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Standard Plumbing Supply has thrived thanks to a history of innovation. Shown here is their advanced
sorting system, which plays a key role in the company’s efficiency. As president Richard Reese describes,
‘We have a DC that follows the WalMart platform on inventory. We don’t put it on the shelf and pull it
again... We sort product the minute it comes in and send it right back out.” (See more on page 32.)
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Tyco acquires
Shurjoint
Piping
Products

LANSDALE, PA. — Tyco has ac-
quired Shurjoint Piping Products, a
leading OEM manufacturer for
grooved and threaded piping com-
ponents. Shurjoint will be inte-
grated into Tyco’s Fire Protection
Products business unit. Financial
terms were not announced.

(Turn to OEM Shurjoint... page 81.)

Irr Supply
Centers buys
Inland Supply

NORTH ToNAwWANDA, N.Y. — Irr
Supply Centers Inc., a regional dis-
tributor of plumbing, heating, cool-
ing, refrigeration and electrical
supplies, has acquired the assets of
Inland Supply, which has one loca-
tion in Syracuse, N.Y., servicing the
supplies and equipment needs of
contractors, institutional, industrial
and municipal accounts.
(Turn to Inland, page 81.)

An exciting new package of products

TOTO, Villeroy & Boch announce sales alliance

MOoRrrOW, GA. — Under the terms of a new
alliance, all Villeroy & Boch USA bath-
room products available in the North

American market will be sold exclusively
through the distribution and sales channels
of TOTO USA. This will include a com-
plete range of products
such as toilets, decorative
lavatories and washbasins,

| Scan with your

| smart phone or
visit online at
gr.qg.com/9W7iRR
to renew your
subscription to
The Wholesaler!

L]
tubs, showers, accessories, vanities and
bathroom furniture.

By combining TOTO USA’s innovative
technology and Villeroy & Boch USA’s
sleek European style, this alliance offers
North American consumers, architects,

designers, distributors and premium
kitchen and bath showrooms an exciting
new package of products from which to
choose when designing or remodeling
high-end bathrooms.

(Turn to Sales alliance... page 81.)
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Showing our true colors.

As of January 1, 2010, California's new Health and Safety Code 116875-166880, prohibits the "use
of any pipe, pipe fitting or plumbing fixture, solder, or flux that is not lead-free® in public water
systermns. We have all the lead-free* product you would expect us 1o have and the paperwork 1o
support it. No wonder we're the leading supplier of globally sourced, code compliant plumbing
and PVF products. Look for the Matco-Morca Lead Free logo and buy with confidence.

Global sourcing. National compliance. Local service.

CALIFORNIA «Toll Free: B66-532-8306 - Fax: B66-532-8307
TEXAS - Toll Free: B00-935-5456 - Fax: 713-680-2999
NEW YORK «Toll Free: BOO-431-2082 - Fax: B45-278-9056

WEE: www.matco-norca.com + EMAIL: mail@matco-norca.com
* Lead-free products contain less than 25% weighted average lead conlent on wetted surfaces.

See contact information on page 90
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Danze repositions its branding

WOODRIDGE, ILL. — Danze Inc., the creator of styl-
ish and affordable kitchen and bath solutions, is ini-
tiating a new repositioning of its brand within the
plumbing products category — “Delight people
every day with refreshing experiences and well-de-
signed products.” This redefined customer commit-
ment represents not only why Danze first opened
its doors back in 2001, but how its products directly
impact the lives and homes of today’s Americans.

Long known for its combination of fresh styles,
finely crafted products and affordable price points,
Danze was impacted (like many other kitchen and
bath manufacturers) by the challenges of the hous-
ing crash.

“Instead of panicking, we did what any strong or-
ganization would do. We stopped and listened again
to what our customers were saying,” explained

“The language we use to describe
ourselves and visual elements of the new
logo and identity hopefully demonstrate our
commitment to deliver refreshing experiences
at every turn, in a playful and inspiring way.”

Michael Werner, president and CEO. Danze discov-
ered that homeowner preferences had changed and
roles had shifted with the times. “Thanks to the in-
formation-rich Internet, the industry wasn’t leading
the way any more — consumers were. Today’s con-
sumer wants products that reflect the way they live.
They want products that improve their lives. And
they want it all at a better value,” Werner added.

“And they’ll keep searching until they find
exactly what they want.”

To help deepen their understanding of
consumer marketing as they began a vigor-
ous brand refinement process, the Danze
marketing team partnered with consumer marketing
professionals at Chicago-based firm Y&R Midwest
(owned by Young & Rubicam).

“Danze is a wonderful brand with a huge oppor-
tunity to bring style and functionality and a real
smile into the homes of millions, we are thrilled to
help them get there,” said Kary Mcllwain, president
of Y&R Midwest.

After a series of strategic brainstorming sessions,
the Danze and Y&R teams consistently found
themselves reflecting on how, day-in and day-out,
Danze products impact the lives of families and in-
dividuals on an emotional level.

This creative process led Danze to develop a new
and dynamic belief system: “We believe everything
we do helps people feel better about their homes,
their lives and themselves. We knew we hit on
something that not only felt right, but would be ex-
tremely relevant to the Danze end user,” noted
Mcllwain.

With this exciting belief system as its source of
inspiration, Y&R created a new logo and identity
that would visually express who Danze is, and the
way Danze makes people feel.

“Our new logo and identity better capture the
freshness, youthfulness and relevancy of Danze,”
according to Kevin Mcloynt, vice president of

*THE WHOLESALER® —JUNE 2012

brand management at Danze. “We also love how in
both style and messaging it reinforces our differ-
ence from others in the plumbing products category.
The language we use to describe ourselves and vi-
sual elements of the new logo and identity hope-
fully demonstrate our commitment to deliver
refreshing experiences at every turn, in a playful
and inspiring way.”

Personality brought to life — anatomy of the logo

Danze set out to transform its logo into a symbol
of refreshing ideas and to stand out from the com-
petition. Here are some of the elements that brought
it to life:

* Moving to a more contemporary font in lower
case form aligns with the Danze culture — fun and
approachable.

* The addition of the splash mark provides a vi-
sual hook, which represents not only the brand’s in-
dustry, but their excitement.

After a successful introduction of the brand’s new
identity to the trade at this year’s Kitchen & Bath
Industry Show, Danze plans to jump-start a direct
relationship with homeowners this summer. The
goal of this strategic initiative will be to help drive
those homeowners to trade partners — a win-win
scenario for all Danze partners.

Visit www.danze.com.

MESA, Ariz. — Central Arizona Sup-
ply marked its 10th location in Ari-
zona and the expansion of its
fourth-generation family business
with the opening of a 10,000-square-
foot showroom in Phoenix offering
waterware, hardware and lighting.
The Studio in Phoenix, located at

Fourth-generation family business
expands with Phoenix showroom

4750 N. 16th Street, carries every-
thing from the basics in plumbing,
hardware and lighting to the most
unique, hard-to-find national and in-
ternational brands on the market.
What began as a simple parts sup-
ply store founded by the brothers Bob
and Harry Smith 44 years ago in

Mesa has grown into one of the
plumbing industry’s largest inde-
pendently owned family businesses
in the Southwest, with four divisions,
including plumbing, showroom,
commercial and heating and air.

“We saw an opportunity to expand
in an area that was previously under-
served, especially for people remod-
eling their homes,” said Jeremy
Smith, director of Studio services.
“My vision has been to bring high-
level design at all price points from
around the world to Phoenix first.
You don’t have to go to Los Angeles,
New York or buy online to have ac-
cess to what’s new and what’s next.
You can stop into our showroom to
see it and try it before you buy.”

In 1975, Central Arizona Supply
was the first company to introduce
the idea of a plumbing showroom in
the Valley when it opened its first

Ferguson acquires Reese Kitchens

NEWPORT NEWS, VA. — Ferguson has
acquired Reese Kitchens Inc., a promi-
nent Indianapolis cabinet designer
catering to the residential remodeling
market, in an asset transaction com-
pleted April 23. Ferguson will continue
to conduct business from the former
Reese Kitchens’ locations under the
name Reese Kitchen, Bath & Lighting

Gallery, a Ferguson enterprise.

Three showrooms — Broadripple,
Greenwood and Zionsville — will op-
erate as satellite locations of Ferguson’s
main showroom in the Indiana Design
Center. Product offering at these loca-
tions will be expanded to include
kitchen and bath plumbing products
and fixtures, appliances and lighting.

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

REESE

Kitchen, Bath & Lighting Gallery

“We believe that Ferguson can build
on the legacy of our family business,”
said David Reese. “They will also be
able to offer the best opportunities to
our employees, so we felt it was the
best decision we could make.”

Visit www ferguson.com.

showroom in Mesa. “My dad and
uncles made a name for themselves
in the 80s by introducing people to
the newest products that were ex-
tremely well made and at an honest
price, which made Central Arizona
Supply a household name in the Val-
ley,” said Smith. “My brother and I
want to continue that tradition. Our
new showroom is about making peo-
ple feel comfortable, at home and
excited about the thousands of op-
tions and brands we offer.”

The Studio showcases faucets, bath-
tubs, toilets, fixtures, hardware and
lighting options, starting from a $50
Delta faucet to a $5,000 TOTO Neor-
est toilet. Another differentiator
unique to the traditional showroom ex-
perience, Central Arizona Supply cre-
ated a Demonstration Bathroom at its
new location where customers can not
only see and touch, but also experience
new products. Customers can bathe in
the much-buzzed-about micro-silk
technology bathtub by Jason Interna-
tional that infuses oxygen into the skin,
experience three different showers
with customizable features including
scent-infused steam or try a top-of-the-
line TOTO Neorest toilet with remote
controls and warm air dryer.

The Studio is now open to the public
and also caters to plumbers, interior
designers, builders and contractors.

Visit www.centralazsupply.com.



Your source
for quality
stainless
steel
products.

Sanitary Fittings,
Tubing & Valves
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Fittings & Tubing

Weld Fittings
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3000# Forged Fittings
Sharpe® Stainless valves
1504 Fittings
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b it right back out.” Story on page 32.
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Effect of Amazon Supply uncertain

Amazon - [am-uh-zon] noun

1. River in Northern South Amer-
ica; the largest river in the world

2. Fabled mythical race of female
warriors of Scythia near the Black
Sea; also in South America

3. Mostly green parrot

4. Large, strong and aggressive
woman

5. Large, strong and aggressive
$48B internet company; changed the
way books and other products are
sold throughout the world; See book-
store: extinct, quaint vestige of an-
other era where books made from
paper were once sold.

6. Recent entrant into Internet
hard-goods market; DBA amazon-
supply.com

or the last two years, I have
Fbeen saying that Amazon is the

wild card in our industry. On
occasion, I have lovingly called them
the “deathstar.” Their strategy is to
grow through disruptive innovation.
In other words, they are not looking
for ways to adjust or tweak their tar-
get markets, they are looking for
game-changing, revolutionary

* Inconceivable concept
just 20 years ago

It’s all in place now

* Web-savvy customers
* Find ways to partner

* Change is constant
DEAL WITH IT!

changes that eviscerate the existing
players. Frankly, I wasn’t smart
enough to know how or if they would
get aggressively into our industry. I
just knew that someone would.

Can their strategy succeed? Time
will tell. Years ago, I had a strategic
marketing job with a large company.
We attempted to chart a direction for
our part of the company by combin-
ing what we knew, what we could see
on the horizon and what we could
then imagine. We discussed business
strategies of the future based in tech-
nology and came to the conclusion
that many of the potential world
changing strategies could not succeed
without costly, unimaginable techno-
logical advances:

* The cost of high-speed commu-
nications would need to be essentially
zero. Access would need to be readily
and pervasively available (at the of-
fice, at home and in the car).

* The computer equipment and
storage needed for commerce would
need to be widespread at essentially
Zero cost.

* The interfacing technology
would need to be extremely conven-
ient, easy-to-use and broadly avail-
able to all types of customers.

* Broad adoption of the interfacing
technology would need to be in place
prior to launching such a strategy.
(The cost of introducing such bleed-
ing edge, business altering technol-
ogy would be expensive and risky for
the early entrants into this arena. Mis-
steps and problems might risk the
company’s future.)

Your Web Storefront.

Your Way.

R

Most ERF web storefront solubions keawe you ooking
e gveryone sise. We'e Different,

Wee deveiop thoughtful web storefronts Your Way.
Boecause we believe that's the way it should be.

«= A Bt weorks with Your ERP...

" s:hmln

Wikt gu-ipioom

PROFMOOLE MG, 314.872.9199

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

* The actual product delivery
process would need to allow landed
product costs for the buyer that would
be equal to or less than a local brick
and mortar physical distribution in-
frastructure. Said another way, you
build warehouses to minimize trans-
portation costs associated with get-
ting the hard-goods to the installer in
a timely manner. As delivery
processes improve, many customers’
needs can be adequately served
through more distant distribution cen-
ters and thus there is less need for a
local presence. (This has been at the
heart of physical distribution theory
since there was physical distribution
theory.)

* Transportation would need to be
able to deliver product across great
distances for delivery in 1 to 2 days.
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BY RICH SCHMITT
Management specialist

others have built significant internet
businesses that already skim some of
the highest margin business off the
top. I think they will probably be the
first target for AmazonSupply but I
am certain they are after a lot more
that Grainger’s business.

* Don'’t give up Internet sales to
e-wholesalers without a fight —
Some of your customers already want

You need a wehstore, if only to retain your existing
customers who want to order online and will switch
over to competitors who have a webstore. If your
competitors are sleeping or bucking the trend, you might
even take some of their tech-savvy customers in the process.

At the time we pretty much came
to the conclusion that all 6 fundamen-
tals were impossible.

What a difference a couple decades
can make. Our crystal ball didn’t see
the Internet becoming a pervasive util-
ity like electricity, water and sewer, the
cost of storage and computers drop-
ping to a fraction of the cost nor did
we see logistics companies who could
deliver next-day or 2nd-day across the
country at reasonable costs.

So here are my thoughts on the
topic:

e The infrastructure is in place —
As 1 described above, if you had
asked me years ago whether their ap-
proach was viable, I would have said,
“no.” Now, however, they are inher-
iting many of the ingredients required
for this strategy to work and to be
fair, they have pioneered and evolved
some of the ingredients themselves.

* Don’t Panic — Frankly, I don’t
expect that there will be widespread
panic throughout hard-goods whole-
saling. Even today, our industry
moves pretty slowly in adopting new
products and technologies. I don’t ex-
pect we will see the impact of this
new entrant for years — but I always
take note when a $48-billion com-
pany makes a very dramatic leap into
our industry.

e Don’t bury your head in the sand
hoping that they will go away — The
hard-goods world is changing at a
faster rate than ever before. There is
clear direction toward the use of the
internet and technology. Grainger and

to use the Internet to buy product, to
prepare quotes or to review informa-
tion about their account. Some of
them, currently or very soon, will
want to access this information from
their Androids and iPhones or tablet
computers. Amazon Supply is bring-
ing additional focus to the concept of
buying hard-goods products and sup-
plies on the Internet. You should not
ignore this change. You must con-
sider how you will address this reality
to defend your customer base.
(Daughter Jen, our unabashed direc-
tor of sales, asked that I remind read-
ers that Schmitt ProfiTools helps
wholesalers to get online or to up-
grade your existing store with read-
able, searchable content and pictures.
You can complain to her about this
gratuitous plug at jen@go-spi.com.)

* Industry changes are being driven
by sinister outside forces — Namely,
customers in the form of consumers
and purchasing agents. Can you be-
lieve it? The manufacturers and whole-
salers controlled everything from
product to pricing for decades. Now
the access to information is allowing
customers to assert their will to de-
mand and purchase what they want.
Like the weather, you can adapt to it
but you cannot change it.

* Don'’t discount Amazon Supply’s
sincerity and abilities — If you look
at their webstore, you can quickly
see that they have invested a bunch
of money in developing their site
and store.

(Turn to Amazon is here... page 86.)
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Hansgrohe:
Exciting

new products,
bright outlook

ALPHARETTA, GA. — Hansgrohe
headed into the second quarter of the
year with positive momentum and
upholding its pledge to the environ-
ment, its community and its employ-
ees. It is investing in its U.S.
workforce and exporting many of its
American-assembled, German-engi-
neered products to emerging markets
overseas.

Describing itself as “always mov-
ing forward,” Hansgrohe is also
launching a number of game-chang-
ing offerings including the Comfort-
Zone concept featured in the Metris
and Focus lines, new showerpipes,
additions to the popular PuraVida
collection and pressure balance trims
with diverters in different styles and
finishes. In May, Hansgrohe’s de-
signer brand, Axor, debuted its highly
anticipated Axor Bouroullec collec-
tion in the U.S.

Russ Wheeler, president of Hans-
grohe North America, commented,
“Four months into the year we had al-
ready achieved many of our goals.
Business is exceeding our expecta-
tions, and the forecast overall looks
positive.”

Hansgrohe has hit several mile-
stones so far in 2012, including as-
sembling its 100,000th  iBox
all-in-one rough and launching two

Eastern Penn honors vendors, reps

Pictured left to right: Steve Ritsema, regional sales manager, Liberty Pumps;
Gary Jones, marketing manager, EPSCO; Curt Schad, Efkay Sales; and John
Minor, Water Systems product manager.

WILKES BARRE, PA. — Eastern Penn-
sylvania Supply named Liberty
Pumps of Bergen, N.Y., its Affiliated
Distributor MVP (Most Valuable
Partner) Vendor at their 2012 Field
Marketing Summit. Also honored at
the event were Cash-Acme/Shark-
bite, Birmingham, Ala., as the
EPSCO MVP Vendor and Bob Fisch,
NH Yates Company, Cockeysville,
Md., as the John Grothaus Memorial

Award winner for most valuable
manufacturing representative.

All three were recognized for their
aggressive sales efforts through train-
ing, contractor calls and participation
in counter days, dinner meetings and
EPSCO’s annual Silver Dollar Days
trade show. Their efforts, along with
the sales team of Eastern Penn, re-
sulted in sales growth with each
EPSCO salesperson.

successful Manhattan and Atlanta-
based product sample libraries, which
offer local A & D the opportunity to
loan popular models for up to a week
at no cost. Hansgrohe’s Facebook fan
base has also grown from 3,000
“likes” at the end of 2011 to close to
12,000. The recent Twitter re-launch

OBITUARY
Jack Guterman, retired
president of American Valve

GREENSBORO, N.C. — Jack Guter-
man, retired president of American
Valve Manufacturing Corp., died on
April 30 at the age of 93. He was
married to Fernanda K. Guterman for
59 years until her death in 2000. A
son, Steven P. Guterman, also prede-
ceased him in 1973.

Guterman grew up in Brooklyn,
N.Y., and graduated from the Univer-
sity of Pennsylvania Wharton School
of Business in 1940. He then enlisted
in the Navy and went to Officer’s
Training School in Annapolis, Md.
He saw action in the Pacific and
achieved the rank of Lieutenant
Commander.

Following World War II, Guter-
man moved to Catskill, N.Y., to take
over management of the family busi-
ness, American Valve Manufactur-

ing Corp, where he served as presi-
dent for more than 30 years. After
his retirement from American Valve,
he started his own successful con-
sulting company, which he ran until
his death.

He was ex-
tremely active in
the Catskill com-
munity, where he
lived for more
than 60 years. He
leaves a legacy of
leadership,  in-
tegrity, commu-
nity service and
devotion to his
friends and fam-
ily, who will miss him dearly.

Donations may be made to the Nan
Guterman Foundation.

Jack Guterman

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

looks to garner similar results.

With increased production at the
factory due to more business abroad,
the Hansgrohe Alpharetta-based team
has grown in numbers. With that in
mind, the company has implemented
additional employee benefits, includ-
ing resource centers, on-site classes,
such as English as a Second Lan-
guage and 100% tuition reimburse-
ment for those who are in school and
qualify. In addition, Hansgrohe offers
a scholarship program for college-
aged junior and seniors. The com-
pany also continues its support of
several local charities and regularly
donates to national nonprofits.

Visit www.hansgrohe-usa.com.
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Distributors see
strong 12 start

CorLumBus, OHio — HARDI an-
nounced North American HVAC/R
average distributor sales for March
2012 were up 11.5%. HARDI’s
monthly Targeted and Regional Eco-
nomic Dews for Distribution Strate-
gies (TRENDS) report showed growth
in six of seven U.S. regions; in fact,
five were in double digits.

“The annual growth rate improved
for the third straight month, rising
above 3.0%),” said HARDI economist
Andrew Duguay. “March sales, on
average, were 11.5% higher than
March 2011, building off the 9.6%
February gain. The activity at the dis-
tributor level is also being reflected
in national consumer data. Retail
Sales (deflated ex autos) has also
shifted to higher growth rates in 2012
(from 1.7% in January to 1.9% in
March). This is a positive confirming
indicator for the current HARDI dis-
tributor growth rate trend.”

Days Sales Outstanding (a measure
of how quickly customers pay their
bills) crept up for the seventh time in
eight months, increasing to over 52
days. Distributor productivity reflected
by sales per employee bucked a seven-
month decline by rebounding more
than 22% from last month’s figures.

“Optimism is high as we see distrib-
utors stocking up more strategically for
strong anticipated demand this sum-
mer,” said HARDI executive vice
president and COO Talbot Gee. “Light
commercial markets appear to be a
source of unexpectedly strong growth,
and the early heat has provided a nice
jump start to the cooling season.”

“Distributors’ unitary sales are also
starting off 2012 strong across most
product groups, but with an acceler-
ating movement to 13 SEER and R-
22 products. Recent OEM reports of
exceptional preseason order volumes
support our forecast for a strong uni-
tary market in 2012,” concluded Gee.

Visit www.hardinet.org

System’s Inform

software Version 77 released

SANDY Hook, CoNN. — DDI Sys-
tem’s inform software has expanded
its support of multi warehouse func-
tionality, gaining added tools in pric-
ing and overall profitability and more
ways to improve inventory efficiency
and expand product lines than ever
before. DDI continues its tradition of
innovation and exceptional value
with this free upgrade for DDI Sys-
tem inform subscribers.

New integrated features of Version
77 include: Warehouse Specific Pric-

ing (maintain separate costs and list
prices by warehouse location to in-
crease gross profits); Restricted Items
by Customer (using certification codes,
identify products on hand for specific
customers); Consignment Warehous-
ing (create and replenish consignment
warehouses for customers); Cut Mate-
rial Handling (break products into
smaller component products while fac-
toring in costs) and much more.

Visit www.ddisys.com or call DDI
for a demonstration at 877/599-4334.
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Storehouse of World Vision
presents Grystal Vision Awards

CHIcAGO — The Storehouse
of World Vision held its an-
nual Crystal Vision Award
presentation during the
Kitchen & Bath Industry
Show in Chicago. The event
is an opportunity for busi-
nesses and individuals
throughout the kitchen and
bath industry to join to-
gether in celebration of the
impact they make by giving
their resources to improve
the lives of American fami-
lies in need.

Efrain Perez, corporate re-
lations director of World Vi-

Lyle Hunnicutt, president of
RainTree Associates LLC, ac-
cepts the Robert P. Atkins
Lifetime Achievement Award.

sion, gave the invocation and was fol-
lowed by an official welcome from
Suzie Williford, past president of the
NKBA. Guest speaker Lou Rohl,
COO of Rohl LLC, presented reflec-
tions on Rohl’s efforts to give back.

The Crystal Vision Award was
presented to Kohler Co. and ac-
cepted by Rachel Kohler, group
president — interiors, who spoke of
Kohler’s commitment to tackling
poverty and serving those less fortu-
nate. In the past year alone, Kohler
donated $6 million worth of prod-
ucts to the Storehouse.

HD Supply was recognized as Part-
ner of the Year. Daniel G. Mclnerney,
director of regional distribution for
the Northwest, accepted the award.
The Robert P. Atkins Lifetime
Achievement Award was presented to
Lyle Hunnicutt, president of Rain-

Tree Associates LLC.
Sponsors of the Crystal Vision
Breakfast were Elkay, Fortune

Brands, Globe Union/Gerber/Danze,
Grohe America, Inglis Foundation,
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Kohler, Nielson Expositions, Snyder
Diamond, SharkBite & Reliance
Worldwide, Your Other Warehouse/
The Home Depot and NKBA.

In the past year alone, Kohler
donated $6 million worth of
products to The Storehouse.

The Storehouse of World Vision is
the National Kitchen & Bath Associ-
ation’s Charity of Choice, supporting
many of the industry’s great compa-
nies in their philanthropic efforts.

Visit www.worldvision.org.

Rachel Kohler Lou Rohl

, VLS
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Habegger — 60 years and going strong

CINCINNATI — The Habegger Corpo-
ration was founded by Fred Habegger
Sr. in 1952. Over the next 18 years,
Fred established a legacy that he
hoped would survive him by many
years. According to a statement is-
sued by the company, just before
Habegger died in 1970, he told his

HASECCER

son Fred Jr. that the long-term sur-
vival of the family business was now
in his hands. He was confident that
Fred Jr. would not only be able to
lead the company through the second
generation but also to transition it
successfully into the third generation.
Those are pretty good marching or-
ders for a young man of 31.

With the partnership of brothers
Tom and Jim and sister Sue, the com-

pany was successfully managed for
the next 32 years. Their success was
historic as the second generation of
Habegger grew the company from a
single back-alley warehouse into one
of the most dynamic Bryant and Car-
rier distributors in the country.

It’s been said that transitioning a
family business successfully into the
second generation is very difficult
and into the third almost impossible.
With that in mind, John Dorr was
hired in 2002 as the new CEO and the
potential bridge to the third genera-
tion. In the past nine years, Dorr has
led the company to new heights of
performance and, at the same time,
has prepared Brian Habegger and the
entire management team for the chal-
lenges ahead. Brian was promoted to
president of The Habegger Corpora-
tion on January 1, and the transition
to the third generation continues.

Hopefully, some time in the dis-
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tant future Fred will be able to say
to his son Brian, “You’ve done a
nice job leading the third genera-
tion; now it’s about time to begin
thinking about the fourth.”
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The Habegger family would like
to thank their wonderful customers,
employees and vendor partners for
their friendship and loyalty over
these past 60 years. Those are two
special gifts that will always be
cherished.

Visit www.habeggercorp .com.

Nu Flow San Diego relocates

SAN DiEGO — Nu Flow’s San Diego
office and corporate headquarters re-
cently moved to a larger lot at 7710
Kenamar Court to accommodate the
extensive growth of the company.
The new office is 3,550 square feet
bigger than the old building and is
two stories tall. The new warehouse
is bigger and the parking lot is twice
the size of the old lot. This increased
space has allowed the San Diego in-
stallation team to add more crews to
better serve customers.

The office building will house Nu
Flow’s international training center,
where a growing number of techni-

cians and licensees throughout the
world will be able to visit, learn and
train to use in-place technologies.
This training center will prepare em-
ployees and global partners’ crews to
fill the international demand for the
company’s unique solutions.

Nu Flow continues to expand in the
southern California market and
emerges as an industry leader for
small-diameter pipe system rehabili-
tation. Within the past year, Nu Flow
has been able to change its focus
from residential properties to com-
mercial properties, where interest and
business has greatly expanded.

Conyngham receives award

WILKES BARRE, PA. — Local business-
man George G. Conyngham Jr. re-
ceived the Outstanding Commitment
to Children award, presented by Chil-
dren’s Service Center (CSC) on April
11 at the organization’s 150th anniver-
sary luncheon at the East Mountain
Inn. The award was presented annually
between 1983 and 2007 at CSC’s an-
nual meeting and was revived this year
in honor of CSC’s sesquicentennial.
Conyngham is president of Eastern
Pennsylvania Supply Company in
Wilkes-Barre. He has been active with

Children’s Service Center since 1983,
following in the footsteps of his father,
Guthrie, his uncle Jack and his grand-
father William H. Conyngham, who
was one of the early directors of CSC’s
predecessor institution, the Home for
Friendless Children.

The Conyngham family has served
the children of Wilkes-Barre and north-
east Pennsylvania for more than 100
years. George Conyngham has been a
member of CSC’s board of directors
since 1985 and served as chairman of
the board from 1989 to 1991.

0BITUARY
William ‘Bill’ Barto 1941-2012

William Barto, a highly respected
sales professional in the stainless
PVF market for over 50 years, passed
away on May 7 in Niagara Falls,
N.Y., after a brief illness. He was best
known for his 35-year career working
for Robert-James Sales, retiring in
2007 as executive vice president. He
also served on the company’s Board
of Directors.

The company hired Barto in 1973
soon after it was founded by partners
Robert Glidden and James Bokor, the
source of the company name Robert-
James. Barto often commented that
he stood for the “dash” between these
two names. He began as the first out-
side salesman based in Buffalo.

Next he opened the Cleveland of-
fice and served there as branch man-
ager for a few years. At his
retirement, Robert-James Sales had
grown to be the largest stainless PVF

distributor in the field with regional
warehouses and offices in eight cities
from Minnesota to New Jersey.

Barto was known for his profes-
sionalism, which he instilled in the
many salesmen he
trained and man-
aged over his 35-
year career with
Robert-James.
During that time
he also served
eight years on the
board of the In-
dustrial ~ Piping
Division of the
American Supply
Association. His first jobs in the
piping field prior to joining Robert-
James were in the warehouse and
outside sales for Case Elderfield and
Hyson Supply, both in Niagara
Falls, N.Y.

William Barto

* Be sure to visit www.thewholesaler.com for web exclusive articles and videos! ¢
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Bruce Martin announces release of his
newest book, ‘Tiger in the Toilet Tank’

WEST CONSHOHOCKEN, - PA. — Bruce
Martin, inventor of the pressurized
flushing device technology (a.k.a.
flushometer tank), has recently re-
leased his latest book entitled Tiger in
the Toilet Tank. It’s an in-depth look
into Martin’s journey as he searches
for a less wasteful way to flush toilets
with the invention of his flushometer
tank, which eventually came to
spawn a revolution in North Ameri-
can toilet design and led to better than
a 20% overall reduction in domestic
water usage.

Spread out over 14 chapters in
three parts, Martin’s well-told and
expertly documented story is one of
resolute persistence and entrepre-
neurial adventurism. Readers will
quickly come to realize that without
his vision and dedication to his cre-

ation, Martin’s pressure flush might
never have been launched, and it
probably would never have become
the viable product that is today, by
serving an important need in the
plumbing industry.

As mentioned in the foreword,
Martin doesn’t ponce and he doesn’t
pose. His writing throughout the
book pulls no punches and models
his management style — it’s straight-
forward, forthright and is very witty.
Readers will be delighted to read
about the artistic voyage he under-
took while developing the product
throughout the late *70s, as his origi-
nal plan was developed and then
failed before being reinvented with a
new purpose and marketing plan,
which ultimately lead to its reintro-
duction in the early 80s.

Armed with that early marketing
success, Martin was able to sell the
rights to his Flushmate flushometer-
tank to the Sloan Valve Company in
1986.

Stories, recaps, personal observa-
tions and historical narratives are
ripe for the taking in Tiger in the Toi-
let Tank. Surely, this book will prove
to be a very interesting and inform-
ative read for both product managers
and engineers, but really anyone
with a penchant for product design
and function will come away with an
appreciation for Martin’s vision and
skill as an inventor.

At the very least, this book should
be required reading for anyone who
has spent any amount of time work-
ing in the plumbing industry.

Tiger in the Toilet Tank is avail-
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‘Tiger in the Toilet Tank’ follows Bruce
Martin’s search for a less wasteful way
to flush toilets, culminating in the
Flushmate flushometer tank.

able directly from the publisher at
www.infinitypublishing.com and
online in print or electronic versions
at Amazon and Barnes and Noble
websites.
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C&C Industries are the
valves to reckon with—
providing powerful
solutions for your project.

e Multiple industry design and
test standards performed

e Certified quality that
meets or exceeds industry
standards*™

e High quality products with
a proven track record for
successful performance

e Qver 25 years of
manufacturing expertise
utilizing state-of-the-art
equipment

e Competitive edge pricing

e Same day service for
quotations and shipments

*“(API6D / APIGFA / API6OT7 /
NACE MR-0175 / CE-PED)

C&C Industries operates
through world-class
manufacturers’ representatives
and distributors.

Or contact C&C directly.

C&C Industries, Inc.
10350 Clay Road, Suite 250, Houston, Texas | 877-996-9911 | jbrown@candcvalve.com | www.candcvalve.com
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Creating a powerful sales plan

ield salespeople have a unique
Faspect to their jobs: They must

decide what to do every mo-
ment of every day. The need to make
these decisions — where to go, who
to see, who to call, what to do — dis-
tinguishes the sales profession from
most others.

I’ve often thought that the quality
of decisions, more than any other sin-
gle aspect, dictates the quality of a
salesperson’s results. Consistently
make effective decisions, and your
results will improve. Make thought-
less, habitual or reactive decisions
and your results will be sub-par.

One of the ways to ensure that you
make good decisions about your sell-
ing time is to create a comprehensive
sales plan, a written, thoughtful set of
decisions about the most effective
things you can do. A sales plan
should be the result of some good
thinking, wherein you analyze and
prioritize a number of different as-
pects of your job.

Annual planning retreat

The first part of a good sales plan
is a personal annual planning retreat.
Set a day or two aside every year to
engage in some serious planning.
Turn off the phone, shut down the e-

the number of high-potential cus-
tomers with whom you want to in-
crease your business. Regardless of
what your goals are, an annual, writ-
ten, specific set of goals is the begin-
ning of a sales plan.

Next, give some thought to your
basic strategy for accomplishing
those goals. If you are going to ac-
quire 20 new customers, for example,
exactly what are you going to do in
order to accomplish that annual goal?
Express those thoughts on paper.

Classify all your accounts by their
potential. Rank them in order, iden-
tify those with the highest potential
and then plan to spend more time
with them.

Re-organize your filing system;
throw out the obsolete hard copies
and delete the unnecessary electronic
files.

Monthly plan

You should develop a more de-
tailed plan every month. Produce a
one- or two-page document that con-
tains your specific commitments to
the most effective actions. Once
again, you need to analyze and prior-
itize your efforts in regards to a num-
ber of issues.

First, your monthly objectives:

The creation of a sales plan is not a simple,
one-time event. Rather it is a discipline that
involves a commitment of time and thoughtfulness
at specific intervals in the year. It is also not just
an administrative requirement but a powerful tool
that enables a professional salesperson to consistently
make good decisions ahout the most important
guestion he/she faces: Where to go and what to do?

mail and immerse yourself in deep
thought about the coming year.
Begin by specifying a series of an-
nual sales goals. What, specifically,
do you want to accomplish this year
in your job? I recommend no more
than five specific goals. Typically,
one of these goals describes the total
volume of sales dollars you want to
create; another may describe the
number of new customers you want
to acquire; yet another may relate to

* Sales plan is a written
document, thought out

» Set specific, realistic
goals for each year

* Plans should be
monthly, weekly, daily

* A good plan is power!

What do you want to accomplish rel-
ative to the annual goals that you set?
If you said you wanted to sell $2 mil-
lion worth of goods this year, how
much do you have to sell this month?
Each of your annual goals should
have a monthly component.

Next, address your prospects and
customers. In order of priority, in
which prospects and customers
should you invest your time? That
priority often takes the form of a me-
thodical and objective ranking into
categories — typically A, B and C —
based on potential. The sales plan
then describes your plan for coverage
of the As and Bs.

Analyze and prioritize your efforts
related to those CTM (Closest to the
Money) opportunities within your
territory. What are you going to do to
bring each of them to fruition? Spec-

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

ify each, the dollar amount of the op-
portunity, and what your actions
should be.

Your company may have certain
key products or product lines that it
wants to emphasize. What will you
do this month to increase sales of
those product lines? What specific
actions will you take, in which spe-
cific accounts?

Finally, what will you do this
month to improve yourself? What
classes or seminars will you attend?
What books will you read? To which
CDs will you listen?

This plan does not address every
action you will take, but rather the
most effective actions. You can note
these things on a page or two. Don’t
think that you can keep everything in
your head and skip the discipline of
writing it down. Writing down each
specific action and strategy, whether
it’s on a yellow pad or in a computer
document, forces precise thinking.
The written word also makes your
commitment much deeper than if the
idea is locked in your head.

After you have completed this
monthly sales plan, it’s time to work
out your schedule. Lay out a plan for
each day for the next 30 days. Where
will you plan to be, and who will you
plan to see? Concentrate first on the
priorities from your monthly plan.
Then fill in the non-priority calls.

You and I both know that your days
will rarely go according to plan.
Without a plan, however, you will
have totally given up the ability to
control and manage your time. A plan
gives you something to fall back on,
something to refer to, some bench-
mark by which to measure the con-
stant and urgent demands on your
time.

So, there is an annual component
to your sales plan, as well as a
monthly discipline. But you are not
finished yet.

Weekly plans

You need to reorganize and recom-
mit to your monthly time and terri-
tory plan each week. Adjust your plan
based on what actually happened the
previous week. For example, if you
didn’t get to see an A account last
week, can you see them this week in-
stead? Make your adjustments and, at
the end of the week, spend some time
planning and preparing for the up-
coming week.

Daily plans

Finally, you need to plan each sales
call. What do you want to accom-
plish? What do you need to prepare
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BY DAVE KAHLE
Sales specialist

in order to accomplish it? Again,
you’ll be more focused and more
committed if you write down a spe-
cific outcome that you would like to
achieve. Keep in mind that sales is a
process, consisting of a series of steps

Regardless of what
your goals are, an
annual, written, specific
set of goals is the
heginning of a sales plan.

that the buyer and seller take to come
to a good decision. Your planned out-
comes should be narrow and specific.
“Acquire the information I need in
order to structure a proposal” is much
more specific than, “Sell this ac-
count.”

The creation of a sales plan is not
a simple, one-time event. Rather it is
a discipline that involves a commit-
ment of time and thoughtfulness at
specific intervals in the year. It is also
not just an administrative require-
ment but a powerful tool that enables
a professional salesperson to consis-
tently make good decisions about the
most important question he/she faces:
Where to go and what to do?

We have a number of resources to
help you do this. Consider our “Kahle
Way® Selling System” and read the
book, Ten Secrets of Time Manage-
ment for Sales People. If you are a
member of The Sales Resource Cen-
ter ™, consider Cluster CL-88, Plan-
ning, or Pod-38, Strategic Planning
for Sales People. |

Consultant and trainer Dave Kahle
helps distributors and wholesalers
boost sales and sales productivity.
His well-regarded book, “How to
Excel at Distributor Sales,” is avail-
able from the National Ass'n of
Wholesaler-Distributors. His free on-
line newsletter, “Thinking About
Sales,” is available at webpage
www.davekahle .com/mailinglist.htm.
He can be reached at The DaCo
Corp., 15 Ionia S.W., Ste. 220, Grand
Rapids, Mich.49503; tel. 800/331-
1287, fax 616/451-9412, e-mail
info@davekahle.com, website
www.davekahle.com.
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Acrylic with Innovex® Technology
Aqua Glass gains ground

with new shower and bath products

CHICAGO — Since Aqua Glass intro-
duced its new Acrylic with Innovex®
material in 2011, its new products are
gaining momentum in the market-
place. Mary Jo Martin, editorial di-
rector of The Wholesaler, caught up
with Chris Yankowich, president of
Masco Bath, during KBIS to talk
about the success of INNOVEX tech-
nology.

Acrylic with Innovex® technology
has had a strong impact on the Aqua
Glass business. “Our wholesale part-
ners and all of the customers in the
supply chain (plumbers, builders and
consumers) have experienced imme-
diate improvements to their business
and their baths as a result of investing
in Acrylic with Innovex technology.
Specifically, INNOVEX is a higher

quality product which allows for
fewer callbacks for the wholesaler
and the plumber and an overall more
satisfied customer base,” said Yankowich.

According to Yankowich, the IN-
NOVEX technology has helped im-
prove the profitable product mix for
wholesalers, which has favorably im-
pacted their revenue generation. Sell-
ing INNOVEX technology products
means that wholesalers no longer
need to compete at the contractor gel-
coat price points.

Aqua Glass wholesalers agree. In
speaking with Mark Nicklas, vice
president of sales at Nicklas Supply
in Cranberry, Pa., he confirmed the
positive impact INNOVEX technol-
ogy has had on his business. “The
Aqua Glass INNOVEX [product] has

AcorN ENGINEERING CoMPANY INTRODUCES

ENHANCED WATER COOLERS AND DRINKING FOUNTAINS
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been a tremen-
dous success for
Nicklas Supply,”
he said. “It’s half
the price of
acrylic and the
product is ap-
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pealing to con- The Aqua Glass I 500 Series bathing products, now avail-

s um®&ers

. able in biscuit color, are available in shower and bathtub

Contractors find shower configurations.

it appealing be-

cause it doesn’t have that fiberglass
rough backing. It’s stronger and
there is less potential damage at the
job site. Builders also like it for all
those reasons and the fact that it
comes now in white and biscuit
color options.”

Clay Taylor of Southern Pipe in
Jackson, Miss., summed up his de-
scription of the new Aqua Glass
INNOVEX technology product by
saying, “In my opinion, INNOVEX
is the only new product introduced
recently that benefits the plumber, the
wholesaler, the builder and the con-
sumer. We’ve gotten behind it and
discontinued gelcoat last year. We
sold 300-400 units with unbelievably
low damage to the product during in-
stallation. It’s a great product.”

And Don Maloney, president of
Coburn Supply also weighed in on
how it has affected their builder busi-
ness: “[INNOVEX technology] fits
real well with the builder because of
the ease of installation and it has little
damage arriving at the job site and
during the installation. We’ve had
good success with builders.”

Wholesalers are not the only ones
to see a change in their business due
to the introduction of Acrylic with In-
novex® Technology. Masco Bath,
owner of the Aqua Glass brand, has
also been impacted by INNOVEX
technology. “There are three strong
areas of impact to the Masco Bath/
Aqua Glass business since the intro-
duction of Acrylic with Innovex®
Technology: manufacturing, quality
and innovation,” explained Yankowich.

Aqua Glass took the opportunity to
reduce its overall manufacturing foot-
print, eliminate outdated manufactur-
ing operations, improve environ-
mental areas and reduce overhead
where it made sense as it invested in
the new technology.

“Aqua Glass has exited the one-
piece contractor gelcoat category,”
said Yankowich. “Our investment
and our wholesale partners’ success
in converting builders and plumbers
to INNOVEX have allowed us to

make this smart decision. Customers
concerned about environmental qual-
ity can specify Acrylic with Innovex®
technology with confidence, knowing
it carries the independent GREEN-
GUARD™ certification. INNOVEX
is our future and we believe it is be-
ginning to revolutionize the bathing
category.”

The second area of impact to Aqua
Glass is in product quality. “Improv-
ing quality is is one of the best ways
to enhance customer satisfaction,”
noted Yankowich. “Acrylic with In-
novex® technology provides the plat-
form for a stronger product that
significantly reduces quality issues in
our factory and in the field.”

The third area of impact is innova-
tion. Yankowich explained how its
parent, Masco Corporation, encour-
aged Masco Bath to invest in new
INNOVEX material technology.
“And, we’re not stopping with just
the material,” he said. “This research
and development has opened the door
to new products, new applications
and new ways of delivering profits to
our customers. It is not just about IN-
NOVEX. We are listening to what
our customers need and will continue
to develop innovative solutions.”

What is next from Yankowich and
his team? Acrylic with Innovex®
technology is just the beginning of
Masco Bath’s “Next Generation In-
novation Product Pipeline.” Keep
reading The Wholesaler for more ex-
citing news in the coming months.

Editorial director Mary Jo Martin
catches up with Chris Yankowich,
president of Masco Bath, at KBIS in
Chicago in April.

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



STAINLESS AND ALLOY WELD FITTINGS AND FLANGES

QUALITY

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.

CORE(F5PIPE

Piping Solutions That Fit.®

~PICOR" ~=TUBELINE" ~TUBETEC" ~=BRITE LINE’

STAINLESS

170 TUBEWAY DRIVE / CAROL STREAM, IL 60188 / 630.690.7000 / WWW.COREPIPE.COM

See contact information on page 90
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Panasonic Advanced Ventilation Solutions—
1993 20016 240(0[6

—

Whisperyziing - Wilspery wispersreer  Wilsper,

VENTILATION. VENTILATION.

Quiet Solution Retrofit Solution ASHRAE 62.2 Compliance Multi-Family Solution
-Quiet -Low Profile Solution -Low Profile 3-3/4 inch depth
-Energy Efficient 5-5/8 inch depth -DC Motor with -UL listed for ceiling or wall
SmartFlow™ Technology installation




Follow the Leader

Panasonic is proud to be recognized by the EPA for the third consecutive
year, garnering their most prestigious ENERGY STAR® honor, the Sustained
Excellence 2012 Award. Sustained excellence is precisely what we strive

for as evidenced by our legacy of providing high-performance ventilation
solutions. From our introduction of our quiet fans nearly 20 years ago, to our
innovative DC motor technology that revolutionized the industry in 2006, to
this year’s leading-edge models with LED lighting, we continue to demonstrate
outstanding leadership, year after year.

Panasonic Ventilation—Always the Innovator
Learn more at panasonic.com/ventfans

A Legacy of Innovation

2007 2011 2012

Wisper - sperseyse WIS Recessed
Balanced Air Solution Cal Green Compliance Solution Design Solution
-Ceiling Mount Spot ERV -Dual Motion & Humidity Sensor -Recessed Fan/Light
Technology

Panasonic ideas for life

See contact information on page 90
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We offer unbeatable quality,
selection and pricing.

Consolidate to reduce inventory,
increase turns.and improve fill rates.

Attention Agencies:
JMF is now recruiting!

Join a winning proposition as an
authorized JMF representative.

Sea our ad in the classified section of
this publication or visit our website 4

Select territories availa

(800)397-3739

JMFCOMPANY.COM
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Achievement update with Terry Brock

For business success —

make it easy!

ou and I both know that today’s world
Ykeeps us very busy and we don't want to

get into the complicated. When some-
thing is complicated, we tend to avoid it.

For you in business, you want to make it very
easy for people to deal with you:

 Think smooth.

e Think easy.

e Think fun.

This is the way people gravitate to you and
want to be around you, know you and yes, do
business with you. The less smooth, easy and
fun it is to do business with you, the more they
will shy away from it.

This means you also want to make buying
from you very easy.

Think about Apple. As I type this, they have
announced yet another new, cool, gotta-have-it-
yesterday product. We love how easy Apple
makes it to use their products. When they have
something, we think of many ways that using
that iPhone, iPad, MacBook Air, etc. etc. makes
our life easier.

Price is a third or fourth consideration. And it
is not just about the “coolness” factor (which is
diffidently there). It is about the enhanced pro-
ductivity we get and things we couldn't do before
that make life better.

You also have to make it easy for you to learn
and get something done. For instance, I send a
lot of personal videos to individuals I know. I do
this now because I have experimented a lot with
various options. Now I can send a video that is
very impressive to a prospect and make it mean-
ingful to that prospect.

This is something that gives me a competitive
advantage.

However, I had to pay the price in learning
how to do it. Most people will not. I sure hope
my competitors are too lazy to try and try and try
to get something right. Most people give up after
a few failed attempts.

Make it easy in business for people to do busi-

BY TERRY L. BROCK
Technology/marketing specialist

ness with you. Make it easy in your personal life
to learn and acquire new knowledge. Make it
easy to connect with important people. This helps
for you in learning and getting your job done. It
helps with customers as they prefer to do busi-
ness with people where doing business is easy,
fun and value-packed.

How can you make your work more easy?
How can you enhance the easy part of working
with you? I'd love to hear from you. Let me —
and the rest of the world — know by leaving
your comments on the blog post.

This week I’ve made it extra special for you.
You can choose between reading the text, listen-
ing to an enhanced audio podcast (MP3 stream-
ing or download) or watch a video. Hey, you can
experience any or all you want! You’re welcome!
Enjoy, share this with your friends and staff. I
really look forward to your comments on the
blog post. Thank you! Here’s your link to all the
goodies:  terrybrock.com/make-it-easy/?awt_
[=70YoJ &awt_m=Ij6xI3fnAjplZ4 |

Terry Brock is an expert in Relationship Mar-
keting showing business leaders how to estab-
lish, build and maintain mutually-beneficial
relationships. He leverages Social Media to help
generate serious business. Find out about what
he can do for you at www.TerryBrock.com or
connect on Twitter @TerryBrock or facebook
.com/MarketerTerryBrock.

Prosource Supply opens new facility

GREENVILLE, S.C. — ProSource Supply, a
plumbing and hardware supply house with loca-
tions in upstate South Carolina and western
North Carolina, opened its newest location in
Anderson, S.C. The 15,000-square-foot facility,
located at 1104 Salem Church Road on the pre-
vious site of Community Supply, provides an ex-
tensive range of plumbing parts and supplies for
both commercial and residential projects.

Shawn Dawson will serve as the general man-
ager for ProSource in Anderson. Dawson has 22
years of experience in the industry.

“The Anderson location will enable us to better
serve our customers throughout the Upstate,”
said ProSource president Grover Martin. “Our

goal is to open the plumbing showroom by the
third quarter of this year.”

ProSource Supply is locally owned and inde-
pendently operated, with four locations serving the
Carolinas. The Greenville, S.C., and Henderson-
ville, N.C., locations offer full counter service as
well as showrooms featuring luxury products for
kitchens and baths. The Anderson and Spartan-
burg locations offer full counter service to provide
a complete line of plumbing parts and supplies for
commercial and residential projects.

The ProSource Anderson supply house is open
Monday through Friday from 7 a.m.-5 p.m., and
Saturday 8 a.m.-12 p.m. Phone 864/225-0012.

Visit www.prosourcesupply.com.

* Be sure to visit www.thewholesaler.com for web exclusive articles and videos! ¢
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Liberty’s complete line of
Pro-Series sewage packages
feature simple access and removal
of floats without pulling the pump
or disconnecting the plumbing.

| EH '”.ui e Schedule 80PVC Discharge Pipe
e Separate Inspection Cover
e Integral Rubber Gaskets
e 41 Gallon Capacity

Pro370

20" x 30" System

Pro380

Shallow 24" x 24" System (shown)

Liberty Pumps

Innovate. Evolve.

www.libertypumps.com Inc.
5000

Copyright © Liberty Pumps, Inc. 2009 Al rights reserved. 8 O o - 54 3 _25 5 O
One of Americas fastest growing,

See contact information on page 90 privately owned companies.



Tapco 1s your one stop

source for OEM genuine

Cartridges
and Hoses for:
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Altmans
Andre Collection
AguaBrass
Artistic Brass
Barber Wilson
Broadway
California Faucets
Cifial
Cleveland Faucet
Concinnity
Docol
Dornbracht
Harden

Harrington Brass
Hastings-Vola
Jado
Kallista
Ondine
Opella
Paini
Paul Decorative
Phylrich
Reid Watson
St. Thomas Creations

S1gma
Sign of the Crab

THG
Wolverine Brass
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P.O). Box 2812

Pittsburgh, PA 15230 412-7T82-4300
See contact information on page 90
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John Martin’s message to
readers of Martin’s Corner

Editor’s Note: As many of you now by know,
John Martin was involved in a very serious ac-
cident in Vernon, Texas, in early April. A hitch
for a horse trailer on a pickup in the opposite
lane failed, and the runaway trailer struck Mar-
tin’s vehicle head on with a major impact.

Martin wanted to share an update with all of
you, and also to pass along his sincere appreci-
ation for all of your positive thoughts, prayers
and well wishes during his recovery.

Wednesday afternoon April 25. The

staff said although I was scheduled to
stay until at last May 3, I was progressing so well
that there was nothing else they would do for me
that could not be done as an out patient two to
three days a week with them — so that set up the
transition to out patient care.

“I went from the hospital Wednesday after-
noon directly to my personal private care doctor
to bring him up to speed and to check in with his
feelings to be sure they were in tune with all the
other doctors and if not why not! All was okay
to get started with the setting up of therapy ses-
sions, exams, new doctor meetings (broken neck
bone C-7), routine sessions, etc., etc.

“So, I currently have therapy/treatment ses-
sions on Monday/Wednesday/Friday each week
of various kinds and levels for two hours per day.

“NEWS FLASH — This huge neck brace (a
real pain in the neck) was scheduled to be worn
by me (constantly) for 10 to 12 weeks for the
healing and protection of the C-7 vertebra
(carotid artery passes through this bone area, so

¢ ‘Icame home from the rehab hospital

BY JOHN E MARTIN
PVF industry veteran

it’s a pretty critical area, huh?). Well, while see-
ing my surgeon recently, he informed me and
showed me complete new x-rays that now con-
firm the need for surgery on the neck as C-6 &
C-7 are cracked and truly must be repaired and
fused like now! Wow, a surprise for sure, but in
reality if all goes well, I will be back to semi-nor-
mal faster than just waiting to see what happens,
know what I mean?

“The other major piece of injury is the six
cracked ribs that are trying to heal. My goodness
they really hurt like crazy, but at times seems to
be a little less each day. I will keep you all posted
as to conditions, and I assure you as someone fa-
mous or infamous said one day, “I'LL BE
BACK!” There is yet lots to do for you from me!
And sincerely, thank you all so much for your con-
cern, care, cards, letters, flowers and candies!”

See ya back in the Corner real soon,

Love and Blessings to you all,

John ($6 Million and One Dollar Man) [ |

Maryland geothermal
heat pump RPS bill passes

WASHINGTON — The “Renewable Energy Port-
folio Standard - Renewable Energy Credits - Ge-
othermal Heating and Cooling” bill (SB 652 and
HB 1186) has passed in Maryland. The legisla-
tion effectively makes geothermal heat pumps
(GHPs) an accepted technology available for re-
newable energy credits (RECs) under the state’s
Renewable Portfolio Standard mandate.

The Maryland standard stipulates that electric-
ity suppliers (all utilities and competitive retail
suppliers) use renewable energy sources to gen-
erate a minimum portion of their retail sales, to
a level of 20% by 2022. Electricity suppliers
demonstrate compliance with the standard by ac-
cumulating RECs.

The legislation is the first of its kind in the U.S.
Among many industry and agency stakeholders,
the Geothermal Exchange Organization (GEO)
lent support and written testimony that were cru-
cial to the success of the measure. In late-2011,
GEO started work with the Maryland Energy Ad-
ministration (MEA) to change the state’s policy
and legislation regarding GHPs. Following a

stakeholders meeting in early December, MEA
increased existing incentive caps for GHP instal-
lations from $1,000 to $3,000 for residential
units and $10,000 for commercial units.

MEA Geothermal program manager Doug
Hinrichs noted several reasons for including
GHPs in the Maryland RPS:

* More technology options to meet renewable
energy procurement mandates;

* Reducing “first cost” of GHPs for home and
business owners;

* Increasing local economic development
(well drillers, heat pump installers, HVAC indus-
try) and

* Reducing the use of conventional energy, in-
cluding coal, nuclear and fuel oil.

“Utilities that harness this distributed, thermal
renewable energy resource at a scale large
enough to earn RECs will also improve their an-
nual load factors. Higher annual load factors pro-
vide a downward pressure on electricity prices,”
said GEO president Doug Dougherty.

Visit www.geoexchange.org.

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



IT°S TIME TO UPGRADE
YOUR SUPPLY GHAIN!

From China To Your Dock Without The Middleman!

CONTAINERS (FCL)

From China Factory direct

to your dock
(North/Central/South America)
Turn time: 60-90 days

MIX CONTAINERS VARIOUS GOODS
/ VARIOUS MANUFACTURERS (FCL)
From Factory or from our

inventory (China) direct to your dock
(North/Central/South America)

Turn time: 30-90 days

PALLETS (> 3 cubic M) Shipped
immediately from China

(in-stock inventory) to Your dock.
YES, we maintain inventory in China!
Turn time: 1 week to 40 days,

air or sea freight option.

CARTONS OR PALLETS
from our US. Warehouses
to Your dock. Same day

PVC e CPVC » PPR © SCH-40 » SCH-80 * NYLON « BRASS ¢ DUCTILE IRON « MALLEABLE IRON FITTINGS ¢ CLEAR PVC  STEEL PIPE

e

405 Butterfly
“As low as” $13.30

i

464 True Union Ball Valves
%" As low as $0.95

801 Ductlle Iron Gate Valve

3” As low as $63.79 -

600 Brass F/P Ball Valve

12” As low as $1.81

e R

CPVC SCH-40 & SCH-80
Price Available Upon Request

L

shipping to your dock with I? E : 400 PVC Ball Valve
99% fill rates. %" As low as $0.26
Turn time: 1-7 days =

NOT YOUR FATHER’S SUPPLY CHAIN!

AFD Faster, better Lean 21st Century distribution! Western management, Western quality i R

- L
control, Western insured, but with the China price! Distribution, sourcing, OEM product t} j
development services, private label program, and consulting services available.

"""\c_#'-t

CLEAR PVC SCH-80
Price Available Upon Request

ASIA FACTORY DIRECT
www.AsiaFactoryDirect.com
sales@asiafactorydirect.com

305-400-4462

AFD Worldwide Distribution Locations: SEE [y Gl el

USA
USA./ (.:hma ! Hong.] Kong / . SANAEA ' Factory Direct Shipping
Dominican Republic / Serving North, SOUTH AMERICA USA
Central, & South America and the Caribbean. CENTRALC':'\A:EFE/%Q CANADA
SOUTH AMERICA
CENTRAL AMERICA

STOCKING REP & SALES REP OPPORTUNITIES CARIBEAN

AVAILABLE IN CERTAIN LOCATIONS.

PLEASE CONTACT US FOR INFO. . .
See contact information on page 90
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General celebrates 90 years of innovation;
marks role in founding NHS

NEW YORK — General Tools & In-
struments is celebrating a remarkable
milestone: the 90th anniversary of
product innovation from its head-
quarters in New York City. General is
also proud to call attention to its role
in launching the first-ever National
Hardware Show.

At the end of World War I, as the
last American troops returned home
from “over there,” the nation’s hard-

The first NHS was held at New
York City’s Grand Central Palace
in March 1946 and attracted
about 300 manufacturers.

ware industry was poised to fulfill the
dreams of young families eager to
build their first homes. At that time, the
“Hardware District” of lower Manhat-
tan burst with small businesses produc-
ing hand tools and home furnishings.
Today, only General remains.

The NYC hardware industry of the

mid-1940s, while comprised largely
of family-run businesses whose own-
ers were friendly competitors was, in
reality, rather fragmented. Then, one
pioneering member of this circle
brainstormed what would become a
monumental idea: Bring together
hardware makers and sellers not only
in the city, but throughout the nation,
to showcase their products and the
entire industry. That pioneer was Abe
Rosenberg, founder of General Hard-
ware Manufacturing Company (now
General Tools & Instruments), and
that showcase event was the first Na-
tional Hardware Show.

The first NHS was held at New
York City’s Grand Central Palace in
March 1946 and attracted about 300
manufacturers. Today, the show is
held at the Las Vegas Convention
Center and boasts more than 2,000
exhibitors and 20,000 attendees.

General Tools & Instruments began
as General Hardware in 1922 as the

brainchild of Abe and Lillian Rosen-
berg. In its inaugural year, General in-

troduced what was then a
revolutionary specialty item, the egg
slicer. In its early days, the company
developed numerous other “hard
goods,” offering a full-range of domes-
tic and professional items from
clothesline pulleys and screen-door
hardware to specialty hand tools. With
Lillian running the store, Abe took to
the roads of New York and New Eng-
land, searching for machine shops to
manufacture his tools. By 1930, he had
outsourced a small line of specialty
items, including circle cutters, metal
punches and pocket screwdrivers.

For the next 40 years, Abe contin-
ually generated new product ideas for
commercial and consumer use. Upon
his death in 1977, his daughter

oo
0 o0

See contact information on page 90

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

OC CREATHERM

Radiant Floor Panels

Creatherm radiant floor panels,
manufactured out of BASF Styropor”
and Neopor® EPS, offer contractors
an innovative foam installation
process that saves time and money.

= Easily Installed Interlocking Panels
* Precise Tube Layoul

« Excallent Tharmal Insulation

« Eco-Friandly Building Material

« Incredibly Durable

« Fungi Rasistant

« Reduee Labor Cosis

TO ORDER CALL:

1.888.925.5484

Visit ug on b wab for moes mlfcmaton on
our products and o 1hey can help you.

www.creatherm.com
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Dorothy (Weinstein) took the reins
and continued to augment the scope
of General’s product offerings.
Today, General Tools & Instruments
remains very much a family business,
owned and operated by Dorothy’s
sons Gerald and Martin. General has
expanded its product line to include
more than 1,500 specialty tools and
instruments designed to meet the
most demanding needs of profession-
als, technicians, craftsmen and DIY-
ers in a wide variety of trades.

Visit www.generaltools.com.

OBITUARY

Michael Burr,
national sales
manager,
Holyoke Fittings

It is with deep regret that Holyoke
Fittings Inc. announces that Michael
W. Burr, the company’s national sales
manager, died after a brief battle with
cancer on May 17 at JFK Haven Hos-
pice. He was surrounded by his lov-
ing family. Born in Panama in 1946,
Burr grew up in Alabama, and he and
his wife raised their family in New
Jersey.

For the past three decades, Burr
was a committed friend, colleague
and mentor to all in the plumbing and
HVAC/R industries. He will be
greatly missed by all he touched.

Burr proudly served an enlistment
in the United States Navy. He was a
lifetime member of the Read Valley
Fish & Game Club in NY; a Piscat-
away Little League and Babe Ruth
coach; an avid hunter and golfer; an
international traveler and a Mason.

Most importantly he was a loving
husband, father, brother and grandfa-
ther. Burr is survived by his wife of
46 years, Kirsten, sons Michael and
Matthew, sister Gene and six grand-
children.

Visitation was at the Piscataway
Funeral Home, 18 Stelton Road, Pis-
cataway, N.J. 08854, phone number
732-968-2828. To send your online
condolences to the Burr family,
please visit: www.piscatawayfuneral-
home.com.

Interment took place on Tuesday
May 22 at the Brigadier General
William C. Doyle Veterans Cemetery
in Wrightstown, N.J.

At the request of the family, dona-
tions in Mike’s name may be made to
JFK Haven Hospice, 65 James Street,
Edison, NJ 08818, phone number
732-321-7769.

For further information, call 718-
649-0710.
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When your building sees
30,000 workers every

day, you need sustainable
plumbing products that

not only look good, but

also last. We called Zurn. ’ ’

i b

RETROFIT AND REPLACEMENT SOLUTIONS

A complete line of products for any project. A 100-year history of quality and innovation.

= N
And the lowest life-cycle costs in the industry. When it comes to total building solutions for z URN
®

your water needs, one name stands above the rest. Zurn. For your next retrofit and replacement

project, give us a call. We'll listen.

- N\ N\ “ zurn.cgm
&

e 3

£ 375XL Lead-Free
o Reduced Pressure .
\_ Sensor Flush Valves ) \_ Principle Assembly ) \Flush Valve DlaphragmsJ

1.855.0NE.ZURN

See contact information on page 90






A NAME YOU TRUST
FOR QUALITY AND
TRACEABILITY

Weldbend has been a recognized leader for domestically manufactured carbon
steel butt-weld fittings and flanges adhering to strict ASME specifications, made
from only the highest quality steel. Weldbend maintains a large inventory of
both fittings and flanges, complete with full traceability, in A234-WPB, A105,
MSS SP-75 WPHY-52 and MSS SP-44 F52.

Weldbend offers products ranging from %2 inch through 60 inches, both in
fittings and in flanges; of various classes and schedules. Weldbend offers flanges
in classes 150, 300, 600, 900, 1500 and 2500; available with RT] facing. We also
offer a range of both fittings and flanges in schedules Std, XS, $80, S160 and
XXS. Other schedules available upon request.

Call Weldbend today for a quote on your next specified job!

6600 South Harlem Avenue Argo, lllinois 60501-1930 re. (708) 584-1700 rax (TOB) 458-0106 www. weldbend.com
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Master Distribution

Standard Plumbing Supply
evolves through

innovation

BY MARY JO MARTIN
Editorial director

ow celebrating 60 years in
business, Standard Plumbing
Supply has continued to

grow and evolve thanks to innovative
distribution concepts, including a
master distribution segment that now
accounts for 20% of total sales.
Founder Dale Reese is considered
by many to be the originator of self-
service wholesaling in this industry

—he later referred
to the concept as
“an open store.”
Reese was a World War
IT veteran who served under
Gen. Patton. When he returned from
service, he attended NYU under the
GI Bill and earned a masters degree
in retail merchandising. Reese in-
terned at Macy’s and Gimbel’s in the
millinery and fine china departments
before returning home to Utah. After
serving in sales for another whole-

saler, he decided to

start his own busi-
ness. Much was
changing in the retail
store landscape — Sam Walton
had recently converted his first Ben
Franklin franchise to self service —
and Reese believed that self-service
was the way to go.

“It changed the way people looked
at wholesaling, and it was an adjust-
ment for our customers,” said
Richard Reese, the founder’s son

Management team members are (from left): Joey Gray, head of purchasing; Diane Magario, showroom director; Richard
Reese, president; Dave Freeman, vice president; Matt Freeman, showroom services and procurement; and Matt Larsen,
sales manager.

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

Richard Reese, president

who is now president of the company.
“Now our customers are very used to
it, and it’s proven successful for
everyone concerned.”

A unique footprint

The unique geography of Stan-
dard’s territory also required them to
organize their operations a little dif-
ferently than many — setting up a se-
ries of satellite stores in the late
1990s. In total, Standard operates 64

(Turn to The original... page 34.)

“A lot of the smaller
towns were used to
only getting wholesale
deliveries a couple of
times a week. We thought
there was a good market
for a physical store
where they could buy,
anytime they needed,
material.”



WHAT YOU NEED...

WHEN YOU NEED IT.

From the ordinary to the hard to find, Central Distribution Sales is the
proud master distributor to independent wholesalers across the United States.

Top Brands * Competitive Pricing * No Minimum Order * Fast Delivery
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Contact our dedicated CD Sales team today by phone, email or fax.

CD Sales. Your one-stop source for plumbing, heating, pumps, pipe, valves & fittings,
HVAC, refrigeration, LP gas and industrial plastic supplies.

Call: 800.828.0557 <D
Email: cdsales@fwwebb.com M

Fax: 603.218.2171 centraldistributionsales.com

See contact information on page 90
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The original ‘open store’:
Standard Plumbing Supply

(Continued from page 32.)
locations with 310 employees in eight
states: Oregon, Idaho, Wyoming,
Utah, Colorado, Nevada, Arizona and
California.

“We’re here in the Mountain
States and there is a lot of windshield

“We sort product the
minute it comes in and
send it right hack out.

We don't keep a lot

on our shelves here.

Gompany wide, we

typically have ahout
§24 million in inventory

at any given time.”

time between small cities,” Reese ex-
plained. “A lot of the smaller towns
were used to only getting wholesale
deliveries a couple of times a week.
We thought there was a good
market for a physical
store where they
could buy, anytime
they needed, mate-
rial. Many of our
locations are in
small towns. Each
store has a budget and
some autonomy on what they carry
because we don’t know or under-
stand their markets as well as they
do. They are serviced regularly by
our Stock Support warehouse in
Sandy as we get product in from ven-
dors. We have 19 tractors and 50
trailers that are hauling material to
our locations constantly.”

Stondord |
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In addition, Standard relies on auto
replenishment that is based on the
past 90 days’ history. If the branches
can’t sell product, they ship it back to
the headquarters, which then re-sorts
it and sends it to another location that

¢THE WHOLESALER® —JUNE 2012

has a bigger market for it. “We rarely
have to do vendor returns because we
can typically find a way to sell those
products through another branch. We
have a DC that follows the WalMart
(Turn to Standard... page 36.)
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THESE ARE THE ONES THAT WORK.

T .‘-—.
Exclusive design prevents dry ﬁrmg ‘ t \""'

High-limit switch with manual reset
Compact size mounts anywhere

Mini" & DHC are available in
sizes from 1.8 to 9.6 kW

Engineered in Germany to be the best.
Proudly made in Germany and the U.S.A.

800.582.8423

www.stiebel-eltron-usa.com

See contact information on page 90

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

Stiebel Eitron* Mini™ &J)HC
point-of-use tankless wat
heaters don’t fail like the
- competition’s. That eans yo
~ have fewer callbacks an haplil
~ customers. Stiebel Itro:
tankless electric an
largest seller. Instz
out why we are

STIEBEL ELTRON
Simply the Best

invented
is Europe’s
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NO PROBLEMS!

Wisit for a video demo
and to download test results, specifications, and
detailed product infarmation.

Before Sureseal After Sureseal

STOP

v Mew Construction v Repair & Retrafit
100% SAFE & EFFECTIVE!

ASSE 1072 Approved
ICC-ES Listed: PMG-1070 - |IAPMO Listed: C-4165

Trap Primer Replacement

SureSeal™ egliminates the need for expensive and filure prone
trap primers, yet blocks the emission of noxious sewer gases from
backing-up into living or work areas, SureSeal™ is cost effective,
simple to install, and easy to maintain; eliminating complex, tme
consuming, and expensive repairs when trap primers fail,

SureSeal ™ Inline Trap Sealers have been designed and
to universally fit standard drain configurations from rers
conforming to ANSVASME All 2.6.3 - using minimal SKL's,

Available in 4 sizes: 2", 3", 3.5" & 4"

« Mo Effective Flow
Restriction

= Suitable for both new
& retrofit applications

« Eliminate Callbacks

=« 10 year Limited Warranty

= Stops floor drain odors

= Resistant to lime scale and
microbiological growth

= Effective alternative to
trap primer replacement

= Fast & simple to Install

- No special tools or
silicon needed

« Frevents insects

from escaping

the drain

Ideal for use in the
following applications:

« Washroom Drains
» Shower Drains
« Basement Drains

« Qutdoor Drains
« Condensation Drains

See contact information on page 90

« HYAC & MaintenanceAreasi™

y
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Master Distribution

Standard Plumbing Supply a
60-year hit with customers

(Continued from page 34.)
platform on inventory. We don’t put
it on the shelf and pull it again, which
I believe allows us to offer a broader
depth of inventory than many. We
sort product the minute it comes in
and send it right back out. We don’t
keep a lot on our shelves here. Com-
pany wide, we typically have about
$24 million in inventory at any
given time.”

And when it comes to vendors,
Standard has built long-term relation-
ships with many of its channel part-
ners. They will add new vendors as
needed based on customer demand.
Reese emphasized that, “We’re really

responding to the demand that has
been created in the marketplace by
the manufacturer, rather than trying
to convince the customer to switch.
We want to fulfill our customers’
needs rather than dictate to them.”

Last fall, Standard acquired MWI,
a Southern California-based plumb-
ing wholesaler with two locations,
which gained the company entry into
the WIT buying group. According to
Reese, “We’ve actually been able to
double our remittances through WIT
compared to our prior buying group
in just a few months.”

Showrooms have also played a key
role in Standard’s growth over the

e
i
Jﬂ
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All of Standard’s stores are serviced regularly by its Stock Support warehouse as
product comes in from vendors. Standard has 19 tractors and 50 trailers that are
hauling material its locations constantly.

/i
A Stondord
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Showrooms have also played a key role in Standard’s growth over the years.
Under vice president Dave Freeman’s direction, the company has increased its
showroom footprint and now has 48 showrooms that range in size from 1,000
to 14,000 square feet.

The Sandy, Utah, store’s neat aisles. Standard’s founder Dale Reese is often
credited as the innovator of the ‘self-service wholesaling’ concept. ‘It changed the
way people looked at wholesaling,’ said his son Richard, now president of the
company, ‘and it’s proven successful for everyone concerned.’
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See cnntact mfnrmatmn on page 90

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

years. Led by vice president Dave
Freeman, Standard has put a greater
emphasis on showrooms — a deci-
sion that has proven instrumental to
their business.

“We’ve always had a small space
for showrooms in our locations, but

“Obviously, brick and
mortar are not
necessarily important
in terms of location.
We're able to leverage
all the inventory into one
facility and it makes it
gasier for us to support
our customers.”

under Dave’s direction that has grown
tremendously. The fixture business
has become a significant part in our
growth. Our 48 showrooms range
from 1,000 to 14,000 square feet.
Most are located on well-traveled
(Turn to Providing... page 38.)




REFRIGERATION AND
AIR CONDITIONING
CONTROLS AT NEUCO

Compressors - Controls - Filter Driers - Filters - TXV’s

Our warehouse is your warehouse!

Neuco stocks so many HVACR Controls and OEM Replacement Parts,
there’s no other place quite like it!

AMANA/GOODMAN - CARRIER - COPELAND - DANFOSS - EMERSON FLOW
HENRY - ICP - JOHNSON CONTROLS - LENNOX - MCQUAY - NORDYNE
PARKER - RHEEM - SPORLAN - SUPCO - TRANE - YORK

Delivering when you want it, wherever you need it.

p—
— N EU : PHONE (800) 323-7394
INC. FAX (800) 453-9244
Master Distributor of HVACR Controls WEB WwWw.heucoinc.com
5101 Thatcher Road, Downers Grove, IL 60515

f Like us on Facebook - www.facebook.com/Neucolnc

See contact information on page 90
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Providing a much-
needed service

(Continued from page 36.)
streets. At our Sandy location, we have an electronic sign
on I-15 that 193,000 people pass by every day. Manufac-
turers can promote their products on the sign. Our con-
tractors and consumer customers are very loyal.”

Moving into master distribution

As Reese described, Standard’s master distribution
business, Showroom Services, was created in part to sup-
ply its own showrooms with just-in-time product.

Most of Standard’s customers — including their
own stores — place orders electronically. This allows
them to pull and ship inventory seamlessly. In fact, ac-
cording to Reese, very few of their orders are entered
by hand anymore.

He noted that while the master distribution segment
of their business is similar in that it is two-step distri-
bution to the customer, there are some unique differ-
ences. “Obviously, brick and mortar are not necessarily
important in terms of location,” Reese commented.

According to Reese, one of the factors
that has helped their master distribution
husiness expand is the fact that
manufacturers have created too many
SKUs — making it difficult for many
wholesalers to carry everything. So they
turn to master distributors like Standard to
shore up those offerings.

“We’re able to leverage all the inventory into one facil-
ity and it makes it easier for us to support our customers.
We have a different sales force — eight inside salespeo-
ple —for our master distribution business and a different
approach to sales. Actually that team of salespeople han-
dles very few orders. Instead, they provide
technical expertise, follow up with orders

and handle returns. The pricing is ex-
tremely slim, but unlike what we

often encounter in our traditional
wholesale business, it’s typically not

up for negotiation. Our master distri-

bution business is primarily high dollar-
per-pound items, rather than the commodity
side of the business.”

According to Reese, one of the factors that has helped
their master distribution business expand is the fact that
manufacturers have created too many SKUs — making
it difficult for many wholesalers to carry everything. So
they turn to master distributors like Standard to shore up
those offerings. In addition to selling to other whole-
salers, Standard’s master distribution arm also serves na-
tional and local retailers.

“I think there will always be a place for local and mas-
ter distributors,” Reese said. “The challenges with freight
and other factors make wholesalers a necessary business
to get products to customers. And master distributors
provide a much-needed service by rapidly getting the
right product in the right hands.” M

For additional information, visit www.standardplumb-
ing.com.

(See Master Distributor Directory on page 40.)

Master Distribution
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Standard Plumbing Supply
holds 12th Annual Product Show

nual product show on March 22 at its head-
quarters in Sandy, Utah. Founded in 1952 by
Dale Reese, this was a very special year as Stan-
dard Plumbing Supply is celebrating their 60th an-
niversary. “60 Years in Business” was the theme
for the product show. More than 2,700 guests at-
tended from eight western states. Customers had
their photos taken in front of a 1948 Chevy deliv-
ery truck, a replica of Standard Plumbing Supply’s
first delivery truck in 1952.
This was the company’s largest product show

S tandard Plumbing Supply held its 12th an-

to date with 137 booths and over 200 manufac-
turers and vendors. 2600 meals were served dur-
ing the show and while guests dined, a collage of
the most memorable highlights and factoids from
1952 played on a huge screen. Customers really
took advantage of product specials that day. They
played bingo to earn chances to spin Standard’s
wheel of fortune for cash and prizes. Hundreds
of door prizes were given away and one lucky
customer won the grand prize — a 47" flat screen
HD TV.
Visit www.standardplumbing .com.

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




Grinnell

Stainless Steel
G-PRESS Systems

® |deal fon a wide variety of process and utility applications

e A variety of gaskets are available to meet most
piping needs (EPDM, Nitrile, and Flouroelastomer)

e Available sizes: V4 inch to 2 inches

* Leak-Before-Press feature identifies unpressed fittings
e Corrosion-resistant 316l Stainless Steel .
H

Now For Use with
Schedule 5 and Schedule 10 Stainless Steel Pipe

Cut Pipe Insert

Crimp
Squarely Fitting

with Tool

WARRANTY

SEA tyco

See contact information on page 90
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Advance Tabco

200 Heartland Blvd.
Edgewood, NY 11717
Phone: 631/242-4800
Fax: 631/242-6900
www.advancetabco.com

Advanced Stainless
& Alloys Inc.

8266 Phlox St., P.O. Box 97
Downey, CA 90241

Phone: 562/869-7321

Fax: 562/869-7820

AlV L.P.

7140 W. Sam Houston Pkwy. N. #100
Houston, TX 77040

Phone: 713/462-4181

Fax: 713/462-4187

www.aivinc.com

Allied GrouR
7200 Mykawa Road
Houston, TX 77033
Ph.: 800-969-5565
Fax: 713-799-1007
www.allied-grp.com

Allied Plplnlg
Products PA Inc
P.O. Box 878

Oaks, PA 19456
Phone: 610/666-5950
Fax: 610/666-7606
www.alliedpiping.com

APC

4433 South Drive
Houston, TX 77053
Phone: 713/926-1490
Fax: 713-926-1440
www.apchouston.com

BAVCO

20435 S. Susana Road
Long Beach, CA 90810
Phone: 800/458-3492
Fax: 310/639-5231
www.bavco.com

Boshart Industries
25 Whaley Ave.
Milverton, ONT

Phone: 519/595-4444
Fax: 519/595-4830
www.boshart.com

The Brenner Company
55 Jiffy Rd.

Somerset, NJ 08875

Phone: 732/873-1500

Fax: 732/873-8847
www.thebrennercompany.com

Cambridge-Lee
Industries

P.O. Box 14026
Reading, PA 19612
Phone: 610/926-7325
Fax: 800/255-7317
www.camlee.com

C.D. Sales

160 Middlesex Turnpike

Bedford, MA 1730

Phone: 781/272-6600

Fax: 781/275-3354
www.centraldistributionsales.com

Central Components Mfg.
Phone: 1-800-882-7783

Fax: 1-800-882-9765
www.centralcomponents.com

Conbraco Industries
701 Mint Hill Road
Matthews, NC 28105
Phone: 704/841-6000
Fax: 704/841-6087
www.conbraco.com

Control Supply Corp.

6 Ditomas Court

Copiague, NY 11726

Phone: 631/789-5100

Fax: 631/789-3885
www.controlsupplycorp.com

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

Crawford Su p

751 Rohlwing

Itasca, IL 601 43

Phone: 630/285-1274

Fax: 630/875-0038
www.crawfordsupply.com

Decorative

Plumbing Distributors
4200 Business Center Dr.
Fremont, CA 94538

Phone: 510/580-3030

Fax: 510/580-3045
www.decorativeplumbing.com

Distech Controls

4005B Boul. Matte, Brossard, QUE
Phone: 800/404-0043
www.distech-controls.com

Dodson Global

5650 East Ponce de Leon Ave.
Stone Mountain, GA 30083
Phone 770/481-7333

Fax: 770/491-1590

Toll-free 888/433-1433
www.dodsonglobal.com

Economy PIumbln

& Heating Supply

875 Morton Street

Boston, MA 02126

Phone: 800/636-3222

Fax: 857/598-1586
www.economyplumbing.com

Ferguson

10205 10th Ave. N.,
Plymouth, MN 55441
Phone: 763/797-7000
Fax: 763/797-7011
www.ferguson.com

Forgings

FIan es é( Fittings

(see also Global P|pe Supply
and Global Stainless Su pplg)
8900 Railwood Drive Suite
Houston, TX 77078

Phone: 713/695-5400

Fax: 713/695-4016
www.onestoppvf.com

Global Pipe Supply
(see also Forgings,
Flanges & Fittings and
Global Stainless Supply)
8900 Railwood Dr.
Houston, TX 77078

Ph: 713-890-5089

Fax: 713-980-5099
www.onestoppvf.com

Global Stainless Supply
see also Forgings, Flanges &
ittings and Global Pipe Supply)

8900 Railwood Dr., Suite A

Houston, TX 77078

Phone: 713/890-5089

Fax: 713/980-5099

www.onestoppvf.com

HD Supply

3100 Cumberland Blvd., Suite 1700
Atlanta, GA 30339

Phone: 770/852-9079
www.hdsupply.com

Hirsch National Sales
7142 E. Slauson Ave.
Commerce, CA 90040
Phone: 800/445-1600

Fax: 800/895-1477
www.hirschnational.com

Industrial Valco

3135 E. Ana Street

Rancho Dominguez, CA 90221
Phone: 310/635-0711

Fax: 310/635-5201
www.industrialvalco.com

Ironbound

Valve Actuation

146 Jackson St., P.O. Box 5210
Newark, NJ 7105

Phone: 973/589-5209

Fax: 973/589-4859
www.ironbound.com

JCR

Distributors

6400 Maple Ave., Ste.950
Dallas, TX 75235

Phone: 800/442-6096
Fax: 888/854-3798
www.jcrdistributors.com

J-K

Enterprises Inc.

525 S. 16th Street

La Porte, TX 77571
Phone: 281/470-6530
Fax: 281/470-6551
www.jkenterprises.com

J & L Valve

& Fitting Corp.

8801 Edgeworth Dr.
Capitol Hgts., MD 20743
Phone: 301/336-7676
Fax: 301/336-7142
www.jlvalve.com

Kelly Pipe

11680 Bloomfield Ave.
Santa Fe Springs, CA 90670
Phone: 562/868-0456

Fax: 562/863-4695
www.kellypipe.com

KSD-Kessler
Sales & Distribution
500 Green St.
Woodbridge, NJ 07095
Phone: 800/526-5104
Fax: 800/438-7823
www.ksdusa.com

Kolson Inc.

653 Middle Neck Rd.,
Great Neck, NY 11023
Phone: 516/487-1224
Fax: 516/487-1231
www.kolson.com

M.A. Stewart

& Sons Lid.

P.O. Box 258

Surrey BC V3T 4WB
Phone: 604/594-8431
or 800/594-8431

Fax: 604/594-4335
www.mastewart.com

M.A. Stewart

& Sons (USA) Ltd.

803 Pressley Rd., Suite #107
Charlotte, NC 28217

Phone: 704/527-0722

Fax: 704/527-0791
www.mastewart.com

Maintenance
Metals LLC

1215 Lathrop St.
Houston, TX 77020
Phone: 713/673-0095
or 800/435-9952

Fax: 713/673-0094
www.mainmetals.com

Martin

Walshin Inc.

70 Saw Mill River Rd.
Hastings-on-Hudson, NY 10706
Phone: 800/431-1521

Fax: 914/478-1901
www.walshin.com

McCullough

Steel Products Inc.
1717 McCullough Blvd.
Tupelo, MS 38801
Phone: 666/844-2948
Fax: 662/842-4390

McJunkin

Red Man Corporation
2 Houston Center

909 Fannin, Suite 3100
Houston, TX 77010-1011
Phone: 877/294-7574

Fax: 713/655-1477
www.mcjunkinredman.com

*THE WHOLESALER® —JUNE 2012

Merit

Brass Comp an\é

One Merit Dr.; P.O. Box 43127
Cleveland, OH 44143

Phone: 216/261-9800

Fax: 800/726-9880
www.meritbrass.com

Metropolitan Pipe
303 Binney St.
Cambridge, MA 02142
Phone: 617/492-6400
www.metpipe.com

Metropac

10 Annette Rd.; P.O. Box 9137
Foxboro, MA 02035

Phone: 508/698-3100

or 800/852-4328

Fax: 508/698-3121
www.metropac.com

Multalloy

8511 Monroe St.

Houston, TX 77061

Phone: 713/943-3544/800-568-9551
Fax: 713/943-3645
www.multalloy.com

Pipe & Suppl
ipe u

1211 Kress PPl
Houston, TX 77220
Phone: 800/869-5731
Fax: 713/867-0738
www.merfish.com

Neuco Inc.

5101 Thatcher Rd.
Downers Grove, IL 60515
Phone: 800/323-7394
Fax: 800/453-9244
www.neucoinc.com

Newdell Company
13750 Hollister Road
Houston, TX 77086
Phone: 877/510-7853
Fax: 713/590-1319
www.newdellco.com

PAC Stainless Ltd.
P.O. Box 13510,
Seattle, WA 98198
Phone: 206/824-7780
Fax: 206/878-2475
www.pacstainless.com

PHAC Products Inc.
12 Access Rd.

Albany, NY 12205

Phone: 800/777-7422

Fax: 800/388-7422
www.phacproductsinc.com

Remco-Power
Plant Valves

721 Bill Myles Dr. W.
Saraland, AL 36571
Phone: 251/679-1333
Fax: 251/675-5088

Robertson
HeatlnﬂI
2155 W. Main
P.O. Box 2448
Alliance, OH 44601
Phone: 330/821-9180
www.rhsi.com

pIy Co.

Service Metal
Products Co.

4001 N. Kingshighway
St. Louis, MO 63115
Phone: 800/325-7820
Fax: 314/231-1821
www.servicemetal.net

Showroom Supply LLC
9150 South 300 West

Sandy, UT 84070

Phone: 801/209-8720

Fax: 801/255-7100
www.standardplumbing.com

Smith-Cooper
International

2867 Vail Ave.
Commerce, CA 90040
Phone: 323/890-4455
Fax: 323/890-4456
www.smithcooper.com

(Directory continues on page 42.)



$9.95 NEXT DAY AIR
In-Stock Items » 20 Lb Limit

SERVICE « SELECTION « DELIVERY

Master Distributor of Plumbing & Door Hardware

See contact information on page 90
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Southwest
Stainless Inc.

8505 Monroe Rd.
Houston, TX 77061
Phone: 713/943-3790
Fax: 713/948-5600
www.sw-stainless.com

emalg

Flange & Fitting Inc.
649 Lebanon Ave.
Williamstown, NJ 8094
Phone: 856/728-8530

Fax: 856/728-1304
www.specialtyflange.com

Ta Chen
International Inc.
5855 Obispo Ave.

Long Beach, CA 90805
Phone: 562/808-8000
Fax: 562/808-8125
www.tachen.com

TAPCO

P.O. Box 2812

Pittsburgh, PA 15230

Phone: 412/782-4300

Fax: 800/223-1067
www.tapcogenuinepartscenter.com

Team Alloys

7350 Roundhouse
Houston, TX 77078
Ph: 713-360-1060
Fax: 713-360-1069
www.teamalloys.com

Texas Pipe

& Supply Co.
2330 Holmes Road,
Houston, TX 77051
Phone: 713/799-9235
Fax: 713/799-8701
www.texaspipe.com

The :
Distribution Point
3242 Moody Pkwy.
Moody, AL 35004

Phone: 866/837-2550
Fax: 866/837-2517

WWW.
thedistributionpoint.com

The

Stock Market

P.O. Box 2940

Newport News, VA 23609
Phone: 800/467-8625
Fax: 800/909-7215

www.t
he-stockmarket.com

Trumbull
Industries

300 Dietz Road NE
Warren, OH 44483
Phone: 800/477-1799
or 330/392-1551

Fax: 330/392-2527
www.trumbull.com

United Logistics

of America

1101 Cornwall Rd.
Sanford, FL 32773
Phone 888/484-4030
www.unitedlogistics.net

United Pipe & Steel
83 Turnpike Rd.
Ipswich, MA 01938,
hone 800/777-7473
Fax: 978/356-5553
www.united-pipe.com

Universal

Alloy Valve & Fitting Co.
1111 Fellows Rd.

Houston, TX 77047

Phone: 713/434-8900

Fax: 713/434-0277
www.universalalloypvf.com

U.S. Metals Inc.
19102 Gundle Rd.
Houston, TX 77073
Phone: 281/443-7473
Fax: 281/443-6748
www.usmetals.com

Val-Fit Inc.

8360 Wilcox Ave.

Cudahy, CA 90201

Phone: 323/562 3440 (LA office)
or 678/775-4660 (Atlanta office)
Fax: 323/562-1638 (LA office)
or 678/775-4661 (Atlanta office)
www.valfit.com

*THE WHOLESALER® —JUNE 2012

(Directory continued from page 40.)

Valves

Unlimited Inc.

3572 E.T.C. Jester Blvd.
Houston, TX 77018
Phone: 713/956-5670

Fax: 713/956-7423
www.valvesunlimited.com

Watson

McDaniel Co.

428 Jones Blvd.

Limerick Airport Business Center
Pottstown, PA 19464

Phone: 610/495-5131

Fax: 610/495-5134
www.watsonmcdaniel.com

W.F.F. Fittings

& Flanges (Canada) Ltd.
7004K 5th St. SE, Calgary, AB
T2H 2G3

Phone: 403/255-9527

Fax: 403/252-4711
www.wff.ca

Your “other”

Warehouse

2900 Westfork Dr.

Baton Rouge, LA 70827
Phone: 225/947-7000
www.yourotherwarehouse.com

kkkkkkkkkkkkkkkkkkkkkkk

$59-4016 Series with
1/2"=%/4" Connections
15 GPM Capacity

$59-4000A
with %/s"=/"
Compression Fittings
5.5 GPM Capacity

DURABIL

ABILITY

Bradley’s Navigator® point-of-use valves mean

easy set-up and start-up, a single valve able to

accommodate multiple fixtures and compliant with

current and future lead-free plumbing laws. Navigator

valves are the perfect protection for homes, schools,

hospitals or other applications where temperature

regulation is a must. ASSE and cUPC certified.

800.BRADLEY

bradleycorp.com/point-of-use

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

See contact information on page 90
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CIPH gala supports Habitat for Humanity GCanada

TORONTO — More than 320 industry
members, spouses and guests at-
tended a spectacular gala evening in
support of Habitat for Humanity
Canada at the Fairmont
Royal York Hotel in
Toronto. The evening in-
cluded a silent auction fea-

wine collections, followed
by an outstanding performance by
internationally renowned impres-
sionist Martin Dubé.

“Since our partnership with Habitat
for Humanity began in 1994, mem-
bers have donated over $8.1 million
to Habitat for Humanity. CIPH mem-
bers continue to take pride and a lead-
ership role in addressing the need of
affordable and decent housing by
providing energy efficient modern
hot water heating systems and water
efficient plumbing products,” stated
CIPH chairman of the board Kevin

e 3 L
. x"'\- e
turing many wonderful B

CIPH.

Fullan (Flocor).

The 2012/2013 Fundraising Com-
mittee announced an aggressive
goal to raise $2.75 million in prod-
uct and cash for Habitat for
Humanity Canada by the
end of 2013. To date, in-
cluding proceeds from the
gala’s silent auction, mem-

- bers have generously do-
nated more than $533,000.

Thank you to the following major
donors who have already pledged
both product and cash to the
2012/2013 fundraising campaign. A
major donor is a company donating
more than $25,000 ($5,000 must be
in the form of a cash donation):

* A.O. Smith WPC Canada

* Aqua Tech Sales & Marketing/
Weil McLain Canada Sales Inc.

* Franke Kindred Canada Limited

* Moen Inc.

* Uponor Ltd.

e Usines Giant Factories

* Wolseley Canada.

The CIPH board announced that
the ninth CIPH-sponsored home

*THE WHOLESALER® —JUNE 2012

build will take place in Ottawa in
2012. A celebration event is being
planned for June 27 in conjunction
with CIPH’s annual business confer-
ence, June 24 — 26, 2012, in Monte-
bello, Quebec.

Visit www.ciph.com.

NKBA launches career center

HACKETTSTOWN, N.J. —The NKBA’s
Kitchen & Bath Career Center, found
at KitchenAndBathCareerCenter.com,
serves as one of the premier elec-
tronic recruitment resources for the

industry. Employers and recruiters
can access the most qualified talent
pool with relevant work experience to
fulfill staffing needs.

Job seekers can post their resumes,
where they can be discovered by in-
dustry firms looking for new employ-
ees and can easily search for the ideal
position, narrowing the search by

state or province, category, level,
type, country and education. Open-
ings can be filtered by salary, allow-
ing for even greater definition in
matching expectations between em-
ployer and employee.

The NKBA, in continuing to find
ways to meet the needs of the member-
ship and the industry, launched this tar-
geted career site so that companies of
all sizes in all areas of the kitchen and
bath industry can connect with their
ideal pool of candidates. In turn, qual-
ified professionals can maximize their
time in taking the next career step by
streamlining the search process.

Visit www.nkba.org.

e
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Four NEW Locations to Serve You

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

Coast to Coast Coverage
erior Service

Our NEW Locations

Our Existing Locations

ALLOYS: A-20, Duplex 2205, 317L,

347/347H, 321/321H, 3108, 904L, 410,

254 SMO, 316L, 304L, 304H, 316H,
Chrome (P-11, P-22, P-5, P-9, P-91)

/WVull

A Shale-Inland Company

www.multalloy.com

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

See contact information on page 90

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



The only place in PVF master distribution where you can get stainless, carbon, chrome, low-emp, duplex, alum
and, coming very soon, all that material on «»aar=es purchase order. If you aren't taking advantage of all The

Houston, TX Richmond, VA Los Angeles, CA
GSS 713.980.5089 804.228-8901 310.525.1865
FFF 713.695.5400 Indianapolis, IN Atlanta, GA

GPS 713.980.5089 317.898.0331 770.305.7002



iminum, hi-yield and nickel alloys from e»aar=es shipping point, on eeaaraes truck, with «»aarmes bil of lading
e Global Group of Companies has fo offer, you're wasting time and money. Get the advantage of «»anaraes, ioday!!
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«- State of the Industry

Werner speech
at KBIS focuses
on future opportunities

Creating

a buzz

BY MARY JO MARTIN
Editorial director

he buzz at this year’s Kitchen
T& Bath Industry Show wasn’t
just about the exhibits on the
show floor, although they were fabu-
lous as always. It was bigger than
that. In fact, the buzz this year came
from a place more powerful and in-
spiring than what we’ve seen at KBIS
for years — maybe decades.
Michael Werner, the CEO and
president of Globe Union and Danze,

Michael Werner, CEO/president
of Globe Union and Danze

gave an extremely informative and
forward-thinking State of the Indus-
try address to hundreds of show-
goers. The interactive, multi-media
presentation was entertaining, but
more than anything, it challenged the
industry to think and work differently
in months and years to come.

While I wish I could share the en-
tire presentation with you (it’s worth
watching it at www.danze.com/
SeeChangeConnect) here are some of
the highlights I think could motivate
you to act on Werner’s vision and po-
sition your business for growth and
success.

See.Change.Connect

Werner structured his presentation
around three main points:

* See — A look at the industry as we
know it. Where we were, where we
are today and where we’re heading
near-term.

* Change — An exploration of new

see. Ghange. Connect.”

e0S

technologies that are creating oppor-
tunities for the industry.

* Connect — An insight into how
we can all benefit by leveraging the
Internet to connect and create a new
business model.

His bottom line? “1 believe our in-
dustry is on the cusp of an exciting
transformation,” he said. “And if we
combine the potential of technology
and the internet, with our professional
expertise, our best days lie ahead.”

See: A state of the industry

Werner’s presentation started out
painting an unfortunate, but realistic
picture of where we’ve stood in re-
cent years.

“We went from over two million
housing starts and record remodeling
expenditures, to the mortgage crisis
and a kitchen and bath industry that
contracted by nearly 40%,” he said.

As an example of how one com-
pany paralleled the industry’s roller
coaster ride over the last decade,
Werner shared his professional expe-
rience as CEO of Danze.

According to Werner, 10 years ago
the market was hungry for a company
that combined fresh styles, finely
crafted products and affordable price
points. He helped build that company
and called it Danze. From the begin-
ning the company was very different
— playful and progressive. For years
they saw great growth — until the
housing crash hit.

“Instead of panicking, we did what
any strong organization should do,”
Werner said. “We analyzed our busi-
ness from top to bottom, identified
weaknesses and opportunities, and
made significant changes.”

It was during this time that Werner
and his team were inspired by Simon
Sinek’s book, Start with Why. They
turned inward and began an extraor-
dinary journey that revolved around
this idea: It’s not what you do; it’s
why you do it.

“This is a really powerful concept,”
stated Werner. “It got us thinking
about three critical questions that we
encourage each of you to ask about
your own business:

* Why do we exist?

* What do we believe?

* How do we bring our beliefs to
life?

“We reflected on how, day-in and
day-out, Danze products impact the

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

Michael Werner, CEO and president of Globe Union and Danze, delivered an
informative and forward-thinking State of the Industry address at K/BIS 2012.
The entertaining, interactive, multi-media presentation challenged the industry
to think and work differently in months and years to come.

lives of families and individuals on
an emotional level,” he continued.
“This ended up reaffirming that our
three questions were exactly the right
ones we should be asking.”

Hope in the industry

“The recent state of our industry
has been terrible — no amount of
sugar coating will make it better,”
said Werner. “And it’s been incredi-
bly painful for us and our whole
country. But there is hope. “

Werner went on to site these prom-
ising statistics:

* According to Hanley Wood, 2012
housing starts should grow by double
digits, albeit from historically low
levels.

* The NAHB estimates that there
are more than two million homes’
worth of pent-up demand.

* The prestigious Harvard Joint
Center for Housing Studies, projects
new household formations will aver-
age more than 1.2 million annually
over the next decade.

* An increase in home resales —
especially those abused foreclosures
— will also contribute to a recovery
in remodeling, as many homeowners
undertake projects within just two
years of buying an existing home.

* Although the $300-billion re-
modeling market fell 25% during the
housing crash, it’s rebounding. It’s
projected to grow at a 3% to 5% com-
pounded rate for several years.

* As consumers stay in their resi-
dences longer — especially the 60%
of Baby Boomers who plan to age in
place — they’re eager to improve
their homes.

* Kitchen and bath remodels con-
sistently top the list of most desired
projects with nearly $40 billion spent
annually.

* Remodeling activity will also be
driven by the increasing age of U.S.
housing stock, which at a median of
37 years, is now the oldest in history.

* Nearly 80% of homes are at peak
remodeling age!

Although the statistics are finally

starting to change in our favor,
Werner stated that to capitalize on it,
we must be responsive to the chang-
ing needs of our trade customers and
ultimately the homeowner.

“People now want products that
are not only cool and beautiful; they
want them to be ecologically
friendly as well,” said Werner. “And
people are busier than ever so
they’re looking for smart solutions
that save time and effort.”

Werner also pointed out that new
ethnic and demographic groups con-
tinue to enter the market. Their tastes
are likely to be different than those of

“Instead of panicking, we did
what any strong organization
should do. We analyzed our
business from top to bottom,
identified weaknesses and
opportunities, and made

significant changes.”
— Mighael Werner

the traditional baby boomer families
that led the market for decades.

“As kitchen and bath experts, we
must be responsive to the changing
needs of these customers,” he said.
“As form follows function, lifestyle
follows technology. If a new technol-
ogy makes life easier, more produc-
tive and fun, people will embrace and
eventually depend on it.”

The impact of technology

Technology is surrounding us each
day. But many in our industry are in-
timidated by it, confused by it, or
down right scared of it.

According to Werner, “One day
soon, technology will radically
change how your business, show-
room and design studio looks and op-
erates. The ‘winners’ of the future
will be those who learn how to suc-
cessfully integrate technology into
their daily businesses.”

(Turn to K/B... page 50.)
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50.

K/B industry looking forward

(Continued from page 48.)

He continued, “One thing’s for sure.
Future showrooms will be infinitely
larger. That’s because the showroom
experience will start with customers
visiting your virtual showroom, on-
line. So in addition to your profes-
sional expertise, shoppers will have a
heightened sensory experience. They
won’t just be looking around your
showroom; they’ll be living it — with
enhanced technologies such as holo-
graphic displays and virtual reality.”

Werner shared several examples of

“We believe there are real
opportunities for showrooms,
designers and wholesalers to
form mutually advantageous
commercial relationships with

e-commerce retailers.”

software tools that can help bring
spaces to life in today’s business
(ATS from Toronto, YF CAD from
China, 20-20 Technologies from
Montreal and others).

“A technology-infused lifestyle is
no longer aspirational, it’s life,” he
said. “Think of yourself as a con-
sumer. You’re accustomed to instant
gratification. You want what you
want how, where and when you want
it. In fact, we are all typical con-
sumers. And like us, our customers
utilize technology to learn about
home products, just as we all do
about music, books and travel.”

Traditionally, retailers have seen
online and physical stores as compet-
ing businesses. But according to
Werner, customers aren’t thinking
that hard about which channel is serv-
ing them — they just care about con-
venience and perceived value.

“A key question for our industry

sloan
performance
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State of the Industry

going forward has to be ‘How do you
communicate your perceived value
while seamlessly blending the physi-
cal and digital worlds?*” he said.

High tech, high touch

In recent years, the primary positive
effect of the Internet on the kitchen and
bath industry has been ever-present in-
formation. Unfortunately, the principal
negative affect has been pricing pres-
sure on showrooms. However, Werner
went on to explain how these two
worlds can, should and must live to-
gether in our industry.

Werner shared a key principal from
quantum physicist Michio Kaku’s
book, Physics of the Future, which he
calls the ‘caveman principal.” Accord-
ing to Kaku, we are biologically wired

*THE WHOLESALER® —JUNE 2012

our ability to adapt and change will
be the key to our growth and vitality.

“It begs the question: How can we
ride the Internet to grow our busi-
ness?” Werner continued.

This is where the vision of
See.Change.Connect comes in. “It’s
ultimately a vision of connectivity,
which will mean more sales and prof-
its for everyone. The bottom line ob-
jective is to create win-win
relationships between all the industry
players, including e-commerce sites,”
said Werner.

“We believe there are real opportu-
nities for showrooms, designers and
wholesalers to form mutually advan-
tageous commercial relationships
with e-commerce retailers. And based
on our conversations with several of

CRITICAL QUES

® I*th Ao we

exist? #

eWhat do we
believe?

O

e What is ocur
Furpﬂs:;:?

o

-g.f‘_.

Werner challenged his audience to ask themselves questions for which there are

no solid, hard-and-fast answers.

to prefer face-to-face communications.
Kaku believes there’s an ongoing com-
petition between High Tech and High
Touch. For example, sitting watching
TV versus getting up and interacting
with the world around us and why in a
wired world we still go to live concerts
and travel for pleasure.

“In this competition, we want
both,” says Werner. “It’s why con-
sumers do research online and then
walk into the showroom to touch
products in person. Now if all this is
true, then it’s safe to say that no mat-
ter how advanced our technology
gets, one-on-one communication will
never become extinct. In fact, rather
than technology separating us from
our humanity, it will most likely help
us rediscover it.”

The beginning of a new world

There is no doubt the Internet is
changing the way we do things. And,
with new technologies emerging
every day, our industry must stay
open to utilizing and extending these
technologies to our trade partners and
homeowners. According to Werner,

the leading etailers, we’re confident
that they agree.”

Werner explained that his Vision of
Connectivity is based on three basic
truths about today’s market:

* The Internet is phenomenal at
generating traffic, but lousy at closing
sales. Many K & B Internet sites have
millions of visitors each month be-
cause consumers love how easy it is
to find information. But for those
sites that sell products, the average
closure rate on-line is less than 2%.

* Showrooms and designers are
great at closing sales, but lousy at
generating traffic. Many showrooms
close 50% to 70% of their opportuni-
ties because consumers love design-
ers' great ideas and confidence. But
traffic is light and only 22 people visit
the average showroom per month.

e Combine these two truths with
the ‘high touch’ caveman principle,
and it’s easy to understand why most
home improvement shoppers re-
search on-line, but end up making
their purchases locally. If only we
could make meaningful connections

(Turn to Adapt... page 52.)
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State of the Industry

Adapt, change, prosper

(Continued from page 50.)
between the Internet and showrooms.
We could turn these weaknesses into
strengths, and drive more traffic to
showrooms, generating more sales
overall.

Although many of Werner’s exam-
ples that day were specific to design-
ers and showrooms, he believes there
will be new opportunities to link
plumbers, builders, remodelers and
wholesalers into the equation as well.
The more complex a project, the
more value showrooms, designers
and these other professionals add to
the process.

“Homeowners are more likely to
turn to a trusted professional when
selecting several items or designing
an entire kitchen or bathroom,” he
said. “The more difficult the project,
the lower their confidence and the
greater their need for guidance from
K&B professionals. And while con-

sumers may research online, they’re
less likely to purchase through an e-
commerce site if their project is com-
plicated,” Werner continued. “So
now the challenge is: What’s the best
way to get the online eyeballs the
help they need?” he said.

Werner went on to explain an ac-
tionable strategy that benefits trade
partners, homeowners and etailers:
the Portal-2-Prosperitysm.

This collection of specific technol-
ogy and marketing based initiatives
will bring the See.Change.Connect
vision to life. Every initiative is de-
signed to enable participants to link
with other players in the channel as a
way to grow sales and profits.

To help jumpstart the efforts, Danze
(of which Werner is CEO and presi-
dent) will be spending much of this
year introducing several initiatives to
its partners. Here are just a few:

e Like the “Fan Cam” at a sporting

*THE WHOLESALER® —JUNE 2012

There are more than two million homes’ worth of pent-up demand, and 2012 hous-
ing starts should grow by double digits. As consumers stay in their residences
longer, they want to improve their homes; with nearly 80% of homes now at peak
remodeling age, that’s a lot of potential business.

to consumers in their area.

* Danze will also offer tools that
will help their registered showrooms
showcase designers on their websites.

* For even greater exposure,
Danze will offer designers and
showrooms outbound marketing op-
portunities and link them to third

(Turn to Thriving... page 54.)

event, the first concept is a designer
showcase that displays great work
while generating meaningful leads.
This also builds traffic for show-
rooms, and links them to designers,
manufacturers and other internet
sites. Danze will be launching a new
website this summer that will connect
registered designers and showrooms

Get On-Board With:::
WVaughniHigh IEfficiency,
Water, Heatersi =

......................

Qlowoity

Water Heaters A Controllers

INDIRECT

Super:or Performance

& —
=

Vaughn Thermal Corporation

26 Old Elm Street P.O. Box 5431

L ongESernviceylife)

Salisbury, MA 01952-5431

Vaughn Thermal Corporation

Lonrcidony

Water Heaters~ Controllers

High Efficiency Water Heaters

Integrated
Hybrid Heat Pump

Electric

G
n?
|
o EE }

Vaughn Water Heaters... The Difference Is Clear
Vaughn Water Heaters combine advanced engineering and Hydrastone
cement lining to provide the longest lasting, most reliable and efficient

water heaters on the market. Get On-Board with Vaughn Today!

www.vaughncorp.com

MADE IN USA
I P

——

Tel: (978) 462-6683 Fax: (978) 462-6497

See contact information on page 90

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




— Superior Sediment Filtration —
Micro Z Filtration System

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

Connection Sizes: 1" to 3" (25 - 80 mm)

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

This Ultra Filtration Membrane Water
Filtration System with long-reach easy
faucet features Kwik-Change™
Cartridges — the fastest changeable
cartridges on the market—and space-
saving, low maintenance design with no
storage tanks or minimum pressure
required.

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

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

— No-Waste Reverse 0smosis —
ZeroWaste Reverse
Osmaosis System

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

* 100% efficient - No wasted water

Flow Rates: Up to 106 gpm (401 Ipm) . Advanc.ed design Clc)rll'rlecti:)n Sizes: « Four-Stage Filtration System
uses unique 15" to 2" (15 -50 mm)
= =R : - - - - technology Flow Rates: * Upgraded Watts
top mount faucet 1
A * 99.95% reduc- Upto 75 gpm
28 =3 = tion of cysts and (285 Ipm) /450 * 3 Gallon Storage .
l l l other impurities gpm (1710 Ipm) Tank ¢
in manifold E
configuration —- -

w W "

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

The ideal RO System for high quality,
great tasting water with superior val-
ue. Stage one is a 5-micron sediment
filter, stage two is a 5-micron car-
bon block filter, stage three is an RO
membrane and stage four is a high-
quality GAC final filter. One of Watts’
most popular and hard-working water
quality solutions!

—efreshing.

'r"‘--.___‘

1 -

* Four-stage
water filtration

* Easy to install

— Water Softening —
Whole House Water Softener

Series Pro SE Water Softeners are de-
signed for residential and light com-
mercial use applications ranging from
30,000 to 90,000 grains of hardness
removal capacity at flow rates up to
15.5 gallons per minute.

Introducing Pure Water by Watts

Pure Water by Watts is a nice
change. Your customers will
like the easier installation and
better-than-bottled water quality.
What you’ll find refreshing are

- * Fully-assembled
the new opportunities Pure Water and ready for install
i offers for new and incremental « Up t0 90,000
b= — business. -grain capacity
. . e 1" (25mm)
/ * [nnovative technologies plumbing
customers already want connections

e Filtration, softening,

disinfection and conditioning UV Disinfection

UV Disinfection Systems

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

¢ Broad array of filter change
kits and replacement
cartridges, including com-
petitor-compatible options

e Backed by Watts’ quality,
support and quick-turn
availability

WWATTS

A Watts Water Technologies Company

Connection Sizes: ¥2"-1" (15-25mm)
Flow Rates: Up to 12 gpm (45 Ipm)

Scan this QR code
fo view our enfire
Pure Water line

watts.com/purewater

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

Advertorial
See contact information on page 90



54.

Thriving in a new world

(Continued from page 52.)
party sites such Houzz.com (which
features the Internet’s largest data-
base of design and decorating ideas,
including 400,000 high-quality pho-
tos, thousands of articles by design
experts, product recommendations,
and social media tools).

“Think about showrooms helping
designers reach more consumers, and

“We believe there are real
opportunities for showrooms,
designers and wholesalers to
form mutually advantageous
commercial relationships with

g-commerce retailers. And
hased on our conversations

with several of the
|eading etailers, we're
confident that they agree.”

brands bringing you leads. Now
that’s the Vision of Connectivity in
action,” stated Werner.

Poised for success

Utilizing these concepts and en-
gaging in more partner discussions
are is just a couple ways showrooms,
designers, wholesalers and others can
begin to see success.

According to Werner, one way to
begin and maintain these conversa-
tions is using co-branded tools that are
being developed for more targeted
consumer engagement programs.

“Wilkinson Supply, a high-end
showroom operator and wholesaler in
North Carolina, is on the right track
for customer engagement by the way
they train employees with nine pages
of customer commitment guidelines,”
said Werner. “This includes every
showroom visitor receiving a hand
written thank you note.”

State of the Industry

“Just think how their team will get
even closer to customers as they
leverage the Internet and thoughtfully
engage consumers. By using videos,
blogs, surveys and other marketing
communications, many in conjunc-
tion with their suppliers and design-
ers, new business potential for Wil-
kinson is unlimited. Can you imagine
the possibilities for them? Or you?”

Werner also suggested that show-
rooms and plumbing wholesalers
begin to engage in e-commerce by
partnering with others, as he believes
the physical and virtual worlds are
blending together. But he was quick to
point out the realities of the situation:
“We’re not suggesting you hire 20 pro-
grammers and start a new Internet
business. We’re just recommending
that showrooms and stocking whole-
salers partner with industry players, in-
cluding e-tailers and other third party
service providers, to offer state-of—the—
art e-commerce capable websites.”

He admitted that some businesses
will choose to only offer informa-
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tion, while others may want full e-
commerce capable sites. “It’s all
good,” he said. “As is a designer’s
version that will enable product se-
lection, 3-D room design, and order-
ing through showrooms and
plumbing wholesalers.”

Werner’s closing once again chal-
lenged everyone’s opinions on
whether the Internet is a positive or
negative force in our industry. “I hope
you’re now thinking that there are a
lot more exciting opportunities out
there than you ever realized. And you
can’t wait to get started,” he said.

“If we leverage the power of tech-
nology and the Internet, the future of
the kitchen and bath industry will be
very, very bright. It’s in our hands to
connect with more people and build
more business. And all we have to do
is link up and work together.” M

For more information about
Werner’s See.Change.Connect. vi-
sion, visit www.SeeChangeCon-
nect.com.
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Visit the web site
every day to get the
lastest industry news

and information. To
access the news, visit
the TW web site below
and click on the RSS
SUBSCRIPTION link
in the daily news blog

thewholesaler.com

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



SANI ACccess 3

SIMPLY THE BEST MAGERATOR IN THE WORLD

ACCESSIBILITY ReiaBILITY BN  EXPERTISE

All components are easily The inventor of the macerators Imitated but never duplicated,
accessible without having with 54 years experience. our superior cutting

to disconnect the unit from the Proven more than 7 million technology means NEVER
toilet, keeping your hands clean. times around the world. replacing a blade.

-

Access to blade system -

for easy removal of any

large objects that may : -
have been accidentally Lo -
flushed.

T Easy access to

the micro switch,
the membrane and
the capacitor.

SANI

See contact information on page 90

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




a® (v 7HE PVF PuLSE

Pipeline construction adds thrust to
U.S. oil infrastructure development

Ithough the eventual fate of
the Trans-Canada XL oil
pipeline construction, di-

recting Canada’s explosively fast-
growing oil sands conversion toward
major U.S. refineries, is in jeopardy,
long overdue redistribution of the
growing oil glut in Cushing, Okla-
homa’s huge inventory centralization
is on the verge of being rectified.
The first step, already underway by
Enbridge Pipelines Inc., is reversing
the flow of its existing pipeline from
the Gulf of Mexico toward Cush-
ing’s Oklahoma inventory to the
Gulf Coast refinery complexes
around Houston and southern
Louisiana.

Enbridge is also planning to con-
nect non-oil sands Canadian energy
resources with the U.S. Midwest, as
well as Canada’s own eastern Cana-
dian supply needs, including a num-
ber of refineries in that area.
Enbridge is further asking approval
to transport oil production from
North Dakota’s Bakken Belt and the
Three Forks shale formation in Mon-
tana to refineries in the U.S., as well
as eastern Canada.

With the expansion of hydraulic
fracturing and horizontal extraction

providing sizable new oil production
in the continental U.S., the lack of a
balanced system of pipeline net-
works to regional refineries in all
parts of the nation is becoming a
matter of extreme urgency. Even
without the previously hoped-for
100% potential emanating from Al-
berta Province’s oil sands conver-
sion, the glut produced by internal
U.S. crude oil increase makes it im-
perative that a national infrastruc-
tural system facilitating crude oil
distribution to regionally situated re-
fineries be instituted. This makes the
additional crude oil available
quickly, efficiently and at minimum
cost.

The missing link in this increas-
ingly optimistic energy scenario
leading to eventual energy independ-
ence is how the top-level U.S. lead-
ership will react to the golden
opportunity that technological break-
throughs and millions of potential
new barrels of crude oil have pre-
sented to the American nation. Not
the least of the advantages that this
pipeline resurgence is offering is the
need for, eventually, several hundred
thousand construction workers that
this cumulative buildup will require

in the months and years ahead.

With the general election only lit-
tle more than five months from now,
the final choices made by the Amer-
ican people will have a huge bearing
on the success or failure of such am-
bitious, but potentially rewarding,
results.

Oil/natural gas divergence
reaches all-time record

The unprecedented price gap be-
tween the price of oil and its natural
gas equivalent has reached a point of
puzzlement, provoking a need for
logical explanation. What is particu-
larly confusing is the fact that oil
prices have skyrocketed, while U.S.
natural gas prices are at a near-gen-
erational low.

To set the stage, oil prices as a
multiple of natural gas costs have
reached a level of 8.35 times, after
decades where this disparity hardly
ever digressed from a two-to-one
ratio. Although the gap started
widening during the 2008 —10 Great
Recession, it shot up like a rocket in
the past year, with regular gasoline
climbing 30%, and the equivalent
natural gas amount dropping 71%
during that same time period.

Hall of Fame presentation saved by industry leaders

BY MORRIS R. BESCHLOSS

he 11th anniversary of the
highly-respected PVF Hall of
Fame induction ceremony — the
centerpiece of the PVF Round-
table’s second quarter-annual meet-
ing — held in May in Houston, was
flawlessly orchestrated by The
Wholesaler’s editorial director
Mary Jo Martin. The event of the
evening was to be the presentation
of the 43rd entrant, to JABO’s Jack
Bazemore, as the recipient of the
coveted immortalization of industry
manufacturers, distributors, and re-
lated associations, in which 42 oth-
ers had previously been celebrated.
But the real drama before an en-
thusiastic 300 PVF industry movers
and shakers occurred under the radar
screen, orchestrated by the excep-
tionally popular, but self-effacing
CEO of Weldbend Jimmy Coulas,
whose many good works in the past
have been done without fanfare.
Thanks to Jimmy, what could have
been an inability for the honoree,

Jack Bazemore, CEO of JABO, and
key members of his team, to be pres-
ent, turned out to be what the JABO
founder himself described as his

Jimmy Coulas dispatches
the Weldbend private jet
1o retrieve 2012’
honoree Jack Bazemore.

most profound industry moment.

When Weldbend’s Steve Letko
heard about this unfortunate turn of
events, it was already after lunch in
Chicago. He immediately got in
touch with Coulas, who was tied up
with out-of-town business guests,
but who positively acquiesced in
Letko’s request to attempt the pick
up of Bazemore, Curtis Drown and
Patrick Hughes. (Jay Bazemore had
flown into Houston the previous day
to attend the IPD board meeting.)

Coulas never hesitated and fol-
lowed that old British adage: “The
difficult we do immediately, the im-
possible takes a little longer.”

With little time to spare, Weld-

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

bend’s jet not only made the trip
from Chicago to Huntington in
record time, but got the plane to
Houston’s Hobby Airport by 5:30
p-m. When a snag developed regard-
ing clearance at the airport and get-
ting Bazemore, Drown and Hughes
to the meeting site on time, Houston-
based Welding Outlet Inc.’s owner,
Sheryl Michalak called Houston’s
outstanding professional chauffeur
and security officer, Mike Tucker, to
resolve this situation. By 6:30, the
JABO Group was delivered safe and
sound, in time to take part in the Hall
of Fame activities, which Jack and
son Jay, incoming IPD Chairman,
did magnificently.

If there was a trophy for a “good
deed” done on short notice, it would
have to go to Jimmy, already noted
as the ongoing benefactor of the
highly acclaimed Weldbend/IPD
Breakfast at the ASA Convention.

Jim, the Bazemores thank you, the
Hall of Fame thanks you, and so
does every member of our great PVF
industry family.
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BY MORRIS R. BESCHLOSS
PVF and economic analyst emeritus

The answers to this riddle are in-
tertwined in a combination of extrac-
tion, marketing issues and
geopolitical interference. The fol-
lowing points should lend clarifica-
tion to my most frequently asked
questions:

Natural gas... does not lend
itself to global pricing, since
it’s heavily dependent on
pipelines and the cumbersome
conversion to liquid natural
gas, which adds substantially
to fransportation costs.
Although becoming a dominant
factor in power generation and
heating elements, its use in
transportation is limited...

* Crude oil prices are driven by a
globally-efficient market dominated
by the primarily Islamic OPEC na-
tions, which control almost one-third
of the proven global reserves. Bar-
ring unforseen military activity, a
universal availability of tankers can
move oil from one destination to an-
other almost instantaneously. Al-
though oil and oil derivatives are
becoming infrequently used for
power generation, they are still
widely used for automotive and air
transportation as well as for heating
and a wide variety of end uses, such
as plastics and chemicals. In the past
50 years, new oil reserves have been
more difficult to reach, making ex-
traction increasingly more costly as
deep sea drilling has become the
source of a higher percentage of new
discoveries.

 Natural gas, on the other hand,
does not lend itself to global pricing,
since it’s heavily dependent on
pipelines and the cumbersome con-
version to liquid natural gas, which
adds substantially to transportation
costs. Although becoming a domi-
nant factor in power generation and
heating elements, its use in trans-
portation is limited to vehicles that
are dependent on headquarters refill-
ing, such as buses and fleets of
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pickup trucks.

The collapse of natural gas prices
in the U.S. is primarily attributed to
the hydraulic fracturing (fracking)
revolution, in which natural gas that
traditionally has been a flare-off of
oil shale recovery also is recovered.
Although it’s expected that current
Mideast political upheaval driving
oil prices and the surplus of natural
gas may both be tempered by even-
tual normalization, it’s not expected,
even in the long run, that the ratio
will devolve into less than five to
one from its current record peak.
Both oil and natural gas may even-
tually see their prices mitigated to
this level in the long term. It’s doubt-
ful, though, that we’ll again see
world prices of oil much below $100
a barrel or natural gas over $5 per
one million Btu, even though the
current energy equivalent between
the two would then still price equiv-
alent oil at below the $50 per barrel
level.

Long-term employment outlook
due for slight improvement

An exhaustive study of various re-
ports issued by the U.S. Labor De-
partment and the Federal Reserve
Board’s 12 regional districts indicate
a grudging but upward tilt in em-
ployment in the months leading up
to the November 6 general election.
With independent businesses provid-
ing the thrust, a slow but tentative
overall employment growth is in the
cards for the months ahead. While
the vast majority of embattled, pri-
vately-owned employers, who do
most U.S. hiring, are distrustful of
the spate of intrusive government
policies coming down the pike, most
have taken steps to reduce their cost
of doing business, especially in the
area of reduced job costs.

I have yet to meet one owner or
general manager among my hun-
dreds of contacts that will hire any-
one in anticipation of potential
business increase. On the other hand,
layoffs have slowed materially, since
few indicate reduced activity,
whether manufacturers, distributors
or contractors, especially in the areas
of energy, commercial and industrial
construction or rehabbing existing
facilities to make them more energy-
efficient. Also getting more active is
work on maintenance and repair to
solidify existing edifices, while new
residential home construction is
practically non-existent.

Unquestionably, the overall em-
ployment picture is slowly improv-
ing, if at a snail’s pace. To make the
case, in February 2012 there were
3.66 unemployed people for each job

opening, the lowest level since 2008.
This was a significant improvement
over close to five prospective hirees
per position at the height of the re-
cession in March 2009. But it’s still
a far cry from the 1.8 workers per
vacancy in late 2007, at the peak of
the pre-recession boom.

Much of any possibility for im-
provement in the current employ-
ment status will necessitate a
reversal of the White House’s inces-
sant demand for legislative tighten-
ing of small business’s flexibility in
utilizing their accumulated cash for
expansion, maintenance or supple-
menting of internal activities, such
as additional product lines.

As long as these independent busi-
nesses are hemmed in by increasing
federal government restrictions there
are no available incentives for such
organizations, other than to survive
the current trough, hope for relief at
the general elections or toughen up
for hard times yet to come.

Renewable energy hoax exposed
by recent bankruptcies

The most recent exposé indicating
the U.S. Treasury Department’s con-
nivance with the governmental en-
ergy agency to rush through the
ill-fated loan to Solyndra is only the
tip of the iceberg of the administra-
tion’s obsessive embracing of solar,
geothermal, bio-fuels, ethanol and
wind as America's energy wave of
the future.

In the spirit of full disclosure, I'm
just as vehement an exponent of the
“87% solution,” which posits that
oil, natural gas and coal are now, and
will be for the foreseeable future, the
energy resources to satisfy Amer-
ica’s transportation, power genera-
tion and energy derivative
development such as chemicals and
plastics.

Whether by coincidence or upon
development of the respective polit-
ical party platforms, this coming
confrontation will feature the two di-
ametrically-opposed positions of pu-
tative  Republican  presidential
nominee Mitt Romney and the in-
cumbent President Obama. Obvi-
ously, Romney backs oil, natural gas
and coal.

The scandalous solar panel bank-
ruptcies, supported by the misuse of
U.S. taxpayers’ contributions, are
only one symptom of the length to
which the current administration has
gone to force through a preponderant
use of renewables, while practically
snuffing out the use of America’s
most abundant natural resource —
coal — from all power generation
usage.
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Pricing to hold mostly steady; markets see
growing shift to U.S.-manufactured product

emand for carbon steel
welding fittings and forged
steel flanges continues to be

strong and steady as we move into

Commercial construction remains
sluggish due to uncertainty in the
economy, difficulty in obtaining fi-
nancing and the reduction in govern-

Regular monitoring of the market is suggested as global uncertainty
and volatility could shock the markets for raw materials and
energy. This volatility has, in part, impacted an Asian offshore
manufacturer of welded fittings and pipe to declare bankruptcy.

the second quarter. This demand is
being bolstered by the robust activ-
ity in the petro-chemical, power, re-
finery, shale play and industrial
sectors of our industry.

ment construction projects in the
federal, state and local markets.
Pricing for domestically produced
commodity carbon steel welding fit-
tings and flanges are expected to re-

main stable through the second quar-
ter as costs and availability of raw
materials have reminded relatively
stable. Pricing for certain size ranges
of offshore commodity fittings have
experienced price increases up to
25% in the distribution sector of our
industry.

Regular monitoring of the market is
suggested as global uncertainty and
volatility could shock the markets for
raw materials and energy. This volatil-
ity has, in part, impacted an Asian off-
shore manufacturer of welded fittings
and pipe to declare bankruptcy.

Burgeoning U.S. energy production
sets stage for growth in PVF markets

(Continued from page 57.)

Only extensive shipments from
productive American coal mines to
willingly receptive emerging na-
tions such as China, India, Indone-
sia, Vietnam and the Philippines,
who have no compunction about
using this prolific powering re-
source in the conversion of iron ore
and steel, among other benefits,
keeps U.S. coal producers alive.

As if the misplaced preference for
“renewables,” which leading energy
experts view as supplemental (no
more than 5% of all global energy
used in this century), were not
enough, the administration ridicules
fossil fuels (oil and gas) as “yester-
day’s powering resource.” Energy
agency head Steven Chu even hints
that excessively high gasoline prices
may be beneficial, making the use of
electric cars and “compacts” more
prevalent by touting their lower gen-
erating costs, despite the obvious in-
convenience of the electric/gasoline
hybrids, and their greater safety con-
cerns, proven by recent recalls of the
Chevy Volt.

Future natural gas outlook
brightens immeasurably

Just when it looked like the price
of natural gas couldn’t go lower, it re-
cently dipped to $1.90 per one mil-
lion Btu. If anywhere near this level
holds, the U.S. will be offering the
cheapest gas prices available any-
where in the world.

In the throes of the growing natu-
ral gas glut, incapable of being ab-
sorbed by the demand level of
climate control during a mild winter
and slow conversion by electric util-

ities from coal, nuclear power and
even a few still oil-powered, the
“fracking” revolution continues in
full swing. While this “overproduc-
tion” is currently a liability, there are
straws in the wind that allude to an-
other breakout opportunity that could
make America the world’s leading
provider of natural gas.

Unlike in the U.S., natural gas is in
short supply in the European commu-
nity of nations, which rely almost to-
tally on pipelines emanating from
Russia. This not only carries a high
cost but imposes Russia’s oil and re-
source power over the once-dominant
Europeans, who now depend on
Moscow, the way the Western World
and others pander to the Mideast
OPEC nations.

There are three major factors that
will create profitable markets for the
growing oversupply of natural gas
extraction in the U.S.:

* Liquid natural gas (LNG), of
which America was the recipient a
few short years ago, will be available
to U.S. suppliers within the next two
years, or possibly earlier. This will
not only take advantage of the new
massive finds of natural gas as a
byproduct of oil shale, but will add a
new dimension to the already torrid
export expansion that the U.S. is cur-
rently enjoying. Such normal busi-
ness expansion will also likely double
today’s pricing, making it profitable
for suppliers stung by minimal re-
source returns.

* The chemical industry is in the
process of taking advantage of natu-
ral gas conversion into building
blocks for plastics. Dow Chemicals
recently announced a multi-billion
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dollar plan in Freeport, Texas, for
such implementation, scheduled to be
the first of several others. Coinciden-
tally, Freeport, located on the Gulf of
Mexico, will also become a major
hub of LNG shipments worldwide in
the foreseeable future.

° Mass transportation can become
the beneficiary of this evolution, and
there seems to be both private sector,

Liquid natural gas [LNG],
of which America was the
recipient a few short years
ago, will be available to U.S.
suppliers within the next
two years, or possibly
earlier, This will add a new
dimension to the already
torrid export expansion that
the U.S. is currently enjoying.

as well as U.S. government activity
to move this concept forward. Up to
now, this has been limited to trucks
and buses that return to home sta-
tion/refueling locations overnight.

If this evolution develops satis-
factorily, it’s possible to envision
both natural gas and crude oil as
major export opportunities by 2025.
All this, of course, depends on a
business-friendly leadership taking
the helm to fulfill America's maxi-
mum potential. |

Morris R. Beschloss, a 55-year vet-
eran of the pipe, valve and fitting in-
dustry, is PVF and economic analyst
emeritus for THE WHOLESALER.

*THE WHOLESALER® —JUNE 2012

BY STEPHEN G. LETKO
PVF market insider

Shortages of intermediate size
commodity carbon steel welding fit-
tings have been experienced in some
sectors of the industry in recent
weeks, adding additional pressure on
the domestic manufactures. Domestic
production adjustments have been
implemented to correct the issue
within a few weeks.

The industry is experiencing an in-
crease in demand for domestically
produced products predicated on con-
cerns for consistent quality, increases
in transportation costs for offshore
product, extended lead time and lia-
bility issues.

Related to the above concerns, it
is alleged that a groove product
manufacturer has been shipping ma-
terial into the Mexican market with-
out verifying that the material was of
USA origin upon request of the
Mexican authorities. The material
had in fact been marked properly,
was made domestically and was in
compliance with NAFTA. This re-
mains an ongoing issue in Mexico
and should be noted that care should
be taken when shipping under NATA
regulations to ensure compliance
with the rules including the ability to
verify validity of country of origin.

Cautious optimism for the third
and four quarter that the demand will
continue to be experienced at the cur-
rent pace is being expressed by key
players in the distribution industry.
Continued sluggishness in the com-
mercial construction industry, politi-
cal uncertainty, restrictive and
punitive regulations on coal, frack-
ing, pipeline and nuclear industries,
along with tax policy concerns, are
factors influencing the future health
of our industry. |

Stephen Letko launched his own
firm, SPL Enterprises LLC, in 2000
after a distinguished career in exec-
utive positions with companies in-
cluding Dodson Steel Products, Mills
Iron Works and Crane Company. His
expertise includes implementation of
new markets, restructuring compa-
nies to improve their financial posi-
tion, and developing marketing,
quality and employee incentive pro-
grams. Contact him at 770-972-8282
or sletko@splenterprises.com.
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The five biggest estate planning mistakes
that enrich the IRS instead of your family

eaders of this column often
Rask me to give a second opin-

ion (really a review of an ex-
isting estate plan). Typically, the plan
has one to three mistakes. Sadly, each
mistake causes estate tax dollars to be
lost to the IRS, automatically reduc-
ing your children’s inheritance.

Recently, I reviewed the estate plan
of a well-to-do reader (Joe, age 65)
with a net worth of $20.8 million.
Even I was shocked: Joe’s plan had
all of the five biggest mistakes.
Who’s at fault? Joe’s lawyer, Lenny.

Most interesting is that Lenny is an
experienced estate planning lawyer
with a good reputation. The real prob-
lem is the way the law schools teach
estate planning (how to and to whom
to distribute your wealth when you
die). That’s the way Lenny — and al-
most every lawyer I know — was
taught. Mistake No. 5 (following)
tells you how to solve this national
estate planning problem.

Joe’s mistake-ridden plan moti-
vated me to write this article, which
pinpoints the five most common es-
tate planning errors and shows you
how to correct each one.

Mistake No. 1 — Not creating
the right succession plan

Joe owns 100% of Success Co. (an
S corporation), which is run by his
son Sam. The company is worth $9.7

million (Joe had a professional valu-
ation done) and grows 5% to 10% in
revenue almost every year; profits in-
crease accordingly. Joe’s original
plan left Success Co. to his wife
(Mary, age 64) and after her death to
Sam ... a mistake. Why? Because the
potential estate tax liability grows
along with the ever increasing value
of Success Co.

The time to transfer Success Co. to
Sam is now. Here’s what we did for
Joe and what you should be thinking
of doing if you own all or part of a
closely held business. First, recapital-

ally defective trust (IDT) for $5.82
million, taking an interest bearing note
as payment. According to our crazy
tax law, the entire IDT transaction is
tax-free to Joe: There is no capital
gains tax and no income tax on the in-
terest to be received while the note is
being paid. How can this be? The an-
swer is that the trust is intentionally
defective for income tax purposes
under the Internal Revenue Code.
Even better, Sam does not pay even
one penny for the stock. Instead, the
cash flow of Success Co. (via S cor-
poration dividends to the IDT) is used

If you are doing your estate plan, you ain’t dead yet. A
comprehensive plan dictates that you have two plans: a
lifetime plan (the real tax-saver and wealth builder) and a death
plan (the typical type of plan that Lenny did for Joe). Of
course, the lifetime plan must dovetail with the death plan.

ize Success Co. This means that you
create voting stock (say 100 shares)
and nonvoting stock (say 10,000
shares), a tax-free transaction. Joe
keeps the voting shares and absolute
control for as long as he lives. Under
the tax law, the nonvoting shares are
entitled to a deep discount of 40%, so
for tax purposes these shares are only
worth $5.82 million.

Next, Joe, transfers (actually sells)
the nonvoting shares to an intention-

to pay the note, plus interest. When
the note is paid in full, Sam — as the
beneficiary of the trust — receives
the nonvoting stock tax-free.

Mistake No. 2 — Not avoiding the
double tax on qualified plans and IRAs

Between Joe and Mary, they have
$1.9 million in the Success Co.
401(k) plan and various IRAs. Left
alone, these funds will be clobbered
with a double tax (income tax and es-

Precision Plumbing Products
“Specify with Confidence - Install with Pride™

TRAP PRIMING? BRING IT ON

WATER CONSERVATION IS OUR
FIRST PRIORITY

® 40 MODELS ® PRESSURE DROP
® ELECTRONICS ® FLUSH VALVE
® WATER CLOSET ® UNDER LAV

@ 38 ACCESSORIES

40 Years of Manufacturing Excellence

Precision Plumbing Products

Division of JL Industries, Inc.

6807 NE 79th Court, Suite E - Portland, Oregon 97218
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BY IRVING BLACKMAN
Tax and estate specialist

tate tax). Using 2013 tax rates, the
IRS winds up with 70% of these plan
funds and the family a paltry 30%. A
tax tragedy!

We used a strategy called “retire-
ment plan rescue” (RPR) to purchase
$5 million of second-to-die life insur-
ance on Joe and Mary. Actually, the
policy was purchased by and is owned
by an irrevocable life insurance trust
(ILIT). The beneficiaries of the ILIT
are the three nonbusiness children
(Sue, Sy and Sid) of Joe and Mary.
This will help treat these three children
equal to Sam. Because of the ILIT,
Sue, Sy and Sid will receive every
penny of the $5 million tax-free.

Cool ! Just how cool? Well without
the new plan, the kids would get only
$570,000 (30% of $1.9 million). This
way they get all of the $5 million
(tax-free), about nine times more.

Mistake No. 3 — Not putting investments
into a family limited partnership (FLIP)

Joe and Mary have $8.1 million in
cash, CDs, stocks, bonds and income
producing real estate. They created
two FLIPs, one for the real estate and
one for the other investments $2 mil-
lion was held back to be used in Mis-
take No. 4, so the amount put into the
FLIPs was $6.1 million. A FLIP,
when properly structured in accor-
dance with the tax law, is allowed a
35% discount, reducing the $6.1 mil-
lion to $4 million (rounded) for tax
purposes, thus saving estate taxes on
$2 million.

Joe and Mary immediately gave
separate gifts of $1,026,000 each to
Sue, Sy and Sid. $13,000 from Joe
and $13,000 from Mary was the an-
nual gift exclusion allowed without
any gift tax consequences; the addi-
tional $1 million each used a portion
of the $5.12 million one-time gift
maximum allowed per person (a total
of $10.24 million for a married cou-
ple) for 2012. (Starting January 1,
2013, this amount goes down to $1
million per person.)

A warning: If you are in the finan-
cial position to make large gifts to
your kids and grandkids, you have
until December 31, 2012, to use
your $5.12 million ($10.24 million
(Turn to Don’t screw up... page 62.)
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Refricenter is newest Luxaire distributor

MILWAUKEE —The Luxaire® brand
of HVAC equipment from Johnson

REFH":EHTE" International

Controls, announced that Refricen-
ter, one of South Florida's leading

stocking distributors of air condi-
tioning, refrigeration and ventilation
equipment, parts
and supplies, has
become the
brand’s newest
full-line distributor.

Founded in 1971, Refricenter

serves all of South Florida, with
branches from West Palm Beach to
South Miami-Dade County. The ad-
dition of the Luxaire line of prod-
ucts allows Refricenter to once
again sell light commercial equip-
ment — up to 25 tons.

“Bringing the Luxaire line of

*THE WHOLESALER® —JUNE 2012

products on board allows us to ex-
pand our product offering and sell
commercial equipment,” said Pedro
Bazo, vice president-sales at Refri-
center. “We join our dealers in wel-
coming the opportunity to once
again provide these additional prod-
ucts to their customers.”

Visit www joinluxaire .com.

Don’t screw up your estate plan!

(Continued from page 60.)
if married). This window of oppor-
tunity is closing. Call me if you
have a question.

Mistake No. 4 — Not taking advantage of life
insurance as a tax-advantaged investment

Actually, I could write a book about
the many opportunities life insurance
gives you to beat Wall Street invest-
ments and the tax collector at the same
time. There are actually dozens of core
life insurance strategies and hundreds
of variations. Joe used three of the core
strategies as follows:

Strategy No. 1: Refer to Mistake
No. 1: A portion of the funds received
each year by the IDT for its share of
Success Co.’s S corporation profits is
being used to purchase a $3 million
second-to-die life insurance policy on
Joe and Mary. The $3 million death
benefit, along with the other second-
to-die policies described in the follow-
ing two strategies, will be used toward
giving Joe’s three nonbusiness chil-
dren their fair share of the estate.

Strategy No. 2: Refer to Mistake
No. 2, which describes a strategy that
acquires $5 million of second-to-die

insurance on Joe and Mary.
Strategy No. 3: Refer to Mistake
No. 3. $2 million was held back to be
used in this “single premium immedi-
ate annuity strategy” (SPIAS). In a nut-
shell, here’s how the SPIAS works:
First, Joe and Mary purchase a
joint and survivor single premium an-
nuity for $2 million. As long as one
of them is alive, they will receive an
annuity payment of $109,304 every
year. The IRS regulations make a
portion of the annuity received tax-
free, so, after income taxes they will
have a net amount of $96,362 every
year. This amount is used to pay the
annual premium on another second-
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to-die policy for $7,268,294. Actu-
ally, the policy was purchased by and
is owned by an irrevocable life insur-
ance trust (so Sue, Sy and Sid will re-
ceive the death benefit tax-free).

To summarize: You can see that life
insurance, when you know how to
structure its ownership and the right
strategies, is a true tax-advantaged in-
vestment, turning taxable dollars into
tax-free dollars and multiplying those
dollars in the process.

Mistake No. 5 — Not having
a comprehensive estate plan

Let’s start by pointing out the ob-
vious: If you are doing your estate
plan, you ain’t dead yet. A compre-
hensive plan dictates that you have
two plans: a lifetime plan (the real
tax-saver and wealth builder) and a
death plan (the typical type of plan
that Lenny did for Joe). Of course,
the lifetime plan must dovetail with
the death plan.

As you can see, the first four mis-
takes are all part of your lifetime
plan. Your comprehensive plan deals
separately with each significant asset
that you own, getting those assets out
of your estate for estate tax purposes,
yet allowing you to control each asset
for as long as you live. Properly done,
your plan (like Joe’s new plan)
should completely eliminate the im-
pact of the estate tax.

If your estate plan does not, at a
minimum, accomplish all that is dis-
cussed in this article, you owe it to
yourself, your business and your fam-
ily to get a second opinion.

And finally, a warning: This article
does not attempt to cover every pos-
sibility, exception and potential tax
trap. Only work with advisors who
can explain in plain English exactly
how your plan accomplishes each of
your goals and eliminates your estate
tax liability. |

Irv Blackman, CPA and lawyer, is a
retired founding partner of Blackman
Kallick Bartelstein LLP (CPAs) and
chairman emeritus of the New Century
Bank (both in Chicago). Want to con-
sult? Need a second opinion? Contact
Irv by phone at 847/674-5295, email
blackman@ estatetaxsecrets.com or
visit his website, www.taxsecretsoft-
hewealthy.com.
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Lift stations

Qwik Pak LS Series of pre-packaged
lift stations is engineered to adapt to
almost every 114", 112" and 2"
pump. LS systems come complete
with fiberglass
basin with AFD,
rail and disconnect
system, stain-
less steel lifting
bracket and cable,
flange adapter for
160/180 series
pumps, PVC ball
valve, cast iron
check wvalve, 4"
pipe seal inlet hut,
outdoor rated fiber-
glass cover and three 15° float
switches with float tree. Base models
are ready to ship within 48 hours.
Zoeller Pump Company.

www.zoellerpumps.com

1-gpf gravity toilet
The industry’s first 1-gpf HET, the
gravity-fed, two-piece 1G Double
Cyclone, marries flawless perform-
ance and exceptional bowl cleansing
action to ultra-high-efficiency water
savings. Two noz-
zles (instead of rim
holes) use water
more efficiently for
better rim and bowl
cleansing resulting
in less time needed
to clean the toilet. A
proprietary  dual-
nozzle water propulsion directs more
water to the siphon for a powerful
flush that clears the bowl first time,

Stainless steel press systems

G-PRESS Stainless Steel Fittings reduce labor hours to deliver significant
cost savings. Fittings can be pressed in a matter of seconds, allowing con-
tractors to install a piping system quickly, and stay within tight timelines
and budgets. Eliminates fumes, flames, cutting oils and other risks of braz-
ing, soldering, threading and welding. O-ring design provides a unique leak-
before-press feature, allowing the installer to easily identify any fittings not
pressed during the system test. Use with Schedule 5 and Schedule 10 Type
304/304L or 316/316L Stainless Steel Pipe, conforming to ASTM A 312.
Available in 1/2" through 2" sizes. Grinnell Products.
www.grinnell.com

Compact steam shower
Sized to fit smaller baths and smaller budg-
ets, the new Steam@Home™ is 20% more
compact than regular steam showers. Three
models are designed for 3'x4' or 3'x5' tile
showers and for existing acrylic units.
Units feature a 20-minute timer and pol-
ished chrome in-shower control. Standard
cool-to-the-touch AromaSteam™ steam-
head holds essential oils for aromatherapy.
208v and 240v single-phase generators
come in three sizes. Mr. Steam.
www.mrsteam.com
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CSA-certified condensing hoilers
All XFyre™ and XTherm™ modulat-
ing condensing boilers are now CSA
certified for polypropylene venting
when used with Centrotherm In-
noflue® venting components. Innoflue
polypropylene venting is ULC — S636,
and UL — 1738 approved. Polyprop-
lene is nearly as economically priced
as PVC, much lower than CPVC, has
a lower installation cost than either (no
primers or glues needed) and allows a
higher flue temperature rating than
PVC. A customized, easily field-in-
stalled adaptor kit, with new, high
temperature limit is available. PVC is
still available for lower temperature
applications. Raypak.

www.raypak.com

KN-Series product additions
New size offerings to the KN-Series
of condensing cast-iron boilers, the
KN-16 and KN-26 complete a full
complement of size offerings across
all Btu range with 1.6 and 2.6 million

Range hoods

Classic Line range hoods offer affordable styles
with superior ventilation. Primarily offered in

Faucet collection stainless steel, hoods are available in other met-
The Blue faucet collection features als or can be powder coated to match a room de-
round edges, curved lines and sign. All models are available wall- or
Swarovski crystal accents and quar- ceiling-mounted. The straight lines of the Trim-
Line offer a conventional look with modern
kitchen ventilation technology. The Pro-Line
features professional good looks and is available
duct free. The Box Hood features a modern sleek
design and can also be made duct free. The |
Madison is a version of the Box Hood with a little more pizzazz. RangeCraft.

www.rangecraft.com

every time. TOTO.
www.totousa.com

Water coolers and hottle filler Btuh, respectively. KN-Series boilers
Improved design water coolers are lighter in weight, fea- combine ultra-high efficiencies (up to
ture an anti-microbial .3 gpm water saver bubbler and an- 99%) with the durability of cast iron,
timicrobial, flush-mounted push button. Three-piece drain all controlled through the proprietary,
assembly and universal bi-level mounting system allow integrated HeatNet control platform.
the high fountain to be installed on the left or the right. American manufacturer pours its
Auto stop shuts off the supply to the cooler when the own cast-iron sections and machines,
strainer cap is removed. Sensor-operated assembles and fire-tests all KN-Se-

ter-to-90° turn handles secured to the
valve via strong rare earth magnets,
eliminating the need for set screws.
Three handle options are available:

levers, cross-handles and e-z grip ta-
pered dials. 38 custom finishes, with
the option of eco-smart, water-saving
features for fittings, including a 1.5-
gpm aerator for select faucets.
Watermark Designs.
www.watermark-designs.com

~ bottle filler can be attached to the water

- cooler; the 1 gpm spigot quickly fills the

receptacle with water. An optional water
filter for the host water cooler will also
filter water from the bottle filler. Acorn
Engineering Company.
www.acorndrinkingfountains.com

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

ries boilers in one single location.
Boilers are manufactured using more
than 80% recycled material and are
LEED certified and operate with very
low NO, and CO, emissions.
Hydrotherm.
www.hydrothermkn.com
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' THE GEOSPRING HAS PEOPLE
WARMING UP THEIR PIPES IN A
WHOLE NEW WAY.

The GeoSpring™ Hybrid Water Heater from GE uses

62% less energy and saves $325 a year on utility bills*

Long showers for less means more happy customers

and less frantic phone calls. Advanced technology is

making the business of hot water heaters something
' everyone can sing about.

GE works.

geappliances.com/GeoSpring

imagination at work ecomagination

*Based on DOE test procedure and comparison of a 50-gallon standard electric tank water heater using 4879 kWh per year vs. the GeoSpring Hybrid Water heater using 1830 kWh per year.
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SOLAR circulators
SOLAR class circulators operate ef-
ficiently at flow rates between 0.5 —
40 gpm, with head rates up to 47 feet
high. Perform well
with common
solar thermal
application pa-
rameters, in-
cluding:
resistant  to
solar medium
with glycol and
inhibitors; resistant
to shorter tempera-
ture peaks of up to 252°F; resistant to
system pressure of up to 147 psi and
even higher pressure shocks. Inte-
grate seamlessly with most solar con-
trollers via PWM interface to regulate
flow and optimize heat output based
on a system’s energy production.
Special filling speed improves the
air-venting and flushing of solar col-
lectors during startup. Grundfos.
www.grundfos.com/hvacoem

Steam bath control
The T100 Touch Control for use in
the high-moisture environment of a
steam bath features touch screen
technology for easy control of steam

bath tempera-
ture and time
settings. A de-
layed start fea-
ture pre-heats
the steam
room at a se-
lected time of
day, eliminat-
ing the wait
for the room to
reach the set

temperature. Features flush-mount,
low-profile installation; a remote-
mounted sensor allows it to be lo-
cated inside or outside the steam
room. Amerec Steam.
www.amerec.com

Knife gate valves
ANSI 150# knife
gate valves are
designed  and
tested to MSS-
SP81 standards. Avail-
able from stock in sizes
2" — 24" in stainless
steel and iron and of-
fered with both metal
and resilient seat de-
signs. They feature
blowout-proof pack-
ing glands, outside
screw and yoke, non-
rising hand wheel and
rising stem.

Warren Valve.
www.allied-grp.com
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Hands-free
toilet flush valve

Dual flush, hands-free toilet
flush valve automatically ad-
justs water volume usage,
conserving 27.5% (0.44 gal-
lons) of water when com-
pared to a standard 1.6 gpf
toilet. This is an additional
7.5% water savings over 1.28
gpf high efficiency toilets
(HET). Selectronic dual flush
toilet valve delivers a light
flush of 1.1 gpf when the user
is in front of the flush valve
for less than 60 seconds, as-
suming liquid waste. Other-
wise, a 1.28-gpf volume is
used for a fuller flush to ac-
commodate solid waste.
American Standard.

www.americanstandard.com

Bath collection
The Alexandria™ collection presents
an eclectic twist to elegant style in the
bathroom and pairs with Alexandria
showerheads, faucets, valve trims and
other bathroom accessories. The in-
spiration behind the Alexandria Col-
lection comes from its showerhead
design, which was launched in early
2011. Speakman Company.
www.speakmancompany.com

Video inspection system

Gen-Eye Vista™ has everything you need for video
inspection in a compact, portable package, includ-
ing DVD recorder and SD card reader, all in one.
An optional USB port is available. A built-in
rechargeable battery operates on battery power
alone for up to four hours. Also includes an
8" LCD color monitor, full keyboard for on-
screen titling, on-screen distance counter,
built-in voiceover, date and time stamp, LED
dimmer control, camera test port and both AC
and DC power cords. All are safely contained
in a padded 24-1b case that can stand alone or
be mounted on a reel. General Pipe Cleaners.

www.drainbrain.com

Macerating toilet

Ascent IT 1.28 gpf HET macerating toilet
system allows easy installation of a bath-
room in areas having no gravity sewer
lines. Easily macerates sewage waste and
other debris with new RazorCut™ technol-
ogy and discharges it through a small 1"
dia. line up to 25 feet high and 150 feet
horizontally. Safety switch in the access
cover automatically disconnects power
when cover is removed. Other features in-

™ clude ISTTM solid state switching with

ual system override. Liberty Pumps.

advance-run technology, a built-in alarm
with battery backup, LED lights and an ex-
ternal touchpad for alarm silence and man-

www.libertypumps.com

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

Anti-seize lubricant, thread sealant
Blue Monster Nickel anti-seize lubri-
cant and thread sealant, composed of
pure nickel powder and graphite flake
dispersed in a petroleum carrier, seals
threads under harsh environments at
temperatures up to 2,600°F. Use on
stainless steel pipe and fittings; may
also threaded PVC, CPVC, nylon,
polypropylene, plastics and all met-
als. Resists chemical corrosion and
oxidation and prevents rusting, seiz-
ing, welding or galling. Clean-Fit
Products.
www.cleanfit.com

Lead-free point-of-use valves
S59-4016 series lead-free thermosta-
tic mixing valves
(TMV) added to the
Navigator® line
are
one
of the
first lead-
free valves to
meet 0.25% lead
content and lead-
free requirements.
Navigator valves are known for easy
set-up and startup with a single valve.
Bradley Corporation.

www.bradleycorp.com

Rimless high-efficiency toilet
The rimless Cascade toilet’s unique
bowl design stays cleaner longer by

eliminating the primary place dirt and
stains collect; under the rim. Jet po-
sitioning creates a swirling action that
cleans the toilet as it empties the
bowl. Jet holes are plainly visible
and accessible for easy cleaning.
1.28 gpf; available in round front
and elongated/ADA configurations.
Mansfield Plumbing Products.
www.mansfieldplumbing.com
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When it comes down to quality,
inventory, on-time delivery, and
competitive pricing, look no further
than Kelly Pipe for all your pipe
needs. For more than a century,
Kelly Pipe has been recognized
as an industry leader in master
distribution of domestic and
imported products with strategic
locations spanning the globe.

Call Kelly Pipe now to restock
your warehouse and set up your
partnership with our winning team!
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See contact information on page 90
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Vanity for small spaces
Ideal for smaller baths or powder
rooms, a downsized, 24" vanity op-
tion is available for the MANHAT-
TAN collection. Features chrome
accents along vanity drawers, a coor-
dinating mirror frame and double hor-
izontal chrome drawer handles. Solid
poplar construction beneath a cherry
veneer; also available in 30" and 36"
widths. All models offer matching
mirrors and are available in black or
white finishes. Xylem Group LLC.
www.xylem.hiz

Upflush grinder system
Redesigned SANIBEST PRO, a 1-hp
power upflush grinder system, has
25% more power than the previous
generation. Operates at 3,600 rpm for
rapid elimination of heavy waste in

homes and public restrooms where
flushing sanitary items might be a
concern. Hardened steel grinder com-
ponents; requires a 3/4" discharge
line. Easy access to the internal work-
ings for simpler service work.
Saniflo.
www.saniflo.com

Pre-rinse spray swivel
Pre-rinse swivel option (Part No.
018200-40) offers improved er-

0

and will allow a
greater range of ro-
tation and motion.
Swivel can be eas-
ily installed on any
T&S spray valve by
simply unscrewing
the handle from the
hose, installing two
washers and screw-

. gonomics for users

ing the swivel be-
tween the spray valve and hose. The
only tools needed are a hex L-key and
a wrench. T&S Brass.
www.tsbrass.com
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Gerber Plumbing Fixtures.
www.gerberonline.com

High-efficiency showerheads
WaterSense® certified, high efficiency showerheads
feature air injection technol-
ogy and deliver a reduced
amount of water with

more strength and ad-

ditional power. De-

pending

product line and finish,
the showerheads can
deliver water at 2.0, 1.75
or 1.5 gpm at 80 psi. With
exclusive advanced Pressure
Manifold™ technology and brass
ball joints, the showerheads come in
a wide variety of styles, including tradi-
tional, contemporary and transitional.

on the

Heating controls
Replacement furnace controls are
fully manufactured in the U.S. and
designed with microprocessor-based
precision and a 100% lockout feature
to ensure safety. New models have
been added to the existing wide array
of replacement heating controls, in-
cluding the popular line of fan blower
controls and oil primaries.

il

towel rails. LAUFEN.
www.laufen.com

water heaters includes two new units,

Tankless water heaters, scale control
Featuring higher flow rates, the expanded Value Series of tankless

ICM Controls.
www.icmcontrols.com

Bathroom collections

Living Square and Palace collections offer

customizable and cutable contemporary
ceramic vanities and shelving solutions. Van-
ities can be cut to fit, even if it means cutting
on the diagonal. Each collection has a full
complement of furniture and accessories. Van-
ity sizes for Living Square run from as small as
25.6" up to 70", and Palace’s countertops run from
35.4" up to a double vanity at 70". Shelving is also
cutable to fit with the vanities, and Palace has integrated

Versatile bathroom series
The Onto collection features bonded,
anti-warp and zero-emission ply-
wood paired with ceramic and offers
16 different types of furniture solu-
tions appropriate for both residential
and commercial applications. In-

the V751 and V75e, 180,000 Btu units
that provide up to 7.5 gallons of hot
water per minute. Feature a minimum
input of 10,300 Btu, one of the lowest
in the industry, resulting in an activa-
tion rate of 0.4 gpm. To safeguard a
tankless water heater from limescale
build-up and corrosion, the Scale
Control System may be installed on a
home’s cold water line in front of or
upstream of the unit. A special blend

cludes consoles with built-in wash-
basins, tall and low cabinets, an
upholstered drawer unit with sitting
area, a floor standing, pillar-shaped
vanity unit with built-in round sink,
bathtubs and illuminated mirrors.
Produced by a special oil and wax
treatment, which saturates the fibers
of the wood to prevent the absorption

of compounds is dissolved into the water stream, delivering consistent scale

control without the use of electricity. Rinnai.
www.rinnai.us

Freestanding tubs
The Addison and the new Addison 2 freestanding tubs have
backrests that are gently contoured to be supportive, com-
fortable and relax-
ing. Tubs are made
of engineered solid-
surface material, a
mixture of ground
natural minerals and
binding agents that
has been liquefied,
poured and hardened. The nonporous, stain-resistant surface
looks and feels like natural stone. Addison measures
661/8"x361/8"x231/4"; Addison 2 measures 65!/5"x32x
221/4". Both can be ordered as soaking tubs or custom fitted
with a pedestal base and therapeutic air bath. MTI Baths.
MTIBaths.com

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

of water; the wood’s highly-com-
pressed and bonded layers prevent
warping. Duravit.

www.duravit.us

Rustic style faucet
The Brut faucet is avail-
able in Rustic Nickel,
Pizzazz Nickel, Rustic
Copper or Oil-Rubbed

Bronze, as well as in
many optional finishes.
Brut comes in different

heights and can be
paired with a side spray |
for use in the Kkitchen.
Sonoma Forge.
www.sonomaforge.com
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BackStop has merged with DuraTrac and now,
along with a vast selection of the highest quality

gas flex, valves, adapters, and connectors, e

DuraTrac carries a full assortment of thermal Y

expansion and storage tanks. Just like all other B AC K ST o p

DuraTrac products, BackStop® Tanks are as:
— _ certified to meet or exceed exacting industry

. standards such as IAPMO and N5F
wwwiduratracinc.com www.backstop.net

1-866-678-8214

sales@duratracinc.com

a & B

- - See contact information on page 90
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Mitsubishi
distributors
gather in Hawaii

SUWANEE, GA.— Mitsubishi Electric
Cooling & Heating held its annual
distributor conference at the Fair-
mont Orchid in Kohala Coast,
Hawaii in late March. The confer-
ence strengthens and celebrates the
important relationship between Mit-
subishi Electric and its distributors,
who play an integral role in promot-
ing split-ductless and VRF zoning
systems to U.S. customers.

An important tradition of the Dis-
tributor Conference is to honor the
distributors and manufacturers’ rep-
resentatives whose performance sur-
passed expectations in 2011. The
Distributor of the Year Award recog-
nizes the organization that has per-
formed above and beyond all others
in sales, market development and
service levels with Mitsubishi Elec-
tric’s products. The award went to
Homans Associates, Wilmington,

*THE WHOLESALER® —JUNE 2012

H.M. Sweeny trade show a success

LANDOVER, MD. — Each year during the third week of April, the H. M. Sweeny Company and its divisions of ABC Electric
Motors, Larson Supply and the Turn Key, host a trade show/picnic in appreciation of its loyal and dedicated customers.
This event is a reminder of the company’s longevity of over a century. This year’s Trade show was again a huge success.
The weather was perfect, the crowd was overwhelming, and the food was great. Over $5,000 worth of gifts and door
prizes were given out. Visit www.hmsweeny.com.

Mass. The 2011 International Distrib-
utor of the Year award went to In-
proambient S.A de C.V., Benito
Juarez, Mexico City, Mexico.

Quota Buster and Superior Sales
awards were given to distributors
who exceeded their established quo-

tas for the past year. The 2011 Manu-
facturers’ Representative of the Year
award went to Roy C. Martin &
Company Inc., Hoover, Ala., ac-
knowledging the company’s overall
growth in its sales territory.

Visit www.mehvac.com.

New from General
Gen-Eye Vista~ [»
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as everything you
need for video inspection in a lighter,
compact, portable package.

® Includes both DVD Recorder and $D Card
Reader.

® Record on both so0 you can give a copy
to your customer.

® Built-in battery for remote operation -
lasts up to 4 hours.

® Full keyboard for on-screen titling.
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= " LCD color monitor gives you crisp clear pictures.
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PIPF CIFANERS or call 800-245-6200 or 412-771-6300.

The toughest tools down the line.”
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See contact information on page 90

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

ASA accepting
nominations for
safety awards

Itasca, ILL. — The American Supply
Association is accepting nominations
for its 2011 Member Safety Recogni-
tion Awards to be presented during
NetworkASA

2012 in Orlando

on Oct. 18-20. e
A total of six

awards will be  american surriy associarion
presented — three in the manufacturer
category and three in the wholesaler
category — based on the number of
safe hours worked during 2011.

The purpose of these awards is to
elevate the awareness of the impor-
tance of safety in all aspects of the
PHCP and PVF industry and also to
award the ASA members that have
had the lowest incident rate of non-
fatal injuries and illnesses throughout
the previous year. All current ASA
member companies are eligible.

Most companies have already filled
out a Bureau of Labor Statistics report
from 2011 called OSHA Form 300A,
Summary of Work-Related Injuries
and Illnesses. Submit a copy of Form
300A with the details on an application
form. Please use 2011 data only. The
award is based on cumulative data
from all company locations. All infor-
mation provided will be kept confiden-
tial. The intent is to request only data
that is already provided to others, such
as OSHA, so as not to create any addi-
tional work. A sample of the OSHA
forms can be accessed at www
.osha.gov/recordkeeping/new-
osha300form1-1-04.pdf.

The application deadline is August
17,2012.

Visit www.asa.net to read more and
to download an application.



HVAC/R Master Distributors
www.metropac.com

SERVING THE HVAC/R WHOLESALE INDUSTRY SINCE 1937
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Controls Why Ghoose Metropac

Discreet Drop Shipments.
Save Money On Inventory Costs.

Use the inventory in our warehouse. We

will confidentially drop ship directly to your

customers for you, using your company's
name and address as the shipper.

Great Inventory!

[irﬂﬂt PI[BESI By using Metropac as an extension of
F l ﬂr 5 your warehouse, you can sell thousands
of products without the burden of stocking

them yourself!

Same Day Shipping!

WHOLESALE ONLY! Metropac is a proud member of. @searems WIT

eb Order Ent 4o Next Day Air
$ via UPS, 10lbs or less
i_ﬁﬂ.ﬂﬂ mmimum order

Metropac Industries HVAC/R MASTER DISTRIBUTORS 10 Annette Road Faxboro, MA 02035
Phone: B0D0-852-HEAT(4328) Fax: 508-698-3121 www.meltropac.com
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See contact information on page 90
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Distributor achieves 30%
growth after DDI install

SANDY Hook, CoNN. — Hayward
Pipe & Supply Company used the
same software through two acquisi-
tions. With no feature enhancements
in sight, they went looking for a more
advanced solution to meet their grow-
ing needs.

A magazine ad caught the atten-
tion of Greg Peddie, president of
Hayward Pipe & Supply, leading
him to contact DDI System.
Through demonstrations and discus-
sions, Peddie realized that DDI was
different than many other leading
software providers.

DDI had the industry-specific fea-
tures they needed plus experience
with growing businesses in many
other related industries. DDI System

Greg Peddie, president,
Hayward Pipe & Supply

encourages networking between their
inform software users through an on-
line community and conference. “I
instantly loved the ‘cross-enhance-
ments’ that DDI’s inform software
provides,” Peddie said. “I wanted ac-
cess to learn how other distributors
do business, the tools and techniques
they use, then incorporate the best of
those ideas into my own operations.
Plus, access to DDI’s large user com-
munity would provide ongoing ideas
for business operations, input for
software developments and ‘tips &
tricks’ that would help my business in

“With our previous software we
needed to hire a ‘licensed
outsider’ to perform accounting
tasks. With inform, end of month
and year are done with a mouse
click. Upgrades are now done in
house....inform software pays for
itself in two years and the fully
upgraded hardware in 3 years.”

the long run. “T also needed better
service. Passport Business Solutions
(Hayward Pipe & Supply’s old soft-
ware) was expensive and unreliable.”
DDI System was the answer with
leading technology, forward thinking
and personal service.

Getting started

Right off the bat, Peddie raves
about DDI’s proven transition meth-
ods. “DDI’s plan worked really well!
The switch was definitely a lot easier
than anticipated for our entire team.”

DDI’s project manager was onsite
for their “pre-implementation,” set-
ting up a practice system and training
schedule. “For the following weeks
while we practiced on the system, our
DDI project manager was just a
phone call away,” he said. “DDI was
back onsite with us for one week at
‘go-live.” They transferred our data,
trained our entire staff, and answered
all of our questions. In the end, the
software was really easy to learn and
we felt comfortable with our new so-
lution in only 3 days.”

Attaining instant advantages

DDI System guarantees a return on
investment within one year. This
statement is backed up by almost in-
stant savings obtained through DDI’s
streamlined processes, overall cost
reductions and increased customer
service. Hayward Pipe realized these
savings and how true DDI System’s
statement is.

* Unlimited Product Count: With
their previous solution, there was a
maximum count of 15,000 products
supported. This limitation hindered
growth and created additional work.
Hayward Pipe was forced to “com-
bine product numbers” or use manual
catalogs to place orders. “With in-
form, we currently have 45,000 prod-
ucts and easily create new product
codes as needed,” Peddie said. This
singular benefit has created a ripple
effect on productivity and accuracy.
“We now have a better understanding
of customer purchasing habits with
increased sales reporting,” he added.
“We’ve been able to leverage that in-
formation into tighter procurement
habits and customer specific pricing.”

* Advanced Accounting: Inform’s
accounting features have also made a
tremendous impact — saving thou-
sands of dollars annually. “With our
previous software we needed to hire
a ‘licensed outsider’ to perform ac-
counting tasks,” noted Peddie. “They
closed each month, closed each year,
and installed upgrades. With inform,

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

Distribution Software
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‘With inform, we currently have 45,000 products and easily create new product
codes as needed, and have a better understanding of customer purchasing habits
with increased sales reporting,’ says Greg Peddie.

end of month and year are done with
a mouse click. Upgrades are now
done in house. By eliminating this
person, inform software pays for it-
self in two years and the fully up-
graded hardware in three years.”

Gustomer service
providing a competitive edge

User-driven reporting, opportunity
pipeline and, soon, integrated e-com-
merce are supporting Hayward Pipe’s
long-standing mission — provide un-
precedented service and value to cus-
tomers. “We have manufacturers that
offer rebates directly to our customers,
which we handle for them,” Peddie

noted. “Previously this manual
process required time to search paper
files, make a list of customer contact
information, items purchased and
price paid, then submit the report to
each customer. Now, I’ve created an
electronic report that I run each month.
This process has been reduced to a
mere two minutes. My customers even
commented that our report is better
than any of our competitor’s.”

Increasing sales

Customers are also seeing a differ-
ence in follow up. Utilizing the op-
portunity pipeline allows sales reps to
easily follow up on every quote pro-
vided to customers. This, combined
with a customer order history, em-

powers salespeople to quickly and ef-
ficiently convert quotes into sales or-
ders. Hayward Pipe is increasing
sales and customer relationships.

Finally, Peddie is excited to be in-
troducing inform e-commerce to his
customers. This single-system solu-
tion will allow his customers to order
online, automatically receive their
unique pricing, and view reports of
past purchases, open and paid in-
voices, and much more. It’s an online
experience Peddie is confident his
customers will love.

Personal service making a difference

DDI’s customer care team has also
impacted operations. “Good luck
getting answers with our old sys-
tem,” recalled Peddie. ”"When we
did hear back, it would cost me $800
each time they assisted us.” DDI
System prides itself on personal,
same day service. “With DDI we re-
ceive great service. Whenever we
call in with a question we get a re-
sponse the same day — within two
hours! If our question is critical, the
response is immediate.”

Supporting record breaking growth

“We had a solid 30% growth in
2011 in spite of a down economy and
difficulties in California,” Peddie
said. “While I know DDI is not the
only reason, their software definitely
helped!” With inform supporting his
team, Peddie has not been required to
hire additional staff to support this
unbelievable growth — or to support
their upcoming online shopping en-
deavor.

Contributing to their bottom line
increase, inform has become a valu-
able “employee” — one Hayward Pipe
& Supply looks forward to retaining
for years to come. M

Visit www.ddisys.com.
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What you need to know
about lead-free laws

BY JEFF BALDWIN
Special to THE WHOLESALER

&S Brass takes pride in being
I an industry leader when it
comes to developing and pro-
viding innovative products for food-
service and plumbing applications.
The company’s emphasis on provid-
ing new levels of productivity and in-
novation — as seen with its water
conservation products, hands-free
technology and concealed plumbing
capabilities — is designed to help ex-
ceed the environmental, health and
performance expectations of cus-
tomers.

NSF/ANSI 372 bBackground

A current pressing issue throughout
the plumbing products industry is
lead-free or low-lead products for
potable water applications. As a re-

Drinking Water Act,” also known as
Senate Bill 3874. A 0.25% maximum
lead content — which is measured
through a weighted average calcula-
tion — is mandated of all pipes, fix-
tures and fittings that are sold in the
U.S. for installations delivering water
for human consumption. Full compli-
ance is required by January 4,2014.

Time of transition

Very early on, T&S foresaw the
regulatory changes that were emerg-
ing in the states and decided to take
action, moving ahead with an ag-
gressive schedule for converting the
top 95% of its products based on
sales volume to the 0.25% standard
by January 2010 (the implementa-
tion deadline set by the state of Cal-
ifornia). T&S began working on an
innovative strategy to prepare for the
changeover.

This action required drastic
changes to the manufacturing process
for potable water-related products.
Rather than creating two domestic
product lines — one lead-free for
states who were early adopters of the
new regulations and one for the re-
maining states — T&S was 98% suc-
cessful in meeting its original goal
with only a marginal price increase.
The company quickly converted the
remaining products, and by mid-2010
its entire line of affected T&S and
equip products were in full compli-
ance.

Making the bold call to transition
all of the potable water products not
meeting this standard well ahead of

the national implementation
deadline has given T&S
some significant advantages,
and it can help you, too.

Considerations for wholesalers,
dealers and distributors

." Wholesalers and distribu-
! \I tors need to educate them-
selves on this important
legislation to stay ahead of
the curve.

The first step in the

sult of growing concern over the
health risks associated with lead con-
tamination, social and political strides
have been made to establish tighter
low-lead regulations.

Regulatory changes have emerged
in various states since the 1990s, with
California leading the charge, but
lead-free legislation has now taken
the national stage. On January 4,
2011, President Obama signed into
federal law the “Reduction of Lead in

process is to know the correct termi-
nology when it comes to legislation:

e “U.S. Safe Water Drinking Act”
— The original legislation from 1986
allowed a maximum of 8% lead con-
tent in plumbing products.

* AB 1953 — The original California
Assembly bill which mandated the
0.25% maximum lead content stan-
dard in the state of California and
started the lead-free content move-
ment.

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

* Senate Bill 3874 — The national
bill which passed as “The Reduction
of Lead in Drinking Water Act.”

* “Reduction of Lead in Drinking

*THE WHOLESALER® —JUNE 2012

Specifying engineers can also play
an important role. By writing tighter
specs that require any product de-
signed for dispensing potable water to
be third-party certified to both the
long-standing NSF/ANSI 61 standard
and also the new NSF/ANSI 372 stan-
dard, they can help eliminate the use
of improper material or substitution in
the market.

Water Act” — Signed in
2011, this amended the Safe
Drinking Water Act to allow
a maximum of 0.25% lead
content.

Standards

* NSF/ANSI 61 - The
long-standing water testing
standard developed by NSF
International and a diverse
group of interested stake-

holders.
* NSF/ANSI 372 — The material
testing standard developed by NSF

International and a diverse group of
interested stakeholders.
The second step is to know the
deadlines:
e California and Vermont — Janu-
ary 1,2010
* Maryland — January 1,2012
* Louisiana — January 1,2013
* National — January 4,2014
Wholesalers and  distributors
should give serious consideration to
converting their operations
to only stock products that
meet this new requirement.
Those who wait to make
the change run the risk of
being stuck with non-com-
pliant inventory when the
change takes full effect in
2014. Switching to carry-
ing only lead-free products
rather than having to stock
two different versions of
each product will also help
with SKU reduction, sav-
ing time, money and criti-
cal inventory space. T&S
makes this task easy, with
one set of SKUs that meet
all current standards, as
well as the upcoming new
national legislation re-
quirements.

T&S believes that by being brave
enough to make the tough call and
nimble enough to implement these
changes quickly, its customers are
now reaping the rewards. The com-
pany welcomes any lead-free ques-
tions or concerns you may have
regarding this important issue. H

Jeff Baldwin is Design Engineering
Manager at T&S Brass and Bronze
Works. Visit www.tsbrass.com or fol-
low them on twitter (@tsbrass).
Plumbing industry professionals will
also find useful content and guidance
on their Facebook page (www.face-
book.tsbrass) or YouTube channel
(www.youtube.com/user/TS -
BrassVideos).

As a result of growing
concern over the health risks
associated with lead
contamination, social and
political strides have heen
made to establish tighter
low-lead regulations.



A metering faucet
you’ll want your
customers to see.

Plus, an offer to get one free!

The 3500 Series combines Chicago
Faucets quality with a new, modern look
to our line of water conserving metering
faucets.

The 3500 is easy to install, easy to
operate, and easy on the budget. And

since it's from Chicago Faucets, you can
.Count on long lasting operation and simple
maintenance.

BUY 12. GET 1 FREE.

Take advantage of a special introductory
offer to get a 3500 free with a qualifying
purchase. Every time you buy 12 of our
3500 Series faucets, we’ll give you a 3500
with 4” cover plate and external adjustable
temperature mixer absolutely FREE*.

Contact your Chicago Faucets sales
representative for more information and
get a FREE 3500 Series counter mat!

Like us on
Facebook
facebook.com/ChicagoFaucets

CHICAGO ~

>

FAUCETS =~

a Geberit company

-

See contact information on page 90

www.chicagofaucets.com
800/323-5060

*Offer good from April 16, 2012 until July 31, 2012. Free product will be one 3502-4E2805ABCP. To qualify for free
faucet, you must order at least twelve 3500 Series faucets at one time. No limit on number of orders placed during
promotional period, standard shipping and freight. Quoted projects are not eligible for promotional pricing.
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K/BIS 2012 —Innovative new and
hot kitchen and bath happenings

The Kitchen and Bath Industry
Show, held from April 24 — 26
at McCormick Place in
Chicago, was an “excellent” show,
with more than 500 exhibitors. There
was a heavy turnout of manufacturers
from China and Taiwan, some of
whom meet American and European
ISO quality standards.

The best K/BIS keynote
speech in the last 25 years

This was one of the best keynote
speeches that I have ever attended.
The subject was the connection be-
tween the Internet, technology and
our industry. Michael E. Werner, pres-
ident and CEO of Globe Union Group
Inc., provided an overview of how we
should envision the future in business
and how technology advances will
alter the industry. Werner addressed
the ways that technology impacts our
current landscape, how it has evolved
and how we can best prepare for up-
coming shifts. Through ongoing ad-
vancements in technology, everything
has become possible, accessible and
more affordable.

Navigating and embracing the re-
defined course of business as industry
professionals will ensure the success

One of the hest keynote speeches
that | have ever attended. The
subject was the connection
hetween the Internet, technology
and our industry. Michael E.
Werner, president and CEO of
Globe Union Group Inc., provided
an overview of how we should
envision the future in business
and how technology advances
will alter the industry.

of the industry. With proven facts and
evidence, Werner showed the capac-
ity-filled audience that the Internet is
a friend to all and that it is not the
case of “the showroom versus the In-
ternet.” If you think that having a
website is enough, you will be sur-
prised to learn what has happened
and what will take place in the next
couple of years. (Mary Jo Martin, ed-
itorial director of The Wholesaler, did
an exclusive article on Michael
Werner’s presentation on page 48 in
this issue. Don’t miss it!)

The Best of K/BIS 2012 awards

The winners of the Best of KBIS
were announced on Wednesday, April

25. The eight winning products were
selected for their functionality, qual-
ity/durability, flexibility, aesthetics/
style and innovation. The winners
were:

Best Universal Design Product:

The Elevance Rising Wall bath
by Kohler (www.kohler.com)

A stylish alternative to traditional
walk-in baths, the Elevance Rising
Wall provides a traditional bathing
experience, while offering increased

"

accessibility. The extra-wide open-
ing, integrated grab bar and chair-
height seat make entering and leaving
easier than a traditional walk-in bath.
Elevance provides comfortable soak-
ing depth with an integral relaxing
waterfall fill and an ergonomic back
and neck rest. It is designed to fit into
a standard 60 bath footprint for re-
models and new builds.

Best Green Product:

MotionSense™ faucets by Moen
(www.moen.com)

MotionSense provides an intuitive,
hands-free kitchen faucet experience
that responds to users’ simple hand
movements to activate water flow.
There are three ways to turn on

endless design flexibility: any size
Redi Base (52" — 72"); Plank pitch™ ;
Molded-in trench; any trench loca-
tion; any drain location(s) in trench
and Your Choice tileable or grate top.
Best of Bath — Silver Award.:
Alessa shower base by Fleurco
Products Inc. (www.fleurco.com)
This bench will appeal to people
looking for a seat, a stool or a footrest
while showering. Parents will find
that washing their kids is easier with
the bench. Storage space beneath the
seat is perfect for keeping shampoos
and soaps at hand. This IAPMO-ap-
proved base comes with a selection
of decorative linear drain finishes.
Best of Kitchen — Gold Award:
Stainless steel kitchen sink by
ROHL LLC (www.rohlhome.com)
Handcrafted in Italy, ROHL’s line
of commercial grade stainless steel
and stainless copper plated sinks are
designed for the high-end residential
market. Unlike traditional stainless
sinks, ROHL’s sinks are constructed
of 16-gauge commercial stainless
steel for extreme durability. Crafted
with a unique “tangent edge,” a
rounded, a bottom edge radius and
zero-edge side wall, each carries an
insulating undercoat, a “quiet coat,”
reducing splash-back sound.
Best of Kitchen — Silver Award.:
Liebherr HC 1540 by Almo Spe-
cialty Products (www.almospe-
cialty.com)
Liebherr’s fully integrated HC
1540 refrigeration unit offers the con-

faucets with Mo-
tionSense:  the
wave sensor at
the top of the
faucet, the ready
sensor near the
base of the faucet
that identifies
when an object is
placed beneath
the spout and the
handle on the side
of the faucet,
which offers tra-
ditional manual

venience of 30" sizing with Lieb-
herr’s signature sleek, European
styling and state-of-the-art per-
formance features. The HC 1540
can be concealed behind cabi-
netry or stainless steel, giving de-
signers flexibility and the
homeowner ideal food storage
conditions. This 30" model also
offers the possibility of a custom
design feel with flush 24" deep
cabinet installation, a feature not
available in competing units.

operation.

Best of Bath — Gold Award.:

Redi Trench by Tile Redi USA
LLC (www.tileredi.com)

The most exciting marriage of de-
sign and function in the bath industry,
Redi Trench meets the needs of build-
ing pros with an innovative, exclu-
sive design added to the established
utility you expect from their Tile
Ready shower pans. Features give

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

Best of Show:
- Segmented cooktop:
gas/griddle/induction by

Bertazzoni (www.bertazzoni.com)

Bertazzoni sets the new standard in
surface cooking flexibility with its
new Design Series segmented cook-
tops. Housed in a sleek and sophisti-
cated low-profile, stainless steel
frame, this new 36" cooktop is avail-
able in six combinations of gas, elec-
tric griddle and induction to perfectly
match any style of cooking.
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BY PETER SCHOR
Showroom specialist

People’s Choice Award.:

U-socket wall outlet with built-in
USB ports by U-Socket (www.weir-
comfees.com)

U-Socket is an AC receptacle with
built-in USB ports that can power any
device capable of being charged via
USB, including iPods, iPhones and
iPads. Designed to replace a tradi-
tional wall outlet, U-Socket elimi-
nates the clutter of AC adapters that
stick out and take up space. Enjoy the
convenience of a charger built right
into the wall. U-Socket is also eco-
friendly, thanks to its 5-star energy
efficient design that auto-senses
wattage and only outputs full power
if something is connected to it.

Bathroom trends and new
products — Electronics

For the past five years, I have writ-
ten about ‘“electronics” becoming
more important in bathrooms each
year. These include electronic
faucets, floor warming, chromeather-
apy showers and baths, LCD-mir-

rored TVs, magnification mirrors and
back-lit lighting systems, washlet
seats and bidets, heated toilet seats,
steam baths with sound systems,
saunas, towel warmers, nightlights
with wall switches and more. Digital
and LED lighting was everywhere at
K/BIS 2012, including digital elec-
tronic showerheads that operate from
the bather’s wall mount remote con-
trol. Merging sound and vibrations,
the new KOHLER Underscore Vi-
brAcoustic baths are engineered to
(Turn to An abundance... page 78.)
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EverGreen
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Available in multiple styles & sizes including residential and commercial, modern and traditional styling, and a range of functions and flushing types.

New Pure ldeas

Committed to developing sustainable, innovative products for unique bathroom experiences through
Luxury Engineering.

Combining superior design concepts with cutting-edge technology to redefine our relationship with water and
develop new pure ideas for the world’s most exacting professionals and homeowners.

See contact information on page 90
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An abundance of riches at KBIS 2012

(Continued from page 76.)

ease tension and stress. Vibroacoustic
is a technology-based sound therapy
defined as hearing and feeling sound
vibrations through the body. Addi-
tionally, the quality of the sound sys-
tem on the bath is so good that it can
be used as a stand-alone audio solu-
tion for the entire bathroom. The
bather can stream music and podcasts
through the bath from a mobile de-
vice wirelessly or via hardwire con-
nection. The VibrAcoustic technology
is controlled by an intuitive full-color
touch screen user interface. Do you
have all these types of products in
your showroom?

Shower and bathing products

* Pulse Shower Spas (www.pulse-
showerspas.com) offers one of the
hottest new bath product categories in

years. These pre-plumbed

shower columns (panels)

are code approved,

some even use the

existing shower

valve, making them

ideal for retrofit. You remove

the shower arm, quick con-

nect to the /2" I.P.S con-

nection and fasten to the

wall, all in about 15 min-
utes.

e Tyrell and Laing Interna-

tional Bathtubs (www.Tan-

dLinternational .com) offer an

exclusive range of cast stone

Luxury Lifestyle bathtubs,

lavatories and shower bases.

These bathtubs have been

designed for ultimate relax-

ation and comfort, along

with elegance and beauty.

T&L bathtubs are made

in the USA, have a 10-

year warranty and are

offered in an infinite
number of colors and
numerous textures. Grab
this one for your showroom

before it is gone.

* ThermaSure (www.temperatesys-
tems.com) not only keeps your bath
water warm but also gives the bather
a warning sign, both audibly and vi-
sually, when the water is too hot. It
purifies the water, killing off any
viruses or bacteria and making it re-
ally safe.

B ]

Best bath products

e Miracle Seat (www.miracleseat
.com) is the industry’s first germ- and
odor-controlled toilet seat. Great
looking, it comes in round and elon-
gated styles and in white or colors.
The vented seat contains a manifold

that is connected to an unobtrusive
flexible duct leading to a PVC pipe
that receives its vacuuming power
from its own whisper-quiet 90 CFM
exhaust fan. Odors and germs are
vented out of the building through ex-
isting bathroom fan ducting or
through a separate outside vent. The
Miracle Seat can be wired to the bath-
room light switch and run whenever
the light is on, or it can be wired to a
separate switch.

e Electric Mirror (www.electricmir-
ror.com). Electric Mirror has been sell-
ing their exclusive, innovative, and
extraordinary backlit lighting systems,
LCD-mirrored TVs and magnification
mirrors with LED lighting in the five-
star hotel bath industry for 15 years.
Their new Visionary Series medicine
cabinets and lights are hot!

* Penguin Toilets LLC (www.pen-
guintoilets.com), last year’s Best of
K/BIS award winner, has designed a
patented secondary drain system built
within the bowl that adds protection

—
r-r
against overflow and has been
IAPMO approved. Got a non-over-
flow toilet in your showroom?

e Great Grabz (www.greatgrabz
.com) has award-winning designs of
signature “Wave” decorative, ADA-
compliant safety grab bars with ex-

ceptional mounting kits.
e Ark Showers (www.arkshowers

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

.com) specializes in European-in-
spired bathtub shower screens, a
sleek and practical alternative to
shower curtains and sliding tub

doors. Their single panel, pivoting
designs provides the clean, open look
of frameless shower doors with the
versatility of a bath shower combina-
tion. Available in a wide selection of
sizes, styles and finishes, with the op-
tion of ClearShield® glass coating for
ease of cleaning.

Best kitchen products

e Stainless Living backsplash
systems (www.stainlessliving.com),
available in three sizes and 14 differ-
ent designs, were a huge hit. You can
choose from the three stock sizes, or

the systems can be customized to fit
perfectly, to your exact specifica-
tions. Installation is accomplished in
minutes, using a combination of two-
sided tape and construction adhesive.
Plumbing and appliance showroom
displays and stocking distributor pro-
grams are offered strictly through
“channel distribution” and are very
profitable. Late 2012 they will be of-
fering S.S. dishwasher panels and re-
frigerator fronts in 14 different
patterns. They are a $25-million, 70-
year-old company.

* Rigidized stainless steel counter-
tops (www.rigidized.com) are custom
metal countertops made from tex-
tured and plain stainless steel and
copper. There is a wide offering of
edge-profile backsplash styles and
corner options such as integral sinks.
For showrooms, one unit can be put
on display for qualification purposes.

*THE WHOLESALER® —JUNE 2012

It is as easy as mailing or faxing CAD
or shop drawings to Rigidized from
your client. They will give you a con-
sumer price, a trade price and your
price. These products are highly prof-
itable and competitive, and they ship
to all parts of the U.S.

Other niceties

I am sure that I missed many new
products in this article. Please let me
know what I missed or if there are
any new and hot products that you
think should be included in future ar-
ticles. I can be reached via e-mail at
pschor@dynamicresultsinc.com.

Thank you for taking the time to
read this article. I hope it was of great
benefit, especially for those who did
not come to KBIS.

Note: The 50th annual Kitchen
and Bath Industry Show (KBIS) will
be held in New Orleans, April 19 —
21,2013. |

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

With proven facts and evidence,
Michael Werner showed the
capacity-filled audience that

the Internet is a friend to all and
that it is not the case of ‘the

showroom versus the Internet.
If you think that having a
website is enough, you will be
surprised to learn what has
happened and what will take
place in the next couple of years.



‘ T
‘ﬂ*% =

SERVIGE MfTM

Now a Full-Line Master Distributor of

GRANE PRODUGTS!

- | O Crane Cast Steel Valves © Flowseal® High Performance |

O Crane Cast Iron Valves Butterfly Valves
O Crane Bronze Valves O Center Line® Butterfly Valves
and Check Valves
O Duo-Chek® Valves
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CS Weld Fittings & Flanges * FS Fittings & Outlets < Cl Flanged Fittings « MI Pipe Fittings
Merchant Steel Couplings * Pipe Nipples « Bolt Paks * Stockham® CS Valves « Fortune® Cl Valves
Smith® Forged Steel Valves « Fortune® Ball Valves « Titan® Y-Strainers

All factory new valves. Mill test reports available.

service Metal Products Go. service Metal of the Garolinas
Serving the Midwest & Western U.S. Serving the Eastern U.S.
800-325-7820 m 800-438-6346

314-231-1821 www.servicemetal.net 704-331-0646
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Tapco
iS a national
distributor of Danze
OEM genuine
replacement parts
for Danze brand
faucets.
No extra handling
charge for same day
shipment on Danze
orders received by
noon eastern time.
Tapco acknowledges
Danze FAX orders
promptly by return
FAX, complete with
your prices.
Tapco will ship your
order of Danze
OEM genuine
replacement
parts within 24 : g
hours. 3
Tapco
| P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300
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Streamline® copper tube
and fittings receive UL rating

MEMPHIS, TENN. —The refrigerants used in mod-
ern HVAC and refrigeration systems have
evolved significantly since Mueller Brass Co.
first developed and pioneered the Streamline®
braze/solder-type copper fitting back in 1930. In
order to further educate the industry on its prod-
ucts’ superior capabilities with today’s modern
refrigerants, Mueller Streamline Co. worked with
UL (Underwriters Laboratories) to conduct a se-
ries of demanding performance tests. As a result,
Mueller’s Streamline copper tube and fittings are
the first such products to be UL Recognized to
700 PSI operating pressures. In 2010, the com-
pany’s Streamline line sets were the first copper
line sets to be UL Recognized to 700 PSI.
Modern refrigerants, such as R410A and sub-
critical CO,, can operate at more than 60%

MTI Baths wins ADEX awards
ATLANTA — MTI Baths took home six 2012 De-
sign Journal ADEX awards for design excel-
lence in freestanding tubs, sinks, hardware and
teak accessories. The winners are as follows:

e Platinum Award — MTI teak shower seat,
Versailles tub and Olivia tub

* Gold Award — High-flow tub filler and An-
drea® tub with sculpted finish®

e Silver Award — Adrian SR lavatory sinks.

Visit www.mtibaths.com.

higher pressures than the prior generation of re-
frigerants. Mueller Streamline Co. wanted to
provide its customers with unbiased informa-

tion about the capabilities of Streamline copper
tube and fittings when used with these modern
refrigerants and turned to UL, one of the
world’s most trusted third-party certification or-
ganizations and the foremost authority on safety
in refrigeration systems.

“The industry standards have simply not kept
pace with the evolution in refrigerants toward
higher efficiency ratings and higher pressures,”
stated Chris Mueller, director of marketing for
Mueller Industries’ Copper Systems business.
“The UL Recognized to 700 PSI rating comes
after four years of extensive testing that included
hoop strain, cyclic fatigue, hydrostatic burst,
thermal cycling and more.”

Visit www.streamlinecopperquality.com.

OEM Shurjoint now in Tyco fold

(Continue from Tyco, page 1.)

Founded in 1974, Shurjoint introduced the
SHURIJOINT brand in the mid-1990s. Based in
Taiwan and the U.S., Shurjoint currently offers
over 3,000 piping components with a full line
of grooved fittings, couplings, valves, ductile
iron threaded pipe fittings and welding outlets
in 1/2" to 96" sizes. SHURJOINT products are
used with a variety of piping materials includ-
ing carbon steel, stainless steel, ductile iron,

PVC, HDPE, CPVC and copper.

“This acquisition demonstrates Tyco’s ongoing
commitment to the Mechanical market. As a re-
sult, Tyco will broaden its grooved product port-
folio and expertise in innovative mechanical
solutions,” said Colleen Repplier, president of
Tyco Fire Protection Products. “Shurjoint is an
excellent strategic fit to our business, and allows
us to improve service to the fire, HVAC, mining
and industrial markets.”

Sales alliance marries TOTO, V&B

(Continued from TOTO, page 1.)

For TOTO USA’s distributors and high-end
kitchen and bath showrooms, the new alliance
will deliver exceptional value by providing them
the opportunity to add the highly desirable
Villeroy & Boch USA products to their busi-
nesses. As is the case with TOTO USA products,
Villeroy & Boch USA products are available
only to the trade. The two brands will be posi-
tioned to complement each other in showrooms.
Distributors and showrooms selling both brands
will enjoy economies of scale on freight, service
and support by combining Villeroy & Boch USA
orders with their TOTO USA orders.

Villeroy & Boch USA customers can continue
to order products through its New Jersey facili-
ties until August 31. Starting July 1, however, its
products will also be available through TOTO

USA. As of September 1, 2012, all Villeroy &
Boch USA products will be sold through TOTO
USA only, and TOTO USA will handle all sales,
logistics and customer support matters.

Visit www.totousa.com or www.villeroy-
boch.com.

Inland

(Continued from Irr, page 1.)

“The acquisition of Inland Supply affords us
the opportunity to expand our presence in the
Syracuse market,” said Michael Duffy, Irr Sup-
ply Centers’ president.

The Inland Supply location will remain open and
operate under the Irr Supply Centers Inc. name.

Visit www.irrsupply.com.

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

Americ

American Standard Current/Obsolete

Blanco
_ Bradley
Brigas Obsolete
Case
Central Brass
Chicago Faucet
Grane Current/Obsolete
Curtin Valve
Danze _
Delta Current/Commercial
Elier Current/Obsolete
Elkay/Water Cooler Parts
Fisher
Fluidmaster
Franke
Gerber
Grohe Current/Obsolete
Halsey Taylor
Hamaf
Hansa
Hansgrohe
Harcraft
_ Huntington Brass
Indiana Brass Current/Obsolete
Kohler
KWC
Leonard
Mixet _
Modern Faucet (Rinse Quick)
Moen
Newport Brass
penix
Porcher
Powers
Price Pfister
Rohl
Royal Brass Current/Obsolete
Santec
Savoy
Sayco
Speakman Current/Obsolete
sterling
Streamway
Symmons
rim Kits
T&S Brass
_ Union Brass
Universal-Rundle Parts/Ballcocks
Valley Current/Obsolete
WaterSaver
Zum (Commercial)/Flush Valves

See contact information on page 90




| Conference -

ore than 700 gathered at the Anatole in Dallas for the
M WIT & Co. Spring Meeting. During the general session,
keynote speaker Todd Buchholz gave a great perspective
on economic conditions in the U.S. and globally. According to ex-

ecutive VP Charlie Morehead, WIT now has 91 distributor mem-
bers and purchases were up 8.7% last year over 2010.

wil #

l
e Power « afir ndepeé il

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



CONSIDER SIOUX CHIEF AS YOUR
ROUGH PLUMBING ARMORY.

TOGETHER, WE WILL

Supply Drainage Support www.siouxchief.com

TAKE THE FIELD.

See contact information on page 90



a® /NVENTORY GOUNTS
Is VMI right for you?

he thought of someone else
I managing the replenishment
of inventory, at no cost to you,
sounds like a pretty good plan. Those
inventory planners and buyers are
pretty expensive folks; not as expen-
sive as sales reps, but they do add a
nickel or two to the payroll. Beyond
the payroll expense, figuring out
what to buy can be three parts art and
one part science. A friend of mine
once suggested that purchasing in-
ventory in a distribution company is
“a thousand little decisions done right
each day.” No disrespect, but it
sounds like someone was trying to
justify his existence. All kidding
aside, replenishment is a challenge
we would all rather do without.
In order to prepare for this article,
I solicited the opinions of several dis-

Make sure that you have a good
relationship with a supplier
hefore you even consider entering
into a VMI program. Several
participants agreed that you should
only attempt this type of program
with someone you have been
involved with for a long time.

tribution experts. In addition, I sur-
veyed and interviewed many
distributors who currently participate
in VMI relationships. This is a culmi-
nation of what they told me.

Vendor managed inventory, or
VMI, comes in many different forms
and relationships. Essentially, inven-
tory levels are managed by the pre-
ceding link in the supply chain. Some
VMI relationships constitute the
manufacturer managing inventory
levels of their distributor customers.
Some distributors manage the inven-
tory levels of their customers. For the
purposes of this article, I have fo-
cused my attention on the manufac-
turer —distributor relationship from
the perspective of the distributor.

There are a couple of different ways
to develop a VMI relationship. A
manufacturer can use a proprietary
system that analyzes your transac-
tional data in order to recommend or-
ders. The challenge with this type of
systems is getting the data into a com-
mon format; many participants said
this was the greatest challenge in the
whole process. Another option is to go
through a VMI service provider. Sev-
eral participants indicated that this
was a much easier way to go, because
the data translation, between manu-
facturer and distributor, was handled
by the provider. In this relationship,
the service provider fee is typically

covered by the manufacturer, so there
is very little downside to a distributor.
It was also noted, by those who had
used both a service provider and a
proprietary system, that the service
provider was more adept at under-
standing inventory replenishment in a
distributorship. As we all know, man-
ufacturing and distribution are two
very different animals.

The henefits

The most commonly suggested
benefit derived from VMI was the
ability to return product without the
usual hassle. One person I spoke with
described a complete change of de-
meanor by their rep with regard to re-
turns. Prior to entering into the
relationship, the rep would be very
reluctant to accept returns even
though the distributor was well
within the stated policies. It was al-
ways a hassle to get a return authori-
zation signed. After they entered into
a VMI relationship, the rep almost
welcomed the return transaction. Ac-
cording to this distributor, that made
the program worth its weight in gold.
(My suspicion is that it had some-
thing to do with how it affected that
rep’s sales commission, but you
didn’t hear it from me.)

Usually, the most commonly touted
benefit is better inventory turns. A lib-
eral return policy will help this a great
deal. The fact that you don’t have to
make freight minimums anymore is
another huge factor. Most manufac-
tures dispense with the normal freight
minimums for VMI customers. This
really helps when you need to do non-
stock specials or when you have high
volatility. Can you achieve solid in-
ventory turns without VMI? Sure, but
it is a lot easier when the supplier is a
partner in achieving mutually agreed
upon goals.

From a customer service stand-
point, many participants suggested
that they experienced fewer stock
outs and better overall flow of mate-
rial. One participant shared that he
had always been the victim of short-
ages due to product allocation. After
VMI, those shortages disappeared.
Although the manufacturer never
publically stated it, he believed that
his company was now given priority
status on products subject to alloca-
tion. Some people believe that this is
a reward for helping a manufacturer
plan well. Although there is a possi-
bility that a manufacturer will use
your data to improve their produc-
tion, it is fairly unlikely. Your busi-
ness would have to be a significant
portion of their overall volume in
order to move production planning.

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

Cash flow improvements are a dis-
tinct possibility. Some manufacturers
offer incentives for VMI customers.
These could come in the form of re-
bates or special payment terms. They
should; much of the benefit occurs at
the manufacturer level. Let’s face it;
once you go on VMI with a supplier,
it is very difficult for competitive
products to earn a seat at your table.

Many people believe that there is a
potential for labor reduction when en-
tering into a VMI relationship. Unfor-
tunately, this is not often the case.
VMl is not a “set it and forget it” type
of program. You still have to watch
and approve the orders as they are
generated. Many participants sug-
gested that they still have to tweak or-
ders on a regular basis. I guess this is
a good segue into the challenges of
this type of program.

The potential challenges

Data translation is one of the
biggest challenges to any VMI rela-
tionship. The two partner systems
have to be able to communicate. I can
walk around the country and find
many different item codes for the
exact same product. Many people
overcome this challenge by using the
UPC code as a common denominator.
This requires the distributor to enter
this field in their master item records.
This is not a very difficult task, but
there is a significant time considera-
tion. VMI service providers can re-
ally help smooth out this translation.

Reporting can also be a real chal-
lenge. The distributor has to be able
to create a transactional report that
accumulates usage. The manufacturer
must be able to assimilate this report
into their system and populate the
proper fields. Any time two databases
try to communicate, bits can get lost
in translation.

One participant suggested that they
had difficulty with rapid changes in
sales usage. As sales picked up, the
system always seemed to be in catch-
up mode. Highly volatile item
turnover can be difficult to predict.
When the replenishment recommen-
dation is one step removed from the
distributor, the challenge is magnified.

Overstocking of material has al-
ways been one of the biggest fears
about VMI. Once you hand the reins
over to the manufacturer, look out!
Here come the 40-foot trailers. While
some participants experienced over-
stocking in the beginning of the rela-
tionship, simple adjustments leveled
off the optimistic flow of inventory.
Holding partners to some specific
performance metrics will help offset
this challenge.

On the opposite side of the spec-
trum, some distributors experienced
problems with programs that tried to
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BY JASON BADER
Inventory management specialist

manage the inventory too tightly. Set-
ting up unrealistic parameters, such
as eight or more annual turns, caused
inventory shortages in many key
products. This is why inventory turn
goals must always be balanced with
customer fulfillment goals.

The advice

The best recommendation I heard
was: Make sure that you have a good
relationship with a supplier before you
even consider entering into a VMI
program. Several participants agreed
that you should only attempt this type
of program with someone you have
been involved with for a long time. It
should be a trusted partner with a track
record of successful VMI implemen-
tations. If they are not doing a great
job for you now, VMI will not neces-
sarily make them better.

Before you sign on the dotted line,
make sure to establish clear perform-
ance metrics. Set realistic goals for
inventory turns. Make sure to balance
this with a clear expectation of cus-
tomer service fill rates. Define what
you consider dead stock. Believe me,
there are many different answers to
the date of death. Make sure you
agree on what constitutes surplus
stock. If you don’t, you might be
shopping for a new warehouse.

Take time to plan out a VMI imple-
mentation. It takes a while to get
things right. Start with a small sample
size and work up to more compli-
cated lines. You need to build confi-
dence within your purchasing team.
This may be seen as a threat to their
jobs. Be sensitive to this and manage
the fear of change. It should be noted
that a vast majority of the distributors
I spoke to had fewer than five VMI
relationships. Nobody is losing their
job over this one.

Before you head down the trail, get
advice from your industry peers.
Most of you work with the same ven-
dors. Ask for recommendations and
references. Make sure that you check
out service providers before agreeing
to sign on with a manufacturer. Many
of them have exclusive relationships
with a particular provider. According
to the participants I spoke with, there

(Turn to To VMI or... page 86.)



Showerheads & Accessories

LUXURIOUS

REFRESHING

Are you ready for some Rainflurry™ Rainfall Showerheads -
A . ; Available in Two Sizes:
%MMW Sensations! 776.0080 6" Diameter Head with 60 Spray Channels

776-0085 8" Diameter Head with 90 Spray Channels

Rainflurry™ Showerheads & Accessories

Showerheads: 776-0005 Economic Showerhead, 2.5 GPM, Chrome Plated ABS Plastic

176-0010 2" Showerhead, 2.5 GPM, Chrome Plated ABS Plastic, Brass Ball Joint, White Face

176-0015 2" Showerhead, 2.5 GPM, Chrome Plated ABS Plastic, Brass Ball Joint, Black Face

T76-0025 Heavy Duty Showerhead. 2.0 GPM, Solid Brass, 1-5/8" Face Diameter

I176-0030 Heavy Duty Showerhead, 2.5 GPM, Solid Brass with Chrome Finish, 2-1/8" Face Diameter

I176-0030BN same as T76-0030, with Brushed Nickel Finish

T76-0080 Water Saver Showerhead, Patent Pending 1.5 GPM, Chrome Plated ABS Plastic

I176-0085 Adjustable Spray Showerhead, 2.5 GPM, Brass Ball Joint, Chrome Plated ABS Plastic
Shower Arms:  776-0016 6" Shower Arm & Flange, Chrome Plated, Standard 1/2" IPS Connection

T76-00068M same as 776-0016, with Brushed Mickel Finish

Ask about our Rainflurry™ Collection Retail Display Program.
Ready for some Exhilarating Sensations? Call & Order Yours Today: 1-800-KISSLER (547-7537)
Don't forget to ask about our NEW 2012 Catalog! ——

Plumbing Repair Parts and Specialty Items » Value, Selection and Service since 1923

Phone 1-800-KISSLER = (201)896-9600 = Fax (201)896-9190 = E-Mail sales@kissler.com
www. kissler.com = Ask about our Specials = www.dominionfaucets.com

See contact information on page 90
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Amazon is here. How will you deal with it?

(Continued from page 8.)

There are already a lot of products
(they say 500,000) and a lot of infor-
mation on their site only one month
after its announcement.

e They tout low price but, on the
surface, the jury is out — I checked
a couple plumbing products on their
store and found, for example, a pretty
generic round white toilet (2-day de-
livery) priced a little higher than a
couple other webstores with similar
delivery and significantly above a
trade plumber’s price for the product
at a local wholesaler. (If their pub-
lished pricing drives the market price,
traditional wholesalers will be able to
compete and make more money.
Don’t hold your breath.)

* Don't forget, EASY is often the
trump card — For many people who
must order, receive and pay for prod-
uct, EASY is very important and
sometimes the overriding issue in de-
ciding who to buy from. In some
cases, they will essentially ignore the
product cost if one vendor is the
“problem free” supplier. I think
Grainger once had a marketing piece
that explained that the total cost of
acquiring a product is more important
than the cost of the item. As I remem-
ber it, they discussed a reliable, error-
free single-source actually saved
money compared to checking many
alternatives and buying from many
sources. Thus the buyer could feel
better about paying a higher unit
price since reliable, problem-free
transactions were so much more effi-
cient for the buyer’s company. This
provided justification to buyers who
felt obligated to find the best value.
Frankly, there are a lot of buyers (of
course not in our industry) who think
that “job 1” is making their daily
work as easy as possible.

° “The young folks today just
aren’t wired the way they were in the
good old days” — Ignore this at your
own peril. Many of the up-and-com-
ing generation find texting and e-
mailing better than a phone
conversation. As one young guy told
me, “If I text you, it takes 15 seconds.
If T call you, we just waste a lot of
time talking about the weather, how
things are going for me and how you
and mom are doing.” As you can tell,
the young guy was my son. This
same group would rather find the
product online, read reviews from al-
legedly “real” customers, place an
order, pay by credit card and handle
any customer service issues via e-
mail. Some of these people are start-
ing or inheriting businesses in our
industry.

e Seriously consider whether you

want to partner with Internet compa-
nies — One of my clients built a
pretty good business selling products
online. He used a “free webstore”
provider. He spent a couple years tun-
ing the product mix and pricing, and
just when it was starting to run well,
the “free webstore” provider shut
them down. The provider had been
able to scrutinize their transactional
data, got excited about the opportu-
nity then, without loyalty or remorse,
moved forward with their own offer-
ing. I don’t know about Amazon Sup-
ply, but some Internet stores act as
order takers and then forward the or-
ders to partners who fulfill the order.
If you partner with these companies,
just remember their version of loyalty
might be, “What have you done for
me in the last hour?”

* Keep tabs on the industry’s direc-
tion — There is an old saying, “Keep
your friends close and your enemies
closer.” Good fundamental marketing
involves keeping your competition
“close” by understanding their game,
their strengths, their weaknesses and
their value proposition.

With traditional competitors, un-
derstanding what makes them tick
can involve significant time and en-
ergy. You might even need to get out
of the office to observe and under-
stand what they are doing, first hand.
On the other hand, the effort can pro-
vide insights into who buys from the
competitor, how much inventory they
carry, how many people they employ,
etc.

On the surface, Internet companies
seem much easier to understand since
their presentation, their offering and
their value proposition are available
to customers and competitors alike
simply by navigating through their
site. Understanding who buys from
them and how they manage their in-
ventory, who really fulfills the order
might be more difficult since their
distribution center might be located
thousands of miles away or be as
close as your competitor down the
street who is their “fulfillment part-
ner.” Thus far, Amazon has released
very little information regarding their
operation but here are the highlights
from their website:

a. Net sales: $48.077B; (Product
sales: $42.000B; Services sales:
$6.077B)

b. Cost of sales: $37.288B

c¢. Gross margin: $10.789B; 22 4%

d. They list just under $5B in in-
ventories for 2011

e. They spend $2.9B on technol-
ogy and content, which I assume is
the product information and their site

f. Since Amazon Supply is so

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

new, probably very little of the sales
are related to that business. Hopefully
they will break out that segment
going forward.

e Don't pretend that the Internet is
Jjust a passing fad for our industry —
You need a webstore, if only to retain
your existing customers who want to
order online and will switch over to
competitors who have a webstore. If
your competitors are sleeping or
bucking the trend, you might even
take some of their tech-savvy cus-
tomers in the process.

e Tell your state legislators to stop
allowing e-tailers and e-wholesalers
to sell merchandise into your area
without paying any sales taxes — If
your state doesn’t have sales taxes,
this will be tough but many states
have sales taxes yet allow out-of-state
competitors this huge cost advantage.
Additionally, you want them to en-
dure the administrative costs associ-
ated with all the goofy tax calculation
and reporting laws of your state.

I just heard on the radio that, the
great state of Missouri, my home
state, missed out on more than an es-
timated $400M in tax revenues. They
had more important issues to occupy
their time. Like: Whether or not to
honor Rush Limbaugh as a Famous
Missourian. Some say, legislators are
avoiding the issue because closing a
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tax loop hole is bad politics in an
election year. Whatever their reason,
local retailers and wholesalers cannot
continue to cede this 6% to 7% (in
Missouri) price advantage to out-of-
state competitors.

As I said earlier, Amazon and oth-
ers are prosecuting a strategy of Dis-
ruptive Innovation. They have proven
that their approach works selling
books as they “innovated” the way
the world buys books and “disrupted”
the traditional bookstores out of most
cities. The jury is still out for our in-
dustry regarding Amazon Supply but
they think that disrupting the status
quo could be their ticket to a nice
chunk of our industry and they are
willing to spend a lot of money test-
ing their theory. |

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.g0-spi.com

To VMI or not to VM| «coninedsiom page st

can be a vast difference between
companies. If they think “fill rate”
refers to the speed at which beer
flows from a tap, you might want to
look elsewhere.

Is VMI right for you? I hope that I
have given you plenty of informa-
tion to chew on. Only you know the
right answer for your situation. I can
only answer this question as any
good consultant would: It depends.
Good luck. |

Jason Bader is the managing part-
ner of The Distribution Team, a firm
that specializes in providing inven-
tory management training, business
operations consulting and technology
utilization to the wholesale distribu-
tion industry. Bader brings more than
20 years of experience working in the
distribution field. He can be reached
at 503/282-2333, Jason@ Distribu-
tionteam.com or at wwwthedistribu-
tionteam.com.

Correction

In the May issue of The Wholesaler,
we ran a column on page 76 called “If
Selling Your Business is in Your Fu-
ture — Move Quickly” by George
Spilka. We inadvertently used his for-
mer contact information at the end of
the article. Following is his updated
bio for those wishing to contact him:

George Spilka is president of
George Spilka and Associates, a na-
tional investment banking firm, which
he founded in 1978. They specialize
in middle market, closely-held corpo-

rations. This Pittsburgh-based firm
advises clients through the entire ac-
quisition process, and also in prepar-
ing a company for sale. Their client
base has included a diverse group of
distributors, including many plumb-
ing, waterworks, PVF and HVAC dis-
tributors, and manufacturers. You
can learn more about the firm at their
website www.georgespilka.com. He
can be reached by e-mail at
spilka@ georgespilka.com, by tele-
phone at 412-486-8189, or by writing
him at Suite 301, 4284 Route 8, Alli-
son Park, PA 15101.
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Speakman
showcases new
collections at KBIS

NEw CASTLE, DEL. — During the
2012 Kitchen and Bath Industry
Show, Speakman Company dis-
played their latest products from their
debuted shower and bath collections
of plumbing fixtures.

The introduction of the new prod-
ucts brings a number of new designs
to Speakman’s existing product line.

Lirsadutedy the hest

Each ensemble of products includes
a high performing Speakman show-
erhead, shower valve/trim and tub
spout to complete the showering ex-
perience. The offering also features
coordinated designer faucets and ac-
cessories, including a towel bar, a
towel ring, two robe hooks and a toi-
let paper holder.

Each collection ranges in style
from modern to contemporary de-
sign. In early 2011, Speakman
launched 30-plus new showerheads,
four of which are the inspiration be-
hind each collection.

Visit www.speakmancompany.com

__SERVICES _

DISTRIBUTION SERVICES
* Need to get your product
to your wholesalers?
* We can do it!
* We have distribution sites in Boston
and Philadelphia
* We have the capacity to handle
the distribution of your products
» We have first class warehouse space
along with a fleet of trucks to deliver
your products in New England,
New York and the mid-Atlantic states
Contact:
Northeast173@ Yahoo.com
Let’'s see what we can do for you.

WANT TO BUY

WANTED TO BUY
Contractors! Wholesalers!

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

Excess Plumbing, Inc.
GSchneider @ExcessPlumbing.com

Ph. 602-252-1280 * Fax. 602-252-1668

GLASSIFIED ADS

___ EMPLOYMENT OPPORTUNITIES

SEEKING PLUMBING WHOLESALE
PROFESSIONALS FOR MANAGER
TRAINEE PROGRAM
Plumbing Distributors Inc., an Atlanta,

4 GA based family-
o B Ly owned plumbing di)s(-
tribution business is
seeking  experi-
enced plumbing
wholesale profes-
sionals for a fast
track manager
trainee program. If
you have strong back-ground in our in-
dustry, we’ll teach you the PDI way! PDI
is in a growth-mode and interested in
finding the best leadership. Candidate
must be willing to relocate. Sales, man-
agement, supervisory background in our
industry is preferred. Send resumes to
mpuckett@plumbingdistributors.com

=

REPS WANTEL

SALES REPRESENTATIVE
A well established importer of PVF,
plumbing and heating products is look-
ing for Independent representatives to
cover various major markets: Gulf
Coast, Chicago, Atlanta, Philadelphia
and Boston.
This is a great opportunity for highly mo-
tivated, self-directed individuals with a
desire to build a business — plenty of
room for growth. High Commissions!!!
Must be experienced in selling
commodity products!!!

advert_2012@yahoo.com

r Marketing

Representatives

JMF is seeking highly motivated, qualified
reps in selected territories to sell an out-
standing line of rough plumbing commodity
products to PW wholesale distributors. VISIT
JMFCOMPANY.COM, forward your informa-
tion, and learn how agencies WIN with JMF.
We offer exceptional opportunities to com-
mitted prospects.

Contact Melly! Call 800,357 3738 {ExL. 153,
o gl her 50 mhgardjmlasmpany cam.

Slﬂﬂimu-ﬂfﬂ@'ﬂuﬂl [ ]
or fax ba {506} ZBE-4633.
WA groeniek ca
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Field Sales Technician = 3 Positions Open

Duties include:

Elkhart Products Corporation seeks to fill three newly created
entry-level Field Sales Technician positions.

*  Promating product features and benefits

¢ [dentifying customer neads and suggesting product solutions

*  Developing initiatives and strategies to strengthen product brands
*  Conducting field training and demonstrations

Send resumes to: Elaine. Laux@ElkhartProducts.com

-@-l Elkhart Producis Corporation

TERRITORY MANAGER

A I acding musil sctuser of plumbing peoduct
b owrrenthy booking for a bermifory manags in
W a5

This ity (reabed pasition requini 4 Sl
starting, motivated individual 1o call on
plumbineg whilesalers, and dvelop Busines
through The trade

Good comamanication skills and the abdity 1o
Mg your time and iemiony ane negessany.
Same overnight ravel reguired, Salary
CTEmThERSLIA0E Walh uperene

For cnsrideration, plaase uibmil yoor resume
1o B woodwardioreilly-depalma.com

Al inquiries ane held in strict confidence

BROEDELL

PLUMBING SUPPLY, INC.

FLORIDA WHOLESALER -
BRAMCH MANAGER
Broedall Flembing Supply. Inc.. an
gxzpanding mulb-branch  disiribuior
{using Eclipse softeans), is seeking
el an;nm:-ad SERALE Dneied, Sel-
mativaled prolessional branch manag-
ar. Excelant compensation package
with base =alary. commission, car
aloweanss, 401 (&) and medeal. Must
hawe @ l@asl 5 FROrS Enpedienice Fax

reurTHE A 5-a|-:l.l':f Fusiory o
(561) 7410894 or e-mail 1o
joroedell @ broedoll.com

SEEKING TO ACQUIRE
MFR REP BUSINESS
IN PLUMBING/HVAC PRODUCTS
We are representing an operating com-
pany seeking merger & acquisition can-
didates meeting the following criteria:
Manufacturer's Representatives han-
dling any/all of these product categories:
Plumbing Products: HVAC Products,
Cast Iron Pipe & Fittings, Plumbing Fix-
tures, Green & Energy Efficient Plumb-
ing Products, Bath, Kitchen and
Bathware Products.
Green Energy: Wind Turbines, Solar
Energy, Electric
Other Categories: Apparel, Safety
Gear and Accessories for the
building/plumbing trades
Location: Northeast/Mid-Atlantic US re-
gions
Size: Minimum Sales of $1 million up to
$10 million; Profitable
If interested, please contact buyer's ad-
visor at: (646) 450-1213 or
listings @lenoxhillcapital.com

LESUEN FULLACAFTTAL ALY ISUERS

Fa FRDOUCTS MERGEERS = A0 SRITCE

NATIONAL SALES MANAGER
A well established importer of PVF,
plumbing and heating products is in
search of a national sales manager. Can-
didate must have a minimum of 5 years
experience in the plumbing/PVF industry,
calling on wholesalers and mechanical
contractors, with a minimum 3 years ex-
perience in sales.
e Must be experienced in selling com-
modity products!!!
¢ Individual must be self-motivated and
willing to travel 2 weeks out of a month.
Base salary range is $70,000 to
$80,000.00 with $100,000.00 in bonus
earnings.

pipeline471@yahoo.com

REGIONAL SALES MANAGER
National supplier for commercial plumb-
ing products is seeking a Regional Man-
ager in each region. Must have a
minimum of 10 years sales experience,
possess the ability to effectively manage
Manufacturer's reps, and be required to
travel nationwide 60% of the month.
Email resumé to:

newagela@gmail.com

Get more BANG for your advertising buck with a
display advertisement in The Wholesaler!
See the facing page for your nearest advertising
sales representative!
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“Weld Capy = Tank Hasdy » Manhiley »
siHarviberdis * Hingied Cloderes

= PIPE WELDING CAPS -
« HEAVY WALL PIPE CAPS » . S CONTROLS

A COMPLETE LINE OF FAX. 9TR-556.1617 PLANT MACHINERY
BUTT WELD CAFS THRL 48", STD.XH, PSA SNUBBERS ETC.
GAS LINE, SCH. 20 THRL XXH.

L. A. BOILER WORKS INC. Ferncrﬂft

TOT N. 20TH 5T.

BUSINESS FOR SALE
Established Plumbing/HVAC Products
Manufacturer's Representative com-

PO BOX 948 Ma Nna ge me I"It‘ LLC_ gany in major East Coast market for sale.
BLACKWELL KLAHOMA 74634 urrent year's projected sales approx.
'Tu?l E P $2-3 million (buy/sell and commissions

rea 1 combined). Warehouse/office facility

800-421-9830 CELEBRATING 33 YEARS OF SURPLUS IN 20M1 available for long-term lease w/ flexible
S580-363-1312 terms as part of business sale. Owner re-

tiring. Experienced sales/support/ware-
house staff in place. If interested, please
contact seller's advisor at:
(646) 450-1213 or
listings @lenoxhillcapital.com

L

E I j OVERSTOCEVALWE S Ll

OVER - s i e e
| STOCK T oo

| WALVES.COM

Chasck cat our full ne of products at:

www.LABOILER.com
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What'’s your definition of success?

BY MARY JO MARTIN
Editorial director

sk 10 people their definition of “success,”
Aand you're likely to get 10 different answers.

To many, it’s climbing the corporate ladder.
To others, it’s wealth, or admiration, or even follow-
ers on Twitter. But to some, it’s about finding that
delicate balance in life between family, friends, faith
and career.

At the recent Pacific Southwest Distributors Asso-
ciation Annual Convention in Indian Wells, Calif., it
was a pleasure to listen to keynote speaker David Kim. Many of you will rec-
ognize him as the former CEO of Baja Fresh who had an emotional journey
on an episode of the hit TV show Undercover Boss. Kim was born in Korea
and came to the U.S. with his family as a child. His father was a Korean diplo-
mat who was forced into exile when the government was overthrown. They
went from a very comfortable existence to a penniless one almost overnight.
Kim learned the art of business by frequenting swap meets with his parents,
buying and selling items to make money and help support the family.

He recently authored a book called Ignite: The 12 Values that Fuel Billion-
aire Success. Following are some excerpts from his presentation:

* “It is the failures, not successes, that made who I am and who I will be.”

* “Many people have asked me what has made me successful. So I wrote
this book on the values that billionaires share. I started studying what makes
them so successful. It’s really not what you would expect. The things that we
take for granted, they actually execute every day.”

* “One of the main things people ask me is ‘What is one silver bullet you
can share that has been most important to your business?’ It’s human capital.
That’s probably the most important basic element of running a business. At
the end of the day, it’s human capital that is going to make your businesses
successful.”

* “How many in this room actually know the names of everyone who works

for you? It has gotten discouraging to me when I don’t. Sometimes the com-
pany grows so fast and so big that I neglected the human connection. I would
take things for granted and always assume there was more time. I've learned
that’s not the case, so I made adjustments to live the way I truly believe is im-
portant.”

* “This country is so blessed because we have a spirit of giving. We give
twice what the rest of the world does — combined — every year.”

* “There are certain things that truly matter in life. My core values when I
was younger had to do with succeeding and what I want to accomplish. For
me it was all about building a foundation that eventually started falling apart.
As I started to age and see what really was more important, I started focusing
more on family, faith, freedom and America. I love this country; it allows peo-
ple the opportunity to pursue their dreams. And as I’ve changed my focus,
I’ve realized how important it is to spend more time with my family and those
I care about.”

* “Your core values have to somehow be aligned with truth — in business
and in your personal life.”

* “In today’s age, we have so much technology available to help us com-
municate more often and with more people. But the ironic thing is that there
are studies showing that people are actually lonelier today than ever before.
We’re all so tied with communicating electronically that we’re losing our emo-
tional and personal connections.”

I couldn’t agree more. We are all doing more with less, squeezing more and
more into our waking hours, and feeling the pressure to be connected with
through our smart phones and laptops nearly every waking hour of the day.
We often put those closest to us on hold. We tell ourselves there will be “to-
morrow” to do those things we really want but that we keep putting off. But
life doesn’t always work that way. Each day is a gift and we need to grab it
with both hands, treasuring the moments and the people while we have them.

A friend recently e-mailed me this thought-provoking challenge: “Enjoy the
little things in life, because some day you’ll look back and realize they were
the big things.”

My wish for you, my friends, is a life full of “little things.” H
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Tapco

is the largest
independent supplier
of Kohler OEM genuine
replacement parts for the
plumbing industry, with over
5000 parts available.

Tapco acknowledges Kohler FAX
orders promptly by return FAX,
complete with your prices.

=3 @ " No extra charge for same day
shipment of Kohler orders
~ received by noon eastern time.
; Tapco
\ ; P. O. Box 2812
| Pittsburgh, PA 15230

y
L Red - _.u.}

412-782-4300

pco

GENUINEBPARTS CENTER®

260,022,267 0674

See contact information on page 90

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



Excellence in Execution . Efficiency in Motion

BON & STAINDESE
e SOl P . h-' . ;

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

il -"-.‘“:. - 7 - i

NEW STAINLESS WELD-SEAL BALL VALVES COMING SOON

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

ATLANTA, GA. SEATTLE, WA. LAKELAND, FL. CLEVELAND, OH. @ TA CH EN

Industry Leading Web Order System | One Stop Shopping | Open 24/7

INTERNATIONAL, INC.
www.tachen.com | 1.800.652.0003

See contact information on page 90
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