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The Wholesaler salutes the PVF roundtable as our honoree of the Year for 2012. Gathered prior to their october

quarterly meeting in houston are board members (front row, from left) Bob hunter, ron Merrick, Cindy Craig, John

Cates; and (back row, from left) steve letko, harold armstrong, Kelly Kelsheimer, Danny Westbrook, sheryl Michalak,

Jim owsley, Ginger restovic, Dennis Fikes, Morris Beschloss and Dick Dalton.

To benefit from Pentair’s global reach

Tyco becomes Pentair Valves & Controls
Dallas — Tyco Valves & Controls, a lead-

ing global manufacturer of valves, actuators

and controls, has changed its name to Pentair

Valves & Controls.  The company will now

become part of Pentair ltd. Pentair Valves

& Controls will continue to deliver its qual-

ity flow management prod-

ucts, services and solutions to

customers around the world. 

“Joining together two great companies,

Tyco Flow Control with Pentair ltd., is the

start of a bright future, not just for our busi-

ness, but also for our cus-

tomers,” said president of

Pentair Valves & Controls,

David Dunbar. “We’re ded-

icated to continuing to offer

the very best products,

technical expertise and service to deliver

total solutions to our customers around the

world, whatever the application.” 

Benefitting from Pentair’s enhanced

global reach, the company’s broad product

portfolio of valves, actuators and controls

will be brought to a wider range of appli-

cations and industries than ever before, in-

cluding oil and gas, power, mining,

chemical, food and beverage and building

and construction.
(Turn to Pentair, page 57.)

Find us on Facebook & Twitter
twitter.com/wholesalermag
facebook.com/WholesalerMag
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visit online at
qr.qg.com/9W7iRR
to renew your
subscription to
The Wholesaler!
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Mueller supports
Blackman following hurricane
NeW YoRK — Blackman Plumbing
supply Co. Inc., would like to thank
Mueller Industries for the emergency
supplies provided to the company in
the wake of Hurricane sandy.
Mueller’s timely response and ex-
tremely generous proliferation of re-
sources was greatly appreciated and
speaks to the value of the great rela-
tionship between the two organiza-
tions. Blackman would like to
specifically acknowledge Greg Chris -
topher, who spearheaded this initia-
tive, along with Jeff Harris, who acted

on a local level, and the two men who
drove 19 hours straight from Memphis
to Blackman’s Mahwah, N.J. branch
— John Parker and Chris Pyle. 

Robert Mannheimer, president and
Ceo of Blackman Plumbing supply,
was quoted as saying “Mueller’s
goodwill gesture was truly remark-
able. The New York Metropolitan
area was devastated by Hurricane
sandy and the resources supplied by
Mueller were ones desperately
needed. The generators provided
were able to help restore power to

two of our branches which allowed
us to get emergency equipment in to
the hands of contractors who in turn
worked to pump peoples basements
out, get their heat back on and pro-
vide hot water to those in need. I’d
like to extend my most sincere grati-
tude to all the people at Mueller who
helped make this act of kindness pos-
sible. Your efforts will help us get
through this crisis.”

Hurricane sandy was one of the
largest storms in history to ever hit
the New York City area. Record

storm surges were recorded in Man-
hattan and wind speeds exceeding 80
mph were documented throughout
the area. The eye of the storm passed
through New Jersey’s shore near At-
lantic City where almost a foot of rain
fell. Millions were left without power
causing shortages of food, water and
fuel. Following the storm, tempera-
tures began to drop only complicating
matters. Preliminary damages are
being estimated around $50 billion.

Visit www.blackman.com or

www.muellerindustries.com.

John Parker and Chris Pyle of Mueller rented a trailer and drove from Memphis,

picking up several generators on their way to Blackman’s Mahwah, N.J. branch.

John Parker of Mueller is offloading the last of the generators to Kevin Gordon

of Blackman Plumbing Supply. 

HousToN — Allied Chrome is now
stocking a full line of chrome-moly
pipe to complement their fitting and
flange inventory. Pipe will be stocked
at their new Fort Bend County facil-

ity in Houston. 
Pipe is available now in P-11, P-22,

P-91, P-5 & P-9, sizes1/2" to 24" and
standard — XXH. 

With their extensive manufacturing
and machining capabilities on site,
Allied Chrome can cut, bevel and
thread to customers’ specific require-
ments in addition to modifying fit-

tings and flanges. 
Allied Chrome president Bob Qua-

ley said, “The addition of pipe to our
already industry-leading chrome fit-
ting inventory was a natural next
step, our customers were pushing us
in this direction almost from day one.
Knowing that Allied Chrome only
sells through distribution, our cus-
tomers now have a one-stop shop for
their chrome pipe, fittings and
flanges that allows them to ship direct
to their customer.”

Allied Chrome is a full line master
distributor of chrome-moly pipe, fit-
tings and flanges for the power and
process industry. 

Visit www.alliedchrome.com for

more information.

Allied Chrome now stocks pipe

RoCHesTeR, N.Y. — VP supply
Corp. is proving that it can weather
any economic storm by finding more
ways to expand its size, reach and
renowned expertise. As of october
15, VP supply Corp is now operating
its newest wholesale branch location
in oneonta, N.Y. With this addition,
VP will now employ over 300 people
across 12 branch locations and seven
premier showroom locations.

The new branch facilities have
over 16,000 square feet of warehouse
space and will be stocking full lines
of plumbing fixtures and supplies, as
well as heating supplies.

This recent expansion grows VP
supply Corp’s reach across the re-
gion. This will mark VP’s sixth

branch addition since 2009; VP now
has locations spanning across New
York state and into Pennsylvania.
These branches are located in the
major regional areas of Buffalo,
Rochester, syracuse, utica, Albany,
oneonta and Plattsburgh, N.Y., as
well as erie, Pa.

Visit www.vpsupply.com.

VP Supply opens 12th branch

Daikin Industries completes Goodman acquisition 
HousToN — Daikin Industries Ltd.
has completed the previously an-
nounced acquisition of Goodman
Global Group Inc. The acquisition
brings together recognized leaders in
the global HVAC marketplace.
Combining the global, environmen-
tal, technological and commercial

HVAC expertise of the Daikin
Group with the logistical and manu-
facturing proficiency of Goodman
will enable a level of success in the
HVAC marketplace not possible as
individual companies. 

Through this acquisition, Daikin
will fully enter the ducted-style

North American HVAC market.
Daikin is a market leader in the de-
livery of high-technology, environ-
mentally-friendly and energy-saving

solutions
to global

residential and commercial HVAC
customers. 

To quickly align the synergies be-
tween the two groups, internal teams
are being established to formulate

and execute advanced action plans
that will continue to facilitate
growth that sustains both business
expansion and a contribution to the
environment through high-effi-
ciency HVAC products and systems
of the combined organizations. 

The Goodman acquisition will be
reflected in Daikin’s consolidated
balance sheet for fiscal year 2012 and
in the consolidated income statement
for fiscal year 2013. 

Visit www.daikin.com.
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Marketing is more than
hats, hot dogs and Hawaii
O

ur channel has not, tradition-

ally, been on the leading edge

with regard to marketing ac-

tivities over the years. I’m not sure

exactly why, but here are some pos-

sible explanations:

1. “Marketing is for sissies”:

These are the cavemen-style whole-

salers who think courting a customer

is like courting a cave-girl in the

mastodon period of wholesaling:

Find a customer you want, hit him

over the head with a club and drag

him back to the branch. Often these

wholesalers were, at one time, the

only game in town and grew to be-

lieve customers enjoyed being bul-

lied, harassed and mistreated.

Certainly, any kind of soft treatment

would jeopardize this one-sided rela-

tionship. In the good old days, the

manufacturers made what they

wanted (white china and chrome

faucets), the distributors stocked it,

the plumbers installed it and home

owners thought there was no other al-

ternative. Pretty simple. Marketing

was not necessary since, like the old

poster of a gorilla with the caption,

“If we want your opinion, we’ll beat

it out of you.”

2. “I have more business than I

can handle already”: As we all

know, this is not the case for many

in our industry these days. With the

excess capacity that still exists in

manufacturing, distribution and con-

tracting, I think we can assume that

business will continue to be hard-

fought for the next couple years. If

you believe the economists, after the

next couple of difficult years, it will

then take a turn for the worse. 2013

is still expected to be a growth year

compared to 2012 but the rate of

growth will be less than in 2012. As

wrestling announcer Michael Buffer

says, “Let’s get ready to rumble.” As

I attended recent industry meetings,

not one wholesaler told me that there

was too much business.

3. “Marketing is like bragging”:

Many wholesalers thought doing a

good job was their marketing. I

would agree completely that doing a

good job for your customers is at the

heart of becoming a great wholesaler

— but it is only one piece of the puz-

zle. A very important piece, but there

are other pieces required to become a

well-rounded, great wholesaler. To

these wholesalers I would say, mar-

keting is not bragging; it is simply

telling your story. Most wholesalers

have at least one blowhard competi-

tor who isn’t that great but has some-

how convinced customers that he is

as good as or better than the other

wholesalers. Telling your story helps

to soften the impact of these

blowhard guys.

4. “Marketing is like lying or at

least it’s manipulative”: To these

wholesalers I would say, marketing is

communicating what you are selling

and how you can serve your target

customers. It may be obvious to you

but, I can assure you, it is NOT obvi-

ous to your existing and prospective

customers.

5. “My competitors suck at mar-

keting. While we aren’t great, we

suck less than they do”: The chan-

nel has been overall pretty lack-luster

when it comes to marketing. It would

be dumb to think that this is not

changing and, I believe, it will

change faster than we have ever ex-

perienced in the history of the indus-

try. “Sucking-less” will not cut it

going forward.

a. AmazonSupply.com was launched

in April, in part I think, because they

are looking for another entrenched,

laid-back industry like booksellers

that they can blow out of the saddle.

Remember, Amazon subscribes to a

concept of “disruptive innovation.”

They don’t want to join our industry,

they want to take the industry away

from the current participants. They

plan to innovate in ways that change

the nature of the industry.

Make no mistake, their vision of

the future does not include traditional

wholesalers. In the short term, it

seems that they are offering existing

wholesalers the “opportunity” to act

as low-margin fulfillment ware-

houses but I expect this “opportunity”

will end as soon as Amazon can bring

their own warehouses on line. For a

reprint of my column on Amazon-

Supply.com e-mail me rich@go-

spi.com

b. Amazon is the biggest but not the

only company trying to skim off some

of your business through websites,

webstores and mobile initiatives.

c. Manufacturers are looking for

more control of their destiny —

When they are forced to hook their

wagon to laid-back, sleepy whole-

salers who spread their miniscule

marketing efforts across hundreds of,

sometimes competing, product lines

they are always looking for ways to

better control their destiny. When

manufacturers think they cannot mar-

ket through wholesalers, they will

market around wholesalers.

d. The lunatics are taking over the

industry — To the great disappoint-

ment of some in the channel, end-

users are better informed than ever

before and are starting to use the in-

formation to assert their will on the

buying process. For many years, the

end-user bought what the plumber of-

fered, which was what the wholesaler

sold, which was what the manufac-

turer produced. Now they want and

have more choices than ever before.

Like the manufacturers, if they can’t

buy what they want through whole-

salers, they will buy what they want

around wholesalers.

6. “We do plenty of marketing

already”: “We give away hundreds

of hats, thousands of hot dogs every

year and we have our appreciation

trip to Hawaii. If that isn’t marketing,

I don’t know what is.” 

It’s not that I don’t like hats, hot

dogs or Hawaii, but there is more to

the marketing story. I want to spend

a little time broadening the marketing

activities in the channel.

Barron’s Dictionary of Business

Terms defines marketing as “The

process associated with promoting

for sale goods or services. The classic

components of marketing are the

Four P’s — Product, Price, Place and

Promotion. Tthe selection and devel-

opment of the product, determination

of price, selection and design of dis-

tribution channels (place) and all as-

pects of generating or enhancing

demand for the product, including ad-

vertising (promotion).”

1. Product — Most wholesalers are

not involved in what gets manufac-

tured but they are fully in control of

what they stock and sell. They should

be fully involved in coaching their

trade contractors regarding how and

what to install and when their contrac-

tors aren’t stepping up they should

consider marketing to end-users.

(Turn to It’s not... page 70.)

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

BY RICH SCHMITT

Management specialist

For years, we have recommended that small
words, big type, pictures, connecting the

“what’s-in-it-for-the-contractor” dots and repetition
are the foundation of cost-effective marketing.
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A. O. Smith reports higher sales
and earnings from continuing operations 
MilWaUkee— Water technology
company a. O. Smith Corporation re-
ported third quarter earnings from
continuing operations of $37.0 mil-
lion or $.79 per share on a 12.2% in-
crease in revenue. 

The company’s 2012 third quarter
performance included a full quarter
of lochinvar’s results, which was ac-
quired in late august last year, as well
as a non-cash, pre-tax gain of $6.4
million or $.08 per share resulting
from a change to the company’s esti-
mate of the lochinvar earn-out,
which is based on revenue targets.

Prior-year third quarter earnings
from continuing operations of $26.9
million or $.58 per share included a
net pre-tax gain of $16.4 million re-
lated to shares of Regal Beloit Cor-
poration and an equity collar, as well
as pre-tax professional fees and ex-
penses totaling $4.4 million related to
the purchase of lochinvar. The net
favorable impact to earnings from
these items in last year’s third quarter
was $.19 per share.

Sales for the three-month period
ended Sept. 30 were $462.2 million,
more than $50 million higher than
third quarter 2011 sales of $412.0
million, driven by incremental
lochinvar sales and strong organic

growth in China. 
“The factors that have been influ-

encing our business throughout 2012
continued during the third quarter,”
chairman and CeO Paul W. Jones
commented. “Our a. O. Smith
branded sales in China grew over
20% in the quarter driven by new dis-
tribution, market share gains and new
products, despite the slowdown in
that country’s economy.

“The lochinvar acquisition contin-
ues to meet the high end of our profit
expectations,” he observed. “lochin-
var’s new line of CReST® high-effi-
ciency, higher Btu input condensing
boilers, which was introduced last
year, has received excellent market

acceptance; we plan to launch new,
larger input models of this product
later this year.”

Third quarter sales of the north
america segment, which includes 
U.S. and Canadian water heaters and
boilers, increased to $335.7 million
compared with third quarter 2011
sales of $310.2 million. The com-
pany benefited from sales of $60.1
million of lochinvar products, com-

pared with last year’s partial quarter
contribution of $20.8 million. addi-
tionally, higher commercial water
heater volumes were more than off-
set by lower residential water heater
and tankless volumes. 

Operating earnings from the seg-
ment of $50.7 million included a gain
of $6.4 million related to the adjust-
ment to the company’s estimate of the
lochinvar earn-out, compared with
$30.9 million earned during the third
quarter of 2011. Profits from the

lochinvar acquisition contributed
$14.9 million to quarterly earnings
compared with $3.0 million last year.
in addition, the segment benefited
from higher commercial volumes and
material costs that were lower than
their relatively high levels last year.
These benefits more than offset the
volume decline in residential water
heaters. as a result, third quarter oper-
ating margin of 15.1% was higher than

third quarter 2011 margin of 10.0%.
Under the terms of the lochinvar

purchase agreement, lochinvar’s
shareholders could earn up to an ad-
ditional $35 million if certain revenue
objectives are achieved from dec. 1,
2011, to nov. 30, 2012. at the time of
the closing, the company projected
the earn-out to be $16.8 million due
to an estimated 16% increase in sales.
Based on the current estimate of a
12% increase in sales, the earn-out is
projected to be $10.4 million result-

ing in a pre-tax gain of $6.4 million
that has been recorded in the third
quarter.

“a. O. Smith continues to make
progress as it pursues its strategy to be-
come a global water technology com-
pany,” Jones said. “The integration of
the lochinvar acquisition is essentially
complete, and our pipeline of possible
acquisition candidates remains active.
We continue to pursue water heater and
water treatment investments all over
the world, and we are committed to in-
vestments that increase shareholder
value. With more than $400 million in
cash and an additional $400 million in
borrowing capacity, we believe we
have more than enough resources to
take advantage of the right opportuni-
ties when they come along.

“Our businesses continue to per-
form well in a challenging global
economy. Our focus on customers,
combined with disciplined cost man-
agement, is paying off throughout the
organization. We expect this strong
performance to carry through to the
end of the year. Consequently, we are
raising our earnings guidance for the
full year to between $2.85 and $2.95
per share. This does not include the
potential impact from any future ac-
quisitions, the first quarter gain from
the sale of the RBC shares or adjust-
ments to the estimate of the calcula-
tion of the lochinvar earn-out.”

Visit www.aosmith.com.

“The Lochinvar acquisition
continues to meet the high

end of our profit expectations.
Lochinvar’s new line of
CREST® high-efficiency,

higher Btu input condensing
boilers...has received

excellent market acceptance;
we plan to launch new,

larger input models of this
product later this year.”

PORTland, ORe. — in response to
strong sales and demand in the Central
and great lakes region, Johnstone
Supply has announced it will open a

new distribution center facility in
Joliet, ill. Currently under construc-
tion, the facility will be the new service
center for Johnstone’s Midwest loca-
tions and will form an integral part of
Johnstone’s regional distribution
model, to provide Johnstone customers
from across the country with quick and
easy access to HVaC/R products.

“it is a major investment for the
Cooperative that we think will more
than pay off in terms of enhancing
customer service and support,” said
Johnstone CeO deWight Wallace.
“This new facility will allow John-
stone stores to significantly expand
their region-specific product offer-
ings and to improve inventory avail-
ability at the local store level.”

The illinois distribution Center
(idC) will become the largest in the

Johnstone Supply dC network, cov-
ering 236,273 square feet and boast-
ing a state-of-the-art operational
layout and iT support system. The
Johnstone Supply dC network, and
the addition of the new illinois dC,
are designed to be exceptionally effi-
cient and accurate in fulfilling John-
stone Member requirements for
customer orders, including the ability
to deliver over 90% of products

within 24 hours nationwide. The
Joliet facility will begin receiving in-
ventory in January of 2013 and begin
shipping operations in February.

improvements being made to the
existing structure at Joliet’s South-
field Center, a class-a distribution fa-
cility, include 8,600 square feet of
office space, a HazMat room and
more than 30 truck loading docks.
The location was in part chosen to
benefit logistically from its proximity
to the i-80 and i-55 interstate high-
way corridors.

Visit www.JohnstoneSupply.com.

Johnstone speeds service with
new Illinois distribution center

Regina, SaSk. — Watergroup, a
provider of water treatment solutions
throughout north america, announced
that its facility in Cam-
bridge, Ont., has relo-
cated to 490 Pinebush
Road. The new ware-
house is a state-of-the-
art, 20,000-square-foot distribution
center with all new racking and filling
equipment. it is close to the former
Cambridge location and is conve-
niently located off highway 401.

Ryan kirk, Watergroup’s VP and
general manager, stated, “This move
is part of an ongoing process to up-

grade and improve our operating fa-
cilities so we can better serve our cus-
tomers with more inventory, easier

access and better serv-
ice. Our goal is to be
the best supplier of
water treatment equip-
ment in north america

and the world.”
Separately, Watergroup announced

a new facility in Pottstown, Pa. The
new location opened in September; it
allows local customers to pick up
products and will improve customer
service throughout the northeast. 

Visit www.watergroup.com.

WaterGroup announces two new warehouses
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Granite Group hosts successful trade show
ConCoRD n.H. — The Granite

Group recently finished its very pop-

ular trade show series. This year’s

series focused on energy savings and

new services. It featured seminars

from the following: Honeywell

S.T.E.P.S sales program; “Selling

Against the Internet” by Dan Davis

Sales; State Water Heaters; Kohler

“Wholesale only” products; Trian-

gle Tube; Ducpac duct sizing; R. W.

Beckett; Weil McLain and Lancaster

Water Treatment.

The shows also introduced new re-

lationships recently established or ex-

panded by The Granite Group.

Contractors learned more about

Aquatherm Pipe, Mitsubishi Mr. Slim

mini-splits, Gibson & Maytag Heat-

ing & A/C and were introduced to

Designline low temp/high output

heating products, Eternal Water

Heaters, Victoria & Albert tubs, Rohl

Kitchen & Bath faucets, Wardflex

CSST and Macy Industries’ spiral

duct pipe.

“These Trade Shows are probably

the best example of the environmen-

tally conscience partnership that has

formed between the manufacturers,

The Granite Group and contractors.”

offered Mike Mullaney, vice presi-

dent-marketing. “It is exciting for us

to create an atmosphere where chal-

lenges and ideas are shared and rela-

tionships flourish. In the end,

homeowners are the winners as they

benefit from the new energy savings

products and services introduced.” 

Live Fire trailers brought the show

to life: Triangle Tube, Uponor, Gran-

ite Group HVAC training unit, Peer-

less, Eternal, Gerber, Quick Sling and

E W Leonard were featured. The

Can/Am Series #17 Amtrol racecar

was also on display. 

Some of the booths were more in-

teractive than ever, with in-booth

contests by Symmons “Fastest

Hands” and Mueller Industries, along

with demonstrations by Sterling

Shower Door. The Ultimate Bath

Showroom, the exclusive showrooms

of The Granite Group were brought

to life through displaying partners

such as Kohler, BainUltra, Rohl,

Grohe, Moen, Delta, Gerber China,

Victoria & Albert and Swanstone.

Visit www.thegranitegroup.com or

www.theultimatebathshowroom.com.

See contact information on page 74

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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There’s a reason we’re 
STRONG

in Customer Service.

We work at it.

ALLOYS: A-20, Duplex 2205, 317L,
347/347H, 321/321H, 310S, 904L, 410,
254 SMO, 316L, 304L, 304H, 316H,
Chrome (P-11, P-22, P-5, P-9, P-91)

w w w. m u l t a l l o y. c o m

The BEST in 
Customer Service

Coast to Coast Coverage 

The Original 
Master Distributor
For High Alloy Pipe,
Fittings, and Flanges

Houston, TX
T: 800.568.9551
F: 713.943.3645

Charlotte, NC
T: 800.581.4039
F: 800.549.1637

Howell, NJ
T: 800.926.7473
F: 732.961.1636

Cincinnati, OH
T: 855.673.4240
F: 513.942.5158

Salt Lake City, UT
T: 800.846.8922
F: 801.973.9352

Santa Fe Springs, CA
T: 800.846.8922
F: 562.968.1539

Seattle, WA
T: 800.846.8922
F: 253.872.5259

Decatur, GA
T: 800-695-7473
F: 800-568-7473

Bridgeton, MO
T: 800-678-4858
F: 314-770-0429

Lynwood, IL
T: 800-846-5572
F: 708-757-5203

Memphis, TN
T: 800-442-3073
F: 901-360-1995

We also stock a full line of Sanitary Tubing, Fittings, and Valves.

See contact information on page 74
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AMBler, PA. — The Bradford

White reWArDS™ Commercial

Water Heater Incentive Program

allows contractors to earn points

when they purchase Bradford

White commercial water heaters.

These points can then be re-

deemed for an almost endless va-

riety of great rewards such as gift

cards, electronics, sporting

equipment and even vacation

packages. Membership in the

program is free, and installers

earn 25 bonus points just for

signing up. To become a rewards

Member, visit www.bradford-

whiterewards.com. 

Bradford White introduces incentive program 

San FranciSco — approximately 100 guests

were on hand to celebrate the grand opening of

SoMa Supply’s new designer bath and kitchen

showroom, located on Howard Street in the

SoMa (south of Market Street) section of San

Francisco.

The 9,000-square-foot showcase, which orig-

inally opened last spring, features an estimated

500 separate displays, many conveniently posi-

tioned on slotted walls to facilitate inspection and

handling of the products. Floor manager Bono

Ko, 15-year plumbing-industry veteran, who also

heads the showroom sales effort, stresses the im-

portance of operational displays in the space: 

“We have equipped approximately 50 displays

with running water, including steam units, his-

and-her showers, lavatory displays and working

toilets,” said Ko, who is assisted in the show-

room by Jane Yan. “These fully functioning dis-

plays allow designers and their clients to enjoy a

first-hand encounter with the superior quality and

functionality of the fixtures and faucets we are

presenting.”

SoMa became a KWc-HanSa distributor

earlier this year when the new showroom first

opened. “With their sleek and modern styles and

great craftsmanship and functionality, KWc and

HanSa products are a big part of our working

displays,” Ko noted.

among the other brands on display inside the

new showroom are alno, amerec, axor and Hans-

grohe, Blanco, Brizo, california Faucets, Duravit,

Fleurco, Franke, Grohe, Mountain Plumbing Prod-

ucts, Mr. Steam, Porcher, rohl, runtal, Schicker

Shower Doors, Top Knobs and Xylem.

Headed by general manager ross Lo, SoMa

Supply has 20 years of experience in the plumb-

ing wholesale field. The company is also a mem-

ber of the national Kitchen & Bath association. 

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

SOMA Supply holds
grand opening for showroom 

SOMA Supply’s Bono Ko with KWC rep George Moelter of Premier Marketing. 
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See contact information on page 74
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�e Weldbend Corporation is an American manufacturer of butt-weld  
carbon steel fittings and flanges ½" thru 60". �e Weldbend plant is  

located in Chicago, Illinois USA and on the internet at www.weldbend.com. ISO 9001:2008

Wishing you a joyous holiday season 
and the happiest of new years!

TEL: (708) 594-1700 FAX: (708) 458-0106
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Murray Supply associates
volunteer with Ronald McDonald House
WInSTon SAleM, n.C. — A group of
sales associates from the maintenance
repair and operations branch of Mur-
ray Supply Company volunteered
with the ronald McDonald House
(rMH) on September 29. The sales
associates assisted the ronald 
McDonald House with one of their
fundraising activities at the bicenten-
nial meeting of ACn, a direct
telecommunications company. Dur-
ing this meeting, ACn attendees do-
nate money to rMH.

Murray Supply associates helped
the rMH collect money by wearing
ronald McDonald House apparel and
waving pom poms and noisemakers
to attract the attention of the ACn
meeting attendees. rMH collected a
total of $122,000 at the event.

“We enjoyed working with the
ronald McDonald house, because we
supported a great cause and had the
chance to give back to the commu-

nity,” commented Marian Borland,
branch manager of the maintenance
repair and operations branch located
in Charlotte, n.C.

By supporting local communities,

Murray Supply is giving back to oth-
ers and working together towards
building a promising future for the
country and the state.

Visit www.murraysupply.com.

Watermark
to assist
victims of
hurricane
Brooklyn, n.y. – Watermark De-
signs, the Brooklyn-based manufac-
turer of decorative fixtures and
bathroom accessories, has taken the
hurricane clean-up to heart and has
come up with a way to help others
who have also been affected by Hur-
ricane Sandy, as Watermark Designs
has. Beginning november 15, for six
months, Watermark Designs will do-
nate 5% of sales of its own iconic
Brooklyn faucet collection to the
Brooklyn Community Foundation or-
ganization.

“like every other family and busi-
ness in the Brooklyn area, we were
affected by Sandy,” said Avi Abel,
general manager of Watermark De-
signs and a lifelong Brooklyn resi-
dent. “our factory was closed for
several days and our employees, who
are our family, were also affected.

“once we had our factory up and
running and made sure our employ-
ees safety was assured, we began
thinking about how we could help
others in and around the community,
and this seemed like the least we
could do.”

Watermark Designs has been a
landmark in Brooklyn for 30 years.
“Being from Brooklyn myself, I feel
rooted in Brooklyn’s culture and see-
ing the effects of this storm, I felt
compelled to heed the efforts and as-
sist others,” said Jody rosenberg,
president, sales and marketing. “This
hurricane left so many without power
and homes, we feel lucky to have
come out as unscathed as we have
and we know the clean-up will take
many months, which is why we feel
so strongly about helping out.”

Designed in collaboration with In-
corporated Architecture & Design,
Watermark Designs’ Brooklyn faucet
is manufactured entirely in Brooklyn
– in the company’s 60,000-square-
foot, 1930s brick industrial facility.
Inspired by mid-century gate valves
and garden hoses found throughout
new york City, the faucet celebrates
the famed artisanal borough for
which it is named and also radiates a
distinctive industrial style admired by
urban loyalists all over the world.
There is much work to be done to
help the hurricane victims. If you
would like to help, please log on to
www.brooklyncommunityfounda-

tion.org/brooklyn-recovery-fund-1.See contact information on page 74

• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •
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See contact information on page 74
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Noritz concludes PROCard promo
Far left: The Noritz America executive management

team shows off the grand and quarterly prizes for

the 2012 PROCard Promotion. From left are VP-

Finance & Business Operations Hidenari Ikeda,

President Hisashi Uryu, VP-Engineering & Service

Hiroshi Ichikawa, and VP-Sales & Marketing Jay

Hassel. At right, contractor Roy Madigan of Conejo

Tankless Water Heaters (Thousand Oaks, Calif.),

received a Yamaha TW200 Dual Purpose Motorcy-

cle as the first quarterly prize winner in the Noritz

2012 PROCard Promotion.

Milwaukee — united P&H, an a-D PVF and

plumbing affiliate based in Milwaukee, celebrated

its 90th anniversary on the evening of October 9 with

a dinner cruise. united employees and guests were

treated to river views of downtown Milwaukee and

harbor views of the lakefront skyline aboard edel-

weiss ii, a european-style excursion boat, while en-

joying dinner, drinks and lively camaraderie. 

President Chip Roska congratulated associates on

the milestone achievement and expressed his grati-

tude for the loyalty, hard work and sacrifices that

have exemplified the united culture, particularly

during the recent recession. unitedians received

miniature 1920s-vintage truck gift baskets display-

ing united’s 90th anniversary logo. Vice presidents

Richard Chojnacki, Tom Hudson and Jeffrey Zaw-

icki presented a brass clock inscribed with the an-

niversary logo and cruise date to Roska on behalf of

the company.

Visit www.unitedph.com.

United P&H
marks anniversary
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The Walter P. (Wally) Gumm Story
H

ello Readers! It is so very

good to be back on the street

a bit doing what I do for our

great industry — and that is to not

only help and support my company

(Anvil International) in everyday ef-

forts to maintain and grow market

share, but to speak up for the industry

that has supported us all for some

time. And personally the one that I

still dream about is hitting “one more

home run” for the “pig iron” industry,

know what I mean? 

Speaking of hitting home runs,

today instead of doing an interview

with one of the many successful in-

dependent wholesalers or other in-

dustry leaders we have, I want to

acknowledge a man that has been in

our particular industry for some 25

years and in associated industry seg-

ments for some 20 years prior to that.

A man who has been a friend to many

of you reading this article right now

— both wholesalers and vendors/sup-

pliers.

Across this great country of ours,

he has been a strong advocate and

force in the market place for the

rightful inclusion of independent

marketing/buying groups in the sup-

ply and education chain within our

channel today.

That man is Mr. Walter P. Gumm,

but to all his friends on both sides of

the game, he is just plain Wally! If

you have not heard yet, Wally is re-

tiring Dec. 31 as president of Em-

bassy Group Ltd. He tells me he is

“gonna take some quiet time with his

family” to just be together and see

what he (and the family) might want

to do for the next chapter in his life. I

will miss him as I’m sure a lot of you

will. I know where he lives, and will

not let too much time go by without

talking to my buddy Wally just to see

what is going on.

I’m pretty sure all of you reading

this article know that Wally was the

founding senior management (presi-

dent) of the Embassy Group. For the

past 21-plus years, Wally has not only

had his hand on the pulse of our in-

dustry needs through the membership

(both wholesaler and vendor) of Em-

bassy, but he has always taken the

time — anytime — that an associated

industry person came to him seeking

advice or giving some, to listen and

at some point respond to the need or

request in the best way possible.

Wally cares about people. This is a

people business we are in, and Wally

gets it, big time! I was fortunate

enough to be involved in Embassy

from the start, and our friendship has

never been stronger. I can’t think of

any time longer than a week or two

running that I have not been in a con-

versation with Wally either in person

or on the phone since the start up of

Embassy. Why? Because he gets it!

Communication and friendship —

there is none better. 

You know, even though he and I are

pretty tight, he is very close to all of

their key suppliers and other key in-

dustry people, association oriented or

even competitive areas of the country

as well. He is easy to talk to, he listens,

he is honest, he is friendly, and fun to

be with. Wally has a very good sense

of humor and a keen observing eye for

a good person. If you don’t believe it,

you just don’t know his lovely wife

Andrea very well. She indeed keeps

him balanced and focused! He is a

great father and grandpa. All in all, all

things considered, the very best thing

you can say about Wally right now is

he is a very good, fair, honest, and lov-

ing man.  As my Dad would say and I

quote: “I’m proud as hell to have

Wally as a friend. They just don’t

come any better.”

A rough start

Well, let’s digress a bit. Let’s go

back some 65 years to Alliance, Ohio.

What I’m about to tell you is most

likely not known by a lot of you read-

ing this. But don’t worry — I told you

how close Wally and I are, and I have

110% authority from him to lay this

out for all to read and learn about

him. The beginning of it may be a lit-

tle typical of a lot of folks back in

those times, but I gotta believe that

the positive outcome (as we know

Wally today) is rarely seen. Those

were hard years for the country, just

ending a war, trying to get started and

trying to get roots set in a place where

you felt wanted and needed.

Wally was part of the welfare sys-

tem in Stark County, Ohio, from the

young age of 2 years old until he

turned 18 years old! His mother sur-

rendered him at that young age be-

cause she did not have the means to

care for him. He never met his father;

he was truly alone almost from the

start. Wally’s formative years were

spent in and out of various foster

homes in the surrounding area, before

going to the Fairmont Children’s

Home in Alliance, Ohio. He was con-

stantly running away from the foster

homes as the adjustments were tough

to make and even handle. His time at

the Fairmont were not easy for young

Wally either. His long-time friend and

best man at his wedding to Andrea

was Tom Liber. He said that the home

was very crowded and a tough place

to live. “Kids weren’t put in jail back

then,” Tom said. “It was quite a group

of eclectic kids who lived there.” He

knew first hand as his family’s farm

where he lived was near the Fairmont

Home.

Somehow Wally made it to his

“freshman” year at Marlington High

School in Alliance, and due to all his

troubled life, foster homes, run away

attempts, etc…you guessed it, he was

given an ultimatum by the county law

enforcement and the school leader-

ship. “Straighten up, Wally Gumm!

Straighten up or be sent away from

the area for good — the place not

specified!” 

Wally credits that time in his life —

that very moment in time when it all

came down to the reality that he had

to make a “turnaround.” And friends,

that is exactly what he did. He turned

his entire life around and credits his

teachers at Marlington, the principals,

coaches and classmates for helping

him do it right and make it happen. In

fact, the very next year, his sopho-

more year, Wally was elected presi-

dent of the class! How about that! He

said in looking back that he did not

even know what it meant at the time.

In his own words to me: “Just to be

accepted is something that I will re-

member forever. I never would have

believed that I would even have that

(Turn to The ‘Father... page 24.)

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

BY JOHN E MARTIN

PVF industry observer

Walter

“Wally”

Gumm.

Wally and his wife Andrea.

Wally and Andrea Gumm met in high school and have been married for 45 years.

At this year’s Embassy Group spring meeting in Orlando, they were joined by

their two children, their spouses and five grandchildren.

In 1990 the president of an independent wholesale supply
company in Dallas called Wally on the tip of a friend to ask him
to help and support the start up of yet another new plumbing
wholesale buying group. Wally took the plunge at this new fresh

opportunity and The Embassy Group Ltd. was born!
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INFORMATION 
AT YOUR  
FINGERTIPS

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

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

Coming soon 
for Android!

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

We support the  
American Worker.

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

Carbon Steel Weld Fitting and Weld Flange Products  
for Piping Construction

Weldbend products  
are only sold  

through distribution.

phone  708.594.1700
fax  708.458.0106 

www.weldbend.com   

6600 South Harlem Avenue   
Argo, Illinois 60501-1930

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

SPECIFY WELDBEND FITTINGS AND FLANGES ON YOUR NEXT JOB
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MARTIN’S CORNER
The ‘Father of The Embassy
Group Ltd.’ — Wally Gumm
experience!” 

Well, his positive “turn around” at
Marlington had a strong impact and
was very positive on Wally and the
folks around him, but he still had a lot
to work through. He played
football and was on the
wrestling team, becoming Mar-
lington’s wrestling “MVP”!
Being part of those teams was-
n’t easy for him as he didn’t
have any family to drive him to
practice or the games, then pick
him up. If someone didn’t vol-
unteer to drive him, Wally’s an-
swer was simply, “I hitched or
walked!”

On his own 

The day he graduated from
Marligton, he was truly on his
own. Therefore, he checked right into
the Alliance YMCA, then entered the
United States Air Force and was hon-
orably discharged in 1964. He jumped
right back into the mix of life in Ohio
finding a job almost immediately in a
steel mill. He attended Mt. Union Col-
lege for a short time, and then took
work at Alliance United Cooperatives,
an agricultural buying group. 

In 1967, Wally married his high
school sweetheart, Andrea Miller,
and 10 years later made a big move
to the city of Chicago. He had ac-

cepted a position with a company
called Liberty Distributors. In 1988
he was contacted by a plumbing
wholesale buying group and was of-
fered the position of president. (Not
bad for a young man from Alliance,
Ohio, where life was tough to say the
least during his young years!) Wally
worked to transform the company,
significantly increasing participation

in the group with new members, thus
greatly increasing total sales. His ac-
complishments did not go unnoticed.
In 1990 the president of an independ-
ent wholesale supply company in
Dallas called Wally on the tip of a

friend to ask him to help and support
the start up of yet another new
plumbing wholesale buying group.
Wally took the plunge at this new
fresh opportunity and The Embassy
Group Ltd. was born! It took most all
their savings to travel, set up offices,
etc. to get things started but now
some 22 years later and with presi-
dent as his title, Embassy has grown
to a $3.5-billion-plus corporation in
annual sales revenue. Wally’s only
comment: “I am proud of that partic-
ular accomplishment!” Indeed Wally,

indeed! Great job!
Mr. Scott Robertson, president of

Robertson Heating Supply in Al-
liance says this about Wally: “I actu-
ally got to know Wally through the
Embassy Group, of which I and my
company are members. Even though
he is from my hometown and went to
my high school, I did not know him

(Turn to Overcoming... page 26.)
See contact information on page 74

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

(Continued from page 22.)

At the Embassy Group Meeting in Orlando last

spring, John Martin and Wayne Nussbickel

paid tribute to Wally for his years of service.

Wally (second from right) and Andrea

(left) with friends at the Embassy Group

Shareholders Meeting, held at the 

Hotel Del Coronado in 2011.
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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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See contact information on page 74
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Overcoming adversity to serve as inspiration
prior to about 12 years ago when I
joined Embassy. Wally is sincere,
trustworthy, and an easy person to
work with and talk to. Although he is
the leader of a billion-dollar-plus
buying group, he just doesn’t act like
he is! He’s just a great and caring in-
dividual you can’t help but like! I
have tremendous respect for him and
his background. As a very young per-
son, he spent his childhood years in
foster homes and the Children’s

Home in Alliance, instead of where
most young folks spend their years,
which is in a more preferred and
more popular place such as a struc-
tured home with a mother and a fa-
ther. Perhaps it’s that unfortunate
background that made Wally the
humble man that he is today.”

Even more telling are the comments
from his wife Andrea. Saying that they
were good friends in high school —
her mom, a teacher, had taken Wally
under her wing — Andrea says their
friendship developed into love over
the years. They have been “partners in
everything” their entire marriage. She
concluded by saying and I quote: “The

strength of our marriage together is
our partnership.” 

Well, life over all has been good
for Walter P. (Wally) Gumm because
he gets it! To prove that, I’m gonna
give you one more story. Wally’s sis-
ter-in-law Marita (Miller) Weidman
nominated him to receive a formal
recognition as a member in good
standing of the Marlington Alumni
Association’s “OUTSTANDING
ALUMNUS” for 2012. Marita cites
that Wally’s remarkable skills and

outstanding work ethic, as well
as his excellent reputation, as
the main reasons for his nomi-
nation. “It is truly remarkable
to me the person that Wally has
become and the accomplish-
ments that he has achieved.
MHS can be and is very proud
of Wally Gumm,” she con-
cluded. 

I would be remiss if I did not
point out one last major accom-
plishment that was bestowed on
Wally at the recently held ASA
Convention in Orlando. He was
awarded the 2012 Plumbing

Award of Excellence by the associa-
tion. This is the very first award of its
kind given by ASA, and is testimony
to Wally for all his years of promot-
ing the importance of having the in-
volvement of the up and coming
plumbing and PVF association’s
management. There is power in num-
bers, and today the involved groups
have coast-to-coast influence on the
health of our industry. Wally has had
a big part of making that happen.
Congrats again Wally! This is truly
deserved and a great way to end this
phase of your life in service of the in-
dustry you love so much.

Wally and Andrea were both in the

class of 1963, same as his long-
time friend Tom Liber. Tom sums
it all up quite well I believe, say-
ing of Wally: “The thing about
Wally is that he never looked
back. He dwells on the positive,
and always did; never on the neg-
ative.”

So Walter P. (Wally) Gumm,
thank you so much for your life
and the way you have conducted
it for all could see. It is a true priv-
ilege to know you and call you my
friend. Don’t go too far away, you
and Andrea, and stay in touch Pal.
The industry just may need to call
you back for a little discussion
about some major issue….and of
course we’d do it over a great bot-
tle of Merlot, Zinfandel or Caber-
net Sauvignon!

Those wishing to get in touch
with Wally may contact him on his
cell at 847-363-9910 or by email
at wpgumm@gmail.com.

Good Luck and God Bless.
Thanks so much for sharing your
great “human interest” story that
had to be told.

We love ya’ll.
n

Starting in our industry in 1968 at

Anvil International (formally Grin-

nell Company) Martin has been with

them over this 43 year span of his life

thru at least 5 different owners! He

currently serves as Vice President of

National Account Sales for Anvil’s

rather successful mechanical prod-

ucts division. He is responsible for

Anvil as their lead person at ASA &

MCAA and identified as Anvil in all

the wholesale industry buying/ mar-

keting groups. John 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.)

Oatey’s Bob Bender and InSinkErator’s Re-

becca Falish present Wally a special bottle of

wine at the 2011 Shareholders Meeting.

Wally Gumm

WinWholesale to
build new DCs
Ground was broken on October 12 for

WinWholesale’s regional distribution

center in Middletown, Conn. From

left, groundbreakers are Tom Kemp,

WinWholesale board member; Dan

Drew, Middletown mayor; Dan

Skelly, WinWholesale regional finan-

cial officer; Paul Donarum, vice pres-

ident, WinWholesale Sourcing

Services; Keith Kruysman, Portland

Winair president; Andy Holmes, Win-

Wholesale Eastern region area

leader; Prisco Panza, Shelton Win-

nelson president; Rick Schwartz, Win-

Wholesale CEO and chairman. Dayton, ohio – WinWholesale

Inc., one of the nation’s largest dis-
tributors, is building a regional distri-
bution center in Middletown, Conn.,
and Aurora, Colo., to replace smaller
leased facilities in Denver and North
Haven, Conn. 

The company, headquartered in
Dayton, Ohio, plans to open the dis-
tribution centers in 2013. Ground was
broken for the Middletown facility
Oct. 12 and the Aurora groundbreak-
ing is planned for Oct. 30. 

The Middletown facility will be
nearly 200,000 square feet and the
one in Aurora approximately 242,000
square feet. Each will have office and
training space. WinWholesale also

operates 200,000 square foot distri-
bution centers in Dayton, Ohio, and
Richmond, Va. The Middletown fa-
cility will serve WinWholesale loca-
tions in the Northeast, while the
Aurora facility will serve WinWhole-
sale’s Western market. 

“Building larger distribution centers
in Connecticut and Colorado fits with
WinWholesale’s growth strategy by
providing space to stock the breadth
and depth of existing and new prod-
ucts our locations need to grow their
business, and for the organization to
expand,” said Rick Schwartz, Win-
Wholesale CEO and chairman. 

Total construction cost for the two
distribution centers is approximately
$31.5 million. The Adkins Group is
the general contractor for the Middle-
town distribution center. A general
contractor has not been selected for
the Colorado facility. 

WinWholesale has more than 460
Win company wholesaling locations
and more than 70 Noland Company lo-
cations in 44 states. Noland is a wholly
owned wholesale subsidiary doing
business mainly in the Southeast. 

Visit www.winwholesale.com.

“Building larger distribution centers
in Connecticut and Colorado fits with

WinWholesale’s growth strategy”
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Delta BreezGreenBuilder Series Ventilation Fan
4.0 Watts - Delta’s record low in power consumption

Less than 0.3 sones - The quietest ever in a 8.25” x 8.0” bath fan

BreezSignature
LED Fan/Light Combo

BreezSignature
Fan/Light Combo

BreezGreenBuilder
Fan Only

BreezGreenBuilder
Fan/Light Combo

BreezSlim
Fan Only

BreezSignature
Fan Only

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

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

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

www.deltabreez.com   |   www.deltaww.com

See contact information on page 74

tw12_12_pgs_16_31_Layout 1  11/26/12  10:58 AM  Page 27



28 • •THE WHOLESALER® — DECEMBER 2012INDUSTRY NEWS

NeWiNgTON, CONN. — The Keeney Manufactur-

ing Company will be celebrating its 90th anniver-

sary in January 2013. On October 9, Keeney held

its quarterly employee gathering, which served as

an unofficial kickoff to the celebration. 

The event was themed after the 1920s, the

decade when The Keeney Manufacturing Com-

pany was founded. employees who organized the

event were dressed as Roaring-20s gangsters and

flappers and decorated the venue as a 1920s

speakeasy. a secret password was even needed to

get into the event. 

The gathering served as an unveiling of the cor-

porate logo and the winning slogan that will be

used during Keeney’s yearlong an-

niversary celebration. The slogan,

“Revolutionary Plumbing Solutions

… Since 1923” was a joint effort sub-

mitted by Beth Castro and Chip

Flynn. 

The event was a huge success and

a great way for Keeney to begin cel-

ebrating 90 years of service to its cus-

tomers, employees and community. 

Visit www.keeneymfg.com.

What’s New in HVACR?
Find Out In Dallas!

Register NOW for the World’s Largest HVACR Event 
FREE REGISTRATION:  www.ahrexpo.com

Produced and Managed by: (203) 221-9232 info@ahrexpo.com

Over 1,800 Exhibitors from 33 Countries

 

January 28-30, 2013
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• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

Keeney Manufacturing
to celebrate milestone anniversary

Pictured left to right: Shaun Rugar,

Chris Carson, Tom Mezzanotte, Dawn

Lawson, Mark Crayton, Betty Pel-

letier and Stuart Holden.

Idaho location

Southwark
opens
sixth plant
PhiladelPhia — Southwark Metal

Manufacturing Co. celebrated the

grand opening of its new manufac-

turing plant in Caldwell, idaho. ap-

proximately 15 miles from Boise,

the new facility enhances South-

wark’s presence, manufacturing ca-

pabilities and customer support

throughout the Mountain Region

and Pacific Northwest.

The 79,500-square-foot facility sits

on 15 acres at Sky Ranch Business

Park and is poised to service hVaC

distributors in Utah, idaho, Oregon,

Washington, Wyoming, Nevada and

Montana. The plant has been

equipped with state-of-the-art manu-

facturing equipment to create over

3,000 items in stock as well as cus-

tom fittings for residential and light

commercial use.

The new staff is ready to continue

Southwark’s legacy of high-quality

products and outstanding, localized

customer service. “The new Cald-

well division shows our commit-

ment to serving our customers in the

best ways possible,” said new plant

manager Kim Balbini Jr., who was

previously the assistant plant man-

ager of Southwark’s Fremont, Neb.,

location.

Visit www.southwarkmetal.com.
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Tankless so advanced 
it’s simple.

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

• Utilizes existing 1/2" gas line

• 2" PVC venting

•

     Buffer tank and recirculation   
     pump included

• Field gas convertible

• Ultra condensing effi ciency

• Dual stainless steel heat 
   exchangers

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

 800.519.8794  NavienAmerica.com

1/2" Gas Line

2" PVC Venting

The Leader in Condensing Tankless Technology

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

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

                                                      Learn more at TanklessMadeSimple.com

e

1/2" Gas Line

2" PVC Ve

See contact information on page 74

tw12_12_pgs_16_31_Layout 1  11/27/12  8:56 AM  Page 29



tw12_12_pgs_16_31_Layout 1  11/26/12  10:58 AM  Page 30



See contact information on page 74
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Emerson recognizes wholesalers for exceptional performance 

Bradford White debuts video
PhIladElPhIa — Bradford White debuted its new Made in america video at

the recent PhCC CONNECT 2012 annual convention. The 350 people gath-

ered for the Bradford White-sponsored PhCC Education Foundation breakfast

were the first anywhere to see the new video. Filmed on location at the com-

pany’s Middleville, Mich.,

manufacturing facility, the

two-minute video features

many Bradford White em-

ployees and showcases their

pride in building a well-de-

signed, high-quality, ameri-

can-made product. The

Made in america video was

simultaneously launched on

the company’s website, YouTube and a mobile site accessible via a QR code

placed in print ads and promotional materials. Visit www.bradfordwhite.com.

Exceptional wholesalers were pre-

sented awards in five different sales

categories. 

Six wholesalers qualified for the

Peak Performance Award, given to

those that achieved 10% growth in

Copeland™ compressors and con-

densing units in 2012. 

• Dennis Company

• Dennis Supply Company

• Johnstone Supply, Corpus Christi

• Johnstone Supply, Houston

• Midwest Refrigeration Supply

• Sid Harvey industries

Tropic Supply was the winner of

the Summit Award, given to author-

ized Copeland wholesalers achieving

an average of 10% growth in 2012

across all Emerson product lines they

represent. 

Six wholesalers received the Sig-

nature Award, given to authorized

full-line wholesalers achieving an av-

erage of 10% growth in 2012 across

all Emerson product lines.

• Bell Simons Companies

• Cleveland Hermetic and Supply

• Johnstone Supply, South Bend

• Johnstone Supply, Evansville

• Makdad industrial Supply

• Progress Supply 

Three wholesalers were honored

with the Center Stage Award, given

for outstanding performance in the

promotion and sales of Copeland

Scroll™ outdoor condensing units. 

• ABCO HVACR Supply + Solu-

tions

• Bell Simons Companies

• Refrigeration Suppliers Dis-

tributor

New to this year’s wholesaler con-

ference, the Glenn W. Hannegan Jr.

Leadership Award is given for ad-

vancing education and training in the

HVAC/R industry. The winner of the

award was Dennis Supply Company.

Visit www.emersonclimate.com.See contact information on page 74

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

ST. LOuiS — Emerson Climate Tech-

nologies inc., a business of Emerson,

acknowledged its top-performing

wholesalers for outstanding sales per-

formance in 2012. The awards ban-

quet was held during Emerson’s an-

nual National Wholesaler Conference

in Tucson, October 29–31. The three-

day event was held for Emerson’s au-

thorized wholesale customers to

discuss topics focused on the state-of-

the industry, Emerson’s business

strategy, new products and services

and resources to help wholesalers ad-

vance their business.

Emerson Climate Technologies Inc. acknowledged its top-performing wholesalers

for outstanding sales performance in 2012 during its annual National Wholesaler

Conference in Tucson last October.
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Advanced Distribution Software
extends Microsoft ERP for distributors
PEACHTREE CORNERS, GA. —
I.B.I.S. Inc. announced the avail-
ability of Advanced Distribu-
tion Software, a new
enterprise software solution
designed to meet the ultra-so-
phisticated needs of today’s
distributors. Built on Mi-
crosoft Dynamics® AX, the software
offers seamless integration, real-
time information and industry-spe-
cific functionality, which enable
distributors to succeed in a compet-
itive marketplace.

Advanced Distribution Software
offers the following unique extended
features, which are available individ-
ually or by the bundle: 

• Advanced Revenue Management
• Advanced Order Management
• Advanced Inventory Manage-

ment
• Advanced Demand Planning
• Advanced Fulfillment Manage-

ment 
• Advanced Business Intelligence. 

The software gives users maximum
visibility across their internal and ex-
ternal supply chains and allows them
to respond quickly and confidently to

market changes.
“Distributors have long-awaited a

Microsoft-based solution with
the industry-specific function-
ality that is now available with
Advanced Distribution Soft-
ware,” said Andy Vabulas,
CEO and owner of I.B.I.S. Inc.

“And it’s built on Microsoft Dynam-
ics AX, the most modern ERP on the
market, which leverages the entire
Microsoft stack of technology: That’s

a winning combination.”
Advanced Distribution Software

was developed after years of working
closely with distributors; it is a direct
response to their needs. It provides
important industry-specific function-
ality, such as trade promotion man-
agement, advanced pricing and
rebates, quick order entry, a stock
availability wizard, advanced back -
order management, lost sales track-
ing, vendor-managed inventory and
much more. Furthermore, role-based
key performance indicators are in-
cluded throughout the package.

Visit www.advanceddistribution-

software.com.

See contact information on page 74

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

MINNEAPOlIS — Honeywell an-
nounced an agreement to acquire Saia
Burgess Controls, a leading provider
of intelligent building controls, from
Hong Kong-based Johnson Electric
for $130 million. 

Saia Burgess Controls’ products and
solutions include programmable con-
trollers, touch-screen panels, electrical

submeters, counters and timers for use
in HVAC applications, energy manage-
ment systems and machine and infra-
structure controls. These products and
solutions enable multiple technologies
to be operated and managed on a single
device, such as a Web browser, simpli-
fying and improving building manage-
ment and automation for commercial

and industrial enterprises. The transac-
tion is expected to close by the end of
January 2013 following customary reg-
ulatory reviews.

With 2011 sales of $93 million (fis-
cal year ending March 31, 2012),
Saia Burgess Controls enhances Hon-
eywell’s intelligent building controls
portfolio, which includes recently ac-
quired INNCOM, as well as the Aler-
ton, Centraline, E-MON, Trend,
Novar Controls, Phoenix Controls
and Tridium brands. In addition, the
acquisition expands Honeywell’s en-
ergy controls presence in Austria,
Germany and Switzerland.

Based in Murten, Switzerland, Saia

Burgess Controls has more than 300
employees and serves customers
throughout Europe through a network
of more than 500 system integrators.
It will be integrated into the commer-
cial controls portfolio of Honeywell’s
Environmental and Combustion Con-
trols (ECC) business.

The acquisition also gives Honey-
well a common global platform on
which to drive growth in electrical
submeters, which are used by build-
ing owners to better manage their
energy consumption. Honeywell’s
E-MON submeter brand is focused
on North America, while Saia
Burgess Controls’ offering is tar-
geted to Europe, the Middle East
and Africa.

Honeywell ECC provides con-
nected products that help keep 150
million homes, 10 million commer-
cial buildings and a multitude of in-
dustrial facilities comfortable and
energy efficient. ECC customers in-
clude original equipment manufac-
turers, commercial customers,
homeowners, contractors, retail,
building managers, consulting engi-
neers and distributors.

Visit www.honeywell.com.

Honeywell acquires Saia Burgess Controls
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Watts Water Technologies is 
Ready to Help You Get Started

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

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

WeAreLeadFree.net

Lead Free
Starts Here!

See contact information on page 74

tw12_12_pgs_32_43_Layout 1  11/26/12  2:30 PM  Page 35



36 • •THE WHOLESALER® — DECEMBER 2012

PVF Roundtable 2012

PVF
Roundtable
excels in
providing
value,
promoting
industry

By Mary Jo Martin

Editorial director

W
hen you look at the PVF

Roundtable today, with

its burgeoning member-

ship and the continual record-setting

attendance at its quarterly meetings,

it’s difficult to imagine that it all

started 25 years ago with a brain-

storming session at the Westbrook

Manufacturing office.

In 1987, Westbrook’s then-vice

president Sidney Westbrook and en-

gineer Dan Duff hosted an improptu

meeting at their office with a couple

of customers and end users to talk

about some of the problems the PVF

industry was facing and come up

with ways they could be addressed.

That initial discussion led to the

idea of organizing a group to get

more people involved and

talking about issues and so-

lutions. Those early meet-

ings typically drew

between four and 20 people

from the industrial arena in

Houston. 

Dick Dalton, president of

IFC, who has been part of

the group since its incep-

tion, emphasized that the

PVF Roundtable was “put

together to advance the in-

dustry. We needed to get

people talking to address

some of the problems we

were experiencing at that

time. Our first actual ‘for-

mal’ meeting was held at

the Houstonian, and Sidney

was so excited to see the re-

sponse. It just showed that

this was an idea worth pur-

suing, and that people

would support it.”

Ron Merrick, director of piping

material at Fluor and a longtime

Roundtable member and volunteer

leader, added, “Early on we decided

that we could never be a standards-

making body. Instead, we focused on

knowledge, practices and industry is-

sues like better handling of MTRs.

We also looked at trends and techni-

cal problems, surplus materials and

developed a task group on common

industries’ materials descriptions.

“We also did a lot of work on PMI

practices that led to standards-making

bodies. We have the actual ASTM

standard on PMI. Branding symbols

was another one. And export controls

— we’ve been involved in a couple

of things with export controls and the

marking of import goods.”

Dedicated leadership

Dan Duff handled much of the lo-

gistics for the PVF Roundtable until

he passed away in 1995. Another

Westbrook employee, Tom Cameron,

soon took over as secretary/treasurer

and implemented a more formal

structure, including booking the

HESS Club and bringing in speakers

for the Roundtable’s quarterly meet-

ings. By that point, the group was

drawing approximately 100 to the

meetings.

“Early on, much of the group’s

focus was on standardization,” said

Danny Westbrook, Sidney’s son, vice

president of sales at Westbrook and

current president of the PVF Round-

table. “A lot of speakers at the time

were from NACE, ISO and API.

They were trying to come up with

standardized description for products

from throughout the industry. Under

Don Caffee’s leadership of the group

between 2005-2008, we evolved into

more prominent speaker selection

similar to those we draw upon today.

Don was very committed to bring in

high-quality speakers who talked

more about economics and the state

of the industry than standardization.

And Don was retired, so he was able

to focus much more of his energy

and attention to the group. He also

did a great job of bringing valve

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

Mission Statement

The PVF Roundtable is an

organization of firms

involved in the Pipe, Valves and

Fitting industry. The membership

is dedicated to the continuing

improvement of the quality

process in our industry through

collective changes resulting from

improved communication

methods, advances in education,

organizational assistance in the

standardization process and the

implementation of collective

efforts towards the solution of

identified industry-wide prob-

lems throughout the entire PVF

supply chain.

“

”

Honoree
of the

Year

Board members Ron Merrick and Morris Beschloss; Bill White, former mayor of

Houston; and PVF Roundtable founder Sidney Westbrook.
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folks into the Roundtable.”

Since taking over following Caf-

fee’s sudden death in 2008, West-

brook — along with a very dedicated

board of directors — has continued to

grow the group by building upon the

solid core foundation.

Providing value

The selection of speakers is just

one of the responsibilities of the

Roundtable’s board of directors.

They gather monthly to discuss finan-

cials, future meetings and other busi-

ness at hand, like scholarship

fundraising. 

“We struggled after one of the

busts in the 90s and we decided that

people really came for the network-

ing,,” said Roundtable board member

Bob Hunter, manager of Ta Chen’s

Houston location. “So it led us to set

up the current structure with good

topical speakers and make it a real

networking event with speakers we

want to listen to. In looking at speak-

ers, we consider where the industry is

going. We want to address industry

issues and look at general trends.”

Among some of the most popular

recent speakers have been:

• Professor Michael Economides

from the University of Houston, who

shares his expertise on energy and de-

bunks some of the current myths

about fossil fuels and energy sources.

• John Hofmeister, former presi-

dent of Shell Oil and founder of Cit-

izens for Affordable Energy, who

discusses the energy industry, politics

and leadership

• Oil & Gas Journal executive ed-

itor Bob Tippee, who gives a mid-

year forecast at the August meeting

and provides a lot of figures and

broad trends, and talks about the

geopolitical implications.

• Houston Mayor Bill White,

“We have the critical mass to be

able to pull people in and we have a

tremendous audience,” shared Mer-

rick. “None of our companies could

draw these speakers on their own.

So the PVF Roundtable provides

this opportunity. It’s a real service

to the industry.”

Westbrook added, “We’ve gotten

good feedback from the membership

on these speakers. They’ve all got a

great message and are a good fit for

our group.”

Sheryl Ryan Michalak, president

of WOI and secretary/treasurer of

the PVF Roundtable, noted that the

“information age” was a great ben-

efit in growing the organization. 

“We were fortunate to get some

younger, Internet-savvy people on

board to developed our website,”

she said. “They helped us learn to

capture more data, develop e-mail

lists and contact information. We

also began e-mailing meeting an-

nouncements and putting them on

our website, rather than going

through snail mail. We went from

100 to 200 members almost

overnight. And then we jumped to

over 300 in just a few more years.”

Westbrook added that the net-

working portion of the meeting also

increased the group’s value to

members.

“Giving members the opportu-

nity to have a cocktail and rub el-

bows with people who they

otherwise may not have an oppor-

tunity to connect with has been so

valuable,” he said. “We started that

about 2005, and at each meeting have

sponsors for the open bar and for the

dinner. That has all had a big impact

because people see the opportunities

for greater visibility. It’s brought peo-

ple together and helped them develop

relationships and open lines of com-

munication. It’s a casual atmosphere

that helps people let their hair down

a bit. It’s great to see everyone talking

— even competitors.”

Board member Stephen Letko of

Welbend echoed those comments.

“We find that associating with the

PVF Roundtable has given us incred-

ible networking opportunities. We

have been abe to establish and main-

tain very close contacts with distrib-

utors, end users and engineers who

have been invaluable in promoting

our product. This has helped to in-

crease the awareness and sell our

brand name through the entire chain

of PVF users.”

Another very impressive aspect of

the group is the broad age range of

active members. As Michalak noted,

“The number of young people attend-

ing the meetings has risen dramati-

cally. Half are ages 30 and under. A

lot of that has to do with larger com-

panies like Fluor and Bechtel, be-

cause they want to get their young

people involved. Our industry is be-

coming more appealing to younger

(Turn to Roundtable... page 38.)

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

Who they are

The PVF Roundtable is an organization of companies involved in

the pipe, valve and fitting industry — including manufacturers, dis-

tributors, piping designers, engineering  firms, construction compa-

nies or end-users. 

Membership is by company, with each firm designating a Primary

Member, who serves as the main contact, and as many Associate

Members as appropriate as in any geographical location served by

that firm. This permits both national and local concerns to be identi-

fied and addressed by the Roundtable if applicable.

A General Assembly Meeting is held in Houston on a quarterly

basis. These Meetings open with a social hour, providing an informal

means of ensuring that attending members can meet and share ideas

and solutions to common problems. A dinner follows, and the meet-

ing is typically formally opened at 6:00 P.M. 

Following a welcome and announcements by president Danny

Westbrook, a featured speaker is introduced, who provides a presen-

tation of interest to the members. Meetings are typically adjourned

around 8:00 P.M. 

Membership in The PVF Roundtable provides an opportunity for in-

formal contact with peers and a discussion of common problems in an

informal setting that can lead to possible mutual solutions. The “Task

Group” method of problem solving adopted by the Roundtable has

proven to be effective and is available to members in the more complex

problems faced by our industry. Trends can be identified and potential

problems examined by members working together. Industry, govern-

mental and environmental changes can be examined and members can

determine how these might affect their own particular firms. ;

Volunteer leaders
The ocers and board mem-
bers serving the PVF Round-

table this year are:
President — Danny Westbrook, West-

brook Manufacturing 

Vice President — Harold Armstrong,

Armstrong/Weatherly

Secretary-Treasurer — Sheryl Ryan

Michalak, Welding Outlets Inc.

Directors:

Bob Hunter — Ta Chen

Cindy Craig — McJunkin Redman

Dennis Fikes — Energy Metals Inc.

Margie Dalton — IFC, Inc

Ginger Restovic — IDS Tag  Tech

Greg Johnson — United Valve

Jim Owsley — Wilson

Joe Pro — Penn Machine

John Cates — WFI/Bonney Forge

Kelly Kelsheimer — Neway Valve

Max Casada — Conoco Phillips

Ray Bojarczuk — Exxon Mobil

Ron Merrick — Fluor

Stephen Letko — Weldbend

Raphael Bojarczuk of Exxon Mobil,

one of the Roundtable directors.

Board member Joe Pro, from Penn

Machine.
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Roundtable attracting
young people to PVF industry

people. The younger folks come back
and are very positive and excited
about the people they meet. They re-
ally enjoy the networking. This has
always been a relationship business,
and groups like the PVF Roundtable
help this new generation meet older
leaders in the industry, along with
their peers.”

It is this interest in helping develop
the careers of the next generation that
led the PVF Roundtable to found the
Don Caffee Memorial Golf Tourna-
ment three years ago. All the pro-
ceeds from the tournament are used
toward scholarships for the distribu-
tion programs at Texas A&M and the
University of Houston. This year’s
event raised $28,000 after all the ex-
penses were deducted.

“Owen Doss came up with the idea
for the golf tournament,” said Harold
Armstrong of Armstrong-Weatherly,
who is vice president of the PVF

Roundtable. “He thought it would be
a good way to raise some money for
scholarships. The first year we made
$4,000 from about 125 golfers. This
year, Kelly Kelsheimer and his com-
mittee did a great job organizing the
event, and we had 250 participate. In
just three years, in total we’ve given
$25,000 to the University of Houston
and $12,500 to Texas A&M. And we
have some more funds that we’re
looking forward to awarding. The
way the tournament is set up allows
companies that have matching funds
program to participate and really help
us. So our members can give individ-
ually and have their companies pro-
vide matching funding.” 

Ginger Restovic, president of
Cooper Valves and a Roundtable
board member, went on to note, “Our
industry has trouble attracting young
people, and that’s why we are so fo-
cused on providing scholarships. We
want to get the younger generation

involved and interested in a future in
our businesses. If we can provide
scholarships, we believe we can gen-
erate that interest. The golf tourna-
ment and scholarship program is
probably the most significant thing
we’ve done.

“At this point it’s about staying the
course and expanding whenever pos-
sible. We need to continue develop-
ing interesting speakers, while
recruiting new members and passing

the torch. The scholarship program
has really caught on. It gives us a core
purpose and focus.  We view it as
very important. It makes us visible to
a group of people we’ve never been
visible to before.”

What’s next?

The PVF Roundtable is comprised
of leaders from up and down the
channel, including manufacturers,

(Turn to PVF... page 40.)
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(Continued from page 00.)

Left, Danny Westbrook of Westbrook Manufacturing is the president of the PVF

Roundtable, and serves as the emcee at the group’s quarterly meetings. On right,

Prof. Michael Economides of the University of Houston addresses the group. 

Like many of the American

economy’s component sec-

tors spanning all aspects of busi-

ness and industry, trade

associations and product groups

attempt to communicate the ulti-

mate values and aims of their

memberships. They represent a

commonality that allows their

market channels and ultimate

end users to grasp the totality of

the goods and services, which

their sectors make available.

The pipe-valve-fitting arena, es-

timated to generate approxi-

mately $50 billion in the

fast-growing energy, power gen-

eration, commercial/industrial

construction, and export/import

sectors, embodies a dynamic

thrust that is key to the success-

ful functioning of the voluminous

end users comprising this mas-

sive industrial segment.

The PVF Roundtable, founded

in 1987 by Sid Westbrook, for-

mer co-owner of Westbrook

Manufacturing, has achieved a

commonality of goals, previ-

ously undefined due to the com-

plexity of factors comprising this

group. This includes specific

market channels, product lines,

and a global involvement

through imports and exports, as

well as installations both in the

U.S. and abroad.

Sid Westbrook was a major pi-

oneer in bringing the diverse in-

terests comprising the pipe-

valve-fittings industry together.

While he and his brother,

Charles, built a successful, na-

tionwide fittings manufacturer

and marketer of products geared

to the vast energy and power in-

dustry and ancillary aspects,

such as fabrication and heavy

construction, Sid became aware

that there was no common

arena bringing together manu-

facturers, end users, PVF distrib-

utors, turnkey construction

firms, specifiers, master distribu-

tors and sales representatives.

With Westbrook’s growing busi-

ness centered in Houston — the

PVF hub of the U.S. and, to a great

extent, the global PVF industry —

Westbrook and a like-minded

group of pipe-valve-fitting profes-

sionals formed an initial Board of

Directors. This would focus on,

spread the word about, and unify

the common aspects comprising

the expanding and technologically

developing arena of PVF products.

In the late 1980s, 1990s, and the

first decade of the current century,

the PVF Roundtable focused on

education and idea exchange to

present a common front to all

those with whom the growing

membership of the Roundtable in-

terfaced. Although attempts were

made to install similar idea ex-

changes in other parts of the

country, it was ultimately decided

to build a centralized national

meeting framework in Houston.

Such a decision proved to be uni-

versally accepted, since most pro-

ducers, marketing organizations,

and import/export entities had ei-

ther headquarters or important

branches in the heart of the PVF

industry — Houston.

With Sid Westbrook’s unflinch-

ing passion in pursuing this edu-

cational, informative, and

unifying influence in defining the

importance of PVF to the broad

spectrum of economic activity

that PVF serves, it has become

the quarter-annual gathering

place of PVF’s Big Tent. This

hosts a growing influx of atten-

dees from all over the country, as

well as a growing number of in-

ternational attendees. At these

meetings, I have the honor and

privilege of updating my ongoing

PVF-oriented economic forecasts,

preceded by the PVF attendees’

one and a half hour of network-

ing. This expanding number of

participants increasingly lauds

the value of such an unrivaled op-

portunity to meet with both the

industry members and guests

from all over the U.S. and abroad.

In addition to high quality

speakers at each of the group’s

quarterly meetings, at the annual

May meeting, the Roundtable

makes available its program to

The Wholesaler to present the lat-

est inductee into its PVF Hall of

Fame. Founded by publisher/

owner of three PHCP industry

magazines, Tom Brown, and my-

self, the third Tuesday in May

meeting also has as special guests

the Executive Council of the Amer-

ican Supply Association’s Indus-

trial Piping Division, which holds

its spring meeting in Houston, on

the afternoon before the PVF

Roundtable festivities begin.

Currently headed up by Danny

Westbrook, Sid’s son, and ably di-

rected by Secretary/Treasurer

Sheryl Michalak, CEO of Welding

Outlets, Inc., the PVF Roundtable

has been setting new attendance

records with successive meetings

this year. It is rapidly being recog-

nized as the comprehensive as-

sociation, strictly devoted only to

members of the pipe-valve-fitting

sector. Having reached the peak

of its 25-year existence in 2012,

the membership of the only 100%

exclusive PVF industry’s activists

has never been more enthused,

and is looking forward to even

greater achievements of its objec-

tives in the years ahead.   ;

PVF Roundtable reaches
sector’s crowning achievement
By MoRRis R. Beschloss

PVF and economic analyst emeritus
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M&G DuraVent gets US Boiler approval
for PolyPro on Burnham Alpine Models

distributors, end users, engineers and
contractors (see sidebar). Member-
ship is granted by company and each
of the currently more than 150 mem-
ber companies can bring up to four
people to the quarterly meetings. 

Because of the tremendous growth
of the roundtable, the HeSS Club is
literally bursting at the seams when
they host the group. a team of board
members are now looking into poten-
tial new venues that will more com-
fortably fit the group. In fact, they are
expecting to draw more than 400 to
their meetings in the coming year. 

“We chose the HeSS Club 15 years
ago rather than a hotel because it was
geared to serving organizations,” ex-
plained Westbrook. “It was perfect
for our purposes and it has served our
needs very well. It’s kind of wrench-
ing to think that we may have to
leave, but we have to focus on the fu-
ture for the group.

Jim owsley, vice president-material
sourcing at Wilson/noV and a
roundtable board member, concluded
by saying, “the PVf roundtable is
comprised of leaders from up and
down the channel. Part of our success
is due to the fact that we have an or-

ganization that is devoted strictly to
the PVf market, rather to being part of
a larger organization. It represents an
opportunity for all age groups and ex-
ecutive levels to come in and network.

there is no one person who dominates
the decision making; the board works
together to chart the best direction for
the group as a whole. and we really
appreciate the manufacturers’ support
and sponsorships.

“We’re attracting members from
all over the country now and we want
to keep up the momentum. We’re a
service organization that wants to
build systems and infrastructure that
will help make the world a better

place. and at the end of the day, we
all love this industry and want to see
it have a bright future.”   n

For additional information, visit

www.pvf.org.

Webstone’s new Hydronics Catalog is
now available. this easy-to-use cata-
log highlights the features and bene-
fits of Webstone’s complete line of

hydronic valves and showcases a
wide array of labor-saving valve sys-
tems suitable for any hydronic sys-
tem. Save time and money by
choosing step-saving products over the
labor intensive alternatives. 

founded in 1954, Webstone is rec-
ognized as an industry leader for inno-
vative design of residential and
commercial valves used in plumbing,
hydronic, radiant, solar and geothermal
applications. these designs focus on
time- and space-saving concepts that
simplify future maintenance and up-
keep of all piping systems. Some of
Webstone’s trademarked and patented
items include Hydro-Core™, the Iso-
lator®, Isolator eXP™, Pro-Connect™
and Pro-Pal® step saving valves.

Visit www.webstonevalves.com.

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

(Continued from page 38.)

Big attendance at the fourth annual Don Caffee memorial golf

tournament illustrated the industry’s dedication to scholarships

for academic distribution programs.

PVF Roundtable 2012

40 • •THE WHOLESALER® — DECEMBER 2012INDUSTRY NEWS

Webstone 2013 Hydronics Catalog

VaCaVIlle, CalIf. – M&G duraVent
announced on november 7 that it re-
ceived another approval for PolyPro
Venting Systems. U.S. Boiler Co has
now approved PolyPro single-wall,
concentric, and flex for their Burn-
ham alpine models 080-500.

PolyPro is an engineered system
specifically designed for venting
heating appliances. Gasketed joints

require no primers or adhesives and
easily assemble in seconds with just
a splash of water. terminations are
designed to perform well in poor en-
vironmental conditions.

PolyPro is tested and listed to the
UlC S636 standard in Canada and
rated as a Class IIa, IIB, and IIC vent
system. PolyPro offers the only dou-
ble-wall polypropylene flex in the

U.S. market. It is durable enough for
relining masonry chimneys, factory-
built chimneys, and useful for relin-
ing B-vent pipe when retrofitting it to
use as a chase. PolyPro has been
tested superior in performance and is
easy to install. It has been used suc-
cessfully for venting appliances in
europe for more than15 years.

all M&G companies exclusively
develop, manufacture and market a
wide range of flue and vent products
in aluminum, stainless steel and plas-
tic for the HVaC and hearth industry.
Visit www.duravent.com.

U.S. Boiler Company, manufac-
turer of quality hydronic-heating
products, has introduced a great
many new, high efficiency products
during the last several years. 

Visit www.usboiler.net.

Willoughby
redesigns its website
IndIanaPolIs — Willoughby Indus-
tries launched its brand-new website
at www.willoughby-ind.com. this
new site has been redesigned to re-
flect Willoughby in the 21st century
and restructured to help people find
what they’re looking for quickly and
easily. Visitors will quickly find sales
reps for their area, cut sheets, product
brochures, reVIt files, and more.

the new site also incorporates the
latest Internet technology and was
built with an eye to the future. Com-
ing soon will be the ability to identify
replacement parts online.

Willoughby Industries has manu-
factured commercial grade stainless
steel and solid surface plumbing prod-
ucts for more than 65 years.
Willoughby focuses on supplying the
commercial, healthcare, recreational,
and security industries with products
of uncommon quality and durability.

Portland, ore. – Building on the
cooperative’s eye toward charitable
giving, Johnstone Supply Inc. part-
nered with operation Homefront for
their 2012 Holiday toy drive at par-
ticipating Johnstone Supply stores
across the country. Between novem-
ber 1 and december 6, customers and
local community members dropped
off unwrapped gifts or made cash do-
nations at their nearest participating
Johnstone store, with all donations
going directly to the children of serv-
ice members who may be struggling
during the holiday season.

In order to keep the children’s gifts
generally even in value, donors were
asked to provide unwrapped toys and
games with a cost of $5-10 for ages 2
and under, and $10-25 for ages 3 to

12. operation Homefront created
their annual Holiday toy drive to
help the lowest grade (payscale) en-
listed families, improving morale and
showing the nation’s support by help-
ing them celebrate the holidays – an
especially poignant season if a parent
is serving overseas.

Ceo deWight Wallace stated that
the cooperative is also expecting to
see Holiday toy drive support from
many of its vendor partners, noting
that Johnstone’s november sales
flyer also featured a partnership with
nu-Calgon to donate $1 to operation
Homefront for every can of nu-Cal-
gon easy Seal purchased at John-
stone stores during november.

Visit www.OperationHomefront

.net/Johnstone.

Johnstone Supply conducts Holiday Toy Drive 

John Hofmeister, former

head of Shell Oil, has

been a popular speaker

at Roundtable meetings.

tw12_12_pgs_32_43_Layout 1  11/26/12  2:32 PM  Page 40



See contact information on page 74

tw12_12_pgs_44_51_Layout 1  11/26/12  2:45 PM  Page 47



42 • •THE WHOLESALER® — DECEMBER 2012ON THE PVF PULSE

Exports retain remarkable vitality
despite shrinking world growth
W

hen President Barack
Obama predicted a dou-
bling of U.S. global ex-

ports early in his presidency, his
yet-unfinished term had come close
to delivering on this prediction. But
with all due deference to the White
House, this occurred without any
supportive Administration policies.
Some might even argue that the as-
cendance of exports to an annualized
$2.25-trillion level may have oc-
curred in spite of Environmental Pro-
tection Agency restrictions. The
current export level is all the more re-
markable when considering the ongo-
ing European economic travail.

The continuation of the ongoing
export surge has vaulted outward
bound shipments of products and
services to the top tier of America’s
economic sectors, leapfrogging both
transport production (automotive and
aircraft) and construction as the lead-
ing factors. This newfound export
strength is offsetting imports, which,
before the fiscal Great Recession in
2008, had opened a widening trade
deficit that had reached $70 billion
monthly. This gap has been reduced
to the mid-40s range, half of which is
derived from the U.S.’s inability as
yet to seriously close the deficit on
crude oil imports.

Whether that gap can realistically
be totally closed in the foreseeable
future depends on the outcome of the
upcoming general elections. Ar-
guably, the continuation of the unre-
strained power of the EPA, and with
its commissioner Lisa Jackson in her
current power position, will likely re-
duce if not totally stop the hydraulic
fracturing (fracking). This has added
more than a million barrels of U.S.
crude oil production a day, but is still
leaving U.S. demand more than a
million barrels-a-day short, even
then.

If a strong energy-friendly point of
view prevails, it will call for broad-
ened production offshore, plus a pro-
duction expansion into federal lands
that could conceivably add 50% more
crude oil extraction within five years.
If the immediate approval of the
Trans-Canada XL oil pipeline di-

rectly into the Houston and Southern
Louisiana refineries is added, the on-
ceuni-maginable crude oil independ-
ence target by 2020 could
conceivably be reached.

Also, utilizing the several hundred
thousand construction workers, now
idled, could be attained to develop a
nationwide network of pipelines to
make oil derivatives (gasoline, diesel,
heating oil, jet fuel) more readily
available. The unexpected price surge
of gasoline in California in early Oc-
tober is a good example of the anti-
quated lack of America’s energy
infrastructure which will also offset
power generation if no similar matrix
is developed in the electrical arena.

All this will also play into the na-
tion’s amassing of additional rev-
enues, as well as a major jump in
full-time working personnel if the cor-
rect decisions are made next year.

Fastenal reaches astronomical growth

While most stock market afficiona-
dos are enchanted with high tech
(Apple, Google, Facebook, etc.), the
Wall Street crowd hardly pays atten-
tion to the multitude of “bread and
butter” equities engaged in the dull
and dreary preoccupation of making
money by distributing the everyday
components that are the necessity for
every aspect of manufacturing, con-
struction, maintenance, and product
adhesion, without which industry, as
a whole, would come to a standstill.

Standing out as a bright ray of suc-
cess and well-deserved fame in an
otherwise dreary business of national
distribution for thousands of compa-
nies producing screws, nuts, and bolts
is Fastenal. This once-tiny local Min-
nesota distributor has not only spread
into thousands of outlets with over a
million products, but has acquired a
brand name reputation that equals
such giants as Home Depot, Lowe’s
and W.W. Granger. They even inno-
vated their own fast solutions concept
that has placed thousands of vending
machines onsite with clients, practi-
cally ensuring their business, while
cutting costs.

Despite its hum-drum advertising
appeal, this basic distribution colos-
sus has actually increased its margins,
while retaining a 2% segment in one
of industry’s most fragmented na-
tional markets. This is all the more re-
markable since the recent expansion
downturn in manufacturing, con-
struction and business in general have
dismally flattened out. From a finan-
cial standpoint, Fastenal can point to

a mind-boggling 35,000% growth,
since first attaining a NASDAQ
Stock Market listing in the late
1980s. Remarkably, without exotic
advertising, public relations, or sales
promotion techniques, this Midwest
entrepreneurial innovator has turned
an early 20th century sales/service
cornerstone approach into a stock
market wonder that should be the
envy of the Silicon Valley crowd.

It should also shine the spotlight of
traditional American values on the
U.S.-based manufacturing, distribu-
tors, retailers, contractors who pursue
what the elite consider the unroman-
tic trades. But these commitments
perpetuate the foundations of the tan-
gible basis of America’s hope for re-
turn to the values that will allow this

country’s return to the once admired
entrepreneurial successes. These
stimuli that seem to have gotten lost
in the current of need for entitle-
ments, safety nets and government
dependence.

While Silicon Valley will retain
the glitter, both in brand name, tech-
nology, and Wall Street exploitation,
it’s the Fastenals that are destined to
win the race between the “tortoise
and the hare.” It should be an inspi-
ration for the thousands of similar
successes now and in the future that
surely will survive the current trials
and tribulations.

U.S. economic statistics
credibility undermined

Since time immemorial, economic
statistics consistently issued by re-
sponsible and unimpeachable gov-
ernment agencies have been
depended upon by analysts in their
ongoing survey of America’s eco-
nomic direction.

Such constantly anticipated targets
as monthly unemployment rates and
weekly jobless claims have been anx-
iously awaited by the equity and
commodity markets. This is true as
well of a wide range of corporations
and municipal bond managers, as-
sessing the ongoing barrage of num-
bers to assess the tone of the financial

markets’ pulse.
Since becoming a researcher and

purveyor of the overall U.S. econ-
omy’s ebbs and flows several years
ago I, like many others, have relied
on and never doubted the unimpeach-
ability of the economic markets’ al-
most daily “pulse rates.” This has
been true until this year.

In what I consider a blatant at-
tempt to dip the unemployment rate
under 8%, a long-term economic ob-

servers’ “red line,” the critical Sep-
tember unemployment rate shifted
from 8.1% to 7.8%. This was ac-
complished by adding temporary
and part-time jobs to those em-
ployed, a basis never before used.
The compliant media, anxious not to
deter President Obama’s re-election
campaign, immediately branded the
resultant 7.8% as gospel.

But once was not enough. When the
initial version of the third quarter gross
domestic product increase was
amassed, it came in at an annualized
2%. That is still puny by traditional
standards, but it indicated a slight im-
provement over the 1.5% anticipated.
Why was this statistical fluke so impor-
tant? It was the last scheduled report on
the state of the U.S. economy before
the November 6 election. The “puff”
was accomplished by a late third quar-
ter influx of government orders.

As someone now professionally
absorbed in attempting to inform my
thousands of blog readers regarding
both the global and domestic eco-
nomic figures, I’m left with the frus-
trated skepticism that makes me
question if political considerations
are now in control. Is what emanates
from the U.S. Labor and Commerce
Departments, or other relevant agen-
cies a true reflection of reality?

(Turn to Beschloss, page 72.)
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• U.S. exports surging
• Fastenal success story
• Economic statistics

in question?
• S&P 500 firms show

revenue reversal

BY MORRIS R. BESCHLOSS

PVF and economic analyst emeritus

From a financial standpoint, Fastenal can point to a mind-
boggling 35,000% growth, since first attaining a NASDAQ Stock

Market listing in the late 1980s. Remarkably, without exotic
advertising, public relations, or sales promotion techniques, this

Midwest entrepreneurial innovator has turned an early 20th
century sales/service cornerstone approach into a stock market

wonder that should be the envy of the Silicon Valley crowd.
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The family behind the name

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

The Jacuzzi family celebrates
30 years at Jason International
BY MARY JO MARTIN

Editorial director

J
ust hearing the word “Jacuzzi”

elicits thoughts of unwinding in

the warm water of a jetted tub.

But what some people might not

know is there is a real Jacuzzi family

that has an incredible story of pas-

sion and perseverance — and a con-

tinued desire to develop innovative

bathing systems. 

Three generations of the Jacuzzi

family are leading Jason Interna-

tional, which Remo Jacuzzi Sr.

founded in 1982 following the fam-

ily’s divestiture of the company bear-

ing their name. He established its

headquarters in North Little Rock,

Ark., and chose the name Jason to

signify Ja (cuzzi) son. Throughout the

years, Mr. Jacuzzi’s mission has been

to improve the health and well-being

of their customers through the use of

hydrotherapy baths. The company’s

engineers and designers have worked

with physical therapists to help them

better understand the human body,

which has led to ergonomic designs

that allow bathers to achieve opti-

mally relaxed positions. 

They now offer four different types

of hydrotherapy and five collections,

each of which is designed to meet

users’ specific needs:

• Jason recently introduced a

patented and proprietary MicroSilk®

hydrotherapy. MicroSilk hydrother-

apy super-saturates the water with

billions of oxygen-rich microbubbles,

increasing oxygen levels up to 70%

higher than common tap water. This

luxurious cloud of oxygen blankets

the body, energizing skin cells, stim-

ulating the immune system, killing

bacteria and promoting healing.

• Soaking hydrotherapy — stimu-

lates the contact and temperature re-

ceptors located on the surface of the

skin promoting relaxation and stress

relief.

• AirMasseur® hydrotherapy en-

gages the light-touch receptors just

below the surface of the skin and pro-

motes further calming, relaxation and

circulation.

• Whirlpool hydrotherapy results

in true physiological change to the

body by engaging the pressure recep-

tors located deeper in your muscles'

tissue. This relieves tight and stressed

muscles, promoting tissue rejuvena-

tion.

In addition to hydrotherapy, Jason

International also produces a selec-

tion of shower basins and faucets for

their bathing systems.

A personal mission

Remo Jacuzzi Sr.’s father, Valeri-

ano Jacuzzi and his brother Francisco

immigrated to America from Italy in

1907, and went to work for the rail-

road digging tunnels with picks and

shovels in the Northwest. Their par-

O ver the course of its 30 years in
business, Jason International has

launched a number of product innova-
tions. Among them are:
• Perfect Pressure/Perfect Flow™ jets
• Ergospatial™ design
• Patented Double Cascade Spout®

• Quiet Design Engineering
• Patented Level-Form™ base
• Jetted neck pillow

• LED chromatherapy system
• Sani-Design™ technology
• AirMasseur Airbath system
• Combination air-whirlpool design
• V-Drain™ jet system
• Automatic ozone sanitation system
• Sound immersion speaker system
• Clear acrylic bath
• Solid surface baths
• MicroSilk® hydrotherapy

Innovation at its core

(Turn to 30 years... page 46.)

Rachele, Valeriano and Francisco Jacuzzi immigrated from Italy in 1907 and

within a few short years formed Jacuzzi Bros. Company, setting up a factory in

the Bay Area to build propellers for the U.S. military during WWI. 
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30 years of Jason International:
The Jacuzzi family continues legacy
ents and 11 other siblings followed

and settled in California. Brother

Rachele heard that the aviation indus-

try was booming in the Los Angeles

area, and asked Valeriano and Fran-

cisco to join him there. The brothers

did some farm work, and Rachele

took a job with an aviation company. 

“Rachele was really the inventive

genius of the brothers,” Remo de-

scribed. “All of them were very intel-

ligent and ambitious, but they

had very little formal educa-

tion. They were self-taught and

really worked hard.

“One of the people Rachele

met told him of some problems

he was having with his plane,

and Rachele said he could

make a new propeller that

would work much better. He

asked my father to help him

with it, and they developed a

new type of highly efficient air-

plane propeller made from

wood. The man was very

pleased with the result of their

work, and soon

word spread

and people

began coming

to him for pro-

pellers. Rachele

went to an event

in San Fran-

cisco where he

met many peo-

ple from the

aviation indus-

try, and decided

to form Jacuzzi

Bros. Company,

setting up a fac-

tory in the Bay

Area to build

propellers for our country’s military

during WWI. It was very successful

for a time, but after the war, the in-

dustry converted to metal propellers

and the business waned.”

The brothers then turned their at-

tention to designing and building the

first enclosed monoplane in the U.S.

It was used by the U.S. Postal Serv-

ice to transport passengers between

San Francisco and Yosemite Na-

tional Park. Tragically, in 1921 the

plane crashed, killing brother Gio-

condo, and the grieving family de-

cided to close their aviation

business. Things became very tough

for them as they set about looking

for new work. “Some of them, in-

cluding my father, bought farms in

Central California, and that’s where

I grew up,” said Remo. 

They began focusing on develop-

ing other products, and their father

suggested that they focus on farms’

needs for irrigation. He thought they

could develop something that would

benefit the farmers, and soon,

Rachele invented and patented a

deep-well injector pump that allowed

water to be pumped to the surface

without any moving parts in the well.

“That product allowed the brothers

to regroup again,” said Remo. They

also developed turbine, centrifugal

and submersible pumps, along with

some pool equipment. Jacuzzi Bros.

built factories in Canada, Mexico and

Brazil, and were licensed in a number

of different countries. They eventu-

(Turn to Water is life... page 48.)
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(Continued from page 44.)

I recently had the opportunity to sit in on one of Jason Interna-
tional’s showroom training programs, where I joined show-

room staff from Modern Supply, Kenny Pipe and Brock McVey
as they toured the facility, met members of the Jacuzzi family
and other key Jason executives, and learned more about the lat-
est in Jason’s product offerings.

I also had the pleasure of getting to experience the company’s
new MicroSilk® technology first-hand, taking a soak in the working
display at the nearby Falk Supply showroom. To be honest, I’ve
always been more of a “shower person” — but this was truly one

of the most relaxing experiences I’ve ever had. In fact, if they hadn’t
had a timer set for 20 minutes — and I wouldn’t have had more
interviews to do — I could have soaked in that tub all morning!

Jason introduced MicroSilk in 2011, and they’ve gotten a very
good response from customers. “We believe the best way to sell
this product is by demonstrating it and letting people actually
feel it,” noted director of sales, marketing and IT Paulo Jacuzzi.
“We have various programs for showrooms so they can put
demo models on their floor. You can talk all you want about how
a product works and its benefits, but it’s nothing like seeing or
experiencing it in person.”

The folks at Jason sometimes refer to MicroSilk as the “new
fountain of youth” because of the effect it has on bathers.  Billions
of oxygen-rich microbubbles provide therapeutic levels of nega-
tively charged ions, which improve serotonin levels in the brain
— a well-known contributor to feelings of well-being. They also
help relax the mind and body, promote deep sleep, and enhance
recovery from physical exhaustion.

These tiny microbubbles remain suspended below the water’s
surface, which releases heat energy into the water. This helps the
bather stay warmer by raising skin temperature evenly, increasing

cardiovascular activity, and providing a “sauna effect” that opens
pores, allowing in more moisture. Because they are so tiny, the mi-
crobubbles also penetrate the skin’s pores and remove impurities.

Jason typically brings in 10 to 15 showroom personnel for
each of its training programs, which they host about once a
month. “It’s a great way to get to know the people who are selling
our product,” Paulo said. “We always look so forward to these
groups. It’s nice to be able to show them our processes and in-
troduce them to our people.”

Training was done over a day and a half, with everyone arriving
at the host hotel in Little Rock in the late afternoon and then gath-
ering for an introductory dinner in a private room at Graffiti, a
local restaurant, with key members of the Jason team.

The next day was a mix of presentations by the Jason owners
and management, as well as a tour of the Jason factory to see
step-by-step how their product is made. Among the topics cov-
ered during the presentations were the history of the company,
R&D, engineering, sales, customer service and marketing. 

As Remo’s grandson Daniel Peregrin noted, “We try to give
our customers a little glimpse of what goes on behind the scenes.
It is our goal to create an experience for them and learn about
the products — and our family — first hand.” 

That evening, Remo and Paula Jacuzzi, along with members
of their family and key staff, hosted everyone for dinner in a pri-
vate section of one of their favorite local restaurants, Loca Luna.
An ideal complement to the dinner was the selection of wines
from the Jacuzzi Family Vineyards in Sonoma, Calif. Following
dinner, Remo and Paulo Jacuzzi presented everyone with course
certificates and a copy of Remo’s book — Spirit, Wind & Water
(www.spritwindandwater.com).

In my years of covering this industry, I’ve been extraordinarily
fortunate to get to know some incredible people. The Jacuzzis are
truly one of the most gracious, humble and genuine families I’ve
had the privilege to interview. And the impression they made on
the showroom personnel was very evident. It was an ideal way to
not only educate customers on product, but also to strengthen the
personal bond that is so critical in the marketplace.

As Donna Snowden, showroom manager for Brock McVey,
shared, “I appreciated touring the factory, watching the process
of how the tubs were made. But what impressed me most was
the history of the family, getting to know them, and how they
continue to innovate. Jason is very family oriented and that trans-
lates to their relationship with us; it lets us feel like we are an im-
portant part of the relationship.”   

— Mary Jo Martin

First-hand training educates customers

Leading the company today are three generations of the family.

From left: Paulo Jacuzzi, Jennifer Jacuzzi Peregrin, Remo

Jacuzzi Sr., Daniel Peregrin and Remo Jacuzzi Jr.  

Jacuzzi Brothers turned to building irrigation

pumps during the 1920s, and soon began mak-

ing other pumping products.

The Jacuzzi brothers designed

and built the first enclosed mono-

plane in the U.S. The U.S. Postal

Service used it to transport pas-

sengers between San Francisco

and Yosemite National Park.
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A Lasting Legacy

ally even built a plant in Europe.”

But it was a father’s desire to pro-

vide some comfort to his young son

that led the Jacuzzi brothers into the

bathing industry. In the 1940s, Can-

dido Jacuzzi’s son Kenneth was diag-

nosed with a severe case of rheumatoid

arthritis. Candido desperately wanted

to find a way to ease his son’s pain.

When he saw the relief Kenneth got

from hydrother-

apy treatments at

the hospital, Can-

dido was inspired to

develop a type of

pump that could be

used in a bathtub at

home. 

He worked with a

team of company engineers to build

a prototype and then, realizing what

a great benefit it could be to others,

patented the unit. That launched the

Jacuzzi family into the hydrotherapy

business and their name became syn-

onymous with jetted tubs. In 1955,

Jacuzzi Bros. began selling a portable

unit — the J-300 — to bath supply

stores, and stars like Jayne Mansfield,

Randolph Scott and Jack Benny of-

fered testimonials.

A decade later, Jacuzzi Bros.

launched the first self-contained,

fully integrated whirlpool bath that

placed jets using a 50-50 air/water

ratio into the sides of the tub. And as

consumers became more concerned

with health and wellness, the demand

for these hydrotherapy tubs grew dra-

matically. 

Changing the course

As a young man, Remo Jacuzzi

was an outstanding football player for

the University of California-Berkley

under legendary coach Pappy Wal-

dorf, starting as a fullback and later

linebacker and guard. He earned de-

grees in mechanical engineering and

business administration. Remo

worked for Jacuzzi Bros. in sales

while he was a student, and later held

a number of positions in sales and

engineering before being named

president of Jacuzzi-Brazil in 1968. 

Living in Brazil was quite an ex-

perience for Remo, his wife Paula

and their six children. “It really

took me by surprise when my

Uncle Candido asked me to take

this position,” he recalled. “Right

away, we liked it very much. The

plant had been operating there for

several years and I saw so much po-

tential for our company in South

America.

“With my engineering experience, I

saw many things we could do to im-

prove our product line. We started de-

veloping one product after another, and

introduced a number of new pumps

and swimming pool equipment. We

were the first swimming pool equip-

ment company in Brazil. And then we

got involved in producing hydrother-

apy baths there, building a new plant

in Sao Paulo State. It is still one of the

company’s nicest plants.”

But major changes were on the

horizon. In 1979 a decision was made

by the family to sell the business –

and the name — to a large corporate

interest. Remo was asked to transfer

back to the U.S. and manage the

Jacuzzi Bros. facility in Little Rock.

Remo stayed on for two years as

president of Jacuzzi Bros., but missed

the dynamics of the family business.

Ultimately, in 1982, Remo founded

Jason International, and returned to

the values and philosophy that was

such a big part of his family’s original

business. It has been his hope to con-

tinue the legacy of his family by de-

veloping innovative products that

will enrich users’ lives.

Jason’s vision is to promote

healthy living though bathing in quiet

and comfortable hydrotherapy tubs.

Among the benefits that their re-

search has shown are:

• Buoyancy and soothing warm

water relieve pain and stiffness.

• Hydromassage improves range of

movement in joints.

• Reduces stress by providing re-

laxation, lowering blood pressure and

improving circulation.

• Bathing a few hours before bed-

time enhances sleep quality.

• Jason’s uniquely engineered de-

sign cradles the body in its ultimate

relaxed position, providing maximum

comfort and minimizing pressure on

any particular joint.

• Air and water jets are placed in

anatomically strategic locations to

avoid excess pressure on bathers’

bodies.

(Turn to Family... page 50.)

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

(Continued from page 46.)

The portable J-300

home hydrotherapy

unit, introduced in

1955, made consumers

think “Jacuzzi” whenever they

thought of jetted tubs. The original Jacuzzi family that came to America from Italy, l-r from top: Stella,

Candido, Gilia, Valeriano, Felicita, Giocondo, Angelina, Francesco, Teresa, Gio-

vanni, Rachele, Ancilla, Giuseppi, Cirilla and Gelindo.
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Remo Jacuzzi was an outstanding football player for the University of Califor-

nia-Berkley, starting as a fullback and later linebacker and guard. He earned de-

grees in mechanical engineering and business administration. Working for

Jacuzzi Bros. in sales while he was a student, he eventually was named president

of Jacuzzi-Brazil in 1968.

Remo and Paula Jacuzzi proudly show

off wines from the Jacuzzi Family

Vineyards in Sonoma, Calif.

Water is life for Jacuzzi family

Ultimately, in 1982, Remo
founded Jason International,
and returned to the values

and philosophy that was such
a big part of his family’s

original business. It has been
his hope to continue the
legacy of his family by

developing innovative products
that will enrich users’ lives.
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Family enterprise extends
over a century for Jacuzzis

Remo Jacuzzi discusses his book “Spirit, Wind & Water” with guests.

The heart of the business

At the heart of Jason’s business is

the Jacuzzi family, which is tightly

connected with the company’s em-

ployees and its customers, as

well as product

development.

Remo’s three

sons, one of his

daughters and a

grandson have all

joined him at Jason

— each bringing

their own unique tal-

ents to the company:

• Remo Jacuzzi Jr.

is an engineer and very

technically oriented. He

serves as the VP of man-

ufacturing. 

• Jennifer Jacuzzi-

Peregrin has a degree in

accounting, but is also

very talented when it

comes to product market-

ing. Her role is VP of corporate de-

velopment.

• Matthew Jacuzzi is a valuable

member of the factory team.

• Paulo Jacuzzi serves as director

of sales, marketing and IT. 

• Grandson Daniel Peregrin joined

the company several years ago and is

the regional sales manager for the

Southeast. 

Remo Sr. and Paula also have two

daughters — Loretta and Gretchen —

both of whom now live with their

families in North

Carolina. 

“Every decision

I have made in my

life has worked

out for the best,”

Remo said. “I

truly feel

blessed for all

that has been

given me, and

it’s especially

rewarding to

work with

my children

and now my

grandson.

Family is

important

to me.”

Since buying

their headquarters facility in 1989,

they have added on several times for

a current total of about 100,000

square feet, and bought additional

land for expansion. They are ex-

tremely proud of their quality control

and the effort each of their valued

employees makes.

“Our quality control department is

very rigid on what is expected, and

have developed standards for every

job and step in the process,” Remo

explained. “Each process has its own

quality checks so we can make sure

that every step is right. We never

want to disappoint our customers.”

There are a number of important

steps involved in making one of

Jason’s hydrotherapy tubs — and

each is given full attention. First it

has to be vacuum formed, before

going through the trim and drill

process. After that it is laminated and

lastly goes through assembly. Most of

Jason’s employees have been with

the company a long time and they

take great pride in their work. In fact,

employees initial the product as it

goes through their stations.

“If you’re going to do something,

you’ve got to do it right,” Remo said.

“I think that quality is important to all

manufacturers, but we don’t want to

just say we manufacture quality; we

make sure we do. I don’t want to see

us provide a product that is less than

what we’re capable of. I still enjoy the

challenges and excitement of our busi-

ness and of developing new product.

We’re always trying to move forward

and improve. Nothing stays still in

life; every year there is newness.”

Remo went on to note how impor-

tant wholesalers are to their business.

“We try to be good partners with

our customers, and fair in our deal-

ings,” he commented. “Being a

multi-generation family business our-

selves, we relate very well with many

of our wholesale customers who have

similar structures. There are so many

very good wholesalers around the

country, and more and more of them

are putting an emphasis on their

showrooms. Wholesalers are very im-

portant for the distribution of our

product and we are proud of the rela-

tionships we’ve built with them. Ulti-

mately, this continues to be a

relationship business, which is why

we put so much of our time into build-

ing those personal connections.” n

In the 1960s Jacuzzi offered hydrotherapy units for home tubs and  then introduced a self-contained, fully integrated whirlpool

bath that placed jets using a 50-50 air/water ratio into the sides of the tub. Those early whirlpool baths evolved into sophis-

ticated built-in units such as the Jason Hydrotherapy tub (right). Jason International also manufactures a range of other

bath products such as the Translucent Bath (above).

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

(Continued from page 48.)

Remo Jacuzzi ran this advertisement in trade

publications introducing Jason Spas.

“Wholesalers are
very important for the

distribution of our
product and we are

proud of the relationships
we’ve built with them.”
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Q&A with Andy Berry

Infor firmly focused on wholesale distribution market
BY MARY JO MARTIN

Editorial director

O
ver the past two years, global
software provider Infor has
experienced sustained

growth with sales now at $2.8 billion
annually. The distribution business
unit within Infor has actually experi-
enced 100% growth over the past two
years and much of that success can be
credited to the organization’s re-
newed focus on the wholesale mar-
ket. One of the ways that Infor is
building relationships in the whole-
saling segment is by holding execu-
tive forums for various vertical
markets. They use a facilitator —
Brown Smith Wallace Consulting
Group (BSW) — and concentrate

discussion on market dynamics rather
than products. 

The forums spur talk of what is
changing within wholesalers’ markets,
where they are going collectively over
the coming years and then looks at
ways in which Infor can help them
navigate those challenges and oppor-
tunities. Through these forums, Infor
has learned that many wholesalers use
a mix of different software releases –
going back up to 10 years in various
versions — and they encourage users
to do more frequent upgrades to max-
imize their use of all functions.

Recently Andy Berry, VP and GM
of the global distribution business unit
spoke with me about Infor’s latest soft-
ware developments and the ways the
company is supporting its users. 

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

MJM: Andy, could you start out by

sharing a little about your back-

ground and what led you to join

Infor?

Berry: I have a computer science

degree from East Carolina and come
from a technical background in the
truest sense. I was a programmer for
many years, focused on distribution
and transportation supply chain
processes and solutions. I moved on
to product and program management
in the US and Europe and ran a small
operation in Europe. In 2003, I went
into sales and then sales manage-
ment. I wanted to apply what I
learned from working directly with
customers on value based solutions to
a team that could scale that value
across a broader group of customers
and prospective customers.

I joined Infor in June 2010, having
been attracted by their great products
and people. I had competed against
Infor before I joined when I was work-
ing at another wholesale solutions
company IBS. I could see a great cus-
tomer base but limited relationships.
This was a perfect opportunity to re-
focus the Infor team around very basic
principles of speaking with customers
often, understanding what they want
from a trusted partner, and turning
those needs into solutions. Infor pro-
vided me all the resources I needed to
do just that. 

MJM: How would you describe

Infor, its products and services in a

nutshell?

Berry: We know that distribution
isn’t like any other industry, and that
you can’t meet the unique needs of
distribution with generic software, so
we’ve created solutions designed to
meet distributors’ specific needs. 

Our software has all the capabili-
ties already built in, which means
faster deployments and fewer modi-
fications, along with handling up-
grades faster as well. All of this
means that distributors can more
quickly adapt their processes to meet
changes in the market.

We have several solutions for dis-
tribution:

• Infor Distribution FACTS so-
lution is ideal for small- and mid-
size wholesalers that want to focus
on core business processes. FACTS
helps distributors respond to con-
stant change, deal with increasing
volume and meet customers’ needs.
It also guides distributors as they ex-
pand into new services, get into e-
commerce and transition through
acquisitions.

• Infor Distribution A+ is specif-
ically designed to help distributors
run an efficient, end-to-to-end opera-
tion. It gives them flexibility to cope
with changing requirements and the
ability to create new services that in-

crease revenue. It also helps distribu-
tors improve customer service fore-
cast demand better, eliminate manual
processing and reduce training. 

• Infor Distribution SX.e com-
bines power, control and convenience
to help distributors of all types run an
efficient, end-to-end operation. It is
designed to manage thousands of
transactions, track tens of thousands
of line items and keep tabs on thou-
sands of suppliers and customers.

• Infor M3 for Distribution is
uniquely suited for large distribution
businesses with integrated and scala-
ble global requirements. It is designed
to optimize the core functions of the

distribution business while enabling
flexibility to adapt to changing market
demands and levels of service.  

MJM: Can you share a little more

about the range of functions that they

can manage?

Berry: First would be Order Entry.

We make it robust and simple at same
time. First, let’s look at from the typi-
cal order entry person’s view. We give
them the ability from one screen to
take orders on a number of products
they might source from different ware-
house locations, or drop ship from one
of their usual suppliers, all with vari-
ous pricing needs. From one screen,
you can place an order no matter the
complexity. We’ve put a great deal of

our energy into making Order Entry
more simple and easy to use.

We’ve also put a lot of focus on
E-commerce, with a process that re-
sembles a Web-based, Amazon-type
environment. People today expect to
see graphics, be able to rotate the
product, and see lots of information
like they are used to from retail
shopping.

On the back end of that, we put a
lot of focus on Purchasing. What are
proper inventory levels to keep? Dis-
tributors don’t want to have too many
dollars sitting on the shelf, but they
also don’t want to lose an order be-
cause they are out of stock. Managing
purchasing requires a lot of expertise. 

And finally, Mobility. We enable
the sales team to be more productive
without having to hire more salespeo-
ple. Much of this market still takes
orders on paper in the field. So how
can you get those same salespeople to
walk in the door and have all their
info at their fingertips on a mobile de-
vice? We are making sure our cus-
tomers have the aps they need to be

(Turn to Distribution... page 54.)

Andy Berry, VP and GM, Infor

global distribution business unit

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

Road Warrior is a specialized application that allows users to take full advantage

of their mobile device’s capabilities. It delivers mobile alerts, approvals and tasks

with embedded businesses intelligence that automatically focuses on in-context

information related to the work of the moment.

“Investing in new software
gives our customers’

confidence in making their
operations more profitable.”
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Distribution software
an intense focus at Infor
more profitable. We look at all the
opportunities possible for a distribu-
tor to raise revenue and margin of
business without adding cost to the
transaction. Overall, the dynamics are
shifting. Integrated supply and e-
commerce are very hot right now.
Customers are using the Internet to
learn more about products and want
information — even if they aren’t ac-
tually purchasing online.
MJM: Are there certain character-

istics/profiles of customers that you

find match your systems’ capabilities?

Berry: Our customer base crosses
the entire spectrum. We have very
strong channel partners and those
businesses are sometimes best suited
to support companies in the small-to

mid-size range. We primarily target
the mid-to-upper end of wholesale
market. Our consulting and product
heritage is at distributors with 50
users and above. The ideal spot for us
is 200 to 2,000 users. To bring live an
environment that has that many
branches requires a lot of expertise.
We specialize in serving very com-
plex distribution and hybrid environ-
ments with a lot of branches, which
perhaps run different business models
in each branch.
MJM:Why is now an ideal time to

invest in software, even though many

of our readers’ businesses are down

because of the economy?

Berry:The market has stabilized. If
you look the micro-vertical markets we
serve, some are actually in high growth

mode like Electri-
cal and Industrial
distribution. In-
vesting in new
software gives our
customers’ confi-
dence in making

their operations more profitable. Com-
panies are doing their best to stream-
line operations and make technology
work for them. If they look at a tech-
nology spend of $100K, or adding a
person that costs the same, they’re
leaning toward new technology. 
MJM: What type of personal sup-

port does Infor extend to its cus-

tomers during set up, installation and

follow up or troubleshooting?

Berry:We have a consulting organ-
ization and a support organization.

From an implementation standpoint,
our consulting group works with the
sales team from day 1. They have an
extremely strong and repeatable imple-
mentation model with a proven track
record for successful on-time, on-bud-
get projects. We work closely with cus-
tomers on risk factors from the very
beginning to define what we do if
things happen. We ensure any ‘scope
creep’ is managed up front. 

We are also very proud of our
award-winning support team. I often
receive thank you emails from cus-
tomers who are impressed with that
team’s commitment and expertise.
They are very engaged and under-
stand the business environment.
Many of our support staff are pro-
moted into consulting, and vice versa.
They all work very well together. We
are hiring in every one of those areas.
We are growing our team at least
10% a year, if not more.
MJM:What is next on the agenda

at Infor?

Berry: We are really doubling
down on our distribution industry
focus. I’ve been given more develop-
ment, sales, consulting, and support
resources to advance our position
within the distribution market. 

If you look at what is new from a
product perspective, I would say that
almost everything new revolves
around mobility, eCommerce, and
Business Intelligence. We are help-
ing our customers answer questions
like: How do customers shop with us
in advance of a purchase? How can
my sales team understand buying
patterns and sell more at a higher
margin? What do customers expect
from an online shopping experi-
ence? We’re providing real time
value across multiple systems for
our customers. n

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

(Continued from page 52.)

C arrier West, a distributor of HVAC parts and supplies based
in Denver, has been an Infor customer since the late 1990s.

They have exclusive right to distribute Carrier products in Col-
orado and eastern Wyoming through their two locations in Den-
ver, along with facilities in Fort Collins and Colorado Springs. CFO
Roger Lee has been with the company since 1993 and believes
the tools that Infor solutions have provided have had a positive
impact on Carrier West’s business.

“We had been with a smaller customized package until the late
1990s,” Lee noted. “The big thing that prompted us to look around
was the Y2K scare. There were certain things that our previous
software would have had to do to make it compliant. So we started
looking around and decided on NxTrend, which was acquired by
Infor several years later. When we looked into the product they of-
fered, — now known as SX.e — it was a solution that was ready
right then and there. We weren’t going to have to wait to see if it
would work. We had confidence in the product. It was quite a bit
more progressive than we were used to.

“One of the things we wanted to get into was online order
entry, and this solution had more of a graphical interface. It also
helped us become more automated in terms of purchasing sys-
tem and inventory management. It worked well with our finan-
cials too, ensuring that we were on target with month-end and
year-end numbers. The system is basically bulletproof from the
standpoint of our financials. I used to stay up half the night clos-
ing out receivables and billings and making sure things rolled
over to next period. There is no more month-end close as we
used to know it. It makes managing the system much easier. In
all, it was really an upgrade for us.”

Lee acknowledged that investing in the software was a signif-

icant financial commitment, but that it was well worth it in the
long run.

“We realized probably less than a three-year payback on our
investment,” he said. “We’ve had steady growth since about
1990, and by the time we hit 2000, we were growing at a rate of
15% to 20% per year. This system helped us achieve that growth
without having to invest in more capital. For example, when I
started in 1993 we had 1 person in
our accounts payable department,
and we were doing $17 million a year.
Today we are at $70 million and we
still just have that one person. Infor
allows us to do things faster and with
much greater volumes.” 

Sales support and order entry are
additional areas that have really made
a difference with Carrier West.

“The amount of business being
done online has been growing by
leaps and bounds in terms of sheer
volume,” Lee explained. “We tried to
walk before we ran with the system.
During the first year or so, we received anywhere from $50,000
to $100,000 in orders annually online. This year, we are on pace
to exceed $4.5 million in sales on our online ordering system. It
has relieved the numbers of calls that we’ve had to take. Cus-
tomers now go into the system and place orders whenever it’s
convenient for them. This gives them access anytime, and they
don’t have to be concerned with getting orders in by a certain
time before our counters or call centers close. As with accounts
payable, we haven’t had to put additional staff into these areas,
despite the significant increase in sales volume.”  

What users say

Roger Lee

Road Warrior provides access to critical customer data in a convenient mobile

format. Maps the locations of nearby customers and other resources by taking

advantage of the built-in location features mobile devices.

Road Warrior brings information wherever users and their

customers do business so they can work on the move, then

pick up where they left off when they get back to the office. It

provides access to critical customer data in a convenient mo-

bile format with quick, robust capabilities that rival its desk-

top counterparts, with location awareness, voice recognition,

and constant connectivity.
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TECHNOLOGY
Save time, manage relationships 
with Fujitsu’s new scanner
E

stablishing, building and maintaining

quality, mutually-beneficial business re-

lationships are what successful business

people engage in on a regular basis. Keeping

track of the myriad online and offline relation-

ships today through social media, phone meet-

ings, virtual video meetings, physical meetings

and more can be daunting. 

In my work as a professional speaker, I travel

around the world demonstrating how you can use

technology. One of the tools I’ve found to be

most beneficial is a well-designed scanner. I’ve

used the Fujitsu line and rave about the benefits.

I didn’t see how they could possibly improve on

their already-dazzling line. In fact, that was al-

most a negative as I thought, “Well, they really

can’t get much better than what they have.”

I was wrong. Those brilliant engineers at Fu-

jitsu have come up with yet another marvel. The

new S1300i takes scanner and serious business

connections to the next level. This new device

not only scans the paper, business cards, hand-

written notes, receipts and other paper-based

items, it now can scan directly to your Smart-

phone and/or iPad. 

Be sure to watch the accompanying video to

this article so you can see the actual performance

of a couple of the features.

First, reading from their press release, they list

a lot of features. Those that stand out in my mind,

which can directly benefit you in the serious,

nuts, bolts and wiggle pins of business, include

the following:

• Easy installation. I had the new scanner up

and running in just a couple of minutes. This is

important, because, if you’re like me, you want

to get down to business fast. It is easy to get it up

and running. Load some included software, plug

it into electricity and your USB port and you are

ready to get to work.

• Same machine for Mac or Windows. In

today’s work environment, we have a mixture of

various devices. You can use this same scanner

with Macs or Windows. This increases your ef-

ficiency and helps to save costs in these tough

economic times. 

• Can operate on USB alone, when neces-

sary. The unit comes with optional AC power

(faster operation). However, if you’re on the road

and just can’t get access to AC power, you can get

the job done with the USB port alone. Very handy.

• Processing business cards. I’m using my

new MacBook Pro with

Retina Display for extra

crisp resolution. It was

able to handle the pro-

cessing of business cards with the accompany-

ing CardIris for ScanSnap easily. Watch the

video to see how it actually came out in real-

world scanning. 

• Scan to Smartphones and Tablets. This is

a WOW! Watch the video to see how you can

scan an article you might read in a paper maga-

zine and put it on your iPad to ease of sharing,

say, a direct sales presentation or sending to a

group of people. 

• Scan to Cloud. You can scan your docu-

ments directly to Google Docs (Sweet!), Ever-

note, Dropbox or SugarSync. This makes for

great storage and hassle-free organization. Just

remember a key word you’ve associated with the

document, and it is always available. You don’t

have to lose any important documents again.

It still brings over the features that existed be-

fore, such as automatic de-skew and orientation,

so a document that was scanned in a crooked

way is automatically straightened out. It also has

auto color detection, auto paper size detection

and auto keyword function, so you can highlight

the paper with a standard highlighter pen and the

words are keyed for searchability. Very sweet! 

It scans at a rate of 12 pages per minute (ppm).

All my scans were very fast. Color, no problem.

Dual sided, no problem. Different size pages, no

problem, but might require a wee bit of care

monitoring, just to make sure it works. 

The folks at Fujitsu will call this a scanner,

and I guess they are technically correct. How-

ever, between you and me, as real-world, on-

the-street business people working to connect

in both on- and offline worlds, this tool is a

great relationship builder. 

I regularly use this S1300i to scan handwritten

notes from phone calls. I then tag them in Ever-

note with the person, perhaps the date and a key

word for the call. Then I can pull up the vital in-

formation from anywhere I can get a good con-

nection to the Net. I also scan docs over to my

iPad quickly this way. 

There is a lot more you can do with the S1300i,

and I’m exploring that as I go. I recommend this

scanner for saving time, building serious busi-

ness relationships and business organization. You

will be glad you got it. See the video to get more

ideas at http://tinyurl.com/scansnap1300i. n

Terry Brock helps organizations achieve their goals

through his professional speaking, coaching and writ-

ing. He is a member of the Professional Speaker Hall

of Fame and immediate past editor-in-chief of AT&T’s

networking exchange blog. Contact him for a no-

charge review of what your organization can do to use

social media and other tools to boost profits and pro-

ductivity. @TerryBrock-Twitter, www.TerryBrock.com.

email Terry@TerryBrock.com.

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

Pentair
(Continued from Tyco, page 1.)

“It is our shared ethos to develop new solu-

tions to contribute to healthier, safer environ-

ments for our changing world, and solve a

variety of industrial needs,” said Pentair CEO

Randy Hogan. “All that has changed is the name;

we will still deliver the same market-leading

products and services as before, remaining fo-

cused on our customers’ needs and maintaining

our position as the world’s leading supplier of

flow control solutions.” 
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BY TERRY L. BROCK

Technology/

marketing specialist
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The making of fine wine

The DAOU Family Vineyards story
I

n the golden, oak-studded hills of

Paso Robles’ fabled west side

near the Hearst’s Castle, there is

a man with a Homeric vision. His

name is Daniel Daou and he is devot-

ing his life and every resource you

can imagine to create first and fore-

most, a Cabernet Sauvignon that ri-

vals the very best in the world — yes

Sir, in the world!

On a stunning mountaintop at

some 2,200 feet, their Spanish Colo-

nial style winery is embraced by a

tangible serenity. The absolute

beauty of this 100-acre site that

flows down from the top of the

mountain is offset only by the unbe-

lievable events, hard work and ded-

ication that went on years before by

this amazing family from Paso Rob-

les, by way of San Diego, Southern

France and Lebanon. The Daou

brothers — Georges (yes, with an

“s”; it’s pronounced ‘Shzorshze’)

and Daniel — both had visions a

long, long time ago as young boys

growing up in their native country

about their dream!

You might say, “What is this article

doing in a plumbing and mechanical

industry magazine like The Whole-

saler ?” Well, for one thing, it is sim-

ply an expanded version of my

monthly “Wine Tip Of The Month”

that I have not done since March of

this year due to that crazy accident I

had with the cattle trailer in Texas.

The other strong reason is the fact

that it is the same type story told over

and over again in our industry about

following your dream and starting a

business. Or being blessed as a gen-

eration taking over your father’s or

grandfather’s business with pride and

determination to make it successful,

or taking a going business to another

level than when you became in-

volved. It’s all about pride and deter-

mination to be the best! Like many of

you reading this, Georges and Daniel

had the heart and pride and determi-

nation and the dream to take an op-

portunity that was EARNED by their

thoughts and hard work and actually

make it to the top (no pun intended)

— to the top of the mountain —

hence “DAOU Vineyards” in Paso

Robles, Calif. 

Read on please, and find out just

enough about this amazing place and

the two wonderful guys that own and

operate it to make you hopefully plan

your next trip to Paso Robles for an

outstanding wine experience (come

by Colorado and get me. I’ll go with

you anytime!) — and as usual, find

my “Wine Tip Of The Month!” at the

ending, okay?

So why the DAOU Brothers? What

do they or did they know about wine

and how to put such an impressive

company together that screams out

such a passion to please? Well, their

appreciation for quality wine was

nurtured throughout their childhood

mostly in France, where their father

enjoyed good wine with every meal.

Both Daniel and Georges grew to ap-

preciate great wines as young adults.

They also had a passion for the actual

fruit of the vine — how to produce

and grow the perfect grape became a

stronger and stronger desire every

year of their lives. 

Let’s digress a bit. The continued

wars and rumors of war in the Middle

East caused the DAOU family to

move from Lebanon to Paris in 1974,

and summered each year thereafter in

Cannes, south of France. There, they

indeed settled down once again, and

went about their family life, but

dreaming about “the perfect wine”

and what does it take? After finishing

high school and it was time for col-

lege, they both set sail for America

and settled for San Diego. They both

wanted to attend UCSD. There they

both graduated with degrees in elec-

trical and computer science engineer-

ing. Right after college, these

enterprising young men formed a

company called DAOU Systems,

where they developed intranet tech-

nologies for hospitals. In less than 10

count’em, 10 years, the company be-

came that year one of the top five

IPOs in the United States! Think

about that for a moment! Two young

men at the head of one

the top five IPOs in

the United States!

WOW! What did they

do then? It was their

calculated plan to cre-

ate a huge demand for

a needed product, per-

fect it, sell it to the

public for medical

use, then proceed with

a laser focus on what

they really wanted to

do — and that was to

follow their dream in

the wine making busi-

ness! Hold on. Here

we go!

With Daniel never losing his pas-

sion for wine and his desire to some-

day to produce it, the time had come

to start down that road. He began in-

tensive studies in winemaking and

viticulture. He worked with many

well-known great wine makers to

learn everything he possibly could

about producing premium wines.

Georges also began a new profes-

sion that was far closer to their

hearts that the tech industry — and

that was to learn and study the meth-

ods of crafting world-class wines

that married the elegance of the

French wines they had grown up

with to the concentrated flavors of

California wines! Together, they

proved to be unstoppable.

In 2007, their search for the perfect

terroir (This is a French term coming

from the Latin word meaning “soil”)

led them to the west mountain of the

Adelaida area (French word meaning

“Noble”) of Paso Robles. What they

found was land that had been part of

the historical Hoffman Mountain

Ranch Vineyard, land that actually fit

their very strict criteria. They indeed

wanted the kind of terroir that could

grow Cabernet Sauvignon and other

varietals as well, that would rival

those from some of the world’s best

wine appellations. Keep in mind that

this writer (like many of you I sup-

pose) has always been told or thought

that the great “CAB SAV’s” of Cali-

fornia were just that because the

grape was grown on the very hot and

lower valley floor — because that is

what the new or “gnarly” vines

needed. Don’t get me wrong, there

are many fine wines in California

grown in that fashion, but not

DAOU! These fellows are living a

dream that told them something dif-

ferent. I am so glad they followed

that dream!

(Turn to DAOU... page 60.)

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

BY JOHN E MARTIN

PVF industry veteran

The brothers DAOU (l-r) Georges and Daniel, in the

barrel room of the DAOU Winery.

With Daniel never losing
his passion for wine and his
desire to someday to produce

it, the time had come to
start down that road....

These fellows are living a
dream that told them

something different. I am so
glad they followed that dream!
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MC Tubular Products, Inc. is a master distributor offering a 
complete inventory of Seamless Pipe, Welded Pipe, Flanges, 
Seamless Butt Weld Fittings, Welded Butt Weld Fittings,  
3M and 6M Pressure Fittings. Additional grades, products, 
and sizes are available in mill quantities and mill deliveries 
upon request.

304/304L and 316/316L stainless steel piping products in 1/2” NPS thru 
12” NPS sourced from the USA, EU, China, Vietnam, Thailand, Taiwan,  
S. Korea, and India.

All products are manufactured to ASTM/ASME, NACE, PED, and corrosion 
tested (A 262 Practice E).

             Serving the Petrochemical, Oil & Gas, Power
             Generation, and Ship Building Industries

MC Tubular Products, Inc.
5201 Polk
Building #1
Houston, TX. 77023

The Stainless
Tubular Pros

SALES
BRYAN CAMPBELL
Email: bcampbell@mctp.com
Phone: (281)588-6580

MONICA GALLEGOS
Email: mgallegos@mctp.com
Phone: (281)588-6555

REX SHOEMAKER
Email: rshoemaker@mctp.com
Phone: (281)588-6546

See contact information on page 74
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Metropac launches Super Bowl promo

anyway, the combination of higher
elevation, cool influence, southeast/
west sun exposure, and highly con-
centrated levels of calcareous-lime in
the soil turned out to be exactly what
they needed. also, 70% of the 100
acres they wanted at the top of the
mountain were farmable. This fact

alone was great news to them. 
so, the property (nicknamed

DaoU Mountain), now has this
beautiful spanish Colonial-style win-
ery and a grand tasting room over-
looking expansive views of the
luscious countryside! at the heart of
the winery hangs a bell, a bell that is
dated in the year of 1740. It was re-

covered from a monastery in spain.
This beloved piece of beautifully
painted iron hangs proudly there, in
working order. It was actually forged
before the founding of our United
states!

Two quotes come from the brothers
themselves, whom I have grown very
found of. Please note:

• Georges Daou — “It takes nine
months to make a baby, but nine
years to make a great wine!”

• Daniel Daou — “It’s rare to have
all the elements needed to achieve
perfect balance and ripeness in a ter-
roir. We found all these elements on
our mountain and work hard to cap-
ture that magic from vineyard to
every bottle.”

Friends of Martin’s Corner, I have
told you just about all I can and
should about my good friends
Georges and Daniel and “The DaoU
Vineyards” in Paso robles. The next
thing for you to do is to arrange to
make a trip to visit this wonderful
place. The address is: DaoU Vine-
yards, 2777 Hidden Mountain road,
Paso robles, Ca 93446. Just
GooGLE them for driving direc-
tions, huh? remember they are on the
top of the mountain waiting for you.
Wine is what they do. Pleasing peo-
ple and creating a warm “down home
feeling” in the TasTING rooM IN
THE sKY is truly their passion! 

And finally, it’s time for my
Wine Tip Of The Month:

The “DaoU reserve 2010 Caber-
net sauvignon” is an absolute winner.
Get on line and join up (no cost) to be
able to order some directly from
DaoU if you so desire. It is currently
available at the Winery, and hopefully
you may also find some at a local

wine shop in your area. It has a crim-
son core that when tilted will dye the
glass with beautiful shades of violets.
The poise of acidity and fruit make a
seamless first taste believe me! If
none of this can be found, you can
feel comfortable in trying any of
Daniel’s other red wines to include
Cabs, Zins, and one called seventeen
Forty which is 67% Cab Franc &
33% Merlot. They are all superb!
(Note: DaoU is also a featured wine

in the ruth’s Chris and/or Morton’s
steak Houses across the country. Go
ahead, try a steak and a bottle! My, oh
my! You can also follow “the boys”
on Facebook and Twitter to stay cur-
rent on what’s going on at DaoU
Vineyards.

one more thing: DaoU is releasing
two estate wines on February 11, 2013!
Mark that date down so you can take a
shot at gathering up a couple bottles!
one will be called “soUL oF a
LIoN” and the other “MaYoTE.”
They have been created by Daniel and
Georges as a legacy to both their Mom
and Dad whose wedding date was in
fact on February 11th!

That’s it for now. This was not a
paid announcement for any body or
place of business! The DaoU broth-
ers are simply our friends, the story
is true, and the wine is out of this
world! Thanks Georges and Daniel
— you’re the best!

see you next month! blessings to
ya! John. n

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

(Continued from page 58.)

Sunrise, sunset at DAOU Vineyards & Winery. Could it get any better?

At the heart of the winery
hangs a bell, a bell that is
dated in the year of 1740.
It was recovered from a

monastery in Spain.

DAOU Vineyards & Winery

A long & winding road from
Lebanon to California wine country

MARTIN’S
WINE CORNER

Foxboro, Mass. — HVaC/r master distributor
Metropac Industries and Johnson Controls have
teamed up again for their super bowl Party Pro-
motion. Wholesalers purchasing any Johnson Con-
trols products from Metropac will earn “yards”
towards a complete super bowl party for 10. 

Purchase $50.00 in Johnson Controls and gain
“1 yard.” reach the end zone (100 yards) and win
a super bowl Party for 10 delivered right to your
door. or cash in yards for other game day prizes.
There is no minimum purchase required to partic-
ipate. Yardage is determined by total Johnson Con-
trols purchases from Metropac from November 1st
2012 through January 25th 2013. 

• Earn double yards with any Johnson Controls

motorized ball valve purchase!
• New customers receive 10 free yards with their

first purchase of Johnson Controls of any amount!
You and your guests will enjoy a complete party

package that includes pre-game appetizers, half-
time entrée, fourth quarter desserts and everything
in between. 

super bowl party package and other game day
prizes will be delivered in time for super bowl
sunday on February 4, 2013. There is no limit to
the number of prizes you can receive. The more
yards gained the more prizes that can be won. 

To participate in Metropac and Johnson Controls
game day party promotion, and for complete details,
visit www.metropac.com/Johnson_football.html.

INDUSTRY NEWS
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T
he Association of Independent Manufacturers Representa-

tives held their Management Conference Sept. 19-22 at the

Hyatt Regency in Boston. Enthusiastic reps particpated in

valuable educational sessions (see Viewpoint, page 74), and about

25 manufacturers attended the opening day’s meetings to discuss

better ways to work together. One of the highlights was a reception

at historic Fenway Park, which included behind the scenes tours!
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McGoldrick wins
Golden Eagle award

Jim McGoldrick (left), VP-sales at

Bradford White, was presented the

prestigious Golden Eagle Award by

Rick Root of Bailey Sales. “The

Golden Eagle goes to an individual

who best represents the true working

relationship between a manufac-

turer and their reps,” said Root.

“Someone who promotes the indus-

try, openly communicates, and sup-

ports AIM/R and their reps.” In

accepting the award, McGoldrick

said, “Words can’t express my emo-

tions right now. This is a tremendous

honor. To the Bradford White reps

here, I’m proud to have you as our

representatives, and on a personal

note, proud to call you my friends.”
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T he American Supply Associa-
tion hosted a successful con-
vention this fall at the Hilton

Bonnet Creek in Orlando. Thanks to
the tremendous support of its Ven-
dor Sponsors, the event drew top-
quality speakers, and featured a
number of networking receptions
and well-attended breakfast and
lunch programs. Among the high-
lights were:

• Legendary heavyweight boxing
champion George Foreman was in-
troduced by none other than ring an-
nouncer Michael Buffer at the IPD
Breakfast sponsored by Weldbend.
Foreman, who now is equally well-
known for the electric grills that bear
his name, talked about brand build-
ing, family and perservence: “If you
believe and don’t give up, you can
accomplish anything. Building my
brand took a lot of courage, a lot of
belief and a lot of faith. ... Enjoy your
life and enjoy your work. Enjoy every
day because it is a gift. Don’t look
back with regrets.”

• Marine Sgt. Dakota Meyer, who
won a Congressional Medal of Honor
for his heroic actions in Afghanistan,
addressed the Plumbing Division
Breakfast, sponsored by Kohler. He
talked of his struggle with being
called a hero: “When I came home, I
had a choice to make — how was I

going to live my life going forward?
The bracelet on my wrist is to remind
me of my fallen teammates who did-
n’t get another day. As Marines, we
hold each other accountable to a
standard that says we won’t accept
being any less than the best. So I am
doing my best to make a difference
and remind people that we still live in
the greatest nation on the face of the
Earth.”

• Publisher and former presiden-
tial candidate Steve Forbes dis-
cussed the current state of the
economy at a lunch sponsored by
A.O. Smith:  “The idea of a ‘new nor-
mal’ is nonsense. We should be
thinking of it as the ‘new abnormal.’
There is no reason we can’t get back
on track economically. ... For money
to work, it has to have a fixed meas-
ure of value. During the next five
years, you’re going to see the dollar
re-linked to gold. Gold is going to
come back. ... In the next few years,
I see positive change scoming. I be-
lieve there will be a major transfor-
mation of the economy, including a
resurgence of American manufactur-
ing. We will become the manufactur-
ing capital of the world again.”

• Concurrent educational sessions
drew a lot of interest. Among them,
Globe Union CEO Michael Werner

(Turn to Great... page 66.)

Speakers, networking & more

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

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

SM

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

for the achiever in youSM

ACCELERATE RECEIVABLES

IMPROVE PAYMENT PRACTICES

INVEST EXCESS CASH

LEVERAGE ONLINE TECHNOLOGY

ENSURE ACCESS TO CREDIT

See contact information on page 74
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• Be sure to visit www.thewholesaler.com for web exclusive articles and videos! •

gave a comprehensive presentation
on the state of the plumbing industry,
and the challenges and opportunities
it is facing. The Wholesaler spon-
sored a session on the upcoming na-
tional lead-free legislation,
moderated by sustainability expert
Cliff D’Angelo and including panelists
Aaron Edds of Nibco, Stephanie
Ewing of Watts and David Finkel of
Davis & Warshow.

• Incoming president Jeff Pope of
F.W. Webb addressed the member-
ship, saying “ASA needs to continu-
ously improve on our successful
methods to grow membership and
get more people involved and attend-
ing the convention. We’re moving in
the right direction. I promise to work
hard and try to make everyone proud
to be part of ASA. There is still more
work to be done to improve the
value, and I want to leave ASA even
better than I found it.”

• Outgoing chairman Bill Kenny of
Kenny Pipe & Supply complimented
the ASA staff and volunteer leaders,
saying “The progress has been awe-
some. We’ve engaged the buying
groups and expanded the political
action process. Our new forecasting
initiative will be valuable to all of us,
but only if we all take part. Just join-
ing and paying dues won’t improve
your business; you have to engage

and participate to get your ROI.”
• The theme of incoming chair-

man Scott Weaver’s speech was “All
I really need to know I learned in the
hallway.” Weaver, of APR Supply,
talked about forging some of his
closest professional and personal re-
lationships in the hallways of past
conventions: “In the classroom we
get smart, and in the hallway we get
healthy. Getting ‘smart’ includes
things like strategy, marketing, fi-
nance, technology. Being ‘healthy’
leads to high morale & productivity
and low turnover. Being smart and
healthy together is what I call the
ASA Advantage.”

• Once again, the Opening Recep-
tion was sponsored by Bradford
White and the Member Luncheon
was sponsored by InSinkErator.

As announced in the September
issue, several prestigious awards
were presented to industry veterans:

• PVF industry icon and monthly
columnist  for The Wholesaler Morris
Beschloss received the Fred V.
Keenan Lifetime Achievement Award.

• Anvil VP-national accounts John
Martin, a frequent contributor to The
Wholesaler, was honored with the
PVF Division Award of Excellence.

• Inaugural Plumbing Division
Awards of Excellence went to Win-
Wholesale CEO Rick Schwartz and
Wally Gumm, who is retiring as ex-
ecutive director of Embassy Group
Ltd. at the end of this year.

(Continued from page 64.)
Great Convention

American Supply Association
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Built to be the Best™

To Find A Wholesaler Call

800.523.2931
www.bradfordwhite.com

©2012, Bradford White Corporation. All rights reserved.

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

A M E R I C A

M A D E  I N

JOIN NOW!
Scan QR Code

See contact information on page 74
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Variable speed circulator
The Bumble Bee model HEC-

2 wet-rotor circulator uses the

latest in ECM permanent

magnet motor technology.

Uses up to 85% less electricity

than a standard circulator; out-

of-the box settings and 360˚ swivel

flange make it easy to install. Deter-

mines exact flow to match fluctuating

heat loads, reduce boiler short cy-

cling, increase efficiency. Flow up to

15 gpm and head up to 15 feet. Pre-

set to run in Delta-T mode; can be

programmed for variable speed set-

point operation or dialed-in to one of

four fixed speeds. Taco.

www.taco-hvac.com

PEX pipe support
PEX-a pipe support is a steel channel

that provides continuous support

of PEX-a tubing in suspended pip-

ing applications, enabling hanger

spacing equal to that of copper.

Available in 9-ft lengths for

1", 11/4", 11/2"

and 2"

P E X - a

pipe sizes.

EP multi-port tees feature 1" ProPEX®

inlet with 1/2" ProPEX branch outlets

in 7- or 8-outlet configurations. For

parallel piping applications. Offers up

to 60% fewer connections and 78%

less combined length than individual

tees. Uponor Inc.

www.uponor-usa.com

Antimicrobial technology
EcoVantage® commercial fixtures

with SilverShield™ antimicrobial

technology have a permanent antimi-

crobial glazed ce-

ramic surface

that inhibits

the growth

of stain- and

odor-causing bacte-

ria, mold and mildew. Increases sani-

tation, minimizes the need for

chemical cleaning. Zurn Industries.

www.zurn.com

Foot valves
In a commercial kitchen a faulty electronic

eye faucet can lead to a major health depart-

ment issue. Foot valves are more reliable

and much easier on the environment be-

cause there are no electronics, no elec-

tricity, and they use less water.

When finished washing hands, the

operator walks away, and the

water shuts off. Fisher foot valves have renewable car-

tridges for ease of maintenance. Anodized cast aluminum

pedals are strong, rust-free and lift for easy floor clean-

ing. Fisher Manufacturing Company.  

www.fisher-mfg.com

Forged steel fittings 
Forged steel fittings consist of Class 2000 threaded fittings (45 and

90 elbows, tees and crosses); Class 3000 threaded fittings (45 and

90 elbows, tees, reducing tees, crosses, 90

street elbows, couplings, half couplings, re-

ducing couplings and caps) and Class 6000

threaded fittings (45 and 90 elbows, tees,

crosses, 90 street elbows, couplings and

caps). Product offering includes Class 3000

socket weld fittings, unions, reducing inserts,

plugs and bushings. Plugs and bushings may

be used for ratings up through Class 6000 as

specified by ASME B16.11. All fittings conform

to ASTM A105N, ASME B-16.11 and ASME B1.20.1. Matco-Norca.

www.matco-norca.com

Grinder pump retrofit kit
Goulds Water Technology grinder

pump retrofit kit for residential

grinder pump stations pro-

vides an economical

option to replacing en-

tire pump systems,

allows for continu-

ous operation and is retro-

fitable with other grinder

pumps and progressive

cavity pumps. Includes a

single-phase, 2-hp motor

with 60 Hz, 3450 rpm,

230v. Balanced silicon

bronze impeller; two-

vane design. Capacity up to

41 gpm with heads to 95 ft and dis-

charge of 11/4" NPT. Xylem.

www.xyleminc.com

Steam trap
Stainless steel (A182 F304) P46SRN

is part of the PowerDyne™ thermody-

namic steam trap family. Has a re-

placeable module to service

without removing the trap

body from installation.

Has the same specifica-

tions as the cast steel ver-

sion. For steam mains,

tracers and coils. Large

screen and optional BD2 blowdown

valve; air jacket insulates the pressure

chamber to minimize no-load cycling

and wear of disc and valve seat; lapped

disc provides steam-tight seal with no

air binding; automatic bimetal air vent.

TLV Corporation.

www.tlv.com

Camera system
SeeSnake® Max™ rM200 camera

system combines portability and ver-

satility to easily inspect longer and

tighter lines up to 200' in

length and 11/2" to 6"

in diameter. Im-

proved reel me-

chanics for easier

passage through

tight turns. Ultra-

compact camera

provides optimal

lighting through

narrow spaces. Upgraded

cable (200') with greater abrasion re-

sistance allows users to push further

with less effort. Built-in docking sys-

tem to attach upcoming monitors; in-

tegrated handle. RIDGID. 

www.ridgid.com

Lavatory system
Advocate™ AV-Series lavatory system, which provides a sink, soap, faucet

and dual-sided hand dryer in

one sleek, high-tech unit,

simplifies hand washing,

minimizes washroom clean-

ing and maintenance, and

maximizes a safer restroom

environment. Hands-free in-

frared 0.38-gpm faucet re-

duces water usage by 24%;

infrared, high-speed, dual-

sided hand dryer dries hands

in 15 seconds or less; large

capacity, top-fill infrared

soap dispenser has intelligent

electronics controlling a low-

level indicator and unique

overfill protection. ADA compliant and available in single-, two- or three-user

models. Bradley Corporation.

www.bradleycorp.com

Drill-driven impeller pumps
Drill driven impeller pumps for corrosive and non-corrosive fluid transfer ap-

plications are rated to flows of 60 lpm

(15.9 gpm), pressures to 4 BAR (58

psi) and are dry self-priming from a

depth of three meters. ZUWA U2001

pumps, for transferring clean or con-

taminated non-corrosive fluids, have

an aluminum pump body. ZUWA

N2001 pumps, for transferring corro-

sive fluids, have 316 L stainless steel

housings. Pump shaft is fixed to the

chuck of an electric or cordless drill

equipped with a depth stop. Pump

head has an adapter secured to the

drill depth stop rod, which prevents the pump from spinning. Clark Solutions.

www.clarksol.com

Water jets
New catalog includes high pressure

water jet drain cleaners, video pipe

inspection/location systems, water

leak locators, pipe

freeze kits, pipe

thawing machines,

and more. Illus-

trates power and

manual drain clean-

ing equipment and

accessories to clear

lines from 11/4" to 10" dia. 

General Pipe Cleaners, a division

of General Wire Spring Co.

www.drainbrain.com/catalog   

Boiler manifolds
Steel boiler manifolds expedite prefabricated

hydronic system piping compo-

nents.  Schedule 40 forged steel

pipe construction,  welded seams.

Reduce fittings and labor,

and improve system appear-

ance.  Available in 11/4" and 11/2" mains with 3/4" and 1"

zone outlets.  Conform to: ASTM A53/A733, ANSI B36.1,

ANSI/ASME B1.20.1. Legend Valve.

www.legendvalve.com
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CS Weld Fittings & Flanges

FS Fittings & Outlets

CI Flanged Fittings & Flanges

MI Pipe Fittings

Merchant Steel Fittings & Couplings

Pipe Nipples

Bolt Paks

Titan® Y-Strainers

Crane® & Stockham® CS Valves

Crane® & Fortune® CI Valves

Crane® Bronze Valves

Smith® Forged Steel Valves

Fortune® Ball Valves

Duo-Chek® Valves

Center Line® Butterfly Valves

Flowseal® High Performance Butterfly Valves

SERVICE METAL
Think

You’ll Be Glad You Did!

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

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

Service Metal of the Carolinas
Charlotte, NC

Serving the Eastern U.S.

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

ONE CALL STILL GETS IT ALLSee contact information on page 74
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It’s not a dirty word: Marketing mended that small words, big type,

pictures, connecting the “what’s-in-
it-for-the-contractor” dots and repeti-
tion are the foundation of
cost-effective marketing.
2. Properly done, marketing does

cost money but the idea is to make
investments that provide reasonable
returns. 
3. If you find that something does-

n’t resonate with target customers,
don’t abandon marketing. Rather, try
to understand why and adjust your
approach.
4. Whenever possible, test market

any marketing programs with a
handful of customers, get their feed-
back, adjust as needed, possibly test
market again and then launch
broadly. This is not a perfect process
but if your test market customers are
reasonably diverse, you improve
your odds greatly.

5. Manufacturers seem more inter-
ested than ever to help wholesalers
with smart marketing initiatives.
Frankly, there isn’t a lot of “stupid
marketing money” out there, but
smartly-crafted programs with rea-
sonable odds of success are being
supported by manufacturers. In fact,
I think many manufacturers are de-
lighted that wholesalers are getting
into marketing and willing to help
where they can.
6. Measure your results and use the

data to adjust your future programs.
Great marketing programs build in a
way to measure the programs’ success.
Measuring results allows future bets to
be placed on the winning horses and
not on the long-odds nags. 

For some ideas on the type of pro-
motions to plan for 2013, e-mail me
rich@go-spi.com or if you need assis-
tance, Schmitt ProfiTools, our market-
ing company may be able to help. n

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

a. Stocking decisions are market-
ing decisions — First, only stock
what you intend to sell. Seems simple
but for many wholesalers, purchasing
decides what and how much to stock
and sales decides whether they feel
like selling it. Ideally, purchasing and
sales collaborate on these decisions
prior to any stocking orders but in re-
ality, the purchasing and sales func-
tions seem to act like ships passing in
the night. They each toot their own
horn (loudly), then try hard not to run
into each other.
b. If something is not selling, find

out why and either fix the problem or
discontinue stocking the product.
c. Real marketing folks might ac-

tually talk with customers to see
where their heads are. What products
should we be stocking that we don’t?
What brands should we be stocking
that we don’t? What products are
your end-users asking for?
2. Price — Don’t get me started. 
a. Pricing is a marketing function.

IT IS NOT A PURCHASING FUNC-
TION. IT IS NOT A CLERICAL
FUNCTION. I see so many whole-
salers who have their pricing set by
non-marketing types at ridiculous
margins. (That way they can blame
sales for caving in to customer objec-
tions.) That unrealistic pricing is then
overridden by sales to respond to real
and fabricated pricing objections
from the field. 
b. The objective of the pricing

function is to send the sales team into
battle with thoughtfully-created, mar-
ket-based, competitive, fair* pricing
that makes the wholesaler money.
That pricing is automatically calcu-
lated by the computer whenever a
salesperson adds an item to a cus-
tomer’s order. *Note: Fair to the cus-

tomer and to the wholesaler.

c. It must be an explicit company
policy that the thoughtfully-created,
market-based, competitive price cal-
culated by the computer is the price
that is presented to the customer. In
other words, the salesperson must not
be allowed to make a price concession
until after the customer has heard the
system price for the product. For a
reprint discussing this process, e-mail
me rich@go-spi.com.

d. The marketing team must also
create ongoing promotions that com-
municate this fair pricing to the whole-
saler’s team and to customers.
3. Place — How and who are you

selling to? I think this is getting
more and more “interesting” as time
passes.
a. Locations — Bricks and mortar

were once an indicator of a whole-

saler’s presence in an area. Today
they can become anchors that limit
the wholesaler’s ability to serve the
changing needs of their customers.
It is difficult to leave a long-time,
paid-for location but when a location
is a loser, it must be considered.
Great delivery, customer stocking
programs and other programs can
mitigate the impact of a loser loca-
tion but they must be planned,
costed and executed consciously.
You cannot “hope” a loser location
into a winner location.
b. Delivery — The bar is being

raised. Where weekly route deliveries
were once the norm, we have moved
to next day and now wholesalers are
delivering same-day or within hours. 
c. Stocking contractors — Whole-

salers who have developed programs to
restock customer stockrooms, job sites
and service trucks are locking in busi-
ness and locking out competition.
d. Creating pull from end-user cus-

tomers — Some manufacturers and
wholesalers have lost confidence in
the selling skills of their trade cus-
tomers. This is an age-old problem
wherein the trade plumber wants to
sell the home-owner the $120 kitchen
faucet but might have been able to
sell a $300 faucet if the home-owner
had simply been offered the option.
Some plumbers have abdicated the
selling process completely. They tell
the home-owner to buy the faucet at
a big box and they will install it. This
by-passes the wholesaler and the
showroom completely. I don’t know
whether the plumber doesn’t want to
mess with the home-owners or they
are tired of all of the decision making
issues or what, but as mentioned
above, if you can’t market through
them, market around them.
e. Showrooms — Are, properly ex-

ecuted, a great marketing tool for mar-
keting directly to the end-user. It seems
that contractors are less offended by
them since big-boxes and plumbing
websites are already cutting them out
of the product sale. At least most
wholesalers will allow their trade con-
tractors to participate in the sale.
4. Promotions

a. Differentiation — I think stud-
ies have shown that most buyers re-
duce most of their buying decisions
down to two alternative providers.
You may have numerous competi-
tors but many customers will seri-
ously consider only two wholesalers.
Marketing activities should be de-
signed to make your company one of
the top two wholesalers in contrac-
tors’ minds — and then do what it
takes to be the first on the list.
b. The success of a promotion is

whether it causes customers to begin
buying from your company or causes
them to continue buying from your
company. All other benefits are way
down the list in my mind.
c. Buyer loyalty programs can cre-

ate day-in-day-out business flow.
Create separate programs aimed at
owners and techs. Owners control
the “approved wholesaler” list but
the techs often decide who to call or
where to stop for materials. Failing
to target both groups will produce
lesser results. 
d. Spoon-feed your trade cus-

tomers — Make sure you spell out in
concrete terms why doing business
with your company benefits your
customers. Don’t expect them to con-
nect the dots. The best benefits are
monetary because just about all cus-
tomers are screaming or maybe just
thinking, “Show me the money.” In-

tangible gains have far less impact in
changing buying patterns.
e. Social media — I think the jury

is still out on how social media will
work in B-to-B relationships. I was
at a seminar at an industry meeting
presented by a social media “ex-
pert” who had no understanding of
our industry. The seminar discussed
the growing number of types of so-
cial media available with the pro-
found recommendation: “Try
things…maybe something will
stick.”  I left the presentation very
dissatisfied and thinking that I need
to create a seminar on the topic of
social media. If I could find a single
success story in our industry, I
might have real winner.
f. Websites/webstores and mobile

— The jury is not out on websites,
webstores and mobile. Our industry
is deep into the transition toward on-
line relationships. I try to say this
whenever I am given the opportunity:
“Websites, webstores and mobile are
MARKETING activities.” They are
often implemented by your informa-
tion technology team, but the project
should be directed by your marketing
team or whoever does marketing,
even if marketing is not in their title.
For a reprint of my column on web-
stores, email me rich@go-spi.com

A couple of final thoughts

1. Many of you are probably think-
ing that marketing sounds expensive.
I don’t think it needs to be expensive.
In fact, keeping it simple seems to
produce better results at reasonable
costs. For years, we have recom-

(Continued from page 8.)

Most wholesalers have at least one blowhard competitor
who isn’t that great but has somehow convinced customers
that he is as good as or better than the other wholesalers. 

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

www.go-scg.com

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

Handheld tools
• Print catalog software,

content creation and services
• Pricing management and

pricing analysis
www.go-spi.com
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CLASSIFIED ADS
EMPLOYMENT
OPPORTUNITIES

PROFESSIONAL
SERVICES

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

pvfj12345@gmail.com

Beschloss
(Continued from page 42.)

let’s hope that future Administra-

tions will restore the honesty and

commitment practiced by thousands

of honorable civil servants that have

manifested credibility since their

agencies were founded.

Shrinking gross corporate revenues
paint problematic picture for 2013

Since the Standard & Poor’s 500

corporations have become the focal

point of the bulk of the U.S. stock

market's continuing trends, their

“top-line” gross revenues have peren-

nially been assessed by market

watchers, investors, projectors, and

the horde of thousands of market

Rather than the more limited, but

more watched, Dow Jones Industrial

Averages, the S&P 500 index has also

been looked at for companies with

both annual and pre-monthly results

comparison. In both cases, the quar-

ter-annual quarter-to-quarter third pe-

riod review shocked observers by a

4% downgrade in gross revenues

generated. Although underlying cost

reduction and profit increases may

have been positive, the gross rev-

enues generated by the S&P 500’s

largest corporations have shifted into

reverse for the first time since the

technical end to the ‘Great Financial

Recession’ at the end of 2009.

Although the various domestic and

most global stock markets have gen-

erally been buoyed since then, this has

largely been due to the bottom lines of

publicly-held corporations who have

excelled in cost-cutting and productiv-

ity. This has been accomplished in

general through hiring restraint, ad-

vanced technology on the shop floor

and the back office, and efficiently re-

acting to the demand provided by

post-recession consumer spending.

Also supporting were expanding ex-

port markets, and U.S.-based tourism,

as well as the beginning of the greatest

outburst of energy development in

American history.

Despite mostly double-digit quar-

ter-annual growth revenue expansion

through the two year surge ending in

2011, although declining somewhat

in the first quarter 2012, this year's

second quarter barely held its head

above water before sinking to the

aforementioned 4% downturn in the

third quarter of this year.

In starting to accumulate the ele-

ments of America’s 2013 forecast, the

long-awaited presidential election,

the Congressionally controlled fiscal

cliff, and the gathering gloomy eco-

nomically-influenced cloud forma-

tions accumulating overseas will play

a large part in fabricating the 2013

economic scenario.

But most urgent will be the speed,

sagacity and logic with which the up-

coming Administration approaches

the unprecedented multiplicity of

problems awaiting it.

The optimism or pessimism that

such activities could generate, will

play a large part in the consumer de-

mand reaction. This will be affected

both by governmental leadership and

America’s 320-million-strong popu-

lation's ability to reignite substantial

consumer demand. n

Morris R. Beschloss, a 57-year vet-

eran of the pipe, valve and fitting in-

dustry, is PVF and economic analyst

emeritus for The WholesaleR.
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ASA members’ 3Q 2012
tops largest on record
ITASCA, Ill. — September 2012 fin-

ished the third quarter with an increase

in work day revenues of 3.6% over

2011, which is the largest growth quar-

ter since records have been kept. 3Q12

was 16.8% over 2010, an incredible

37.3% over 2009 and 31.9% over

2008. For American Supply Associa-

tion members, there was a 6.5% in-

crease reported in per day revenues as

compared to the same month in 2011,

up 20.5% as compared to 2010.

The plumbing, heating and pipe,

valve and fitting distributors are up

6.9% YTD and 6.7% on a rolling 12-

month basis. Geographically, Cali-

fornia led the way with a strong

13.6%. The plumbing sector for the

first time in years grew at a faster

pace than the industrial PVF sector.

The size of distributors continues to

matter as the larger distributors out-

paced the smaller ones for both Sep-

tember and the quarter. 

Inventory rebuild has now sur-

passed the two-year mark as the in-

dustry reports the 24th consecutive

month of increases after 20 consecu-

tive months of declining inventories.

on a year over year basis, inventory

grew at a 4.2% rate in September vs.

2011; up 12.4% as compared to 2010;

up 20.4% vs. 2009 and up 14.3% as

compared to 2008. 

Accounts receivable as measured

by day’s sales outstanding stands at

46.9 days at the end of the third quar-

ter 2011, which is better than last year

by 0.2 days and better than 2010 by

0.5 days. Jobs also have been strong

within the industry as all are report-

ing increased employment. 

Most importantly, the distributors

continue to report an improved bot-

tom line as compared to 2011. In-

creased profitability continues to be

reinvested back into the business

through increased number of jobs

within this industry.

For a full report that contains the

breakdown by regions of the country,

by market segment and by distributor

size, members should contact Chris

Murin at cmurin@asa.net.

DSG joins forces with Fargo Water Equipment
FARGo, N.D. — To strengthen its prod-

uct offering for the waterworks indus-

try throughout the Midwest, DSG has

acquired Fargo Water Equip-

ment, a distributor of under-

ground pipes, valves and

fittings, located here. 

Founded in 1962, Fargo Water

Equipment serves most of North

Dakota and parts of Minnesota and

Montana. All 17 of the company’s

employees will stay on, becoming

part of DSG’s employee-ownership

group.

Also headquartered in Fargo, DSG

is one of the Midwest’s fastest-

growing distributors of waterworks,

plumbing, metering technology, util-

ity, HVAC/R, electrical,

communications and au-

tomation products. Estab-

lished in 1898, the employee-owned

company has 17 DSG locations

throughout Minnesota, North

Dakota and South Dakota; five

DSG/W.A. Roosevelt locations in

Wisconsin and four DSG/MDM

Supply locations in Montana, with

nearly 600 employee owners

throughout its organization.

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

sadie@tmbpublishing.com
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WANTED TO BUY
Contractors! Wholesalers! 

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

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

WANT TO BUY

REPS WANTED

SUPPLIERS

PROFESSIONAL SERVICES

TEST CAPS AND TEST PLUGS
Small manufacturing company of

high quality TEST PLUGS AND TEST
CAPS for sale. After 35 years successfully serving the Plumbing trade,
the owner is retiring. This company can be operated by an individual with
limited knowledge of the plumbing profession. Great opportunity to ex-
pand. We have nation wide representation. Price $50,000

Western Plumbing Parts Co.:  PH: 626.792.1382

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

Email: Info@miiflex.com

BUSINESS FOR SALE
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Back to the classroom
BY MARY JO MARTIN

Editorial director

B
oston is nearly as well known for its

higher learning institutions as it is for

its incredible history — and so it

seemed only fitting that AIM/R selected that

city as the venue for this year’s Management

Conference. Aptly themed AIM/R University,

the conference was headed by chairman

Brian Burke, who did a phenomenal job of

pulling together a jam-packed lineup of edu-

cational and networking events that provided

tremendous value for attendees. He also

seamlessly handled the logistics, which in-

volved hosting the first day’s meetings at the

ornate Boston Opera House just down the

street from the Hyatt Regency, where the remainder of the events took place,

as well as shuttling everyone to historic Fenway Park for a private reception

complete with ballpark food and behind-the-scenes tours. 

Year after year, I come away so impressed by the dedication, leadership and

passion of the AIM/R members. They truly come to their conference to work,

share and have fun, and their enthusiasm is contagious. It motivates everyone

to really participate, and attendees continue to say that they always take home

ideas that will benefit their agencies. In recent years, they have added to the

value by inviting manufacturers to participate in sessions the first day, and

that number has grown from just a handful to now over 25. Sitting in on those

sessions, I can tell you it really does offer a great vehicle for open communi-

cation between all parties, which generates ideas on ways to better work to-

gether. Some of my favorite highlights from the conference included:

• A Breakfast Meeting for AIM/R past presidents and the registered manu-

facturers generated a lot of dialogue.  Jay Schechter of Focus Sales facilitated

a very interactive discussion between everyone that led to a wide-ranging ex-

change of ideas on communication, respect, problem solving, training, cus-

tomer support and a variety of other issues.

• Dr. Jeff Dietrich of the Institute for Trends Research gave an eye-opening

presentation on what he sees coming down the pike economically — much of

which was optimistic. “We’re seeing manufacturing strengthening in this

economy,” he said. “Liquidity is up, companies are right-sized, bank lending

is improving, consumers are spending and construction is gaining momentum.

This is a perfect time to borrow money that will create wealth for businesses

and individuals.”

• Stew Chaffee of Rich-Tompkins presented findings on a survey regarding

the reps’ role in the channel that was conducted among AIM/R members. He

was joined on stage by John Altepeter of A.O. Smith and Matthew Hurley of

Chicago Faucets for a discussion on channel relationsips and the importance

of the reps’ role. Hurley told reps, “You are the most effective, cost-efficient

and reliable way to go to market,” while Altepeter commented, “We have a

vested interest in what you provide for us; we look at our reps as our partners.” 

• Dr. Heidi Neck, a professor at Babson College, presented an engaging

sesson on entrepreneurship — something at the heart of rep firms. “Being an

entrepreneur involves risk and taking action even when you’re not sure what

you’re supposed to do,” she noted. “It’s about building something. There is

no such thing as a ‘born entrepreneur,’ but there are patterns as to how entr-

preneurs think. Entrepreneurial thought and action requires two forms of

thinking — prediction (taking in lots of information, sorting through it and

making a decision) and creaction (taking action in support of creation and

then gathering information). Entrepreneurs don’t necessarily figure out what

they need in advance; they just start with what they have. Typically, entrepre-

neurs ask three questions when getting started: Who am I? What do I know?

and Who do I know?”  In concluding, Neck encouraged everyone to take risks,

with this thought-provoking statement: “Don’t be afraid of failure, because

when you fail, you now have information that no one else does.”

• Former AIM/R president Kelly Michel of Michel Sales proved the ideal

person to close out the conference, as he delivered “The Last Sales Call” lec-

ture in his typical humorous, yet poignant, way — and wth University of Min-

nesota-themed cap and gown. Michel talked about his early days as a rep and

some of the lessons he learned along the way, and gave everyone some in-

sightful advice based on his many years of experience.  “I can proclaim loudly

that this is the very best time to be in the rep business,” he commented.

• The Rep Cafe again was a blockbuster success. Non-competing reps were

assigned to small groups at tables througout the ballroom where they each had

an opportunity to present an issue they are facing or have concerns about, and

then receive insight and suggestions from the others at the table on ways to

handle the situation. You’ll be able to read much more about the Rep Cafe in

future issues of The Wholesaler. In the meantime, you might want to visit the

“On the Road” section of our website to view exclusive videos I shot during

the conference. And if you haven’t already, please “friend” me (maryjomart-

intx) or “Like” The Wholesaler on Facebook to get an early glimpse at the var-

ious industry meetings and events our team attends around the country. n

VIEWPOINT
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Details make 
the difference. 

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

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

Our high-quality DuraMac sump pump is ideal for protecting 

residential and commercial properties from ground water. 

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

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

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

draw, which saves energy.

Choose A.Y. McDonald for:
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