(2006); D & s Welding (2007) and

steam economies Company (2008).

in late 2003 Galloup absorbed a sig-

nificant part of what was the Bertsch

Company, another four-generation

pipe, valve and pipefitting industrial

distributor founded in 1875. this move

added several locations throughout

michigan and broadened the product

offering. most important were the peo-

ple that joined Galloup. their experi-

ence and professionalism were a

perfect fit to the company culture.

Galloup serves a broad scope of

markets: food and beverage, power,

commercial, institutional, automotive

and steel. the company employs more

than 200 people throughout michigan

and ohio, and has added staff in the

past year to support business opportu-

nities and to insure that winning strate-

gies are passed on for the future.

See contact information on page 70
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Winston-salem, n.C. — linuo Ritter

Usa and Vanir energy engineered and

installed evacuated tube solar thermal

systems at six YmCa facilities in the

vicinity of Winston-salem. Vanir fi-

nanced and built these systems through

a power purchase agreement. the Ys

received new state-of-the-art solar

thermal systems with a fixed energy

cost for the next 20 years. 

these systems were engineered

using the design principles of Ritter

Xl solar Germany, utilizing CPC

evacuated tube collectors and the

“aqua Principle,” which uses water

as the heat transfer medium instead

of glycol. the solar energy will be

dispersed at five different tempera-

ture levels for showers, laundries,

space heating, dehumidification and

pool water heating. 

the combined annual output from

the 12,600-sq ft of CPC 45 collectors

is 38,638 therms, which will offset

2.6 million lbs of Co2. system mon-

itoring and data collection is avail-

able in real time via the internet.

Visit www.vanir.com

Solar thermal systems installed in N.C. YMCAs
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Murray Supply Company hosts counter day
WinsTOn-saLeM, n.c. — Murray

supply company hosted a counter

day on september 14, with the assis-

tance of Rep south representatives,

including chuck Pearson and Mark

Reynolds, who were on hand to

showcase a variety of products from

a.O. smith, american standard and

elkay. The Murray supply company

Winston-salem staff spent a great

deal of time preparing for the event

and made sure all of the customers

enjoyed a satisfying lunch.

The counter day included a raffle.

The many winners included Jimmy

Jolly of Benner & Fields, Dusty

Lyons of Warco enterprises, Bud

Jolly of Benner & Fields, Jeff Tate of

Wake Forest University, John shoe-

maker of Benner & Fields, Joe Tanyi

of Winston salem state University

ner has received this award.

Banner’s state-of-the-art show-

room in Buffalo Grove boasts beau-

tifully appointed vignettes,

displaying everything that’s impor-

tant in the industry. Michelle Hender-

son, showroom manager, works

tirelessly to update displays and en-

sure that a full range of lines are on

the floor, all price points, all types of

décor, a mix of manufacturers and

that there is an emphasis on green.

Many of the displays are interactive;

customers are even encouraged to

make an appointment after hours to

try out the tubs and showers. Banner

is, and always has been, committed to

excellent customer service.

Visit www.bannerplumbing.com

See contact information on page 70
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BUFFaLO GROve, iLL. — Banner

Plumbing Kitchen & Bath showroom

was recognized as showroom of the

Year at the recent 2011 Decorative

Plumbing and Hardware association

conference in san Jose, calif. The

award is presented annually to an out-

standing showroom for their business

practices, customer service, human re-

source practices and industry support. 

after being nominated by an indus-

try peer, the showroom is evaluated

for training programs, marketing pro-

grams, customer service, involve-

ment and support in the industry,

merchandising and innovative pres-

entation of decorative plumbing and

hardware products within the show-

room. This is the first time that Ban-

and Mike Baker of Winston salem

state University. 

Murray supply would like to thank

everyone who attended and played a

part in making the day such a great

success.

Visit www.murraysupply.com

Banner Plumbing receives coveted DPHA award

Racine, Wis. — insinkerator re-

cently announced the grand prize

winner of the company’s “are You

smarter?” promotion. From May

through august, insinkerator hosted

a series of four online training pro-

grams. each month, the first 100 de-

signers to complete the module were

entered for the chance to win prizes.

Those who completed all four mod-

ules gained automatic entry to win

the grand prize, a vacation getaway at

the all-inclusive Occidental Grand

Papagayo resort in costa Rica. 

Meghan aberle of Baths & Be-

yond, Western steel & Plumbing in

Bismarck, n.D., was selected as the

grand prize winner. insinkerator rep-

resentatives stopped by aberle’s of-

fice to share the news and present her

with a congratulatory gift.

The First Prize Winner was Lamya

aljabi, aljabi architecture & interior

Design; La Mesa, calif., who received

Dell inspiron slim series desktop

computer system and computer desk.

second Place Winners were:

• Kim Harris-Grant, columbus Win-

nelson showroom; columbus, Ohio

• christine Tingen, Ferguson en-

terprises; apex, n.c.

• Louise Dunworth, White supply

co. inc.; coldwater, Mich.

They had their choice of a 16GB

apple® iPad 2; a Dyson® Ball vacuum;

or a Fujifilm® digital camera bundle.

Visit www.InSinkErator.com

InSinkErator
announces
contest winners
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THE DRIVING FORCE FOR
SAFER GAS PIPING SYSTEMS!

Visit our new website at www.tracpipe.com   
For more information on CSST Safety visit www.csstfacts.org
© Copyright Omega Flex 2011

OmegaFlex, Inc.
451 Creamery Way • Exton, PA 19341

1-800-671-8622
ISO 9001 Registered Company

FGP-645  11/2011

®

®

Flexible Gas Piping by OmegaFlex

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

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

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

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

“

”

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

See contact information on page 70
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The Jolly Green Giant
or The Little Green Pea?
t

here’s something on the hori-
zon that’s becoming more ex-
citing every day. it began last

year with a 60 Minutes segment
about a new fuel cell technology
called the “Bloom Box,” from a com-
pany called Bloom energy. Bloom
energy claimed to have developed a
fuel cell that produced low-cost elec-
tricity and generated little pollution,
using inexpensive materials. having
received more than $400 million in
cash from venture capitalists, they
had already installed working test
units at some of the largest and most
respected companies in the world,
such as Walmart, Google and eBay. 

And so it was with great anticipation
that Ceo K.r. Sridhar held up a fuel
cell and announced the secret ingredi-
ent that would allow the Bloom Box
fuel cell to become affordable to every
homeowner — ordinary beach sand,
abundant and available worldwide. the
internet was abuzz during the weeks
immediately following the broadcast,
with everyone clamoring for more in-
formation regarding this revolutionary
energy-saving technology. 

The technology

Fuel cells generate electricity from
an electrochemical reaction in which
oxygen (air) and a fuel (e.g. hydrogen)
combine to form water. there are sev-
eral types of fuel cells, all of them
based around one central design. the
electricity produced is used to power
all sorts of devices, including power
for buildings and homes. each fuel cell
consists of a so-called fuel stack that is
constructed of a number of individual
cells. Within each individual cell are
two electrodes, the cathode and the
anode, one positive and one negative.
the reactions that produce electricity
take place at the electrodes. each fuel
cell is also comprised of an electrolyte,
which carries electrically-charged par-
ticles from one electrode to another,
along with a catalyst, which acceler-
ates the reactions at the electrodes. 

Why is this so great and so green?

this type of fuel cell can run on
natural gas or propane, not by burn-
ing the gas but by an electrochemi-
cal process that provides numerous
benefits:

• Low greenhouse gas emissions
— clean consumption

• A domestic energy supply (nat-
ural gas, propane, bio gas, hydrogen)

• A reliable energy source (more
reliable than solar or wind)

• An existing infrastructure (nat-

ural gas and bio gas)
• A distributed energy model

(electricity loses efficiency during
transmission)

• Upwards of 60% efficient when
consuming gas

• Upwards of 80% efficient when
consuming gas and using waste heat. 

©FuelCellToday 2011. July 1, 2011.

www.fuelcelltoday.com. 

Just imagine a world where each
building or home produces low cost,
clean electricity and heat by means of
a highly-efficient fuel cell appliance
that utilizes an abundant, reliable and
clean domestic energy source. now
you know why there was such a
flurry of excitement when Bloom en-
ergy was featured on 60 Minutes. 

The problem

What’s the drawback of this great
new technology, and why don’t we
already have it in every building?
First, this isn’t a new energy technol-
ogy. the first fuel cell was developed
in 1839, with initial commercial use
by nASA in the 1960s for the Apollo
space missions. the U.S. navy uses
fuel cells in submarines and currently,
in iceland, they’ve begun converting
their fishing fleet from diesel engines
to hydrogen fuel cells.

So, why aren’t we using them in
our homes and buildings today? Fuel
cells have traditionally been com-
prised of a number of very rare and
costly materials and have been prone
to inefficiency and deterioration over
time. our traditional energy sources
were also abundant and relatively in-
expensive, keeping new technologies
on the back burner. 

it’s too early to tell whether Bloom
energy and other similar companies
have solved these problems, but the
manufacturing and installation of fuel
cells is now on the rise. the U.S. gov-
ernment has allocated nearly $65 mil-
lion for continued fuel cell technology
research and product development.
Bloom energy recently announced
that they are producing 200 additional
systems and will sell the energy pro-
duced under 10-year energy contracts.
this will allow more companies to
begin using the technology today,

while testing the reliability and reduc-
ing overall production costs.

On the horizon

there are companies currently in the
testing stage for small SoFC (solid
oxide fuel cells) whose systems will
power the average home and provide
enough waste heat to heat both the
home and hot water. these companies
have begun using ceramic materials to
lower the cost of production and are
continuously improving the durability
and efficiency of the fuel cell. Produc-
tion capability is being ramped up in
hopes of introducing a product for the
masses within five years. this provides
an unprecedented opportunity for our
industry as we tie in our products and
systems, increasing the usage and effi-
ciency of these systems. radiant floor
heating systems, hot water plumbing
systems, absorption chillers and tank-
less water heaters can all become part
of the onsite fuel cell energy plant.

Sales, distribution, installation and
service partners will be needed to
support this new home fuel cell appli-
ance. the companies that get in-
volved by applying this technology in
their own buildings will be in the po-
sition to capitalize on an entirely new
emerging industry.

Additional add-on technologies
will be developed that increase the ef-
ficiency of the system and will incor-
porate renewable energy, providing
numerous opportunities for manufac-
turers, distribution and installers.

Let’s get growing

there are those in the green world
that believe we are simply tying our-
selves to another natural resource
with a limited supply and that we’d
be better served to find options that
are truly sustainable, such as solar,
wind or geothermal energy. 

But, in reality, there are myriad so-
lutions in making a more sustainable
planet for future generations and fuel
cell technology just might be one of
the foremost technologies in getting

us closer. it may well debut as the
Jolly Green Giant, the next best thing.
or perhaps, it will find slow, steady
growth and be cultivated as the Little
Green Pea. n

Cliff D’Angelo is a LEED AP and

a 20-year veteran of the plumbing

products manufacturing and whole-

sale industries in sales and sales

management, with both the Kohler

Companies and Ferguson Enter-

prises. He is currently principal

owner of GREENCLIF, LLC, provid-

ing both LEED and sales consulting

services. Additionally, he is on the

forefront of introducing an innovative

new solar thermal dehumidification

technology to the market. Visit green-

cliff@netbusiness.com.

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

BY CLIFF D’ANGELO

Special to The WholeSaler

Mentor, ohio — PhC contractors
and wholesalers in the U.S. qualify
for a free sample of new Blue Mon-
ster® Advantage™ closet bolts, which
simplify installation of toilets, save
time and ensure that the job is done
right. 

For the first time since the inven-
tion of the closet bolt, due to the
unique, broached tip design, installers
can tell the direction of the bolt’s foot
while setting the toilet. Additional
features include raised knobs on the
underside of the foot that prevent
movement after setting the toilet. 

Blue Monster Advantage closet
bolts are machined to facilitate a
clean “break-off” at the desired level,
eliminating the need to saw the bolt
at the proper length. this action takes
seconds, prevents marking the china

with a saw and provides a secure fit
for the universal bolt cap. it also al-
lows for easy removal of the nut if
disassembly is required.

PhC contractors and wholesalers
can request their free sample kit of
Blue Monster closet bolts at
www.CleanFit.com/bm_closet_bolt_
request.php.

Blue Monster closet bolts offered to contractors

Sales, distribution,
installation and service
partners will be needed

to support this new
home fuel cell appliance.
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HARDI distributors honored
for environmental leadership
Maui, HaWaii — During HaRDi’s
annual meeting in Maui, thermostat
Recycling Corporation’s executive
director Mark tibbetts recognized
three HVaC/R distributors for their
efforts to promote tRC’s program

and help reduce mercury pollution.
“it comes with great pleasure to

recognize the contributions this im-
pressive group made to the tRC pro-
gram and the examples they set,”
tibbetts said. “During the summer
months, this year’s winners helped
divert over 57 pounds of mercury
from solid waste through their collec-
tion efforts.”

the Mercury thermostat Recycling
awards program recognizes the contri-
bution of HaRDi wholesale distribu-
tors who demonstrate a commitment to
the environment by promoting thermo-
stat recycling and helping keep mer-

cury out of the waste stream. the win-
ners are as follows:

Mercury thermostat Promoter
awards

• Baker Distributing Company,
Jacksonville, fla., is collecting mer-
cury thermostats at over 220 loca-
tions nationwide. Baker implemented
a campaign that targeted both em-
ployees and customers, reaching ex-
ternal audiences via a number of
channels including its monthly
newsletter and statements, tRC pro-
motional materials in all Baker loca-
tions and a tRC banner ad on its
homepage. Baker also educated its
employees about the program
through its quarterly sustainability
and monthly employee newsletters.

• Johnson supply, Houston, is col-
lecting mercury thermostats at its 23
locations throughout texas and
louisiana. each Johnson supply lo-
cation has the recycling container in
a visible location. all its employees

are very familiar with the program,
and they work to educate Johnson
supply customers on the importance
and impact of the tRC program.
among other promotional activities,
Johnson supply added a tag line to
each invoice stating its thermostat re-
cycling efforts and, in august 2011,
promoted the program through a $1
credit on their Johnson supply tool
Card for each thermostat returned. 

Mercury thermostat Recycling
Heavyweight award and Pound-for-
Pound award

• usairconditioning Distributors
is collecting mercury thermostats at
its 43 locations in the western u.s.
and florida. the company has ac-
tively promoted the recycling of mer-
cury thermostats, and its customers
have embraced the program. During
the summer months their locations
shipped tRC more than 2,100 waste
mercury thermostats, keeping 29
pounds of mercury out of solid waste.
over half of the thermostats came
from its City of industry location,
yielding 17 pounds of mercury. 

Visit www.HARDInet.org

Vienna, Va. — the Manufacturers
standardization society announced
that revised standard Practice sP-55-
2011, Quality Standard for Steel

Castings for Valves, Flanges, Fit-

tings, and Other Piping Compo-

nents—Visual Method for Evaluation

of Surface Irregularities, has been
published and approved by the amer-
ican national standards institute as
an american national standard.

this standard Practice, utilized for
the visual evaluation of surface irregu-
larities in steel castings for valves,
flanges, fittings and other piping com-
ponents, was originally published in
1961 and is today referenced in many
standards’ publications and employed
throughout the industry. on aug. 26,
ansi granted final approval of the re-
vised Mss sP-55-2011 as an ans.
this standard Practice is being pub-
lished in its traditional book format
(with improved spiral binding) and in a
newly created digital version (PDf).

the new ansi-approved ameri-
can national standard edition,
ansi/Mss sP-55-2011, is now
available and is used extensively in
the chemical, petro-chemical, nu-
clear, boiler and pressure vessel and
other corrosive and high temperature
industry environments.

this standard does the following: 
• establishes visual surface irreg-

ularity acceptance standards for
steel parts

• supplements requirements in
identified astM standards

• Provides a series of referenced
photographs typical of the various
surface irregularities

• identifies what is of generally
acceptable and generally rejectable
quality.

Visit www.mss-hq.org

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

CHino, Calif. — Harrington industrial
Plastics opened its newest location in
Malta, n.Y., on august 1. Harrington
has grown from a regional distributor-

ship to one of the largest distributors of
industrial plastic piping systems in the
u.s. in the last 52 years. 

Harrington began with the purpose

of servicing customers that handle
corrosive liquids and has expanded
its offerings to include products for
customers with high-purity needs and

products to help protect the environ-
ment. Companies that manufacture
semiconductor, pharmaceuticals and
bio-pharmaceuticals find the com-
pany an indispensable resource for
their demanding processes.

the new 14,000-square-foot facil-
ity offers a fully stocked warehouse,
clean room area and training center.
as with all of Harrington’s facili-
ties, this new location will bring a
technically oriented sales staff to the
albany area, along with the knowl-
edge and strength of 41 locations
nationwide. 

the new facility is located at 3 Kn-
abner Road in Malta, n.Y., just a cou-
ple of miles from the albany
international airport.

Visit www.harringtonplastics.com

Victoria + Albert bath featured in fine art prints
Mount Pleasant, s.C. — the next
creative project professional photog-
rapher Chris Crumley has embarked
upon are a series of fine art prints in-
volving the Victoria + albert slipper
tub and a mermaid underwater.
Crumley is the go-to-guy for cre-
atively conceived underwater images.
He has a successful career in com-
mercial and advertising photography
and in recent years has made a name
for himself in a very unique niche of
underwater Mermaid photography. 

according to the photographer,
“the Victoria + albert classic Victo-
rian slipper tub had the right look and
was also light enough for two people
to lift and move around the studio (in

the 130-lb range) thanks to the amaz-
ing englishcast® material.”

the Victoria + albert tub will be
shot in Crumley’s ‘wet studio,’ a spe-
cial 22,000-gallon pool he built for
underwater photo illustration work.
the clawfoot tub will be submerged
and photographed with
mermaid model Kristi
sherk in a custom-made
tail by eric Ducharme. 

“We were delighted
that our tub was chosen
for this creative project,
as it clearly brings the
artistic expression of
bathing to a whole new
level,” stated Javier Kor-

neluk, VP of north america sales for
Victoria + albert. “Chris is an ex-
tremely talented photographer, and
we are glad he found the tub of his
choice for this fantasy-themed proj-
ect.”

Visit www.vandabaths.com

Harrington Industrial Plastics opens new branch 

MSS publishes
revised standard for
surface evaluation
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Rheem opens new PROSTOCK stores in Miss.
MERIDIAN AND GuLFPORT, MISS. —
Last month, Rheem distributor
Southern Pipe & Supply Co. Inc.,
opened two new PROSTOCK loca-
tions in Mississippi. Founded in 1938
and headquartered in Meridian,
Miss., Southern Pipe & Supply is one
of the largest privately held, inde-
pendent wholesalers of plumbing,
heating, air conditioning, industrial,

mechanical, water and sewer supplies
in the Southeast.

Rheem worked with Southern Pipe
& Supply to convert two of its stores in
Gulfport and Meridian to PROSTOCK
locations. These are Southern Pipe &
Supply’s first PROSTOCK locations.
Southern Pipe & Supply owns more
than 90 stores throughout Alabama,
Arkansas, Florida, Georgia, Louisiana,

Mississippi and Tennessee.
“Southern Pipe & Supply has an

amazing reputation as a long-standing
partner for HVAC, plumbing and in-
dustrial suppliers in the Southeast,”
said Don Harter, general manager of
Rheem Sales Company. “These new
PROSTOCK stores will help them
showcase a highly professional, bright
and organized retail presence that can

meet the needs of local contractors.”
PROSTOCK stores provide re-

placement parts directly from the
original equipment manufacturer
(OEM), Rheem, as well as aftermar-
ket parts and supplies for profession-

als that install, maintain and service
HVAC and plumbing equipment.
Rheem is one of the few manufactur-
ers in the country offering a retail
presence to meet the needs of HVAC
and plumbing contractors.

“The PROSTOCK model is a new
concept for Southern Pipe & Supply
and we’re confident that it will help us
better serve the needs of contractors in
Meridian and Gulfport,” said Buddy
Wallace, director of HVAC, Southern
Pipe & Supply. “Our PROSTOCK re-
tail locations are incredibly visual and
organized in a way that our contractor
customers can quickly and easily find
all the replacement and aftermarket
parts that they may need.”

In late October, PROSTOCK and
Southern Pipe & Supply hosted grand
opening events for local contractors
in Meridian and Gulfport. The events
included ribbon-cutting ceremonies
and also featured lunches and give-
aways, including PROTECH branded
hex sets to the first 50 customers.
Plus, Southern Pipe & Supply con-
ducted drawings at each opening
event, where one lucky contractor in
Meridian and another in Gulfport
won $1,500 credits toward the
Rheem heating or cooling unit of
their choice.

A number of company representa-
tives from Southern Pipe & Supply—
including Marty Davidson, chairman;
Mark Roebuck, vice president-sales;
Buddy Wallace, director of HVAC;
Mike French, central regional man-
ager; Britt Glenn, territory manager;
Todd Cotton, branch manager; Den-
nis Manley, branch manager; Scott
Spears, territory manager, HVAC
sales; Tommy Cason, corporate sales
manager; and Van Slayton, counter
sales merchandising manager —
were able to participate in the grand
opening events. Beth Childress, man-
ager of store development for PRO -
STOCK; Lee Wilkerson, district sales
manager for Rheem; and Mike
Himel, Southeast district parts man-
ager from Rheem Sales Company in
Randleman, N.C., traveled to Missis-
sippi to attend the events.

The Meridian store is located at
2223 Highway 39 North. The Gulfport
store is located at 2202 34th Street.
Both stores are open from 7 a.m. to 5
p.m., Monday through Friday.

Visit www.southernpipe.com

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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Johnstone Supply
sees growth in stores
Portland, ore. — Johnstone supply
Inc. is bucking overall industry trends
and ongoing uncertainty in the econ-
omy by continuing to see robust
growth and expansion in its national
network of locally owned and oper-
ated stores. In the last 12 months, cur-
rent Johnstone owners have newly
opened or acquired an additional 17
stores, significantly boosting the
company’s presence in markets na-
tionwide. Johnstone also continues to
attract independent store owners to
the cooperative, recently welcoming
a significant new member in the west
texas region whose group comprises
five stores.

the cooperative’s most active
growth has been in existing owners
purchasing or opening additional
store locations in their regions, but-
tressed by strong member invest-
ments to improve or expand store
facilities. “the confidence and
growth we’re seeing for Johnstone
members around the country is really

unprecedented for the industry in this
current economy,” noted Mark
askew, Johnstone membership direc-

tor. “how strongly we’re expanding
compared to the industry as a whole
is really amazing, and we see this
growth continuing.”

askew is convinced that the inher-
ent strengths of Johnstone’s business
model are propelling the surprising
growth of the cooperative’s member-
ship. “Knowing regional contractor
needs and a small-business focus on
servicing them is our one-two punch
in these local markets,” said askew. In
texas, Johnstone’s newest group of
stores to join the co-op serves as a case
study in how it also continues to entice
successful independent owners.

eddie rhodes’s group of five
stores in the west texas region had
built their business success on the

service side and was familiar with the
advantages of a cooperative when
they began considering Johnstone
membership. “we felt Johnstone was
unique in the way it operated,” states
rhodes, “and we were frustrated hav-
ing to compete with the big guys all
the time.” while evaluating where his
group of stores would be in five, 10,
20 years, rhodes felt they needed a
level playing field in terms of pricing
and access to inventory and decided
that they “had to become a part of
something bigger.”

In addition to giving rhodes the
ability to better compete in terms of
volume purchases, access to product
lines and rapid delivery, Johnstone’s
training and information assets were
also a deciding factor. “we get di-
rectly involved on problem issues to
help customers in the field and get
them on down the road,” says
rhodes, “we’ve always focused on
training, and the Johnstone Univer-
sity concept is a great calling card.
we want to be able to elevate their
(contractor) expertise, and we know
that Js University is going to be a
great asset to us in the future.”

Visit www.JohnstoneSupply.com

ann arBor, MICh. — nsf Interna-
tional, a global organization that cer-
tifies products and writes standards
for food, water and consumer goods,
has launched a new program to help
manufacturers gain global market ac-
cess for water treatment, distribution
and plumbing products.

the nsf Passport Program: Your
access to Global Market approvals™
helps companies achieve product cer-
tifications required in major and

emerging global markets such as the
UK, australia, Brazil, China, Italy,
france, Japan and many others.

the program manages the complex
approval process, helping companies
navigate the various regulatory, test-
ing and certification requirements in
each country to gain entry into new
international markets. nsf Pass-
port™ provides companies with a
single point of contact and combines
testing and auditing services, saving
both time and reducing cost by man-
aging multiple country approval proj-
ects from the initial application to
final approval.

“this service is completely unique
to the water industry,” said Pierre
sbabo, vice president of nsf Interna-
tional water Programs. “Manufactur-
ers of water treatment, distribution and
plumbing products must meet multiple
rigid and complex regulatory require-
ments to sell and compete in major
markets. these requirements can vary
between countries and certification
types. It has taken nsf years to de-
velop a program that facilitates prod-
uct certification for customers in more
than 25 major and emerging global
markets. nsf had to meet certification
requirements specific to each country
and certification body, which included
completing multiple laboratory audits
and earning numerous accreditations.
Because nsf International has global
offices, we were able to overcome the
added challenges of language and time
zone barriers.

“the nsf Passport Program helps
manufacturers access all top and key
emerging markets for water products.
Importantly, customers are able to
work with a local nsf International
project manager, in their local lan-
guage and time zone, through nsf’s
global network of offices,” sbabo
added.

Visit www.nsf.org/info/passport

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

whIte PlaIns, n.Y. — Xylem Inc.
has completed its spinoff from Itt
Corporation and has begun operations
as a $3.2-billion stand-alone global
water technology company. Xylem's
market-leading product brands, appli-
cations expertise and technological

strength enable the transport, treat-
ment, testing and efficient use of
water in public utility, residential and
commercial building services, indus-
trial and agricultural settings.

the company serves customers in
more than 150 countries to address
critical water issues, such as growing
water scarcity, aging infrastructure
and more stringent environmental
regulations. Xylem began regular
trading on the new York stock ex-
change under the ticker symbol XYl
and will be listed on the standard &
Poor’s 500 Index.

“I’m extremely proud to announce
the launch of a unique company, the
product of more than 100 years of ex-
perience in the water business and the
collective work and expertise of our
nearly 12,000 employees and our
strategic partners around the world,”
said Gretchen McClain, president and
Ceo of Xylem. “while our name has

changed with the spinoff, our cus-
tomers will find in Xylem the same
commitment to providing local serv-
ice to meet their specific needs while
leveraging our global network of
technological strength and applica-
tions expertise.”

Xylem serves a $30-billion seg-
ment of the global water equipment
and services market through a distri-
bution network consisting of a direct
sales force and independent channel
partners. the company’s products
and services address the full cycle of
water and are key in the collection,
distribution and use of water. well-
known and respected product brands
such as Bell & Gossett, flojet, flygt,
Godwin, Goulds water technologies,
wtw and YsI, among others, will
continue their place in the water in-
dustry as part of the Xylem portfolio.

Xylem’s senior management team
has significant water industry expertise
and a demonstrated record of growth

and strategic execution. they include:
• Gretchen McClain, president and

Ceo
• Mike speetzen, Cfo
• Mike Kuchenbro, president –

water solutions
• Chris McIntire, president – ana-

lytics
• Ken napolitano, president – res-

idential & Commercial water
• Bob wolpert, president – flow

Control and China & India
• angela Buonocore, chief com-

munications officer
• frank Jimenez, general counsel

and corporate secretary
• robyn Mingle, chief human re-

sources officer
• Colin sabol, chief strategy and

growth officer.
Xylem’s corporate citizenship and

social investment program, Xylem
watermark, aims to provide and pro-
tect safe water resources in commu-
nities around the world. 

For more information, visit

www.xyleminc.com

Xylem completes spinoff from ITT

Bettendorf, Iowa — JMf Com-
pany’s corporate website has under-
gone an exciting redesign. the
updated site will have expanded fea-
tures and resources that will surely be
helpful to visitors and will give view-
ers a clear understanding of what the
JMf Proposition is all about.

the most recent updates include a
more lively and interactive interface,

an industry news section and an ex-
panded VIP Program page.

Visit jmfcompany.com

JMF Company launches new website

NSF International
launches NSF
Passport Program 
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HARDI voices opposition
to DOE direct final rule

CoLumBuS, ohIo — hArDI filed

comments in opposition to a Depart-

ment of energy direct final rule that

would regionalize air conditioners and

furnaces and increase efficiency stan-

dards for those products in certain re-

gions. The rule came as the result of a

negotiation between equipment man-

ufacturers and energy efficiency advo-

cates that excluded the input of hVAC

distributors and contractors. hArDI

asks the Doe to withdraw the direct

final rule and precede with the tradi-

tional rulemaking (noPr) process

which would allow for more analysis

and stakeholder input.

Indicated in previous comments

to Doe, hArDI asserts that sup-

port will only be offered to the pro-

posed rule if planned increases in

efficiency standards are economi-

cally justifiable. With these new

comments, hArDI maintains that

stance, stating that the proposed

rule is economically unjustified

with the nation’s poor economic cli-

mate, an unprecedented drop in new

home construction, a substantial de-

cline in unitary sales of both air

conditioners and furnaces since the

last increase in national standards in

2006 and a reduction in consumer

purchasing power.

“hArDI believes that the pro-

posed rule will harm small busi-

nesses, jobs and our industry as a

whole at an already difficult time in

terms of unitary equipment sales,”

said hArDI eVP & Coo Talbot

Gee. “If the Doe proceeds with this

ill-conceived and unjustified direct

final rule, they will be actively turn-

ing a blind eye to economic and prac-

tical realities.”

While the “consensus agreement”

between the manufacturers and effi-

ciency advocates that provides the

basis for this Doe rule may provide

some level of certainty for what mod-

els manufacturers may produce for

the next ten years, it adds significant

uncertainty to how the rest of the in-

dustry will inventory, support and sell

these units. hArDI’s concerns about

the unknown costs associated with

compliance and enforcement of the

proposed rule make it impossible for

the Doe to fully assess its economic

impact without first finalizing an en-

forcement plan. 

hArDI fears that the cost and re-

sponsibility will not fall on the manu-

facturers who negotiated the

agreement but on the many small busi-

nesses in the hVAC distribution and

contract installation industry. hArDI

has asked the Doe to withdraw the di-

rect final rule and move the rule to a

noPr with a combined, or concur-

rent, enforcement rulemaking.

Visit www.hardinet.org

ToronTo, onT. — mirolin Industries

Corp. will be expanding its operations

to include a manufacturing facility in

western Canada. The new 150,000-

square-foot state-of-the-art manufac-

turing facility and distribution center

will be located in Airdrie, Alberta, a

growing economic region of Canada

ideally situated geographically to serv-

ice all of Western Canada.

Dominic Primucci, president of

mirolin Industries, is extremely con-

fident about the company’s continued

growth and strategic direction. “The

expansion is a significant commit-

ment to the Western Canadian market

and reinforces our dedication to

Canadian economic growth. mirolin

is the first truly national player in

acrylic tub and shower manufactur-

ing. We offer a complete product as-

sortment nationally and are now

strategically positioned to be the

leading national acrylic tub and

shower brand in Canada.”

Production at the new facility will

commence in the first quarter of 2012,

and the expansion will enhance effec-

tiveness and efficiency of service to

customers Canada-wide. The growth

will further solidify and secure strong

national partnerships with new and ex-

isting customers across Canada.

mirolin is well poised to service

the new home construction, home im-

provement and renovation markets

coast-to-coast. 

Visit www.mirolin.com

ChICAGo — The ASA education

Foundation has completed develop-

ment of the 3D Commercial

Schematic© online training program,

which is designed to be a continuous

work in progress. 

The central chiller plant provides

comfort cooling and dehumidification

of a typical hospital facility. This was

the first area to be developed for train-

ing. In coming months, more systems,

including a boiler room, will be added

and will showcase, teach and train em-

ployees in wholesale distribution about

the various pipe, valves, fittings and

components contained

within a commer-

cial application.

The Central Chiller Plant training

includes six interactive lessons,

which allow users to see how a typi-

cal hospital chiller plant operates. 

each lesson includes instructional

text with audio, flash animation (to

depict water movement, etc.) learning

games, engaging activities and a self-

grading quiz. A glossary of common

commercial and industrial PVF terms

is included so users can easily look

up any unfamiliar terms.

For information and to order, visit

www.asa.net or call 312/464-0090

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

Mirolin Industries
to expand to
Western Canada

ASA introduces
online training
program

AnAheIm, CALIF. — Bathware man-

ufacturer Aquatic’s everyday fiber-

glass-reinforced product (FrP)

showers and tub showers have been

reengineered and now

are 40% thicker than

before. These fixtures

include fully rein-

forced, encapsulated

wall systems. The re-

sult is bathware that is

built for even more

years of use and able to withstand the

rigors of shipping, handling, installa-

tion and reverse impact. 

Aquatic’s newly-engineered FrP

showers and tub-showers derive their

superior strength from a four-stage lay-

ering process during manufacturing:

• The surface layer is a premium-

grade, ultra-glossy gelcoat that is

smooth and highly durable. 

• At first lamination, a mixture of

fiberglass and resin begin building

the unit’s strength. resin acts as the

binding agent for thousands of small

strands of fiberglass that are woven

together to provide structure and

rigidity. Aquatic’s formula is higher

in glass content than many competi-

tors, yielding a stronger product.

• A corrugated reinforcement is

wrapped around each of the shower

walls. The resin saturates and bonds

the material, filling its peaks and val-

leys and permeating through a pattern

of perforations placed every 4 inches

on the corrugation.

• A second coat of the fiberglass/

resin mixture is layered on top of the

reinforcement, sandwiching the core

between two layers of lamination. As

the formula cures, the lamination and

reinforcement harden and solidify.

Glass and resin that collects at the per-

forations form rivet–like unions that

lock the reinforcement into place and

build even more structure and strength.

Visit www.aquaticbath.com

Aquatic strengthens bathing system materials

Caroma showerhead receives WaterSense approval
Surrey, B.C. — Caroma®’s first-ever

shower product, Caroma Flow, has

received WaterSense® approval and

its label, giving Caroma an

unprecedented number of

WaterSense-labeled prod-

ucts.

The Caroma Flow was de-

signed with the same water-

conscious mission and

technological know-how as

the company’s 51 Wa-

terSense toilets. The high-ef-

ficiency showerhead has a nominal

flow rate of 1.5gpm/5.7L at 80 psi

and includes a precision engineered

nozzle that pressurizes water to pro-

duce a uniform and soft, yet power-

ful, spray of water; maximizing

comfort while saving up to

10 gallons more water than

the standard 2.5-gpm show-

erhead for a 10-minute

shower. Incorporating a

unique easy-slide spray ad-

justment, ranging from a

wide coverage bathing spray

to a concentrated rinse flow,

the Caroma Flow is easy to

install in both retrofit and new con-

struction projects.

Visit www.caromausa.com
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Do you live with drama?
Don’t allow it to rule you!

(Continued from schmitt, page 8.)

ii. Invoicing errors. Every invoic-
ing problem also results in extra work
to correct the problems and get the
accounting adjusted.

iii. Excessive shipments to fill or-

ders. When a supplier sends a big
order in 10 separate deliveries, it cre-
ates churning that spawns drama. (10
receipts of inventory, 10 invoices, 10
put-aways)

iv. Unreliable. When you can’t
count on your suppliers to do their
job, it adds drama and extra work for
your team.

c. Poor product quality. This is
getting shot in both feet. 

• Your customers are upset so your
sales team must focus on fixing the
problems versus selling. 

• Your inventory team may be-
come the quality control group for the
supplier and expediters to get the
working product into the customer’s
hands. 

• You may need to find a second,
reliable source of supply.

• Plus you have the cost and drama
of processing returns, warranty
claims, credits, etc.

When you find yourself justifying
a high-drama vendor because they
give you a little better price, review
the list and ask yourself if it is worth
all the drama that you must endure.

4. Drama Markets. Sometimes
fully serving a region involves operat-
ing in some good and some bad mar-
kets. While you might like to

cherry-pick a couple of the sweet ones,
your success in the region may require
that you endure some rotten-apple lo-
cations. Some of the clues are:

a. High employee turnover
b. Employee conflict with other

employees and customers
c. High inventory shrinkage
d. Theft
e. Vandalism
f. Armed robberies. 
I think staying in poor markets is

always an explicit decision that is not
taken lightly. There should always be
ongoing activities to improve the
branch’s performance.

5. Drama Product Lines.

a. Non-strategic lines. Ideally
your stocking list is a premeditated,
carefully crafted list of products de-
signed to fully serve your targeted
types of customers. At least that was
the plan in the beginning. Then as
they say, the plan got altered to ad-
dress the events of the day, week or
years…in other words, “stuff hap-
pens.” The result is often a non-
strategic offering that includes lines
that just don’t make sense now.
(Some probably never made sense.)
Many wholesalers kid themselves
thinking that these lines are benign.
They are not! They divert inventory
dollars, sales focus, buyer time, man-
agement direction from the lines that
are the keys to your success and thus
ought to be your priority.

b. Overlapping lines. While there
may be a need to source some prod-

ucts from multiple suppliers, there is
a real cost and a drama cost in the
process. 

• Many plumbing wholesalers
have too many faucet lines. They
hope their broad offering of special
order products will somehow attract
additional business but for many that
is just the dream and certainly not the
reality.

• Just reducing the sales calls from
manufacturers will reduce your
drama, even if you enjoy talking to
their people.

Certainly this is only a list of
thought starters so I challenge you to
take a couple minutes to review
where your stress and drama is com-
ing from and to remove a few from
your life. While I don’t think a
drama-free life is possible in the
world today, I think an effort to re-
duce the drama can make us all more
productive and less stressed as we
head into 2012. n

Have a happy and prosperous new
year! —rich

team for faster decision making;
• The company’s Help Desk ticket

management system that provides au-
tomated routing to the right support
team for more than 13,000 calls, inci-
dents and change requests each month.

About HD Supply

HD Supply is a leading wholesale
distribution company, providing a
broad range of products and services
to professional customers in the infra-
structure & energy, maintenance, re-

pair & improvement and specialty
construction markets. With a diverse
portfolio of industry-leading busi-
nesses, HD Supply is one of the
largest diversified wholesale distrib-
utors in North America, with approx-
imately 680 locations.

Visit www.hdsupply.com

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

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

www.go-scg.com

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

Handheld tools
• Print catalog software,

content creation and services
• Pricing management and

pricing analysis
www.go-spi.com

HD Supply Earns Top 200 technology
innovation award for 3rd year in a row
ATlANTA – HD Supply
recently announced that
for the third consecutive
year it was awarded a top 200 ranking
on the 2011 InformationWeek 500, an
annual listing of the nation’s most in-
novative users of business technol-
ogy.  HD Supply was recognized for
its comprehensive IT Operations
Management Suite. 

For 23 years, InformationWeek

has identified and honored the na-
tion’s most innovative users of infor-
mation technology with its annual
500 listing and also tracks the tech-
nology, strategies, investments and
administrative practices of Amer-
ica’s best-known companies. 

“HD Supply is truly honored to be
recognized among the top 200 busi-
ness technology innovators by Infor-

mationWeek for a third consecutive
year,” said Michele Markham, HD
Supply senior vice president and chief
information officer. “Developing this
comprehensive management suite has
produced a series of big wins for our
company, including significant cost
avoidance and elimination, the exiting
of 21 datacenters, the creation of a
Global Help Desk for IT support and
the establishment of a stable, scalable
and centralized infrastructure to serve
our customers. This management suite
automates how we gather and deliver
real-time data to take proactive and
corrective action faster while reducing
issue resolution time.”

The HD Supply information tech-

nology team avoided
more than $1.2M in li-
cense purchases and

eliminated more than $200k in an-
nual maintenance cost by develop-
ing this comprehensive management
suite in-house. The management
suite includes:

• The Configuration
Management Database
(CMDB) for capturing
more than 9,000 infra-
structure and applica-
tion components and their
interdependencies

• More than 23,000 monitors
tracking servers, databases, network
circuits, application services and
transaction response times;

• Digital dashboards that present
real-time data to HD Supply’s IT

Homegrown IT operations management
platform saves the company more than $1.4M

Advanced Report Writer is another of

DDI’s new launches, and is designed to

generate graphically appealing customized

reports that can be shared throughout an or-

ganization. Easy to set up and save for fu-

ture/continued use, these reports can be

viewed, printed or e-mailed. 

The highlight of the social events was

a fabulous reception and dinner at the

Kemper Museum of Contemporary Art,

where we were greeted by stunning art-

work and displays. We were able to wan-

der through a number of exhibits during

the reception with a bruschetta bar and

champagne cantaloupe soup shooters.

The delicious dinner featured marinated

flank steak with salsa verde and grilled

chicken with sun-dried tomato cream,

risotto privamera, summer potato gratin

and sweet corn succotach. It was fol-

lowed by decadent desserts including

chocolate budino, key lime tarts and

bread pudding with bourbon caramel

sauce. Everyone went home with a party

favor — brightly colored glass magnets

designed by a local artist.

Sincere thanks to Adam Waller, Barbara

Jagoe, Rayna Naclerio and the DDI team

for your gracious hospitality! Please visit

the “On the Road” section of www. thew-

holesaler.com to view some videos I shot

at the conference. And be sure to check out

the photo montage on page 54. n

Mary Jo Martin is editorial director of

The Wholesaler. she can be reached at

972-315-9803 or editor@thewholesaler.

com. You can also follow her adventures

at www.facebook.com/maryjomartintx or

on Twitter at @maryjomartin. also please

remember to “like” The Wholesaler on

Facebook to get the latest news, updates

and event coverage!

Viewpoint
Continued from page 70
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• All Cash Deals
• Premium Prices Obtained
• Negotiating Power
• Personalized, Tailored Service

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

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

GEORGE SPILKA AND
ASSOCIATES

Investment Bankers & 
Acquisition Consultants

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

www.georgespilka.com

Selling Your Company...
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Allied Group hosts Charlotte open house 
Fort Mill, S.C. — the Allied

Group’s Charlotte-area branch hosted

an open house on october 7. the new

state-of-the-art facility opened earlier

this year as a joint location for both

carbon and stainless inventory and

boasts three acres of outside storage

and over 133,000 square feet of in-

ventory space. 

Customers from surrounding areas

and all over the country were wel-

comed by Allied Group employees to

enjoy music, prizes, tours of the new

facility and local fare by a Charlotte

caterer. Money was raised to support

the leukemia and lymphoma Society.

Eastern regional sales manager

Buddy Berry addressed the group,

saying, “thank you for participating

in this important milestone for the Al-

lied Group. We are proud of our new

home and we wouldn’t be here with-

out your support. Seamless is a word

frequently used in our industry, and

‘seamless’ is what we strive to deliver

in customer service and product. one

group, one goal, one team.”

Visit www.allied-grp.com.

EMPLOYMENT OPPORTUNITIES

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

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

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

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

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

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

REPS WANTED

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

jptr44@yahoo.com.

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

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

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

SALES
MANAGERS

VIEGA LLC is look-
ing for District Sales
Managers in WI, CO,

TN and NJ. Responsibilities include im-
plementing sales and account strategies
as set out by management; cultivating
long-term relationships with key account
decision makers; delivering professional
sales presentations; soliciting new cus-
tomers/contractors to increase demand
for products; carrying out sales objec-
tives; working closely with local manu-
facturing reps to identify, target and call
on key players; maintaining sales re-
ports and forecasts; 80% travel required.
Qualified applicants can forward their re-
sumé to:
hr@viega.com for consideration.

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

PROFESSIONAL SERVICES

We at THE WHOLESALER
wish you a happy

Holiday season and a
healthy, prosperous 2012!

  JUST FAUCETS
AS SEEN ON “WILD CHICAGO”

     • ALL BRANDS •                              
TOILET TANK LIDS

BACK TO THE 1920’s
—BRING SAMPLE PARTS—
• FAUCET PARTS • TOILET PARTS •

VISIT OUR SHOWROOM

Mon - Fri: 9:00-5:00 • Saturday: 9:30-3:00
Showroom: 1-847-255-0421 • 1-800-331-0421

Fax:1-847-255-7850
540 S. Arthur Ave.

Arlington Heights, IL 60005
www.justfaucets.com
email: justfaucets847@yahoo.com

+ +

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
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Insightful keynote, exciting launches at DDI Conference
BY MARY JO MARTIN

Editorial director

T
he “Show Me” state was an ideal venue for DDI

System to hold their 2011 Inform User Confer-

ence, as team members unveiled some exciting

new launches that DDI believes will strengthen their offer-

ings — and their customers’ businesses. I was delighted to

be a guest of DDI at the conference and learn more about

what they have in store. The event drew 100+ users and 13

DDI staff members to the Westin Crown Center in Kansas

City for three days of business and social activities.

The keynote speaker was Ken Brown of Evergreen Consulting, who gave an incred-

ibly insightful presentation on strategic pricing. Attendees came away very impressed

by his knowledge. Following are some of the highlights:

• “Six months ago I didn’t know much about DDI. But as I’ve learned more, DDI

has been quite a surprise. I’ve been delighted to learn they have the flexibility and ca-

pability to support the type of pricing requirements that companies need to move for-

ward and grow their businesses. Think about your businesses and how pricing

optimization applies to your companies.”

• “Strategic pricing is the last unplowed field. Salespeople have objectives — largely

because of the way we pay them — that aren’t always in the best interest of our com-

panies. Do your salespeople really understand the power of that extra 1% to 2% margin

for your company?”

• “Rafi Mohammed, author of the 1% Windfall, talks about the net gain that changing

1% of pricing can have on your company.  Stop marking up costs, set prices that cap-

ture value, create a value statement, reinforce to employees that it is okay to earn high

profits, realize that a discount today doesn’t guarantee a premium tomorrow.” 

• “We often make excuses for not rocking the boat, like ‘the market sets prices,’ ‘sales-

people already know where we need to be,’ ‘we need the volume,’ ‘we have a weak service

and value proposition,’ and ‘we position ourselves for the last look.’  Accountability

for pricing decisions is lacking. What companies need is a pricing coordinator who

can be responsible to set margins.”

• “In a perfect world, you’d expect to see pricing organized so that margin percent-

age is higher for smaller customers. There should be an orderly pattern. But unfortu-

nately, it’s often a chaotic pattern where we give the same attractive pricing to

smaller/not as good customers as our larger/better customers. Pricing analytics make

order out of a highly complex, chaotic environment. You also need a pricing library.

Having the information is wonderful, but if you can’t access it readily, you’re going to

revert back to old ways.”

• “There are three steps to strategic pricing: preparation, analysis and implementa-

tion. Take a look at your most recent 12 months of pricing history. Group customers

into 5 to 10 primary segments, and then rank those segments by size (extra large, large,

medium, small and very small). Set product price sensitivity by product and product

group and by customer and customer segment; then determine margins or discounts.”

• “Every item is assigned a core sensitivity. Core means very sensitive products;

non-core are less sensitive. Look at customer segments and then product classes and

the whole sensitivity issue. The sweet spot is where they all are intertwined.” 

A number of in-depth training sessions were offered to help users further their soft-

ware knowledge and gain strategic ideas that they could take home to their businesses.

These sessions included topics such as:

• Inventory and Purchasing Tools 

• Price Rollups and Contracts

• Setting Up and Management the Price Matrix Workflow

• Financial Reporting

• Increasing Efficiencies

• Better Marketing

• Cloud Computing.

The agenda was also jampacked with sessions dedicated to new software launches

that DDI is rolling out — and customers were extremely enthusiastic about the poten-

tial these new products have to offer.  One of the most talked-about was Inform SBE

— DDI’s new Small Business Edition software for distributors with less than 10 users.

Among its features are:

• Comprehensive Inventory and Warehouse Management

• Automated Purchasing and Pricing

• Complete Sales Tools

• Advanced Accounting and Financial Reporting

• Custom Reporting Options.

Another launch is the Business to Consumer enhancement of Inform e-Commerce.

This solution is fully integrated with DDI’s ERP software and eliminates the need for

duplicate tasks when it comes to order entry, inventory and purchasing. Pricing, images

and descriptions are all accessible from a single screen and available to all users —

making it extremely easy to use. It is designed to capitalize on anonymous browsing

and ultimately help distributions gain more sales through new shoppers that are drawn

to their websites. It also streamlines the process for users in several ways:

• Instantly creates new accounts

• Assures users of secure credit card processing

• Fully integrates complex sales tax structures 

• Automatically adds on shipping costs.

See Viewpoint on page 67
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