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Showing our true colors.

Brewster NY P: 800-431-2082 F: 800-640-2252 Houston TX P: 800-935-5456 F: 800-683-4247
P: 866-532-8306  F: 866-532-8307 P: 800-433-7526 F: 800-533-5134

Starting January 1, 2010, California’s new law, CA AB1953, prohibits the “use of any pipe, pipe �tting or plumbing 
�xture, solder, or �ux that is not lead-free” in public water systems.  We’re not waiting around; we will have all the 
lead-free* product you would expect us to have, in advance of this date, and will work with you on this worthwhile 
e�ort.  No wonder we’re the leading supplier of globally sourced, code compliant plumbing and PVF products. 
Look for the Matco-Norca Lead Free logo and buy with con�dence.

* Lead-free products contain less than .25% weighted average lead content on wetted surfaces.
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     TheDistributionPoint 
                     is 
       Kaldewei’s
              exclusive         U.S. master
           distributor

Europe’s leading bath manufacturer, Kaldewei, has teamed 

up with the United States’ leading wholesale distributor, 

The Distribution Point (TDP). TDP has been chosen to be 

the only U.S. master distributor of this innovative line of 

baths and shower trays. Kaldewei products offer steel 

enamel strength of 3.5 mm, providing stability, solidity 

and longevity. Backed by 90 years of green design, they 

come with a 30-year guarantee and are green.

When it comes to commercial jobs and storage on the 

worksite, Kaldewei products are ideal! They are one-third 

the weight of cast iron and perfect for small bathrooms, 

barrier-free buildings, medical centers, hotels, spas and 

more. Their available easy-clean finish saves time, while 

dirt and water simply roll down the surface, making them 

comfortable and efficient. Concentrate on the extraordinary 

by placing your Kaldewei order with TDP today!

See contact information on page 98
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I
n one of my most recent adven-

tures in consulting, I needed to

travel from one assignment di-

rectly to another assignment. as often

seems to be the case, I was running

late but, since I was flying out of a

nice smaller airport, I knew I could

move through the travel maze that all

of us travel-rats must traverse, and get

to the gate in plenty of time.

The part that I hadn’t anticipated

was that the airline, for their own

convenience, shut down its ticket

counter and kiosks 30 minutes prior

to flight time. (I think I was there

about 26 minutes before flight time.)

So as the phrase goes, I was SOl —

Sadly Outta luck. (I won’t give you

the airline’s name but I will say that

in my opinion, the last part of their

name should be changed from “can”

to “can’t” or possibly “won’t.”

further, as I worked to quickly find

a way out of my problem, the only

people who were available and tried

to help were from another airline that

I won’t name but I will tell you that

their name begins with “Southwest.”

frankly, there was probably some

note in small type in the confirmation

document that I received telling me

to be there early but I have not veri-

fied that fact.

I wrongly assumed that it was like

the other advisories telling me to be

at the airport two hours before flight

time. In the end, I spend a night in the

wrong town and had to rearrange the

remainder of my trip. When I men-

tioned it to an airline employee the

response was basically a polite, “Get

here earlier in the future.”

I didn’t like the response, but if I

had described the situation to my

family, they would have responded

with our family’s copyrighted re-

sponse: “yOdf”, which stands for

“your Own darn fault.” We use this

as our standard response to any situ-

ation where a set of stupid actions

lead to a predictably undesirable out-

come. (for those of you with

teenagers or offspring who might

one-day become teenagers, you may

want to keep this phrase handy.)

The airline’s standard response

was designed to “train” me to get to

their flights earlier. Instead the whole

process trained me to, whenever hu-

manly possible, use another airline.

The other airline’s help trained me to

use them, whenever humanly possi-

ble, because when the chips are

down, they are going to try to help

me — even when another airline or I

created the problem.

So let’s talk about customer train-

ing in our industry. There are lots of

kinds of training that wholesalers can

provide to their trade customers.  

• Product training — Of course,

trade customers expect their whole-

salers to provide product training.

This is one of the highest-ranked

services that is expected by trade cus-

tomers. They expect their wholesaler

to train them about the products, how

to install and service the products

and, ideally, how to sell the product.

• Business training — Most trade

customers don’t expect wholesalers to

provide training related to operating a

contracting business. So some of the

best wholesaler/contractor relation-

ships have been developed when the

wholesaler provides training and rec-

ommendations that help the contractor

to improve his business’ operation. We

have observed that some contractors

will use and appreciate wholesalers

who offer business training, software

tools and even handheld devices that

help the contractor do a better job of

running their business.

now I want to describe some of

the less obvious “training” that

wholesalers provide to their trade

customers. There are two training

methods that are often employed in

training animals of any species: 

• Reward — Where the right be-

haviors result in something good hap-

pening 

• Punishment – Where the wrong

behaviors result in something bad

happening.

Price objection training

In some instances, we actually

train our trade customers to concoct

price objections. a group of ways that

we do it:

• dropping the price whenever a

customer simply asks for a price.

Many wholesalers are so insecure

about their computer pricing that the

innocent question, “How much is it?”

results in a defensive price concession.

Sometimes the contractor isn’t even

inferring that he is comparing your

pricing against the competition — he

just needs to know the price so he can

quote the job. Since the customer gets

rewarded for asking what his price is,

we should expect him to ask for every

product’s price…forever.

• Responding to every pricing ob-

jection with a price reduction. When

every objection is answered with a

price reduction, the customer is

trained to continue his objections

until the wholesaler finally says no.

Unfortunately, some wholesalers

don’t say no until the price has

reached an obscenely low gross mar-

gin with a price that is well below

what is being offered by other whole-

salers in the market. The solution is

to have market-based pricing that

your people know is fair and compet-

itive. Knowing your price is fair al-

lows them to say no before the profits

are completely gone.

• Offering ridiculous computer

pricing when the customer asks for a

price. Sometimes the first problem

results from the price-shock that can

happen when the customer is given

an unmanaged price. (By unman-

aged, I mean that the product price is

embarrassingly high or that the cus-

tomer was not properly configured in

the computer.) In either case, when

the customer hears the list price for a

particular item, he will probably ob-

ject to or challenge the price. Since

that item might be one of his “bench-

mark” products (products that he uses

for price comparisons with other

wholesalers), you may have just

trained him to distrust all of your

pricing. This results in ongoing re-

lentless price objections.

Price acceptance training

In other instances, we actually

train our trade customers to accept

our pricing by presenting competitive

computer pricing when the customer

asks for a price. By offering a prop-

erly managed, market-based, compet-

itive price to the customer, you

decrease the odds that the customer

will object to the price. This is espe-

cially true of pricing for benchmark

products. When the customer hears a

price at or below the market price he

was expecting, you have trained him

to trust your pricing. While some

contractors’ dna forces them to ob-

ject to every price, proper pricing and

not dropping the price just because

they asked (as described above) can

improve your margins.

Stocking out of ‘Never Be Out Of’ items

When you routinely stock out of

bread and butter items, it trains your

customers to make their first stop at

a competitor’s counter. They just

don’t think they should have to call

ahead to see if you are out of closet-

bolts. On the other hand, when they

can count on you to have their normal 

(Turn to Customer... page 64.)

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

BY RICH SCHMITT

Management specialist

Explore ways to train your customers

Whenever you create a problem for a customer, whether it’s
your fault or his fault, you are probably training him to do
business elsewhere... [but] whenever you step up and help

solve a problem, you are training your customer to buy from you.



Competitive edge. 
Or just another way to pay?

plumforbusiness.com
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WInSTOn-SaleM, n.c. — Murray

Supply company held a field Mar-

keting Summit on September 19. a

number of Murray Supply’s sales

personnel and 12 suppliers partici-

pated in the event. 

Murray Supply company is a

member of affiliated distributors, a

nationally recognized buying and

marketing group that serves the in-

dependent distributors of plumbing,

PVf, HVac, electrical and industrial

suppliers. affiliated distributors

strongly encourages their members

to participate in field Marketing

Summits to strengthen relationships

between suppliers and distributors.

Murray Supply company held a

day-long strategic planning session

with 12 suppliers at the Hawthorne

Inn and conference center. all of the

inside and outside sales associates,

branch managers, purchasing agents,

showroom consultants and corporate

personnel from Murray Supply par-

ticipated in the event. The suppliers

had  booth sessions, where they met

with all of the Murray Supply sales

associates to discuss sales, marketing

and training goals. 

Murray Supply company is a

family owned and operated com-

pany that was founded in 1965 by

c.V. Murray in charlotte. The com-

pany is engaged in the wholesale

distribution of residential and com-

mercial plumbing, PVf, HVac, indus-

trial along with maintenance, repair

and operations products. Murray

Supply company serves their cus-

tomers from one showroom and six

locations in north carolina.

and air distribution products for the

commercial and residential HVac and

hearth industries.

Selkirk manufactures products in

the U.S., canada and Mexico. for ad-

ditional information, visit www.

selkirkcorp.com.

cIncInnaTI — Tom Homan, president

of allied Supply co., announced the

grand opening of a new downtown

cincinnati location at 707 carr St.,

cincinnati, OH 45203. The new

HVacR wholesale distribution facility

began operating on October 12.

“The new cincinnati location of

allied Supply co. allows us to de-

liver exceptional quality service and

bring more innovative products to

more HVacR customers in the cincin-

nati and northern Kentucky areas,”

said Homan. “It also provides a better

workplace for our cincinnati em-

ployees.”

The new 16,000-square-foot facil-

ity includes 4,000 square feet of

counter and office space and 12,000

square feet of warehouse and storage

space. 

“With more efficient work space

and a better location, allied Supply

co. is making it easier for our cus-

tomers to get the products they need,

when they need them,” said david

Koepke, vice president-sales and
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HOUSTOn — McJunkin Red Man

corporation announced that they

have entered into an agreement to ac-

quire Transmark fcx Group B.V.

(Transmark), a leading international

distributor of specialty valves and

flow control equipment.

MRc president and ceO andrew

lane said, “The purchase of Trans -

mark will strengthen MRc’s global

position as a leading distributor of

pipe, valves and fittings for the en-

ergy and industrial markets. This ac-

quisition is yet another step in the

transformation of MRS, which began

in 2007 with the merger of McJunkin

corporation and Red Man Pipe and

Supply company to form McJunkin

Red Man corporation.” 

Since that time, MRc has acquired

the remaining ownership of Midfield

Supply in canada and acquired St.

louis, Mo.-based laBarge Pipe and

Steel. Transmark, headquartered in

Bradford, U.K., has a network of 45

distribution and service facilities in

the U.K., europe, the Middle east,

australia, new Zealand and South-

east asia. The company has a proven

track record in the selection, supply,

service, support and delivery of the

world’s leading brand names in flow

control equipment, serving major in-

ternational companies in the petro-

chemical and refining, chemical,

power and energy industries.

lane added, “Through the pur-

chase of Transmark, we will expand

our product and service offering, pro-

vide access to more of the world’s

leading brand names, and expand our

industrial distribution channel. The

acquisition will also grow our cus-

tomer base in existing sectors and

strengthen our relationship with cus-

tomers doing business in the global

marketplace.”

additional terms of the transaction

were not disclosed.

Headquartered in Houston, with

corporate offices in Tulsa, Okla.,

and charleston, W.Va., MRc is one

of the largest north american dis-

tributors of pipe, valves and fittings

and related products and services to

the energy industry, and serves this

industry across each of the up-

stream, midstream and downstream

and industrial sectors. additional

information can be found at

www.mrcpvf.com.

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

Allied Supply opens
new Cincinnati facility

marketing of the new facility. “and

in addition to the growth of space, al-

lied Supply expects to continue to

grow the business and, therefore,

contribute to the economic growth of

cincinnati.” 

The company hosted a grand open-

ing event October 29. an official rib-

bon cutting ceremony was held, with

customers and industry professionals,

city officials and employees invited

to attend. attendees enjoyed a pig

roast-style barbeque, door prizes and

drawings, as well as product demon-

strations from leading manufacturers.

“The grand opening event is really

just a kick-off to our upcoming 75th

year anniversary,” concluded Homan.

allied Supply will be celebrating 75

years in business in 2010. 

allied Supply co. is a full service

wholesale distributor of heating, air

conditioning, refrigeration, air filtra-

tion, controls and industrial supplies

and equipment. With five wholesale

distribution facilities located through-

out Ohio, allied Supply co. serves

the Ohio, eastern Indiana, southern

Michigan and northern Kentucky

markets.

for more information visit

www.alliedsupply.com.

McJunkin Red Man acquires Transmark

Selkirk adds to online tools offering
RIcHaRdSOn, TexaS — Selkirk has

developed an Online Product Selec-

tor as the latest addition to the ex-

panding menu of Online Tools at

www.selkirkcorp.com.

This convenient Online Tool cre-

ates a new avenue for residential con-

tractors, dealers or consumers to find

the recommended Selkirk product for

their application.

The Product Selector offers a wide

variety of appliance/fuel combina-

tions to cover almost any possible

venting situation. It supports both

canadian and U.S. markets.

for additional help, or to recom-

mend improvements to the Product

Selector, an e-mail link to technical

support is available.

Selkirk corporation is a leading

manufacturer of chimney, venting

Murray Supply hosts
Field Marketing Summit

A group of Murray Supply Company associates meet with Ron Peters from

Cambridge Lee during the 2009 Field Marketing Summit.



Pay your balance in full within 10 days of the statement closing date and get a 1.5% discount on virtually all purchases made that month.  The discount will appear as a credit on the 
following billing statement. Pay 10% of the balance from new activity on your billing statement plus the entire amount of any previously deferred payment or amounts past due by 
the “Please Pay By Date” on that statement, and you can extend payment on the rest until the closing date of your next billing cycle without penalty. Visit plumcard.com for details. 
©2009 American Express Bank, FSB. All rights reserved. P02

Visit plumforbusiness.com and hear more from Rich and other established business owners.
Or call 1-866-592-PLUM and let’s talk. Then decide for yourself.

American Express OPEN asked business owners how they prefer to pay their bills. Cardmembers like 
Rich Murov use the Plum Card® from American Express OPEN for its f lexible trade terms. Each month, 
Cardmembers can choose the 1.5% Early Pay Discount or the Defer Pay Option. Most months, Rich pays 
early and saves $1,000.

But not every business owner shares Rich’s point of view. Some may not put enough on the Card 
to earn significant savings. Others find their existing payment systems work just fine.

Is the Plum Card right for you?

“The Plum Card gives 
us an advantage – 
the discount. I want
that money back 
in my business.”
–    Rich Murov

M&M Control Service 
Specialty Valve Distributor 
Member Since 1985

See contact information on page 98
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60 years in business for Sussex County P&H Supply

In November 1949, James Mitchell opened the doors of Sussex County

Plumbing and Heating Supply in Newton, N.J., along with partners Paul

Francke and Isodor Fierstien. The business has been at the same location

for all 60 years, serving both retail and wholesale customers. Mitchell was

joined in the business by his son, Gary Mitchell, who became the manager

in the summer of 1970 and the president of the corporation after his father’s

retirement. The exmployees of Sussex County P&H Supply want to extend a

special thank you to all the company’s customers for supporting them over

the years, as well as to president Gary Mitchell, with whom they share their

best wishes for many more years to come!

T&S Brass Shanghai facility is 
now Chinese sales, support HQ 
TRaVeleRS ReST, S.c. — T&s Brass

announced that its Shanghai facility,

located in the Pudong region, will now

operate as the sales headquarters and

customer service center for china. 

effective immediately,

customers in china will be

able to order and receive

shipments directly from the

Shanghai facility. Top items

in the market will be stocked at the

facility, such as pre-rinse units,

faucets and components, and glass

fillers, as well as hose reels, waste

valves and more. Keith lyerly will

serve as general manager, overseeing

daily operations in Shanghai. lyerly

has more than 25 years of interna-

tional management experience. 

“This new offering will enable us

to provide our customers in china

with shorter lead times and special-

ized service,” said claude Theisen,

T&S Brass president. “at T&S Brass,

we continuously strive to provide the

best service and the greatest value to

our customers throughout the world.”

The toll-free number for Shanghai

sales is 400/820-0229.  for questions

related to this change, contact ella

Ge, Shanghai customer service rep. 

The Shanghai facility recently re-

ceived ISO 14001 certification. Utiliz-

ing this approach can lead to various

benefits, including reduced waste man-

agement cost, savings in consumption

of energy and materials, and a guide-

line for continuous improvement of en-

vironmental performance. 

for more information, visit

www.tsbrass.com. you can also fol-

low the company on Twitter at @ts-

brass.

Activant offers real-time CRM solution
yaRdley, Pa. — for many distribu-

tors, using a customer relationship

management solution in unison with

their eRP system requires maintaining

two databases and a lot of toggling

back and forth between programs.

for andrew Wright, cOO of Mer-

cedes Medical Inc., and other distrib-

utors using Prophet 21®, part of the

activant distribution Suite™, sales

reps use only one database and one

screen. The difference? Prophet 21

includes a fully integrated cRM solu-

tion.

“The real-time cRM functionality

in Prophet 21 allows me to coordinate

my sales and marketing efforts,” said

Wright. “There is synergy there that

would be impossible with a two data-

base system.”

Wright especially values how the

cRM tools help his inside sales team:

“The system allows them to drive

through calls and schedule tasks

faster because they have easy access

to all the available information. after

one year, my inside sales representa-

tives are more productive and making

more outbound calls. That equals in-

creased sales.”

activant® takes a three-prong ap-

proach to cRM: 

• The first is sales force automa-

tion where a distributor’s sales repre-

sentatives have the lead generation

tools to manage their pipelines and

up-sell to customers. distributors can

track lead/sales progress by defining

opportunities and reporting on their

sales reps’ pipelines.

• The second part of activant’s

cRM approach is contact manage-

ment. This goes beyond maintaining

customer addresses and phone num-

bers to actually tracking customers’

buying habits that enable you to an-

ticipate their needs.

• finally, cRM includes marketing

capabilities. Tools that allow users to

fax and e-mail from the solution, gen-

erate lead generation call lists, and,

most importantly, manage call center

activity, enabling distributors to in-

crease their customer base at a mini-

mal cost.

“In today’s market it is absolutely

critical that distributors are aware of

what is in their sales channel and

what will have an impact on their

business,” said Kevin Roach, execu-

tive vice president and general man-

ager of activant. “effective cRM tools

help distributors capitalize on what

they have in their pipeline.

“In the past, many distributors re-

lied on the knowledge their sales

force had of the customers and

prospects they served. an effective

salesperson would proactively give

customers information on a product

before they even knew they needed it,

but visibility into this and other ef-

forts were not there for the executive

team of a company. Today, much of

that proprietary knowledge is readily

available in a distributor’s database

and recapturing that positive cus-

tomer-distributor relationship re-

quires a strong cRM tool. That was

activant’s goal in developing cRM

functionality for Prophet 21.”

for more information, visit distri-

bution.activant.com.

clear about its commitment to meeting

the needs of the latin american mar-

ket with a trained and experienced

local Grohe team,” said luis diego

Rodriguez, vice president of new busi-

ness development for Groheamericas.

“Grohe is continuing to extend the

global reach of its brand with expert

service and quality products.” 

The new sales structure in latin

america additionally offers support in

customer service, logistics and tech-

nical matters in english, Portuguese

and Spanish. Sergio alarcon, com-

mercial director of Grohe South

america, has been named to lead the

dedicated Grohe team in São Paulo.

BlOOMInGdale, Ill. — Grohe has

announced the opening of its first

sales office in latin america thus

strengthening its presence in the

global sanitary market. almost simul-

taneously, Grohe also launched its

first Galleria in Brazil at Vallvé, the

largest network of bathroom show-

rooms in the country.

“establishing the Grohe brand in

Brazil is a key strategic move in

Grohe’s global expansion plans. We

are entering the Brazilian market with

an innovative product lineup designed

to deliver the ultimate in design, tech-

nology and quality,” said Jeffrey

ackerberg, president and chief exec-

utive officer for Grohe americas.

Brazil is latin america’s largest

market for sanitary fittings and is at

the center of Grohe aG’s expansion

plans in latin america. The new

branch in São Paulo will allow Grohe

and its distribution partners to re-

spond better to the needs of com-

merce, trade and end users in Brazil

and throughout the region. With a

local base, Grohe services will be op-

timized and regional requirements

given even greater emphasis.

“With the opening of our São Paulo

office, Grohe is being unmistakably

Grohe expands in Latin America
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We just  the corner.

Now, it’s your turn.

patent pending

TM

 Finally, a Short-Rib Saddle with round corners to protect your installers 
and warehouse employees. We take safety seriously at Buckaroos, and our employees love 
handling our new RoundupTM Saddles. With Roundups, no cuts, scrapes or bruises. Call us  
today at 800.969.3113 or email us at buckaroosinfo@gmail.com for your  RoundupTM Saddle! 
Roundup Saddles are sold through Select Pipe, Valve and Pipe Hanger Wholesalers throughout 
North America. New Wholesalers are welcome. Call us for your . 

800.969.3113                   fax 317.899.0775    
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nORTH PlaInfIeld, n.J. — Birdsall

Bath design (BBd), a subsidiary of

W.a. Birdsall & co., hosted the offi-

cial grand opening of their 6,500-

square-foot luxury bath showroom

located at 993 Route 22 West in

north Plainfield, n.J. on September

24. The event included a 45-minute

presentation entitled “connections:

design and the new consumer.” In

addition to cocktails, passed hors

d’ouevres, music and tours of the

new impressive showroom. 

The presentation included notable

designer, ellen cheever, cMKBd, aSId,

the visionary behind the design of

Birdsall Bath design’s new show-

room, as well as industry trend

watcher, leslie Hart, executive vice

president of fry communications, as

speakers. Together they profiled the

“new high-end customer” and demon-

strated with “real-life” examples how

they were able to engage their clients

during the design, presentation and in-

stallation of different phases of various

kitchen and bath projects. 

cheever and Hart covered the fol-

lowing: 

• How the affluent client’s values

and priorities are changing

• What motivates the client to un-

dertake a project

• Product attributes that mean the

most to clients

• The growing importance of

green and sustainable products

• The role of brands today

• Why authenticity is so important

• How to appeal to the new afflu-

ent customer 

• How to serve the new customer. 

“This event allowed designers and

architects the opportunity to visit our

new showroom while learning about

design and today’s affluent con-

sumer,” said Patricia Whelan, direc-

tor at Birdsall Bath design. “Birdsall

Bath design, known for having the

latest in bath products and technolo-

gies, is committed to being a place

where consumers and professionals

can visit and enjoy an educational

and interactive shopping experience.

BBd is also committed to helping the

environment, its employees, cus-

tomers and local community, which

is why this showroom will include a

focus on sustainable design.”

Birdsall Bath design is a member

of the United States Green Building

council and is enrolled in the leed

for commercial Interiors (cI) Retail

Pilot Program. They anticipate being

certified at the Silver level, allowing

the showroom to be one of the first

leed-certified retail spaces of its

kind. additionally, the space will be

utilized as an educational center for

professionals and consumers inter-

ested in learning about green prod-

ucts. leed certification is awarded by

achieving performance in key areas

of human and environmental health

such as water savings, energy effi-

ciency, materials selection and indoor

air quality.

a subsidiary of W.a. Birdsall &

co., Birdsall Bath design is a luxury

bath showroom with the latest in bath

products and technologies. More im-

portantly, BBd will have one of the

first Silver leed-certified retail

spaces of its kind and will make sus-

tainability a top focus as it is impor-

tant for the health and well-being of

its staff, clients and the overall envi-

ronment. additionally, the showroom

will also be utilized as an educational

center for professionals and con-

sumers interested in learning about

green products. for details, visit

www.birdsallbath.com.

W.a. Birdsall & co. has been lead-

ing the introduction of innovative

plumbing and heating products and

technologies ever since it was

founded by William adams Birdsall

in 1911. The company has thrived for

almost 100 years by embracing and

de-mystifying new technologies as

they did with central heating and in-

door plumbing in the early 20th cen-

tury. Birdsall is also proud of its part

in helping improve the american

standard of living in home comfort

and hopes to continue this by offering

less wasteful heating, cooling and

sanitary products.

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

Grand opening for new
Birdsall luxury showroom

SPaRKS, neV. — Haws corporation®

launched a new discount product

website at www.Hawscloseouts

.com. The closeout Store features

bargain-priced cancelled special or-

ders, obsolete, returned and/or

slightly scratched or dented drinking

fountains, electric water coolers, eye-

wash and eye/face wash stations,

drench showers and more. 

Haws corporation offers product

solutions for commercial buildings,

offices, industry, education, munici-

palities and government applications.

In honor of the launch, all products

are discounted an additional 15%

through the month of november. The

new website is designed to comple-

ment the current product lines at the

company’s main corporate website,

www.Hawsco. com, which will also

be undergoing redesign and a new

launch this fall. Both sites have

streamlined site navigation, making

them more user-friendly and while

providing the user with updated prod-

uct information, spec sheets, operat-

ing manuals and prices.

Haws introduces
new discount
product website 



For natural gas 
applications, the 
GE tankless water 
heater can save 
homeowners up 
to 25% on annual 
water heating costs.**

 * Based on DOE test procedure and comparison of a 50-gallon standard-tank electric water heater using 4881 kWh per year vs. the GE Hybrid water heater using 1856 kWh per year.
**Compared to a standard 50-gallon-tank gas model, based on 2007 fuel costs and testing conducted by the DOE.

Introducing a no-brainer from 
some of our brightest brains

The GE® Hybrid water heater uses its brain and heat pump 
technology to produce the same hot water while reducing 
energy costs by up to 62%.

This new kind of water heater saves homeowners approximately $320 a year* 

in water heating operational cost. The footprint is similar to a standard tank 

model, and it uses existing water and electrical connections. 

Set yourself apart by installing the GE Hybrid water heater and giving 

homeowners the energy savings they’re looking for. For more information 

call 888-4GE-HEWH or visit geappliances.com

See contact information on page 98
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Northeastern Supply wows over
300 customers at NASCAR race
DoveR, DeL. — For the 15th consec-

utive year of Nationwide Series spon-

sorship (formerly the Busch Series),

Northeastern Supply threw an over-

whelmingly successful hospitality

event at the NASCAR Nationwide Se-

ries race weekend in Dover that was

held at the end of September. 

While greeting a crowd of 150 on-

lookers Friday night under a brightly

lit tent in sort of a “pep rally” for the

upcoming Nationwide series race,

Jason Leffler, Northeastern Supply’s

sponsored driver, said “It’s a priv-

elege to be racing for such a great

company such as Northeastern Sup-

ply. You can tell by this specific event

that they care about their customers

and the relationships that they have

with all of you and I’m proud to be a

part of it!” 

He then shared some pretty enter-

taining race stories, posed for photo-

graphs, signed autographs and made

some time to just “hang-out” with

customers. 

Leffler addressed another crowd of

250 race fans on Saturday once he

cleared the track after qualifying 15th

in the Nationwide Series Race.

Northeastern then gave all 250 cus-

tomers tickets into what turned out to

be a very exciting race in which Lef-

fler finished 6th, allowing him to

hold on to his 4th place standing in

driver points. 

At the end of the event-filled week-

end, Rodney Bixler, North eastern Sup-

ply’s honorary pit crew member said,

“There has never been a time over the

years that they [Northeastern Supply]

have not delivered for me. I credit

North eastern Supply for keeping my

business going and now for making me

an even bigger NASCAR fan!” 

Bixler was specially selected to re-

ceive pit and garage area passes for

the entire weekend that enabled him

to not only visit the Nationwide Se-

ries garage area weekend but also to

take a tour of the Sprint Cup Series

garage. He also was able to watch

Friday’s practice from the top of the

Great Clips hauler and the Nation-

wide Series race atop the team’s pit

box on pit road.

“I couldn’t have asked for a better

weekend than this,” Bixler stated. 

For more information, visit

www.northeastern.com.

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

NASCAR driver Jason Leffler thrills two young race fans in the Northeastern

Supply tent before driving in the Nationwide Series race at Dover Speedway.



© 2008, Legend Valve & Fitting, Inc. All rights reserved. Downstream Thinking is a registered
trademark of Legend Valve. It’s All About Performance is a trademark of Legend Valve.

1-800-752-2082 www.legendvalve.com

QUALITY AT EVERY TURN™

GREATER PROFITS.
At a time when everyone is focused on reducing costs, supplier performance has never
been more important. Everyone promises you great products, great service, at a great
price. At Legend Valve, it isn’t a promise... it's a guarantee. While others are reducing
their commitments to customers, we're increasing ours.

• Shipment within 24 hours, so you keep
inventories lower and profits higher

• Industry-high 99%+ fill rate
• Error-free transactions
• No restocking fees
• No minimum orders

Guaranteed.

LOWER INVENTORY. INCREASED TURNS.
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Kickoff at Cowboys Stadium

All-Tex and Tyler Pipe
team up for massive 
new stadium project

All-Tex teamed up with Tyler Pipe and contractor TDIndustries to deliver and 

install some 13,000 line items — 50 miles of pipe in all — during construction of

the new Cowboys Stadium. The Mitsubishi big screen suspended above weighs

as much as a 747 and exemplifies the scale of the project.

BY MARY JO MARTIN

Editorial director

o
ne look at the new Cowboys
Stadium leaves little doubt
that “everything is bigger in

Texas.” Jerry Jones, owner of the
Dallas Cowboys, had long dreamed
about building a stadium that would
be unlike any other in the National
Football League.

That dream became a reality this
summer, with the completion of the

colossal new Cowboys Stadium in Ar-
lington. About the only thing this facil-
ity has in common with the former
Texas Stadium is the opening in the
roof so, as legend goes, God can watch
His favorite team — although this one
is mechanized to close on days when
the weather isn’t favorable.

And when the Cowboys kicked off
the 2009 football season, their fans at
Texas-based All-Tex Pipe & Supply
and Tyler Pipe took special pride in

the role they had played during con-
struction of the new 3-million-
square-foot stadium.

“It was a great honor to be chosen
to participate in this ginormous proj-
ect,” said All-Tex president Jill Brock
Hurd. “We worked on it a long time
behind the scenes with TDIndustries,
the mechanical contractor. In fact, the
planning started five years before
construction even got underway.

“We’ve been involved in a lot of
large projects over the years. That past
experience has helped us develop a
coordinated effort with our manufac-
turers and our customers. Being in-
volved with TDIndustries as they
worked on the Arizona Cardinals new
stadium gave us the experience
needed on this one, particularly be-
cause Cowboys Stadium is twice the
size but at the same build schedule!”

Bill Bliss, national sales manager
for Tyler Pipe, which supplied the
cast iron pipe and couplings for the
stadium through All-Tex, added,
“Absolutely everyone in the com-
pany was excited to be a part of this
project. Because of our long-time re-
lationships with both All-Tex and
TDIndustries, we were able to secure
it. Both of them have been doing
business with us for over 30 years, so
they know what we can do and how
we can service them. They know that

no job is too big for us,
which can be a concern with
a high-profile job like this
one, because they need to
know without a doubt that
they can get their pipe and
fittings in a timely manner.”

of course, a significant
amount of coordination went
into this project between All-
Tex, Tyler Pipe and TDIndus-
tries. Mike Coltharp, senior
vice president-sales and a 34-
year All-Tex veteran, shared
some insight: “In a project
like this, you can’t miss a
beat because once you start
falling behind it’s very diffi-
cult to ever catch up. We had
meetings bi-weekly and
talked daily with the engi-
neering team, general con-
tractor and mechanical
contractor. In total, All-Tex

made 2,811 deliveries to the jobsite,
wrote orders that totaled 13,000 line
items and supplied approximately 50
miles of pipe!”

They made as many as six deliver-
ies a day to the jobsite — with an av-
erage of three — because of the
logistical necessity to deliver smaller
batches on smaller trucks.  

Tyler Pipe regional manager Ster-

ling Bowman noted that the foundry
ran extra long shifts during much of
the project: “To give you some per-
spective, in an entire year in the state
of Texas, we sell roughly 12,000 to
15,000 tons of cast iron pipe. In this
project alone, they used close to 5,000
tons. It was important that we meet the
timelines required by All-Tex, because
there was a precision involved as to
when they placed their orders and
when it had to be delivered.

“The product we supplied is the
heaviest and most difficult to install,
so it had to be coordinated with the
crane on the jobsite. With a construc-
tion site of this magnitude, every-
thing must run like clockwork.”

A team effort

Coltharp credits TDIndustries for
keeping their suppliers in the loop
throughout the process. “Before they
even broke ground, we spent numer-
ous hours in the planning stages with

TD,” he said. “Basically, you build it
on paper before you even pick up a
tool. Not every contractor will let a
supplier in on those meetings. But
TD really appreciates everybody’s
input and considers their suppliers
part of their contracting team. of
course, the fact that we’ve been doing
business with them for 34 years has
helped build a high level of trust be-

tween our organizations.”
Hurd was also quick to credit a

number of All-Tex staff members for
their dedication to the project: “While
it was a team effort throughout our
organization, our inside salespeople
Pam MacDonald and Brett Arison
were really the ones who coordinated
the orders internally and got the in-
formation into our system. They
specifically back up Mike [Coltharp],
and work closely with TDIndustries.
They lived and breathed Cowboys
Stadium every day. Pam and our Dal-
las operations manager Bill Thomp-
son worked together to coordinate
materials going to the pre-fab shop,
while Brett and our Fort Worth oper-
ations manager Darrell Brown coor-
dinated all the materials that went
directly to the construction site. And
throughout the project, our account-
ing people did a fantastic job.”

To minimize the risk of jobsite ac-
(Turn to 2,811... page 20.)

Tyler Pipe’s Bill Bliss, Sterling Bowman and Bob

Davis point out some of their cast iron pipe used

in construction of the new Cowboys Stadium. In

all, Tyler supplied close to 5,000 tons of pipe.

Personnel from All-Tex and Tyler Pipe gather for a picture in the stands during

a tour of the stadium they helped build.

“The product we supplied is
the heaviest and most

difficult to install...with a
construction site of this

magnitude, everything must
run like clockwork.”
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2,811 deliveries, 50 miles of pipe;
it’s all in a day’s work for All-Tex
cidents, vendors were required to ad-
here to a stringent safety protocol.
All-Tex drivers had to pass safety
courses and background checks, and
had to adhere to the same safety stan-
dards as the construction crews —
meaning wearing steel-toed boots,
hardhats and safety glasses when
making deliveries. 

During construction, the one con-
stant was that the project — and the
price tag — just kept growing. The
numerous change orders — with no
deadline extensions — meant that
everyone involved had to step up to
meet new requests quickly, and were
probably the most challenging aspect
of the project for all involved. 

And even though football season is
well underway, the stadium is not yet
fully complete. There is an entire ad-
ditional floor that will not be started
until after the season ends, so All-Tex
and their supply chain partners will
continue to be involved for some time
to come.

A look inside All-Tex and Tyler Pipe

Founded in 1973, All-Tex operated
from a single location in Dallas until
an acquisition in 2000 gave the com-
pany an operation in Fort Worth. In

addition to its two Metroplex loca-
tions, All-Tex now has branches in
Houston, San Antonio, Austin and
Beaumont. All together, All-Tex em-
ploys roughly 125 people. 

Hurd credits the eclipse operating
system for allowing the company’s
expansion and branch network to run
so smoothly. “Internally, it makes a
huge difference for us,” she ex-
plained. “We don’t have to travel to
our other locations very often be-
cause we have access to all the infor-
mation we need from our
headquarters in Dallas. It’s just like
being there. of course, it was a learn-
ing process for us to manage employ-
ees remotely after being focused on
just the Metroplex for so many years.
We had to learn to rely on electronic
technologies to manage our growing
organization.” 

To ensure that the All-Tex culture,
which has been so finely honed at the
headquarters, is standard operating
procedure at all locations, Hurd
planted “seed people” in these oper-
ations to get them off the ground. She
also hired Judy Showalter, a human
resources professional, to oversee the
critical “people” part of the company.
Through culture orientation, training
and internal communication, Showal-

ter helps bring unity to the group. 
“We’ve also taken our quarterly

company meetings — an All-Tex tra-
dition for over 20 years — on the
road to all locations,” Hurd noted. “It
promotes the culture and ensures that
everyone feels like they are a part of
the bigger organization.”  

All-Tex doesn’t have
branch managers per se;
rather all branch personnel
report to the executive team
functionally. The operations
managers report to vP-oper-
ations Larry Caffey, while
purchasing agents are under
the direction of vP-purchas-
ing Brian Harrigan. Coo Bob
Arison leads the strategic ini-
tiatives of the company-wide
sales staff, while SvP-sales
Mike Coltharp handles day-
to-day sales issues. evP Dale
Hurd oversees all non-sales personnel
and is involved in nearly all areas of
operations. In addition, former Anvil
executive ernie Chuter joined the
team a year and a half ago to develop
the Houston and Beaumont market
for All-Tex.

Tyler Pipe was founded in 1935 as
the Tyler Iron and Foundry Co., pro-
ducing cast iron soil pipe and fittings.
In 1959, they introduced the indus-
try’s first 10-foot lengths of cast iron
soil pipe, and the following year, in-
stalled a computer system for sales
and inventory support. Just a few
years later, Tyler Pipe acquired Wade
Inc., and began marketing a full line
of plumbing and drainage specifica-
tion products. In the meantime, their
TY-SeAL compression gaskets re-
ceived national acceptance. Along the
way, they introduced a number of
new products, including no-hub pipe
and fittings, pressure pipe fittings
with push-in joints, carrier fittings,

RufWall engineered Piping Systems,
ductile iron production castings, gas-
ket push-on specification products,
and a variety of sizes of pipe and fit-
tings.

In 1995, Tyler Pipe was acquired
by Ransom Industries Inc., a sub-

sidiary of McWane Corporation with
headquarters in Birmingham, Ala.,
and in 1998 automatic cupola charg-
ing and robotics were introduced to
Tyler’s plants in Texas, Missouri,
Pennsylvania and California. Ac -
cording to Bliss, Tyler Pipe employs
roughly 430 and has more than 1.6
million square feet of production
under roof. In addition to the central-
ized shipping out of the Tyler facility,
the company also operates a distribu-
tion center near Allentown, Pa., as
well as a small pipe yard in Corona,
Calif.

“We’re highly mechanized, which
has been the biggest change in the
way pipe is produced,” explained
Bliss. “Most of the work done at our
foundry is mechanized. our pipe is
rarely touched by human hands
throughout the production process. It
is made on machines that spin cast
the pipe before going through a hot

(Continued from page 18.)

• The $40-million Mitsubishi big
screen that is suspended over the
field — stretching between the 20
yard lines — is the largest in the
world. It weighs as much as a 747
jet. It would take 2,000 52-inch big
screen Tvs to fill just one side of it.

• To ensure that fans still have a
view of the game when they leave
their seats, Sony HD flat screens are
visible from every hot dog, beer and
Kobe beef burger line in the sta-
dium.

• TDIndustries’ work at the sta-
dium included 60 miles of piping,
2.5 million pounds of sheet metal,
nearly 2 miles of ductwork, more
than 3,450 plumbing fixtures and
2,600 food service equipment con-
nections.

• The stadium holds up to 80,000
spectators for a “basic” event and
can expand to accommodate
100,000 if necessary.

• Luxury suites range in price
from $100,000 to $500,000 per
year.

• The Dallas Cowboys Art Pro-
gram launched with 14 commis-
sioned artworks — some of which
measure over 100 feet long — that

have been installed in prominent lo-
cations throughout the stadium. 

• 40,000 lights were installed by
more than 300 electricians.

• There is 270 feet between the
field and the top of the two quarter-
mile arches that support the roof.

• The retractable roof panels,
powered by 128 motors that work in
pairs, move at 23.8 feet per minute
— meaning it can be fully opened
or closed in approximately nine
minutes. Measuring 660,800 square
feet, the retractable roof is the
largest of its kind in the world. on
a clear day, the opening is visible
from five miles above the stadium.

• The synthetic field rolls up into
41 different 6,000-pound wheels
that can be stored when not in use.
Recycled ground-up tires give it a
real grass field look — making it
appear that the field has pebbles of
dirt in it.

• 7.7 million man hours went into
the construction. The initial con-
struction required 300 to 400 work-
ers per day, five days a week. It
topped out at 2,100 to 2,200 work-
ers per day with scheduled half-day
Saturdays.

Behind the scenes at the Cowboys Stadium

Key members of the All-Tex Pipe & Supply management team include (from left)

executive vice president Dale Hurd, president Jill Brock Hurd, senior vice 

president-sales Mike Coltharp and chief operating officer Bob Arison. 

Powered by 128 motors, the retractable roof can

be opened or closed in nine minutes. On a clear

day, it is visible five miles above the stadium.

(Turn to Cowboys... page 22.)
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Cowboys Stadium a massive job
dipping process. Then ink jet printers
label pretty much the entire length of
the pipe as it goes by, and then it goes
onto pallets and is bundled. It is a
very automated process. We have the
capability to load and ship about 40
truckloads a day.”

When it comes down to it, both
All-Tex and Tyler Pipe note that it’s
really the partnership they’ve devel-
oped that has helped them be success-
ful and to handle a job as big as this
with precision and ease. 

“Tyler Pipe’s relationship with our

wholesalers is very important,” Bliss
explained. “We sell only through
wholesale distribution and we have
developed programs that enable both
parties to be profitable. It’s a partner-
ship and that’s exactly how we look
at it. We value those relationships to
the highest regard.”

His colleague Sterling Bowman
added, “Since I’ve been involved with
Tyler Pipe, All-Tex has been a pre-
mier customer. They are as top-class
of a customer — both in the way they
do business and in their personnel —
as they come. Being involved with
them on the Cowboys Stadium has
helped us grow our business with All-
Tex and prove that they can depend
on us for any type of project.”

And for All-Tex, they continue to
show that lean — but extremely fo-
cused — companies can pave the
way in this highly competitive mar-
ketplace.

“We just buckle down, do our part

and make it work,” Hurd said. “The
fact that we have consciously built
our infrastructure for growth meant
that a job of this magnitude was not
disruptive for our normal operations.
It is, in fact, our norm. We’ve almost

always got some sort of billion-dollar
project going on. It just proves what
you can do if you are prepared.”

For additional information, visit
www.alltexsupply.com or www.tyler-
pipe.com. �

See contact information on page 98
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(Continued from page 20.)

Suppliers in the News

Gene Jones (in white blouse), the wife of Dallas Cowboys owner Jerry Jones,

was actively involved in many aspects of the stadium construction. Their three

children also have executive roles with the team.

“We just buckle down, do our part
and make it work. The fact that 
we have built our infrastructure
for growth meant a job of this
magnitude was not disruptive 
for our normal operations. 
It is, in fact, our norm.”
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Blanco receives design awards
luMBErToN, N.J. — Blanco, a Ger-
man innovator of quality engineered
stainless steel since 1925, received
four prestigious red dot design
awards, most notably for Blanco
sTEElarT’s FloW™ sink, now avail-
able in the u.s. 

The red dot award signifies excel-
lence and recognizes outstanding
quality, craftsmanship, superior de-
sign and functionality in a world-
renowned design competition. “To be
recognized as a red dot award winner
is a true honor,” said Tim Maicher,
director of marketing for Blanco.
“We are immensely pleased to have
this distinction bestowed upon us and
feel it exemplifies our ongoing com-
mitment to provide the best possible
products the industry has to offer.”

The FloW sink is more than just a
sink; it’s an architectural element. Fea-
turing new MicroEdge™ technology,
FloW creates the illusion of a flush-
mounted installation — integrating

fully with the counter surface. seam-
less and functional stainless side drain-
ers flow gently into the elegant, purist
bowl, offering a design that’s both focal
point and functional workspace. 

Three other Blanco products,

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

aTlaNTa — William r. Bristow died
peacefully in his home on september
21. He was 88 years old. He had re-
cently been diagnosed with lung can-
cer but did not choose treatment.

Bristow was born February 19,
1921 in Petersburg, Va. He lived in the
Tidewater Virginia area as he was
growing up. a job took him to Evans-
ville, Ind., where he met and married
his wife of 61 years, Mary Elizabeth
Hoffman. He was called to service for
the Navy in World War II,  serving for
two years in Northern africa. Bristow

was honorably discharged in 1945 as
a Boatswain’s Mate 2nd class. 

He and Mary Elizabeth lived
briefly in rhode Island, savannah
and Macon before settling in atlanta.
He established a manufacturers’ rep
agency for plumbing and heating
supplies in 1958. The company
started with a desk in his home and
Mary Elizabeth as his secretary. The
business grew and in 1972 was incor-
porated as W.r. Bristow Mfg. agents
Inc. at first, he rented a warehouse
but in 1979 purchased land and built

OBITUARY
W.R. Bristow, manufacturers’ rep

a 10,000-square-foot building in
Cobb County, Ga. Bill and Mary
Elizabeth retired to st. simons Island,
Ga., in 1981 but the business survives
after 51 years with their son-in-law,
Jim Watson, as owner.

Bristow enjoyed many years of
hunting, fishing, golfing and playing
cards with his good friends. He and
Mary Elizabeth were part of a great
group of friends called “saturday
Night live” who got together for
cocktails and dinner regularly. 

among Bristow’s survivors are his
daughter Marcia Watson (Jim), and
granddaughters Katie ashton (rick),
and lisa Hill (Jamie).

available only in Europe, also re-
ceived recognition: the sTEElarT sys-
tem accessories; Blancostatura
Crystalline; and Elos-W wall-
mounted line. 

In the red dot competition this
year, the panel of experts had to judge
a total of 3,231 products from 49 na-

tions. They assess and test the prod-
ucts and judge them according to cri-
teria such as degree of innovation,
functionality, ergonomics, durability,
ecological compatibility and self-ex-
planatory quality.

For more information, visit
www.blancoamerica.com.
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I
t may have been sheer coinci-
dence, but holding the PHCP in-
dustry’s premier convention, the

american supply association, in the
lair of the government bureaucrats
put the major problems facing reces-
sion recovery into sharp perspective.

When focusing on the PVF sector

specifically, the concerns become
even more intense. While legislation
working its way through Congress
(universal healthcare, cap-and-trade,
global climatological restraint, card
check) is inimical to the interests of
the preponderance of the PHCP indus-
try’s comprising small businesses in
general, sub-sectors that drive pipe,
valves, fittings are met with down-
right hostility by today’s dominant
governmental power structure.

although much of the current PVF

sector’s business falloff from last
year’s peak can be attributed to the
global recession, the obama admin-
istration’s divergence from fossil fuel
development, in favor of long-term
reliance on renewable energy (wind,

solar, geothermal) will inhibit the
production of the massive reserves of
coal, oil and natural gas reserves
available in the u.s. The dispropor-
tionate commitment to climatological
improvement, which is not shared by
China and India, will leave the u.s.
even more dependent on foreign oil
once the world economy returns to
full recovery mode.

Based on the strong reaction to my
“Viewpoint” editorial from dozens of
industry manufacturers and distribu-
tors, it’s becoming increasingly ap-
parent that a large segment of our
industry, comprised by small and
medium-sized businesses, believe
that the cap-and-trade energy pro-
posal, already approved by the House
of representatives, would strike a
critical blow against industry busi-
nesses. Equally repugnant to the
overwhelming number of our con-
tacts is the nebulous healthcare initia-
tive, due for a showdown before the
end of the year.

Most of our respondents voiced
various degrees of concern over the
impact of this legislation on their
ability to function profitably. Nobody
believes the President’s pledge that a
new universal healthcare program
will not add substantial costs to their
bottom lines.

almost all have had to cut their in-
ventories drastically, and some expect
to prune their workforces even fur-
ther in the months ahead. None I’ve
talked to in my anecdotal surveys in-
dicated any intention to add to their
workforce in the foreseeable future.

It’s becoming increasingly appar-
ent that a potential double-digit un-
employment rate will act as a
deterrent to economic recovery for
some time to come. This is a concern
that is facing every aspect of amer-
ica’s growing potential workforce.

However, the late summer turn-
around in manufacturing and the
need to replenish inventories to keep
up with maintenance replacement de-
mand has picked up the post-labor
Day activities within those compa-
nies I’ve talked to.

Both manufacturers and distribu-
tors have been referring to a moderate
uptick during recent weeks. Further
generating demand for PVF industry
products is the export sector, which is
also being benefited by the weakness
of the dollar. This is also making
goods of american manufacture
more competitive.

also emphasized in my surveys
was the easing in the availability of
commercial paper and access to
short-term loans, as part of credit im-
provement generally.

However, capital expansion seems
to have reached a low point in both
manufacturing and distribution. at
the same time, local and regional
banks are still leery about lending to
new prospects. But they are much
more amenable to short-term low-
cost loans to creditworthy clients.

In summation, the outlook from
now to year’s end looks fair to mid-
dling. long-term, all eyes are focused
on Washington and the restraint Con-
gress will show in passing major
deficit-increasing legislation.

Biofuel boom has gone bust

While the u.s. is bracing for the
legislative onslaught of a welter of
budget breaking government pro-
grams, let’s not forget the abysmal
failure of the government subsidized
biofuel initiatives of yesteryear.

This ostensible reduction in amer-
ica’s dependence on foreign oil was
hatched by the Bush administration,
in league with 30 Midwest senators
(including then-sen. Barack obama,
D-Ill.) to convert feed corn into a fuel
additive. This legislation was sup-
ported by heavy subsidies and man-
dated usage that was amplified by a
followup energy bill to force even
more of this derivative into america’s
gas tanks.

This chicanery was so transparent
that a leading executive within one of
the nation’s leading corn-based pro-
duction companies, laughingly called
it the “agri-business relief act.”

It’s no surprise that little has been
said or written about the disastrous
results of this multi-multi-billion “en-
ergy substitute” four years after its
launch.

Two-thirds of bio-diesel produc-
tion capacity now sits unused.
Major manufacturers of ethanol are
on the verge of bankruptcy and
would be totally out of business
were it not for the continued influx
of huge government subsidies, on
top of billions of u.s. dollars for

(Turn to Oil finds... page 28.)
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Washington initiatives
inimical to PHCP interests

BY MORRIS R. BESCHLOSS

PVF, economic analyst emeritus

See contact information on page 98

Both manufacturers and
distributors have been referring

to a moderate uptick during
recent weeks. Further generating

demand for PVF industry
products is the export sector,

which is also being benefited by
the weakness of the dollar.
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Oil finds won’t mean low prices
agriculture as a whole. The next
generation of biofuels (corn husks,
saw grass and other non-food deriv-
atives) have been abandoned for
lack of investment interest.

It’s easy to blame the crash of oil
prices, overcapacity and the credit
crunch for this disaster, but it would
be no exaggeration to label this

phoney attempt to boost corn produc-
tion a total calamity, buttressed by
taxpayer billions.

since the u.s. government is not
responsible for bottom line prof-
itability or stockholder transparency,
let’s hope that millions of taxpayers
will continue to have their voices
heard on current expenditure bills

with the only leverage at their dis-
posal — the ability to flock to the
polls at election time.

Brazil oil bonanza grows ever bigger

There’s hardly a day goes by that
doesn’t report a major new oil find
off the coast of latin america’s dom-
inant nation — Brazil.

out of the eight gigantic, multi-bil-

lion oil finds discovered in the last
five years, six have been discovered
in the offshore santos Basin off the
coast of Brazil. all but one are
owned, majority-held and/or man-
aged by state-controlled Petrobras,
the south american super state’s en-
ergy consortium.

But like the recently discovered

Tiber field found in the Gulf of Mex-
ico and owned by British Pet roleum,
these reserves are deep under water, up
to a depth of 35,000 feet.

although such finds add to the
desperately needed reserves for the
years ahead, the cost of eventual ex-
traction could be astronomical. un-
like the relatively cheap drilling and
recovery methods of on-land drilling,
getting down to these giant pools
could eventually necessitate prices in
excess of the $147-per-barrel of oil
reached in July 2008.

This is an eventuality the u.s. may
have to face in the not-too-distant fu-
ture, especially as government policy
has discouraged conventional drilling
in the lower 48 states, in spite of the
huge available potential.

For those who believe in the fan-
tasy of replacing oil for transporta-
tion, and such other uses as
derivatives like plastics and myriad
other uses with renewable energy, the
reality of high-cost oil will happen
sooner than they expect. That’s why

the Chinese are buying all the dis-
counted oil they can lay their hands
on now.

With Mexico’s offshore oil re-
serves cratering, the Canadian tar
sands converters negotiating with the
Chinese, and Venezuela diverting
shipments away from the u.s. as fast
as commercially feasible, the admin -
istration’s anti-fossil fuel policy will
come back to haunt this country be-
fore obama leaves office; even if he
does so at the end of his present term.

To stay up to date with my twice-
daily blogging, be sure to log on to
my hyperlink at www.theworld -
report.org and then click on ‘Morrie’s
page,” announced in the middle of
the World Report website. Your rec-
ommendation for my blog, as well as
the individual columns will be much
appreciated. �

Morris R. Beschoss, a 54-year vet-

eran of the pipe, valve and fitting in-

dustry, is pvf and economic analyst

emeritus for The WhOlesaleR.

(Continued from page 26.)
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Unlike the relatively cheap drilling and recovery
methods of on-land drilling, getting down to these

giant pools could eventually necessitate prices in excess
of the $147-per-barrel of oil reached in July 2008.
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ProTech bought by Simpson Dura-Vent
Simpson ceases Vicksburg manufacturing operation

(Continued from simpson, page 1.)

tems (PTs) in albany, N.Y. 
• The cessation of manufacturing operations

at the company’s Vicksburg, Miss., facility.
according to Eberhard, the acquisition of PTs

enables the company to offer a complete line of
chimney and venting systems to the HVaC,
plumbing and specialty hearth markets. The ad-
dition of PTs’s FasNseal® (special Gas Vent) for
Category II, III and IV appliances rounds out the
company’s offering to the plumbing-heating-
cooling market. FasNseal’s reputation as a high-
quality and innovative product is firmly
entrenched in this market. addi tionally, Venti-
nox®, welded seam, stainless steel flexible liner
is a well-respected and established trade name in
the masonry chimney relining market and com-
pletes the company’s chimney relining offering
to the specialty Hearth market.

The cessation of manufacturing operations in
Vicksburg enabled the company to consolidate
manufacturing in Vacaville, Calif., and albany,
N.Y. Eberhard noted that this results in a leaner,
more responsive manufacturing organization.
The Vicks burg facility now serves as the com-
pany’s Midwest distribution center. other distri-
bution facilities are located in California, New
York and Minnesota.

Vacaville and albany now serve as headquar-
ters for the company’s Eastern and Western Di-
visions. Each division manages its own
manufacturing, engineering and sales efforts.
Martin Wawrla, the former owner of PTs, is the
vice president and general manager of the East-
ern Division. James Molloy is Eastern Division
director of sales. The Eastern Division is respon-
sible for sales and distribution in New England,
the Mid-atlantic states, Pennsylvania and ohio.
This division is also responsible for the com-
pany’s commercial product sales.

In addition to being president and CEo, Eber-
hard manages the Western Division. Michael
Bruce is vice president-manufacturing and Todd
lampey is national sales manager.

according to Eberhard, the new sales and dis-
tribution organization puts sales management
closer to the customer. The company’s distribu-
tion centers put inventory closer to the markets.
Each division has its own customer service and
order entry department. Marketing and finance
are centralized at the home office in Vacaville.

simpson Dura-Vent is a wholly owned sub-
sidiary of simpson Manufacturing Co. Inc. of
Pleas anton, Calif. simpson is a publically traded
company on the New York stock Exchange. For
information, visit www.duravent.com.
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NorFolK, Va. — Ewin allen ottinger passed
away on october 16. Born in Knoxville, Tenn.,
on october 9, 1938, he was the eldest son of the
late Ben Hooper and Irene Mynatt ottinger. ot-
tinger is survived by his wife of 46 years, ann
Jones ottinger, along with a daughter, son and
their families.

He was a graduate of Norfolk academy, Class
of 1955. In 1960 he earned a Bachelor’s degree
from the university of Tennessee, where he was
a letterman on the Cross Country and Track
teams. He pursued graduate studies in the field
of history at old Dominion university.

ottinger proudly served in the u.s. Marine
Corps from 1961 until 1967, when he was hon-
orably discharged. He was a vice president of
General Foam Plastics Corporation from 1964 to
1974, assistant treasurer of C.E. Thurston and
sons from 1975 to 1976, and president and
owner of George G. lee Company from 1978
until recently. He was past president of southern
Wholesalers association and a member of the
american supply association.

He was a tennis player and avid runner, who
completed 14 consecutive Marine Corps
Marathons and hundreds of other races. He was
a member of Virginia Beach Community Chapel,
where he served as a sunday school teacher of
children and adults for many years. His deepest
commitments were to God and his family.

Though a Tennessean by birth, ottinger be-
came an enthusiastic supporter of the city of
Norfolk. Beginning in 1976 when he coordi-
nated the City Council campaigns of two can-
didates, he drew great satisfaction from serving
his city.

He was a chairman of Norfolk’s Industrial De-
velopment authority and a member of the city’s
Planning Commission. In 1992, he sought the
republican nomination to the second District
seat of the united states Congress.

a graveside service was conducted at Forest
lawn Cemetery. In lieu of flowers, memorial
contributions may be made in ottinger’s name
to Norfolk academy or Virginia Beach Commu-
nity Chapel.

OBITUARIES
Ewin Allen Ottinger, former owner of George E. Lee Co.

GrEENVIllE, s.C. — robin Dale McDaris, 49,
passed away at his home in Greenville on october
8 following a three-month battle with brain cancer.

McDaris was the anderson branch manager of
Eastern Industrial supplies Inc. He had worked
for Eastern for 15 years. Kip Miller, president
and CEo, noted, “Dale was a hard and productive
worker. He played a major role in helping East-

ern establish business with some of the com-
pany’s major accounts. Dale was one of the
warmest and friendliest people I have ever
known. I was blessed to have known him.”

McDaris is survived by his wife Whitney lock-
wood McDaris and their two children, Grayson,
5, and Tinsley, 3. He is also survived by his par-
ents and many extended family members.

Dale McDaris, EISI branch manager
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California, Vermont deadlines fast approaching

Matco-Norca is prepared for full
compliance with lead-free legislation
BY MARY JO MARTIN

Editorial director

Y
ears ago a number of televi-
sion commercials ran that
were designed to educate the

public about the dangers of lead in
paint. They warned that chronic ill-
nesses, learning disabilities and re-
duced Iqs could result from children
eating paint chips, not to mention the
risks of exposure to the toxicity of
lead throughout a home or business. 

Fast forward to today and the
country is faced with a renewed push
to prevent lead poisoning, especially
in children. As concerns about lead
leaching into drinking water sur-

faced, some states began to take ac-
tion. California and Vermont are the
first states to pass legislation that im-
plements very stringent “lead-free”
restrictions on plumbing fixtures for
potable water applications. under
California Assembly Bill 1953 and
Vermont senate Bill 0152, new pipe,
fixtures and fittings that are intended
to convey drinking water must con-
tain no more than .25% lead. Neither
law requires that existing plumbing
fixtures be replaced before normal
change-out is needed; but they do re-
quire that new and replacement pipe,
faucets and fixtures be in compliance.

As a result, plumbing products
suppliers have been working hard to
ensure that their products meet the
upcoming January 1, 2010 deadline.
One of those leading suppliers,
Matco-Norca, began preparing for
this over the last few years as debate
over the lead- free legislation picked
up steam.

“California and Vermont have
passed this legislation for public
safety concerns,” explained Corey
Lowsky, director of marketing and
product management for Matco-
Norca of Brewster, N.Y. “They are
cutting-edge states when it comes to
positive public initiatives like this, so
it’s not a surprise they would take the

lead on this. We knew it would re-
quire significant effort on our part to
offer dual inventories and full mar-
keting strategies to support all of our
customers. Both states have the same
requirement, so our new lead-free
products will be in compliance in
both markets. We’ve also heard some
rumblings that Maryland and Massa-
chusetts may be close behind, but
nothing has been confirmed yet. We
believe that in the next five to 10
years this legislation will probably go
nationwide.”

To prepare for this rollout, Matco-
Norca systematically reviewed all of the

products they’ve sold in California
and Vermont in recent years. “Our
product really falls into three major
categories: valves, fittings and nip-
ples, and faucets and plumbing spe-
cialties,” explained Lowsky. “We
detailed what we have been selling in

California and Vermont, and then
looked at the financial impact of of-
fering or not offering those products.
We had to consider what business we
might lose and what we might gain. 

“Along the way, Matco-Norca
worked with our factories overseas
and our sales reps in the affected mar-
kets to define which products we
needed. Through the process, we de-
termined, defined and refined our
product offering. We relied on our
years of experience with global
sourcing to be sure that our factories
would produce the lead-free versions
for us.” 

As Lowsky described, a key ele-
ment of the testing process for the
lead-free products is that they must
comply with the .25% requirement on
wetted surfaces — the parts of the
products that are in direct contact
with the water. “We developed a test-
ing protocol with three different
measurements,” he explained. “The
products are tested at our factories
followed by a qualified agency test-
ing the products; we also use inde-
pendent testing labs throughout the
u.s. to certify the lead content on
each and every product. We’re ex-
tremely thorough and want to ensure
we are in full compliance.”

For now, Matco-Norca will carry
dual inventories of leaded and lead-

free products. There can be a rela-
tively significant price increase on
the lead-free products — as much as
30%, depending on how much brass
is in the product — so they want to
continue offering the less-expensive
products in other markets. Of course,
the company will sell its lead-free
products to any customer who wishes

to purchase them.
“We’ve totally reorganized our 

LaPalma, Calif., distribution center
and have an entire lead-free section
now,” Lowsky described. “It’s a com-
pletely ‘green’ area of the warehouse,
down to even the paint on the walls.
We call it our ‘Go Green’ section. We
requisitioned the lead-free products
as much as six months ago and

started receiving them about two
months ago. The last should be in by
November. The way the dC is set up
now really helps us keep product sep-
arated to eliminate the chance of er-
rors in picking and shipping.”

Matco-Norca currently offers
about 15,000 active skus, of which
70% are affected by this new legisla-
tion. According to Lowsky, the facto-

(Turn to Lead-free... page 34.)
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About 70% of Matco-Norca’s 15,000 active SKUs had to be sourced in lead-free

versions to comply with new legislation. Their DC’s ‘Go Green’ section keeps

product separated to eliminate the chance of errors in picking and shipping. 

Matco-Norca completely reorganized its LaPalma, Calif., distribution center to

include an entirely ‘Go Green’ section.

“We knew it would require significant effort 
on our part to offer dual inventories and 

full marketing strategies to support all of our 
customers. ... We believe that in the next five to 

10 years this legislation will probably go nationwide.”
— Corey Lowsky, director, marketing and product management

Matco-Norca recently launched a 

dedicated website at www.matco-

norca.com/lead-free that describes its

line of lead-free products.
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Lead-free product line 
rolled out by Matco-Norca
ries are using various metallurgical
alloys — including polymers, plastics
and lead-free brass — in these prod-
ucts to ensure compliance.

While wholesalers doing business
in California and Vermont are cer-
tainly aware of the legislation and
pending deadline for compliance,
Matco-Norca has ramped up its mar-

keting efforts to support this
massive lead-free product
rollout. “We launched a ded-
icated lead-free website in
October — www.matco-
norca.com/lead-free — that
identifies all of our lead-free
products, has spec sheets,
price sheets, literature and
additional information that
our customers may need,”
Lowsky noted. “We also
have a dedicated catalog in
our green lead-free look that
will detail all of the lead-free
products we are offering,
along with a targeted adver-

tising campaign.” 
Todd Evans, Matco-

Norca’s Western regional
sales manager who runs the
California warehouse and
West Coast sales team, is re-
sponsible for getting the
Matco-Norca lead-free mes-
sage out. Evans noted, “Our
sales reps are completely on
board and we’ve made sure
to get all the new literature
out to them so they can get
it in front of our customers.
We want our customers to
know that we have a full,
complete and compliant
lead-free offering.” 

Michael Matz, Eastern re-
gional sales manager respon-
sible for Vermont among
other states, added, “It’s an
exciting time for us. The
ability to react to changes in
the marketplace and provide
customers with the products
they need seamlessly is fur-
ther evidence of our desire to
provide the type of service
they have become accustomed to
from Matco-Norca.”

In describing all the efforts Matco-
Norca has been making for this roll-
out, Lowsky said he would be remiss
not to mention the key new additions
to Matco-Norca’s management team
that have played such a strong role in
re-focusing the company’s direction.

“Our management team has un-
dergone some positive changes that
have further strengthened the com-
pany in the past two years,” Lowsky
said. “We’ve brought in six well-
known managers and executives that
have added structure and processes
that were lacking. At the same time,
it was important that we retain the
‘family feel’ of our organization —
not only internally but also with our
customers. One of our most impor-
tant focuses is to make sure that the
processes we put into place allow us
to be more efficient, while at the
same time making us easy to do
business with.”

Among the key roles that have

been filled at Matco-Norca from
other companies are the president,
CFO, vice president-supply chain, vice
president-sales, director of faucets
and plumbing specialties sales, and
director of marketing and product
management. 

“Our president, Lynn McVay, is
well known throughout the industry
and possesses significant experience
and relationships with customers
across the country,” Lowsky noted.
“He’s really helped us mold Matco-
Norca into an even more professional
organization. He selectively uses his
contacts with our customer base to
get us into customers’ doors that we
might not have been in before. Lynn
brings strong direction to the com-
pany and challenges us every day to
improve.”

despite so much having already
been in the works during the past few
years, Lowsky hinted that more will
be coming from Matco-Norca in the
near future: “We definitely have
some new things on the horizon. I
won’t get into specifics, but we have
some new products of substance
coming soon. We’ve been in business
more than 50 years and we have con-
tacts all over the world. Matco-Norca
will continue to use that to our advan-
tage to discover new products at the
right prices and made from high-
quality materials. We will be launch-
ing some new products in early 2010
that we are very excited about and
think will be of tremendous benefit to
our customers.” �

For additional information, visit

www.matco-norca.com.

(Continued from page 32.)
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Matco-Norca ramped up its marketing efforts to

support this massive lead-free product rollout. In

addition to this ‘green’ section in its California

DC, the company launched a dedicated website,

catalog and targeted advertising campaign.

“We definitely have
some new things on the
horizon. I won’t get into
specifics, but we have
some new products of
substance coming soon.
We’ve been in business
more than 50 years
and we have contacts
all over the world.”

New pipe, fixtures and fittings that are intended to

convey drinking water are affected by this new

legislation. They must contain no more than .25%

lead on wetted surfaces — the parts of the prod-

ucts that are in direct contact with water. Matco-

Norca has a thorough, three-pronged approach to

testing products for compliance.
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Delta Group adds new dimension to PVF
manufacturing/distribution interchange

traditional energy development and
the beginnings of renewable energy,
this evolution became an increasing
commitment of the successor delta
distributor Group, formed in 1995.
Needless to say, there was considera-
tion given initially to joining another
buying group, however the members
wanted a business model like delta
that was devoted to pipe, valves and
fittings. “In short, we like to say that
yes indeed, we are different than
other buying/marketing groups cur-
rently in the u.s.,” said Phil knipper,
delta Group president.

Although the core members of this
PVF distribution evolution consisted
of Chicago-based Chicago Tube &
Iron, greater Boston-based Independ-
ent Pipe & supply, Michigan’s Gal-
loup supply and Philadelphia’s
deacon Industrial, the membership of
the now-15-member group has been
remarkably stable. (Note: For a com-
plete list of delta members, go to
their website at www.deltadistribu-
torsllc.com.)

All maintain exclusivity in PVF, and
have had a respectful relationship with
each other for years. Within the PVF

sector, member distributors utilize their
proclivity toward valves, pipe or fit-
tings to provide the Group as a whole
with their expertise in such specific
subsectors as valves, pipe, tube, forged
fittings and ancillary products encom-
passed by the PVF umbrella.

This is the adhesive that binds the
Group together in promoting relation-
ships with vendors, with whom indi-
vidual distributors have developed
mutually beneficial relationships.
These are comprised of accepted
brand names of u.s. as well as for-
eign manufacture.

The primary objective of delta is
to jointly support buying programs
that mutually benefit all members as
completely as possible. All transac-
tions with select members are com-
pletely transparent to each delta
distributor, and no deductions are
taken from any earned incentives, se-
cured by individual members.

since major suppliers are produc-
ers of all aspects of pipe-valves-
fittings, the delta Group attempts to
have one primary vendor for a se-
lected commodity. However, due to
the national reach of delta today, that
is not always practical.

delta emphasizes its desire to se-
lectively improve total vendor partic-
ipation rather than dilute its sales by
spreading its purchasing power.

significant about the delta Group

knipper. His background en -
compasses long service on the AsA’s

Industrial Piping division, and as a
director in the incipient Pinnacle
Group. He served for 18 years as a
manager for the major southeast PVF

distributor Hub Inc., which was even-
tually acquired by Ferguson.

In 1995, knipper was recruited by
Apex supply of Atlanta to expand
their PVF presence. The subsequent
acquisition of Apex by Home depot

involved knipper with the overall 
Hd supply operations, which gener-
ated record u.s. distribution rev-
enues of $12 billion in 2006. As the
PVF sector looks forward to a solid
recovery next year, the delta Group
stands ready to take part in this
prospective 2010 expansion.

For any inquiries related to delta
Group’s activities or potential mem-
bership in the Group, knipper can be
contacted at delta distributors LLC,
194 Hurricane shoals Road,
Lawrenceville, GA 30045, telephone
770/757-5585; fax 770/496-5513, or
e-mail deltagp@bellsouth.net. �

Morris R. Beschloss, a 54-year

veteran of the pipe, valve and fitting

industry, is PvF and economic analyst

emeritus for The WhoLeSALeR.

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

BY MORRIS R. BESCHLOSS

PVF and economic

analyst emeritus

A
lthough the pipe-valve-fitting
sector has increasingly gained
independent stature within

the breadth of the $75-billion plumb-
ing-heating-cooling-piping arena, the
emergence of the delta Group has
provided this fast-growing PVF sector
with a new dimension.

In an exclusive interview, we are
privileged to bring this major PVF

distribution group to our readers’ at-
tention.

dating back to the darkest period
of this sector’s organizational devel-
opment (the early 1980s energy de-

pression), a group of independent
distributors, Pinnacle, decided to
form an interchange of ideas concen-
trating exclusively on PVF-related is-
sues. This was a particularly chaotic
period for distribution, with industry
leaders such as Grant supply, Gulf
supply, Vinson, Wallace and other
major steel pipe-oriented groups such
as Republic and Bethlehem Pipe
falling prey to the PVF implosion.

Pinnacle concentrated systemati-
cally on cost of goods and the
changing nature of industry products
and their ability to conform to the
rapidly changing needs of end-users
and fabricators.

Even though some of the original
Pinnacle distributors were acquired
by national chains, it continued to
evolve into a nationwide interchange,
with a buying group approach, that
was solely restricted to PVF products.

Whereas Pinnacle set the founda-
tion for a cooperative distributor ap-
proach toward the fast-expanding
requirements of power generation,

Phil Knipper,

Delta Group president

WAsHINGTON, d.C. — On septem ber
24, the u.s. Environmental Protec-
tion Agency released for public com-
ment its draft Watersense spe-
ci  fication for showerheads. Once this
specification is finalized, consumers
will be able to renovate their bath-
rooms with a full suite of Wa-
tersense-labeled products — toilets,
faucets and showerheads.

As one of the leading uses of water
in the home, showering accounts for
nearly 17% of residential indoor
water consumption. For most house-
holds, that’s nearly 30 gallons a day!
In fact, the average household could
save more than 2,300 gallons per year
by installing high-efficiency shower-
heads. since these water savings will
reduce demands on water heaters,
households could also save enough
electricity to power their television
use for about a year. These reductions
could add up to as much as $50 per
year in water and energy bill savings.

The Watersense draft specification

for showerheads sets the maximum
flow rate at 2.0 gpm at a flowing
pressure of 80 psi. As with all 
Watersense specifications, the draft
showerhead specification includes
performance criteria to ensure that
consumers will not have to sacrifice
water coverage or spray intensity in
order to achieve water savings. EPA

worked with a variety of stakeholders
to develop these criteria so shower-
heads can be independently tested
and certified for both water efficiency
and performance.

Watersense is an EPA partnership
program that seeks to enhance the
market for water-efficient products
and services. Watersense is both a
label for products and a resource to
help people use water more effi-
ciently.

Visit the Watersense website for
more information about the draft
showerhead specification at http://
epa.gov/watersense/pp/shower-
heads.htm.

is the equality of the Group’s owner-
ship by all 15 members. Although the
totality of its revenues have ex-
panded substantially since its incep-
tion 14 years ago, delta is open to
additional members. However, it will
continue limiting its membership to
one member from each marketing
area. due to the broad geographical
scope of major PVF distributors, the
potential of expansion is limited.
However, the occasional overlap of
branches does occur.

All members have equal say con-
cerning group operations, but main-
tain an executive group that provides
guidance. delta Group spokesmen in-
dicate that all members pay the same
annual base fee to cover minimal
fixed costs and then share in addi-
tional expenses, based upon their
delta incentives received.

since the delta Group avoids ac-
cepting competitors within the same
primary market, they exchange sen-
sitive operating information in open
forum. The Group holds three meet-
ings per year, and requests that the
CEO or his number two official attend.
Meetings are held at varied locations
to give every member a better insight
into varied geographical regions.

The delta Group is fortunate in
having as its professional executive
one of the most experienced veteran
PVF leaders in the business today, Phil

EPA releases draft showerhead specification

The primary objective
of Delta is to jointly

support buying programs
that mutually benefit

all members as
completely as possible.



www.servicemetal.net

O N E  C A L L  G E T S  I T  A L L

As a master distributor of industrial

valves, flanges and fittings for over

50 years, Service Metal has the

comprehensive inventory necessary

to fulfill your stock orders and

everyday needs.

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

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

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

The Best Products, The Best Service...

CS Weld Fittings & Flanges • FS Fittings & Outlets • CI Flanged Fittings • MI Pipe Fittings
Merchant Steel Couplings • Pipe Nipples • Bolt Paks • Crane® & Williams® CS Valves • Crane & Fortune® CI Valves
Crane Bronze Valves • Williams® & Smith® FS Valves • Fortune® Ball Valves • Center Line® & ST&H® Butterfly Valves

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

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

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

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

Toll Free: 800-325-7820
Fax: 314-231-1821
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O
ne of the great-granddaddys of
heating was John Mills, who
worked with the h.B. Smith

Company as a freelance inventor and
engineer from 1873 until 1897. he was
forever experimenting with heating,
and sharing what he knew.

Between 1888 and 1890, he wrote
a two-volume book titled Heat, Sci-

ence and Philosophy of its Production

and Application to the Warming and

Ventilating of Buildings. It was one of
the first serious books about heating
and this magnum opus became an im-
portant resource for boiler and steam
engineers in the years that followed.

John Mills invented the boiler that
bears his name, and Mestek, the suc-
cessor company to h.B. Smith, still
makes the Mills boiler to this day.
John Mills came up with the idea that
in a tall building, which was to have
a one-pipe-steam system, it would be
best to send the supply main straight
up to the top of the building, then turn
it horizontal to go around the perime-
ter of the attic, and finally downfeed
all the radiators so that the steam and
the condensate traveled in the same
direction. They called this the Mills
System and it worked beautifully.

I remember once going to a fancy
building on Central park West in
Manhattan where I saw a Mills Sys-
tem that had 12" screwed pipe. It was
something to marvel at because a 12"
screwed tee is a lot bigger (and heav-
ier) that you think. I thought about
The Great experimenter that day, and
about the men who installed that big
pipe to his design. I try to imagine
what sort of wrenches those guys
owned, where they stood to get the
leverage, what size their arms were.
Those guys left echoes of themselves
in that building. I heard them.

John Mills also experimented with
heat loss, and he developed a quick
method for figuring out the load in a
building. They called it (not surpris-
ingly) the Mills rule.

Contractors loved the Mills rule
because it was so easy to use. Before
long, they nicknamed it the 2-20-200
rule and I’ll explain why in a minute.
Most of the size-it-quickly rules of
thumb that followed John Mills’ rule
evolved from this method. They were
all fine for their time, I suppose, but
not so good nowadays because we
build better buildings than they did.

here, consider what sort of win-
dows they used during John Mills’
era. Most likely, they were single-
pane, double-hung windows, with
leaky sashes. There were no storm
windows.

and what about insulation? do you
think they used fiberglass batts back

in the day? do you think they used
anything at all inside those walls? not
from what I’ve seen, and not from
what I’ve read. The heat loss of a
building was much greater back then,
and the Mills (2-20-200) rule was ap-
propriate for that sort of construction.
not so good nowadays.

here’s what I mean. Take any build-
ing and size a new steam boiler using
the Mills rule. The first thing you’re
going to do is measure the square
footage of all the glass in the building.
Once you have that number, divide it
by 2 (that’s the 2 in the 2-20-200 nick-
name for the Mills rule). Okay, now
set that aside for a moment.

next, measure all the cold surfaces
in the building. a cold surface is any
wall, floor or ceiling that doesn’t have
heat on its other side. In a two-story
house, the first floor walls are cold
surfaces if they face outdoors. It’s
warm on one side of those walls and
cold on the other side. If a wall faces
another heated room, you wouldn’t
measure that wall for heat loss.

You’d probably measure the ceil-
ing on the second floor of this build-
ing because that ceiling faces the attic
space (which is unheated), but you
wouldn’t measure the ceiling on the
first floor of that building because
that faces the heated second floor.
The same goes for the floor; you’d
count it if it was over a cold crawl-
space or an unheated basement, but
not if it was over a heated basement.
Make sense? Good.

Okay, once you’ve measured all
the cold surfaces, divide that number
by 20 (that’s the second number in
the 2-20-200 nickname). put it on the
back burner for a minute; we’ve got
one more measurement to make, and
this has to do with the air that’s inside
the building. The air is constantly
changing because of infiltration. Old
buildings were drafty (many of them
still are). Measure the cubic feet of air
by multiplying the length, times the
height, times the width of each room.
now add those numbers together and
divide the total by 200 (the third
number in the 2-20-200 nickname of
the Mills rule).

The grand total you come up with
will be the required square footage of
equivalent direct radiation (or edr

for short) for the building. One
square foot of edr for steam will give
out 240 Btuh when there is 70° air on
the outside of the radiator, and 215°
steam on the inside of the radiator.
That temperature of the steam is sig-
nificant because 215° steam is steam
at about 1-psi pressure, so what the
definition of edr is telling us is you
don’t need pressure greater than 1-psi

inside the radiator, even on the cold-
est day of the year.

For hot water heat, when the aver-
age water temperature is 170°, the
value of edr drops to 150 Btuh per
square foot. This is because hot water
isn’t as hot as steam. The dead Men
used the Mills rule for both steam-
and hot-water systems.

But here’s the problem with the
Mills rule. We’ve upgraded the win-
dows and even the insulation in many
of those old buildings. The radiators
are now oversized, based on the cur-
rent heat loss of the renovated build-
ing. That can cause money to flow
out through those new windows if
people are going to be cracking them
open so they can be comfortable. If
you used the Mills rule, or a similar
shortcut, to figure the radiation for a
modern building, you’ll probably
wind up with enough radiation to heat
three buildings. That’s the problem
with using sizing shortcuts from more
than 100 years ago. They didn’t keep
up with the times, and I think John
Mills would agree, were he around
today. he’d be using a computer to
size his systems. he’d probably be
writing the software.

a footnote on Mr. Mills: Sometime
in 1905 or 1906 (and this was in
Westfield, Mass.), Mr. Mills wan-
dered into town, dressed shabbily and
looking penniless. J.r. reed, who ran
the h.B. Smith Company in those
days, saw him and said, “John Mills,
I always warned you of this. didn’t I
say that if you kept on at the rate you
were going that you would surely
scratch a poor man’s pants?” he then
gave Mr. Mills a check for $5,000
and said, “You are not going to give
this money away or use it for any
more experimenting.”

John h. Mills never again ap-
peared in Westfield. he died in 1908.

and he probably never stopped ex-
perimenting. �

Dan Holohan began his love affair

with heating systems in 1970 by

going to work for a New York-based

manufacturers representative that

was deeply involved in the steam and

hot-water heating business. He stud-

ied hard, prowled many basements

and attics with seasoned old-timers,

and paid close attention to what they

had to say. Today, Holohan operates

the popular website, www.Heat-

ingHelp.com. He has written hun-

dreds of columns for a number of

trade magazines, as well as 15 books

on subjects ranging from steam and

hot water heating, to teaching tech-

nicians. His degree is in Sociology,

which Holohan believes is the perfect

preparation for a career in heating.

Holohan has taught over 200,000

people at his seminars. He is well

known for his entertaining, anecdotal

style of speaking. Holohan lives on

Long Island with his wife, The Lovely

Marianne. They have four incredible

daughters, all out in the world and

doing wonderful things. 

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

The great experimenter

BY DAN HOLOHAN

Wet head

OlaThe, Kan. — The Grundfos “Im-
possible Tour” — a fully equipped,
mobile educational center for trade
professionals in the plumbing, heat-
ing and piping industry — visited 14
different cities in the northeastern
U.S. during the months of October
and november. This final swing of
the 2009 tour began in Cleveland in
early October and ended in lancaster,
pa., in mid-november. In between,
the Grundfos “Impossible Tour”
truck traveled through a half dozen
other new england and Middle at-
lantic states, spending one or two
days in each location and giving
tradespeople an opportunity to view
the latest in pump technology from
Grundfos.

The two-room vehicle includes a
mini-theater for viewing video pro-
grams, as well as a series of interac-
tive and working displays of a wide

selection of residential, commercial
and industrial pump solutions from
Grundfos. The tour features the new
alpha™, an energy-optimized, 115-
volt circulator with a permanent mag-
net motor design that will cut power
consumption by a minimum of 50%,
as compared with other circulators in
its class.

For more information, see
www.grundfos.com/web/homeus.nsf
and click on “powered by the Im-
possible.”

Grundfos Tour concludes journey across America
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Q&A with Greg Leidner

United Pipe & Steel opens new Midwest facility
BY MARY JO MARTIN

Editorial director

d
espite the challenging eco-
nomic climate — and with
many companies forced to

make cutbacks — United pipe &
Steel has actually continued its ex-
pansion mode, recently opening a
new facility in the Chicago area. 

The company now operates six
distribution centers and a fleet of 24
tractor trailers to service wholesalers
in 27 states with lTl shipments of
pipe products. Their customer base
includes wholesalers in the following
market segments:

• plumbing and heating
• pipe, valves and fittings
• electrical
• pump and wells
• Waterworks
• Irrigation
• excavation.
United pipe & Steel carries high-

dollar-value products that are often
costly to handle and subject to volatile
pricing. Their full inventory of com-
modity pipe products includes:

• Copper tube (straight lengths &
coils)

• Steel pipe 1/2" through 8" (Cana-
dian and domestic origin)

• plastics (S40 and S80 pvC, FG

Gold CpvC, S80 SpvC, S&d, Sdr, aBS)
• Copper linesets
• electrical (pvC and metal con-

duit, strut, threaded rod).
With headquarters in Ipswich,

Mass., the company expanded into
the Midwest in 2006 with a distribu-
tion center in the Cleveland area, fol-
lowed the next year with a warehouse
near Indianapolis. From these facili-
ties, United pipe ships to customers
in West virginia, Kentucky, Ohio,
Michigan, Indiana, Illinois, Ten-
nessee, Missouri and Wisconsin. In
2008, they opened a facility in north
Carolina, which allowed better access
to customers in virginia, north Car-
olina, South Carolina and Georgia.

last month, they opened a facility
about an hour from Chicago, allow-
ing them to better service the greater
Chicago area, and reach customers in
Wisconsin, the Minneapolis/St. paul
metro area, and des Moines, Iowa.

dedicated inside and outside sales
representatives serve each territory, and
nearly all of United pipe’s deliveries
are made by its own employees using
the company’s fleet of trucks.  General
manager Greg leidner believes this en-
sures high-quality service from the time
of initial quote all the way through to
delivery:  “Our business model is not
about the first order — it’s about the

weekly re-order process, and we make
sure that customers’ expectations are
exceeded throughout the process. The
name of the game is dependability.”

leidner recently spoke with edito-
rial director Mary Jo Martin about the
direction and continued growth of
United pipe & Steel.

MJM: In today’s struggling econ-

omy, many companies are hunkering

down. How did you make the decision

to invest further into your business?

Leidner: above all other factors,
customer demand has led us to ex-
pand into new geographies. More and
more, customers are becoming so-
phisticated in their purchase behav-
iors. What I mean is that customers
are approaching pipe as an asset, and
they are looking to increase their in-
ventory turns on this important asset.
Wholesalers are realizing that there
are tangible benefits from working
with United pipe & Steel to reduce
their risk on volatile commodities,
and ensure that they always have
competitive product on the shelf to
service their customers.

The timing is good for us because
the economic situation is challenging
customers to take a close look at all
areas of their business, from how they
price their own customers to how they
order commodity pipe products.

and strategically, we view this econ -
omic downturn as an opportunity
— an opportunity to find good ware-
house space and hire great people.
Counter to the national trend, we have job
openings in several areas of our com-
pany, including sales and operations.

MJM: You recently opened a new

facility in the Chicago area. Please

share with us more information on

this exciting development?

Leidner: We’ve actually been
servicing wholesalers in the greater
Chicago area with weekly deliveries
from our distribution center in Indi-
ana for the past year. But the volume
we’ve done in this geography (the
third-largest city in the U.S.) justifies
increasing our presence — and serv-
ice levels — even further. Opening a
100,000-square-foot facility within
about an hour from Chicago allows
us to accomplish just that. as with all
our locations, we store our steel pipe
and copper tube inside so it looks as
fresh as the day it was manufactured
when it gets delivered to customers.

We will be able to service the
Chicago metro area at least twice per
week with regular route deliveries
and low minimums for FFa. addition-
ally, customers will be able to do will
calls at this new facility in loves
park, Ill., so if they can’t wait for

their delivery day, they can have ac-
cess to high-quality and competitively
priced pipe products. In essence, they
can lower their inventory holding
costs even further, knowing our stock
will support their business needs.

Finally, in addition to servicing
Illinois and Wisconsin, we’ll be able
to provide wholesalers as far as the
Twin Cities of Minneapolis/St. paul
as well as des Moines, Iowa, with
weekly deliveries. By the time this
interview is published, the facility
will be fully operational. 

MJM: Have you selected any per-

sonnel to lead that new operation?

Will they be familiar industry names?

Leidner: They will absolutely be
familiar names. Industry veterans
Michael Blair (national sales man-
ager) and Gerald Slattery (director of
steel pipe sales) will be leading the
sales effort, supported by our top-
notch outside sales force, all of whom
will be visiting customers and prospects
throughout the next
several months.
This sales effort
will be supported
by an extremely
strong, experienced
inside sales force,
and a top-flight
operations team to
ensure deliveries
are made on time
and complete.

MJM: Is today’s economy creating

even greater demand for master dis-

tributors, as wholesalers are trying to

cut back on their inventory overhead?

Leidner: definitely. The transfor-
mation over the past two years has
been incredible — more and more
wholesalers, from the very small to
nationals, are turning to master distri-
bution in pipe products. There are
real, quantifiable benefits to working
with a master distributor such as
United pipe & Steel on commodity
products:

• reduced inventory holding costs
• Increased turns
• reduced risk of inventory deval-

uation (more predictable margin real-
ization)

• Simplified purchasing — one
purchase order for multiple product
categories

• advice on commodity trends –
our sales force will give updates to
customers on a weekly basis.

additionally, our vendors — all
manufacturers of high-quality piping
products — are increasingly looking
for large-tonnage, regular buyers. We
help them base-load their operations,
which is important in this economy.

MJM: What are some of the ways

you’ve chosen to market your busi-

ness and attract new customers?

Leidner: Word of mouth is per-
haps our most powerful marketing
tool. It’s a small industry, and whole-
salers are constantly trying to help
other wholesalers (who they don’t
compete with, of course) find ways to
improve their operations. Whether
it’s at a regional wholesalers associa-
tion meeting, an aSa show or a buy-
ing group conference, wholesalers
talk. We’ve brought onboard literally
hundreds of new customers that have
learned about us from another whole-
saler. Of course, nothing beats
“pounding the pavement” to meet
wholesalers in person and explain to
them what we offer, how we offer it
and that we have a sales force that is
second to none.

The best way we have of earning a
second order is our performance on
that first order. We provide high-qual-
ity product, excellent service, on time
and accurate shipments. and we earn
increasingly deeper levels of trust
with our customer base with every

order we deliver.
MJM: You recently updated your

website. What are some of the func-

tionality customers may make use of? 

Leidner: Well, speaking of word
of mouth, one thing we put on our
website is a section called “Testimo-
nials.” It’s a slideshow of customer
quotations about United pipe & Steel
— our inventory, our dependability,
our people, everything. another en-
hancement is that we’ve put our de-
livery schedule on the site. Cus tomers can
find out exactly what days we’re in
their area each week. Finally, we
have all our list price sheets available,
as well as submittal data and spec
sheets for all products. Cus tomers re-
port that our site is easy to navigate
and full of useful information.

I just want to reiterate that these
are challenging times — for all of us.
and I want to thank our valued cus-
tomers for their continued support.
We appreciate the opportunity to con-
tinue to earn your business.

If any of your readers have ques-
tions about our company, they can
feel free to call me at 800/777-pIpe

(7374) or e-mail me at gleidner@
united-pipe.com. �

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

Michael BlairGreg Leidner Gerald Slattery



A successful company is judged by the clients it keeps. Once you come aboard, you’ll stay with us.   

Cast Steel Gates Cast Steel ChecksTrunnions    ANSI 150 – 2500 Sizes 2” – 52”

API 5000 Trunnions Low Temperature ServiceCarbon Steel Floaters  ANSI 150 – 2500

API 6D Checks Stainless Steel Floaters Exotic Alloys

713.466.1644
1.877.996.9911 
www.candcvalve.com
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THE PERFORMANCE LEADER IN TODAY’S
COMMERCIAL RESTROOM PRESENTS

INNOVATION... SPECIFICATION... SLOAN
Who better than Sloan to assume the leadership role in commercial fixtures?

The introduction of our commercial fixture offerings creates an industry-
leading engineered system of toilets, urinals and lavatories. It is an extension
of an engineering platform that has been the foundation of the plumbing
industry for over 100 years.

Sloan commercial toilets are designed
for offices, schools, airports and other
facilities. Engineered for performance,
you have a complete range of
Flushometer options to select from 
to meet your specific application.
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WETS-2002.1101-1.6/1.1 ECOS
1.6/1.1 gpf dual-flush bowl in
standard height with Sloan ECOS®

dual-flush
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WETS-2052.1201-1.6/1.1 SOLIS
Wall hung dual-flush bowl with
Sloan SOLIS® dual-flush
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at Greenbuild
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Sloan offers the most extensive line
of commercial fixture/Flushometer
combinations. Sloan offers unique
Urinal /Flushometer combinations to
meet every application requirement.

No one except Sloan has the experience,
the water-conservation innovation and
the engineering expertise to deliver
toilets, urinals and lavatories to meet
today’s demanding commercial fixture
marketplace.

w w w. s l o a n v a l v e . c o m

C a l l  8 6 6 - 6 6 3 - 2 2 8 9
o r  c i r c l e  t h e  r e a d e r
s e r v i c e  n u m b e r  t o
re c e i v e  y o u r  n e w
F i x t u re  B i n d e r

WEUS-1000.1201-0.13 SOLIS
1⁄8 gallon HEU with Sloan SOLIS®

single flush

W  
    

    

SS-3004
20" x 27" wall hung
wheelchair lav

SU-1006
1 gpf urinal shown with
SMOOTH® Fixture and valve
sold separately

W  
    
 

SS-3003
21" x 191⁄4" wall hung
lav with 4" backsplash
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INDUSTRY NEWS
Rotobrush releases private
RotoConnect virtual community
GrapevIne, TexaS — rotobrush® In-
ternational llC has launched  roto-
Connect™, a private virtual
com munity within the rotobrush-
owned website www.rotovantage
.com. rotoCon nect is powered by
cubeless™, an online social network-
ing platform from Sabre holdings
and is for members of rotovantage,
an exclusive club from rotobrush,
which offers service providers busi-
ness and marketing support.

Through the rotoConnect social
network, members from across the
U.S. and worldwide receive support
and tips to be successful in their busi-
nesses and have a chance to ask and an-
swer questions of each other, share
ideas and help each other. Community
members offer services like air duct
cleaning, insulation, heating and air
conditioning, carpet cleaning, restora-
tion, pressure washing, window clean-
ing, janitorial, water treatment,
plumbing, appliance repair and more. 

This cubeless-powered community
captures their interactions, the expert-
ise and experience of members across
the rotovantage network, and makes
that content searchable within the

platform. Because they are confident
in the privacy and security of the
community, participants can be open
and honest in their communication,
building a community of trust.

“It’s important to our customers to
network with their peers and gain col-
lective knowledge and support,” said
Clint harris, vice president-business
services for rotobrush. “In offering
rotoConnect, we provide members
24/7 access to resources nationwide
and beyond, with people who under-
stand their challenges in business and
can offer new perspectives. Members
chat on marketing ideas, service per-
formance techniques and even swap
fishing stories.”

rotobrush International llC, based
in the dallas-Fort Worth area, is a mar-
ket leader in providing businesses and
entrepreneurs with turnkey packages
and unique opportunities in integrated
indoor air quality and energy effi-
ciency services and products. roto-
brush is committed to its customers’
success, supporting them with world-
class training and marketing and busi-
ness support. For more information
visit www.rotobrush.com.

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

lOUISvIlle, KY. — Michael a.
Babrowski passed away on October
13 after a two-year battle with cancer.
he was 68. 

a native of peoria, Ill., and a resi-
dent of louisville for the past 35
years, Babrowski was a retired vice
president of marketing for the Zoeller
Company. he was also a long-time
member of St. Margaret Mary
Catholic Church, the louisville Busi-
nessmen’s Club and the louisville
Sales and Marketing association. 

Babrowski is survived by his wife
of 45 years, emily; son, Timothy
Babrowski (Susan); daughter, Chris-
tine landon; grandchildren, Taylor
amanda and Jacob; his mother; and
three brothers. 

his funeral Mass was held October
16 at St. Margaret Mary Catholic
Church, with burial in resurrection
Cemetery in peoria, Ill. 

anyone wishing to make memorial
contributions is asked to consider the
american Cancer Society.

OBITUARY
Michael Babrowski, retired Zoeller executive

dallaS — Borrowing a page from
the highly successful “Cash for
Clunkers” car program, ITT

Flowtronex is now offering a 10%
factory-direct cash rebate for the re-
placement of old and inefficient irri-
gation pump systems. For a limited
time, the “Cash for pumpers” pro-
gram will allow customers to replace
pump equipment that has been in
service 15 years or more with a new
Flowtronex variable Frequency drive
(vFd) Silent Storm™ packaged pump
system. Flowtronex vFd technology
has helped many golf courses reduce

energy consumption 25% and water
consumption by 46%. all systems are
supported by 65 Flownet™ service
centers to help with installations.

To qualify for the limited time re-
bate, customers just need to send a
photo of the existing/old equipment
and fill out a simple rebate form after
the purchase.  The offer applies to all
qualifying equipment in north amer-
ica. Flowtronex experts are also
available for a free site evaluation to
help customers maximize their en-
ergy efficiency potential. For details,
visit www.flowtronex.com.

ITT Flowtronex offers ‘Cash for Pumpers’ 
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How are you doing in
the current economy?

E
verywhere you go, people are talking
about how tough things are in the econ-
omy, and the media continues to daily blast

us regarding unemployment, foreclosures, big-
name businesses that are closing their doors and
any information they can put together to let us
know how bad things are out there. But the big
question is “What are you going to do about it?”

You can jump on the doom-and-gloom band-
wagon and say “Woe is me” and do nothing or

you can make a choice to do something about it.
This isn’t the first time we have faced this situa-
tion — and it probably won’t be the last. do you
honestly believe that by supporting a negative
frame of mind things are going to get better?

Instead, think success! Take positive action.
There are people and companies out there that
have chosen not to participate in the recession.
They are thinking and acting like winners. They
are focused on and talking about success, rather
than failure or survival. They are focused on
making things happen rather than waiting for
things to happen to them. They are planning for
success and executing the plan. 

In these days of really hard work, uncertainty
and crisis, it’s good to remember the following
words from Albert Einstein: “Let’s not pretend

that things will change if we keep doing the same

things. A crisis can be a real blessing to any per-

son, to any nation. For all crises bring progress.

Creativity is born from anguish, just like the day

is born from the dark night. It’s in the crises that

inventiveness is born, as well as discoveries and

big strategies.”

here are some methods that I recommend
you try:

• Avoid negative media, such as television
news, newspapers and radio — especially when
you first wake up and before you go to bed. If
you watch the news or read the newspaper,  a
half-hour a day will keep you well informed.

• Avoid negative gossip and stories of gloom
and doom from fellow workers, family and
friends. They become toxic and help create a
negative attitude that impairs your ability to think
clearly. don’t condemn, criticize or complain.
Look for solutions!

• Identify the resources you will need to over-
come the obstacles you face. Many resources do
not cost money. I.E: Go back to The Wholesaler

(www.thewholesaler. com) archives and source
out the many showroom articles with numerous
tips that cost little or no money. In my showroom
column of January 2008, I identified 33 things
that you could use to make things better in your
showroom. The #2 tip was having an “Outcall
Service.” Create an outcall service charging a
minor amount per hour to go to a consumer’s
home to determine what would fit their applica-
tions. The cost should be refundable against the
purchase of the goods from the consumer or
through your recommended trade resources. 

• Since 2004, I have been writing showroom

columns based on proven factual information ex-
tracted from the most successful showrooms in
the U.S. and Canada — both plumbing whole-
saler and dph types. No matter what your per-
sonal feelings are about me, please don’t let this
prevent you from looking back in The Whole-

saler archives for showroom articles in order to
create better results for you and you showroom.

• Read, listen or watch something positive, in-
spirational, motivational, educational or spiritual
every day. Rent a sports movie that is uplifting
and inspiring. Some of my favorites include Fac-

ing The Giants (football), my all-time favorite;

The Final Season (baseball) staring Sean Astin
of the Rudy movie fame; and The Express: The

Ernie Davis Story.

• have an attitude of gratitude. Stay focused
on everything you should be grateful for.

• Look for solutions! Rather than identifying
the problems, write down your solutions. Set a
time frame in which to accomplish them.

• Goals: Set short-term, intermediate and
long-term goals. Zig Ziglar said, “Obstacles are
things we see when we take our eyes off our
goals.” Work smarter. 

• Embrace change. Learn how to embrace
change. Some of you and your companies have
more than 25 years in showroom education and

believe that you do not need to change! Many of
the suggestions that I advocated about show-
rooms in the late 80s, 90s, and 2000s forward
have happened. What I was trying to do is have
you strongly position yourself to capitalize on the
market changes and become the leaders that most
of you are!

• Think, talk and act like a winner! 
I know a lot of people in our industry who are

doing well in our current economy. Is this hard
for you to believe? I am heading out to speak
about baths while helping six of my well-known
bath/plumbing manufacturers at a 5-star hotel
conference in October. The event is sold out!
There are 100  4- to 5-star hoteliers of all types
attending. This event includes face-to-face meet-
ings with 100 manufacturers who serve this seg-
ment. Out of the 100 manufacturers that serve
hotels, 23 cover the middle to high-end luxury

(Turn to Schor ... page 52.)

See contact information on page 98• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

BY PETER SCHOR

Showroom specialist

There are people and companies out
there that have chosen not to participate

in the recession. They are thinking
and acting like winners. They are

focused on and talking about success,
rather than failure or survival.
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WeWW ’ve broken the barrier!
World’s first’ 0.8 gpf UHET.

If you want new customers, the quiet, reliable STEALTH™ gravity 

 toilet can get you in the door with one-flush performance on 

just 0.8 gallons of water. Put that number in front of an 

apartment manager or housing authority, and watch their eyes 

    light up when they consider the annual savings on utility costs. 

Niagara’s been a conservation leader for over 30 years.

You may not know us now, but STEALTH will change that, fast !

NiagaraConservation.com     Conservation flows from our coreTM

The
Secret
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Rheem named exclusive solar
supplier for groundbreaking program

bath/plumbing manufacturer seg-
ment. The hoteliers, both specifying
and buying, who attend this event had
to “qualify to attend” by listing their
current projects, hotel rooms and pur-
chasing volume. 

Am I saying that the hotel industry
is booming! No. Am I saying that
there is current opportunity outside of
your comfort zone and belief sys-
tems? Yes. Twice over the past year,
I wrote articles on the hotel opportu-
nities in The Wholesaler for bath/
plumbing manufacturers, manufac-
turers’ reps, distributors and show-
rooms! Yes, showrooms! I would be
glad to e-mail you an attachment of
3/4 of a page “Industry News” article
that ran on page 67 in december
2008 and then again in the digital on-
line edition of The Wholesaler in Au-

gust 2009. For those of you who e-
mail me a request for this informa-
tion, I will also send you one of my
latest books. �

Peter Schor, president of Dynamic

Results Inc., is a bath/plumbing indus-

try speaker, educator, author, columnist

and consultant in many segments of

our industry. He has conducted semi-

nars for the past 20 years and speaks

at numerous conventions. Schor has

great expertise in the field of show-

rooms and hotel bathrooms and has

won many industry awards. He also

consults manufacturers in taking their

products to market in the areas of

sales, marketing and public relations.

Schor can be reached at 1302 Long-

horn Lane, Lincoln, CA 95648, phone

816/408-5346, fax: 916/408-5899, e-

mail pschor@dynamicresultsinc.com

or visit his website at www.dynamicre-

sultsonline.com.

“We’re extremely pleased to have
been selected as the exclusive solar
supplier for this project, which is a
watershed event for energy and
water conservation in the U.S.,” said
Chris peel, Rheem senior vice pres-
ident and chief operating officer.
“As the only company that offers in-
novative air conditioning and water
heating products like Solpak, we ap-
plaud Valley Electric and its mem-
bers for taking a proactive and
creative approach to sustainability
and green living. Together, we’re
looking forward to providing home
and business owners in California
and Nevada with the ultimate in
comfort, while also doing our part to
further conservation efforts.”

Jeff Mahoney, Rheem alternative
energy market manager, added, “In
addition to providing affordable solar
water heating to nearly 5,000 homes,
we anticipate that the program will
immediately create over 100 jobs in
Nevada and increase capital in the

area by approximately $12 million.”  
Solpak is an active, closed loop

solar water heating system, meaning
that it uses a pump to circulate a non-
toxic heat transfer fluid through the
system. Rheem Solpak makes instal-
lation a snap by coming packaged
with all the components needed to
complete a standard installation. 

“With a successful history of more
than 80 years in the water heating
business, Rheem is able to bring the
high level of consumer confidence
that is essential to our business model
and the success of the dSWh pro-
gram,” said Thomas husted, chief ex-
ecutive officer of VEA. “The selection
of a reliable solar partner with mar-
ket-ready products was critical to the
success of this program.”

Valley Electric will provide 0% in-
terest financing to members who
choose to participate in the dSWh pro-
gram, allowing resident members an
easy pathway to using this exciting,
innovative, energy-saving Rheem tech-
nology. participating mem bers will
also be eligible to receive a Federal
tax credit of up to 30% of the in-
stalled cost, including labor.

For more information,
visit www.vea.coop or
www.rheem.com.

1100 North Steel Circle,  Huger, SC1100 North Steel Circle,  Huger, SC1100 North Steel Circle,  Huger, SC

Welded Tube-Berkeley ASTM A53 ERW steel pipe is: 
 Manufactured in the U.S.A. to highest standards. 

 Next -day delivery to most of SE. 
 Domestic hot-rolled black steel.

 High quality
Call Today

Talk to us about your 
steel pipe needs.
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Schor
(Continued from page 49.)

ATLANTA — Rheem Manu facturing
Company, one of the world’s largest
producers of residential and commer-
cial heating, cooling and water heat-
ing comfort products, announced a

groundbreaking association with the
Valley Electric Association (VEA) in
Nevada, to launch the largest domes-
tic Solar Water heating (dSWh) pro-
gram ever undertaken in the U.S.

This program offers each
member of the VEA, an elec-
trical co-op servicing more
than 22,000 meters within
Nevada and California, an
opportunity to install a
Rheem solar water heating
system in their residence. 

By installing a Rheem Sol-
pak water heating system,
participating residents and
business owners will achieve
significant water and energy
savings. It’s estimated that
members switching from
electric or propane water
heating systems will save be-
tween $250 and $550 annu-
ally on water heating.
According to the VEA, this
program will also help to
eliminate 15.4 million pounds
of carbon dioxide annually
and save $34 million or more,
collectively, on energy costs
over the next 20 years. 

Valley Electric and Rheem
officially kicked off the
dSWh program at Valley
Electric’s 2009 Energy Sym-
posium on September 5 in
pahrump, Nev. 

The Rheem SolPak is an integral part of the 

nation’s largest domestic solar water heating 

program, which is being launched by the Valley

Electric Association, a Nevada-based, member-

owned, non-profit organization.

Rheem SolPak is an ac-

tive, closed loop solar

water heating system that

uses a pump to circulate a

non-toxic heat transfer

fluid through the system.

SolPak is shipped pack-

aged with all of the com-

ponents needed for a

standard installation.



High quality and 
innovative technology

Viega’s Climate Panel® 
Radiant System is 
the ideal radiant fl oor 
heating solution.

This patented concrete-free 
underlayment panel system 
features 48" long x 1/2" thick 
panels backed with aluminum. 
They are not only neat and easy 
to install, they also reduce your 
customers’ energy costs, 
compared to other radiant 
hydronic systems.

The easy to use Radiant Wizard 
program will help calculate the 
heat loss of any residential building. 
Based on ASHRAE formulas, the 
Radiant Wizard will also perform 
a full, multi-temperature, room 
by room, detailed design report 
while calculating a materials list 
and price for you system.

For more information contact 
us at 1-800-976-9819. 

Viega. . . The  g lobal  leader  in  p lumbing and heat ing  systems.
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Multi-Turn 
Valves -
Complete line of gate, 
globe and check 
valves in bronze, iron 
and cast steel 

Quality -  Continues with the
most recognized brands

Delivery - Continues with short
lead times 

Experience - Continues with
experts in the field 

Solutions - Continues with
proven results

Setting the standard
for performance for
over 100 years in...

 

  
   

 
  

Our people -
Helping your people every day

STOCKHAM. One       



Ball Valves -
 

Complete line of one piece, 
two piece, and three piece 
ball valves in brass, bronze, 
steel and stainless—available 
in all end configurations

Options and accessories are 
available upon request.
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Valves -

Complete line of
resilient seated, high 
performance and
triple offset valves
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     Team Working for You.
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Commentary from a veteran

Adding value to the supply chain — the rest of the story

F
rom Martin’s Corner comes a
big “Hello” to all you readers!
If I have held your reading at-

tention for this, the third column I
have presented to you in The Whole-

saler, I am very thankful indeed. This
column has already afforded me —
and I don’t mean cash — the ability
to work on some new life issues that
I want to pursue. These include, but
certainly are not limited to, sharing,
teaching, learning and, in reality, giv-
ing up some knowledge that I have
accumulated along the path of my 40-
plus years that comes jumping out of
my head from time to time. (I have a
closing comment about learning, so
watch for it.)

Well, let’s get about telling “The
rest of the story,” in reference to this
process called adding value in your
current supply chain for all classes of
your customers.

It makes no difference in this busi-
ness climate today whether we are
talking about your own P&l, a non-
union contractor, a union contractor,
or simply an industrial PVF end-user
or plumber — the solution for all
(reference survival and real profit) is
that you must lower total cost and in-
crease productivity. You may quickly
say with a bit of doubt in your voice
“Simple as that, huh?” Well, to tell
you the truth, it is (as I have already
explained) no walk in the park when
you start talking about changing pur-
chasing habits and perhaps systems
and product lines.

To all of you owners and managers
reading this, I’d say it is your call be-
cause it is your company, but taking
business habits as status quo (to me)
makes about as much sense as the
definition of insanity written by one
Mr. albert Einstein many years ago.
I quote: “The definition of insanity is

simply continuing to do the same

things but expecting different re-

sults!” Now I’m sure most of you
have heard that statement more than
once, but it should make you stop and
think. If you have the desire to move
“beyond insanity,” make sure that all
in your company understand your
current supply chain and how you
may be wanting to change/adjust it,
have a structure to control your direct
and indirect cost, and last but cer-
tainly not least, start planning to uti-
lize electronic technology!

Don’t forget that as a wholesaler,
your supply chain typically has three
legs to it — you, the manufacturer
and your customer. You must know
that the mechanical contractor, as an
example, has his own supply chain to

worry about and consider. That
would include, for instance, their
company, a general contractor, an
a&E firm, and many times the owner
of the project or plant site. 

You see, my friends, it has been
told to me many times — and I am a
firm believer — that in today’s world,
no one company competes one-on-
one for its market share. It’s really
their supply chain that does the com-
peting! To compete, all members of
your supply chain must add value up
and down the chain, actually making
it a “value chain.” When everyone in
the chain works together to maximize
efficiencies and take away waste, it
adds value! 

Question: How do your suppliers
add value, Mr. Wholesaler, Contrac-
tor and End-User?

I believe the very first answer to
this is that if they are working to
build a preferred relationship, they
are adding or trying to add value from
the front to the back of the supply
chain. Consider:

• Do the partners in your supply

chain understand each others’ objec-
tives through a relationship that is
built on trust?

• are all of you working at inte-
grating non-proprietary business sys-
tems?

• are you planning to start using
technology to enhance your business
processes?

• Is there some redundant cost that
the partnership can eliminate?

• are you and your team demon-
strating total management commit-
ment to continuous improvement?

If your answers to all of the above
bullet line points are strong “yeses,”
then you are probably reading this be-
cause you love me — not because you
need to or want to try something new
and different! But since I doubt that
none to only a few of you could answer
“yes” to most or all of the above ques-
tions, I will suggest you give them a
try, as they will improve your bottom
line if done properly. It’s not easy by
any means, but still worth trying!

I have already discussed a process
called MCa (measured cost by activ-
ity). a couple of key areas of your
business can be identified with this
process alone:

• First, you will identify areas of

waste and inefficiencies 
• Second, it will help you stream-

line internal and external activities
• Third, you will reduce overhead

and related cost with same.
To be honest, I think you need to

start some of these processes, be-
cause as we move forward in this
market segment of ours and things
get really busy again — and they will
— you will need to know what it re-
ally costs you to deal with suppliers
a, B and C, as well as customers D,
E and F. You might find you have
some decisions to make, know what
I mean?

Just a few points on electronic commerce

To be clear, I am no IT person. I am
not a technology guru. I am a peddler.
and I get good input from folks I re-
spect and really trust in our company
as well as others on this subject.
Please note:

• E-commerce will reduce transac-
tion costs when done together as a
partnership

• You will have quick verification

on your transactions
• You will have historical data re-

trieval and analysis
• You can develop solid relation-

ship that will lead to superior value.
I have a personal friend with a very

large contracting firm who cited the
following to me in reference to going
to an annual buying contract with a
single supplier (with one as a back
up) on his pipe, valves, fittings and
hanger needs. What he shared with
me was as follows:

• at the time his company was av-
eraging about 13,000 annual transac-
tions with all suppliers

• Before e-commerce and the an-
nual buying contract, he felt his trans-
action cost was about $50.00 per
transaction

• after setting up his new deal, his
transaction cost dropped to $11.50
per transaction.

Wow! That calculation equates to
an annualized $500,000 net savings!

My mind doesn’t even come close
to thinking that this kind of savings
(ratio) will happen to everyone who
wants to strive for continued im-
provement with their current supply
chain. But it is my belief that with no
change to keep up with the future,

you and your company will simply
have to guess what some of these
changes in habits might do for you,
your customers and your suppliers.

In closing out the “Value/Supply
Chain” discussion, I want to add that
investment cost is required, but why
not? To really do it right you must in-
vest dollars in e-commerce, imple-
ment the process, train your people,
develop the control mechanisms
needed, evaluate your vendors and
customers on their capabilities, then
mandate your supply chain partners
to adapt to the technology in order to
do business with you in your chain!

I just read an article about incom-
ing aSa president Frank Nisonger of
Slakey Brothers in Sacramento, Calif.
I’ve known Frank a long time and it
makes me proud to see him take the
chair to lead the association. He
stated, and I quote: “a huge chal-
lenge we face as a wholesaler is to
find new methods of operating which
will lower our costs, yet maintain or
improve our service.”

Isn’t that what we are talking about
and writing about when we evaluate
our supply chains for value improve-
ment? I certainly think so. Thanks,
Frank, for taking the words “right out
of my mouth!”

as you move into another month
of business, I want to share some-
thing from Winston Churchill (I did
not know him personally, but admire
his will and his desire to be a “part-
ner” to the world in a very tough and
dangerous time). When asked about
coming under the direction of another
person (government) and having to
learn a new approach, Churchill said,
“Personally, I am always ready and
willing to learn, although I do not al-
ways like to be taught!” 

I’ll leave it up to you on how this
quote from him might fit an individ-
ual situation.

Well, that just about wraps up an-
(Turn to John Martin, page 82.)
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BY JOHN E. MARTIN

PVF market veteran

If you have the desire to move “beyond insanity” make sure
that all in your company understand your current supply chain

and how you may be wanting to change/adjust it, have a
structure to control your direct and indirect cost, and last but

certainly not least, start planning to utilize electronic technology!
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Prices down or steady; raw material
delivery intervals ‘shortest in recent memory’
STAINLESS STEEL PIPE

Pricing: Stainless Steel Pipe is

forecast for a decrease of 1% -

21/2%. The increase in 3rd Quarter

of 8% - 10% was driven by speculators and

a weak dollar, rather than any real demand

upswing. The prior increase held, but few

factory orders were actually placed.

Lead Times: Manufacturers indicate

lead times of 6 - 8 weeks with fill rates

dropping. Due to extremely uncertain de-

mand and price instability, manufacturers

comment they are letting mill inventories

run down to very low levels. 

Comments: Mill backlogs are rela-

tively light, so competition for available

business is keen according to manufactur-

ers. One manufacturer comments that the

third quarter earnings reports may lend to

a general sense of optimism, but lack of

real demand may be creating a bubble that

might burst if actual orders are not forth-

coming. One manufacturer notes that raw

material deliveries are currently at their

shortest interval in recent memory.

STAINLESS STEEL WELD FITTINGS,
150 & HI-PRESSURE FITTINGS

Pricing: Fitting manufacturers are

predicting no change from one and 3% -

5% drop from others. One manufacturer

notes that domestic prices have been more

stable than import stainless fitting prices.

Prices should be rising based on costs ac-

cording to manufacturers, but too much in-

ventory and capacity remain in the supply

chain. One manufacturer is quoted, “the

bottom has been hit.”

Lead Times: Manufacturers indicate

lead time of 2 - 4 weeks and 4 - 6 weeks

for large OD fittings. Fill rates are running

80% - 90%. 

Comments: One manufacturer does not

see any change for the balance of 2009.

Forecasts for 2010 point to the end of 2nd

quarter for any improvement. Quoting ac-

tivity remains strong, but the same bills of

materials keep making the rounds without

orders being placed. Too many masters

have too much inventory. Demand still re-

mains the missing link to recovery in the

PVF sector. according to one manufacturer,

it may be related to financial constraints or

simply reaction to slowing consumer

spending.While falling from its august

highs, nickel still increased 40% during the

third quarter; molybdenum also spiked

then dropped, but still added 30% - 40%.

Chromium’s increase has been more mod-

est, but has climbed nearly 20% since

June. Obviously, as these key alloying in-

gredients of stainless continue their up-

ward trends, commodity price increases

will follow in the near future.

STAINLESS STEEL FLANGES

Pricing: Stainless steel flange pric-

ing is forecast to decrease 3% - 5% thru

the 4th quarter of 2009 due to foreign pres-

sure, competition and lack of demand.

Lead Times: Fill rates are running

�

�
�

�

50% - 60% with lead times of 2 - 3

weeks. Specialty items are running 6 - 8

weeks.

Comments: Flange manufacturers

comment that sales continue to be slug-

gish. lead times have shortened. Raw

materials are higher, because of Nickel at

$18,000/mt, compared to lower raw ma-

terial prices in the spring of 2009 when

nickel was near $9,500/tonne.

CARBON STEEL PIPE — SEAMLESS,
ERW AND CONTINUOUS WELD

Pricing: Carbon Steel pipe is fore-

cast for pricing to be down 8% - 10% due

to foreign pressure.

Lead Times: Fill rates for carbon pipe is

running at 90% due to large inventories.

Comments: US Steel has confirmed

plans to re-start the 2.3-million-ton blast

furnace and steel-making operations at its

Hamilton Ontario Works. The mill has been

idle since March 2009. The U.S. govern-

ment issued a 31% tariff in early September

on Chinese steel pipe (anti- dumping suit as

a result of a 203% surge in U.S. imports be-

tween 2006 and 2008). Even the European

Union has assessed duties of 39.2% on

seamless steel pipe shipped from China ef-

fective October 8, 2009.

CARBON STEEL WELD
FITTINGS AND FLANGES

Pricing: Carbon steel fittings and

flanges are expected to remain stable

through the 4th quarter of 2009. Demand

continues to remain softer than last year.

Lead Times: lead times are forecast for

2 - 3 weeks with fill rates of 90%. Specialty

items are forecast for 4 - 6 weeks.

Comments: One manufacturer notes

that market conditions for commodity car-

bon steel butt welding fittings and forged

carbon steel flanges continues to remain

steady, although significantly softer than

2008. The softness is being experienced in

various markets hardest hit by the reces-

sion. The backlog of funded projects con-

tinues to support demand, although they are

declining and should be depleted by mid-

2010. Government spending on the BRaC

(Base Realignment and Closure) Program

and government buildings continue to sup-

port demand in certain areas of the country

and should continue through 2010. Recov-

ery and Reinvestment act funds have not

made any noticeable impact on the market

at this point. a manufacturer remarks that

the key issues directly affecting the PVF

market in 2010 are the availability of fund-

ing in the private sector, “cap and trade”

taxation, card check legislation and the ap-

plication of the remaining 60% of the Re-

covery and Reinvestment act funding.

FORGED STEEL FITTINGS

Pricing: The forged steel fitting

market should remain stable through the

�

�

�

4th quarter. This market has completed a

deflationary period, which began during

the 2nd quarter. The market price has de-

creased 20% during this time. The price

decrease in the past two quarters was a re-

sult of raw material reductions and a de-

sire by domestic manufacturers to close

the price delta on foreign fittings. The in-

dustry decrease was nearly industry wide

with the largest reductions occurring in

domestically produced product. The de-

flation experienced by import product

was to a lesser degree, according to do-

mestic manufacturers. 

Lead Times: Fill rates are 90% with

lead times of 2 - 3 weeks.

Comments: Economic conditions are

expected to remain consistent through the

first half of 2010 comments one manufac-

turer. We are anticipating at best a 10% im-

provement for the second half of 2010. In

support of these comments, commercial

and industrial projects, including expan-

sions and new buildings, are scarce as ev-

idenced by a record number of lease

availabilities. The energy sector has se-

verely retracted its drilling, transportation,

processing and exploration due to the low

cost of oil and gas. We are hopeful the re-

cent uptick in natural gas, nearly $5, will

continue to spur drilling activity. The U.S.

rig count has steadily increased during the

3rd quarter, but a unique phenomenon is

occurring. Many natural gas wells are

being drilled and capped. With depressed

prices, the companies are drilling to main-

tain leases, but they are not bringing the

product to market. This condition de-

creases the demand for PVF product. The

present majority agenda in Washington

that includes cap & trade, card check,

health care and new taxes discourages ex-

isting businesses from spending and the

start-up of new businesses. The industry

continues to battle a worldwide slowdown

and an unfavorable business climate in

Washington. The industry will be aided by

a comprehensive energy policy including

fossil and renewable sources of supply.

STAINLESS STEEL GATES,
GLOBES, CHECK VALVES

Pricing: Stainless Steel Gate Globe

and Check pricing is forecast to decrease

by 2% - 4% in 4th quarter 2009 due to de-

mand. Raw material costs are now stable

and should remain unchanged through the

end of 2009.

Lead Time: Commodity valves are

shipping from stock 70% - 80% with lead

times on the balance running 8 - 16

weeks. Specialty valves are forecast for

16 - 20 week delivery.

Comments: On august 2009, the

Valve Manufacturers association of

america met in Chicago. Speakers at the

VMa Market Outlook Workshop had

many positive points to make with the

�

main theme being recovery is already on

its way, though it may take a while to get

back up to speed. “We will not be im-

pressed with the recovery of 2010, but

2011 will be the good year,” said alan

Beaulieu, economist, Institute for Trend

Research. There is a tremendous need for

improvements to the infrastructure of the

water/wastewater industry. Michael a.

Schneider, CFa, managing director of

Robert W. Baird & Co., spoke to atten-

dees about the situation on Wall Street.

He pointed out that the dam was about to

break on power projects. He expects

about $13 trillion invested in the electric-

ity infrastructure by 2030. Keith Small,

senior marketing manager & proposals of

Black & Veatch’s Energy business, said

renewable energy is the growth market in

power today. He said power companies

today have a three-pronged focus on sus-

tainability (economic, environmental and

community benefits). “It’s not just about

adding additional megawatts to the grid,

but rather what kind of megawatts and at

what cost,” Small said.

BRONZE AND IRON GATES,
GLOBES AND CHECK VALVES

Pricing: Manufacturers of bronze

and iron valves are not forecasting any

change through the 4th quarter.

Lead Times: Fill rates remain at 70%

- 80% with deliveries forecast for 4 - 8

weeks.

CAST STEEL GATES,
GLOBE AND CHECK VALVES

Pricing: Cast steel valve manufac-

turers indicate prices down 2% - 4% thru

the 4th quarter due to raw material costs

and demand.

Lead Times: Deliveries are forecast

for 12 - 16 weeks for commodity valves

not in factory stock. The fill rates are run-

ning 70% - 80%. Specialty cast steel

valves are quoting deliveries of 16 - 20

weeks.

Comments: Raw material costs are

now stable and should remain unchanged

through the end of the year for cast steel

valve manufacturers. Overall there is a lot

of high-priced inventory of commodity

product in the U.S. stock. Overall demand

of valve products is down about 8% - 9%

versus 2008. Manufacturing plants

around the world have scaled back capac-

ity by 10% - 20%.

FORGED STEEL GATES,
GLOBES AND CHECK VALVES

Pricing: Forged steel valve manu-

facturers are indicating no price change

�

�

�

(Turn to PVF... page 62.)
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INTRODUCING THE ACCELERA© 300 HEAT PUMP WATER HEATER:
ACCELERATE YOUR SAVINGS!

The new Accelera® 300 can extract up to 
80% of its energy requirements from the 
air around it.  Heat pumps have been 
around for decades, but a heat pump 
water heater is a brand new concept. 
The Accelera® 300 works like an air 
conditioner - but instead of dumping the 
heat outdoors, it puts it into the water.

Energy from nature.

The Accelera’s compressor and fan 
consume only 1 kWh of electricity to 
generate the heat equivalent of 3 – 5 kWh. 
The efficiency of the unit goes up with 
increasing ambient air temperatures.  
This ground breaking efficiency redefines 
what a water heater is capable of, and 
what savings can really mean !

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

Simply the Best

SAVE
ENERGY
WATER
MONEY

R

New!

• REDUCES HOT WATER COSTS BY UP TO 80 %

• COOLS AND DEHUMIDIFIES THE AIR AROUND IT

 • LOW STAND-BY LOSSES THROUGH GOOD INSULATION

• 80 GALLON STORAGE CAPACITY

• 6 YEAR WARRANTY

• 2.5 ENERGY FACTOR

FEDERAL TAX CREDIT:
SAVE 30% UP TO $1,500 

OF THE TOTAL SYSTEM COST!
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through the 4th quarter. 

Lead Times: With fill rates of 60% -

70% on commodity forged steel valves,

the lead times are forecast for 6 - 8 weeks.

Specialty forged steel valves are running

12 - 20 week deliveries.

QUARTER TURN VALVES —
BALL AND WAFER

Pricing: No price changes are fore-

cast for quarter turn product through the

4th quarter of 2009. 

Lead Times: Fill rates for ball and wafer

product is 60% - 70% with deliveries run-

ning 8 - 12 weeks. Specialty ball and wafer

valves are forecast for 12 - 16 weeks.

Comments: One manufacturer com-

ments on the global slowdown in busi-

ness impacting inventories and

profitability. Manufacturers are bounc-

ing along the bottom in a slow-to-

develop recovery. They do not see

significant project business turning

around until the 2nd or 3rd quarter of

2010. Reductions in capital spending

with core industry sectors like the refin-

�

ing industry and the pulp and paper in-

dustry have been considerable.

CARBON AND STAINLESS PIPE UPDATE

In a September 2009 Pipe and Tube

Report — Dan Markham, senior editor of

Metal Center News, reports the follow-

ing: “The pipe and tube market in North

america — and the oil country tubular

goods sector in particular — entered the

recession behind the rest of the steel in-

dustry, and most likely will lag the rest of

the industry on the way out.” The accom-

panying chart shows U.S. Imports for

Pipe and Tube through august 2009.

Carbon and stainless stocking points

have all trimmed inventories as much as

possible since the inception of our eco-

nomic difficulties. The chart shows the

huge decline in U.S. imports of pipe and

tube comparing 2008 to 2009. However,

the stock reductions are very difficult

with such weak demand. Suppliers note

an outbreak of inquiries which seldom

turn into bookings.

It has been interesting to note that only

one Chinese mill, Hengyang Valin Steel

Tube Co. ltd, is being represented by an

american law firm in the trade case filed

by U.S. mills against Chinese imports of

seamless carbon line pipe. Evidently, Oc-

tober’s 60th anniversary of the founding

of the People’s Republic of China kept

Chinese businesses, industries and just

about everyone there on vacation for a

full week beginning October 1. However,

the ITC says other mills have responded or

will respond to written requests.

The american Iron & Steel Institute re-

ports that U.S. labor and manufacturing

groups urged President Obama on Tues-

day, October 6 to live up to his campaign

rhetoric and formally label China a cur-

rency manipulator in a Treasury Depart-

ment report that was to be published in

mid-October. �

Printed by permission 2009 Piping &
Equipment, Inc.

Unauthorized reproduction of any portion
of this document is forbidden without the
written permission of P&E.

This report is published as a service to the
PVF industry indicating the direction of
prices, lead times and market conditions re-
ported by various domestic and import man-
ufacturers as they believe the direction the
market is heading each quarter.

PVF activity slow
(Continued from page 58.)
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Through these doors are greater profi ts
and peace of mind.

To relieve the stress of orders that don’t arrive on time,
we give you the industry’s fastest lead time on any confi guration, size or color of shower enclosure.

And if you think that’s fast, we have a 24 hour turn-around time on all stock doors..

See contact information on page 98
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Customer training is an ongoing process
(Continued from page 8.)

day-to-day products, you train them

to trust and use your counter.

Messing up deliveries

If you are not reliable, you train

customers to order from a more reli-

able competitor.

Creating problems for customers

whenever you create a problem

for a customer, whether it’s your fault

or his fault (like my airline experi-

ence) you are probably training him

to do business elsewhere, if at all pos-

sible. If contractors get “punished”

for buying from you, they are quick

to find a different wholesaler.

Helping customers with problems

whenever you step up and help

solve a problem, you are training

your customer to buy from you. (If

you find that customers are only

coming to you with their problems

and giving the easy ones to a com-

petitor, some retraining is in order.

often a simple discussion with the

contractor will resolve the issue,

saying that you can only continue to

handle the high-cost (for the whole-

saler), extraordinary events when

you are also getting the customer’s

everyday normal business.)

Lecturing or criticizing customers

there is a big difference between

friendly helpful coaching and lectur-

ing or criticizing. when your team

denigrates customers, those cus-

tomers often look for a different sup-

plier. I have heard this happen in a

variety of ways:  

• “this must be the third time that

I explained this to you.”

• “what did you forget this time?

this is the third time you’ve been in

today.”

• “wow, from the smell, you must

be cleaning sewer lines today.”

• “you just bought one of these

yesterday.  Did you break that one?”

• “why do you need that?”  Imply-

ing that he doesn’t know what he is

doing.

Substandard websites and storefronts

when you have a first-generation

— aka crude website — you are

training your customers to use an-

other wholesaler’s website. when a

contractor can’t find a product in

your online store or that store is slow

or difficult, you are training them to

look elsewhere. For a reprint about

planning your website and storefront,

e-mail me at rich@go-spi.com.

please understand that I do not

intend to use the “customer train-

ing” concept in a negative or de-

meaning light. that is never the

intent. I do know that all humans

respond to positive and negative

feedback and that they are powerful

tools in modifying a person’s mode

of operation.

the key is to be very aware of the

messages that we are sending to our

customers in the way we conduct busi-

ness. you want to send messages and

conduct business in ways that train

customers to buy from you on a regu-

lar basis and stop sending messages

and doing things that train customers

to buy from your competition.

regarding e-mail requests: I get

many e-mails from readers. I ap-

preciate the feedback and try to re-

spond personally to every e-mail.

over the past several months I have

become aware of several e-mails

that were sent to me and somehow

lost or that were dropped by our

spam filter. I normally try to re-

spond to e-mails is less than a week

although my travel schedule may

occasionally increase the response

time. If you have requested reprints

and I have not responded, I apolo-

gize and ask that you resubmit the

request to me rich@go-spi.com or

go to our website, www.go-

spi.com, and click on the reprint

requests entry. �
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new orleans — cathy Zoi, assis-

tant secretary for energy efficiency

and renewable energy at Doe, re-

vealed her aggressive new agenda

for energy efficiency at the cee In-

dustry partners Meeting. providing

the keynote address, Zoi described

the obama administration’s com-

mitment to scale up energy effi-

ciency as the best approach to the

urgent problems of climate change,

energy security and economic growth.

Zoi’s agenda rejects incrementalism,

and she challenged the audience to

join Doe to make big changes to

save the planet. Zoi intends to hire

the best talent available to make

high-impact innovations, while also

capturing hearts and minds to popu-

larize energy efficiency. Doe is

looking for help to develop a na-

tional Building rating program to

streamline building retrofits.

Zoi also announced, together with

Maria Vargas, energy star® commu-

nications and brand manager at epa,

the expanded epa Doe partnership on

energy efficiency. energy star will

be managed as a single program with

clear lines of responsibility. Doe will

have primary re spon sibility for prod-

uct and service research and testing,

while epa will manage the energy

star brand and public outreach. Doe

will have the lead for minimum stan-

dards and appliance and building en-

ergy ratings, while epa is leading on

performance levels for energy star.

Zoi also described a new governing

council and twice-annual stakeholder

meetings to oversee the new agree-

ment. the partnership achieves what

cee has been urging since the new ad-

ministration formed.

DOE reveals new agenda

Rich Schmitt is president of Schmitt
Consulting Group Inc., a manage-
ment consulting firm focused on im-
proving the profitability of
distribution and manufacturing
clients.
www.go-scg.com

Rich is also the co-owner of Schmitt
ProfitTools Inc. (SPI), a business pro-
ducing print, CD-ROM, web and
palm-based catalogs as well as pric-
ing management and analysis soft-
ware for wholesalers.
www.go-spi.com
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differentiates us is that we have prob-

ably the broadest base of inventory of

the master carbon steel distributors.

our key domestic manufacturers are

tube Forgings of amer ica, Hackney,

Mills Iron Works, powell, ameriForge,

piping products and Bonney Forge.

on the import side, our key suppliers

include erne, riga, arah Dagang,

Bebitz, BothWell and several Indian

flange manufacturers. In total, we

stock approximately 30,000 sKUs

from 20 vendors.

When it comes to our customers,

we have built our business from the

small supply houses up, as opposed

to the very large suppliers down. our

diversified customer base includes

the smallest individual single store

operators to McJunkin red Man, Fer-

guson and Wilson. 

MJM: How important is it for your

employees to be able to offer technical

assistance to your customers? 

Elliott: We are very fortunate to

have experienced salespeople who

have been in the industry for quite

some time. they have developed a

technical expertise that certainly can

be invaluable to our customers. How-

ever, if we really need a very techni-

cal answer that is beyond our

capability, we will lean on our manu-

facturers for an absolute answer or

for documentation we can share with

our customers. 

the one challenge we have — if

you can call it that — is that because

we have had very little turnover in 30

years in business, we have to be con-

cerned with bringing in and training

new employees who will be able to

hit the ground running as some of our

veterans consider retirement. We

must continue to enhance our staff

and prepare for the future.

the majority of our salespeople

have come through the warehouse as

part of their initial training. We also

have them work in other key areas of

the company such as purchasing and

Mtr support. Most have visited sev-

eral of our factories to observe the

manufacturing process. on the valve

side, the reps from some of our key

factories provide training at our facil-

ities. But really, for the most part, the

product we are selling today is the

same as that which we sold 30 years

ago — which means that there is not

a lot of training needed for new prod-

uct introductions. 

MJM: Describe your role in the

company and how you manage the

various relationships that are impor-

tant to your business?

Elliott: I view myself as the man-

ager of four key critical partnerships:

• our relationship with our ven-

dors, which has been very long-

standing. they are very loyal to us,

and we to them. We have had mini-

mal turnover with our vendors and

have been fortunate to keep a consis-

tency of product on the shelf. It is im-

portant for DgI to respect the

commitment and responsibility the

factories have entrusted us with and

recognize our responsibility to work

with them to ensure a mutually prof-

itable and satisfying relationship.

• our customer base is also very

important, and we try to be consistent

with them in accuracy, communica-

tion, delivery and pricing. they are a

key partnership that we are mindful

of every day. It is imperative that we

listen to our customers, react to their

suggestions and concerns, and treat

them in a courteous and professional

way. the customer is the livelihood

of our business.

• the company’s relationship with

its employees is also significant be-

cause they are the front line with our

customers. We maintain a competi-

tive salary and benefit package that

includes health care, profit sharing,

bonus compensation on a quarterly

basis and 401(k) program. We believe

in rewarding and recognizing the loy-

alty of our people. the employer and

employee have a responsibility to

each other. Very simply put, to pro-

vide a work environment that is

healthy, fairly compensated and re-

spectful, and in return an expectation

of profitable effort and loyalty.

• and lastly, we are aware of our

responsibility as a public entity and

what that requires. In a public busi-

ness environment, you are more

keenly aware of deadlines, a sense of

governance, a different level of re-

sponsibility and subject to more in-

spection than with a private company.

Financial reporting has to be done on

a much more timely basis; formal

board meetings are held on a quar-

terly basis. the investor public re-

quires a different level of business

awareness than a private company.

MJM: How do you evaluate po-

tential new suppliers and what is the

process you go through when adding

a new line?

Elliott: over the last few years, we

have added different lines in a couple

of ways: 

• Five years ago, we had no high-

yield product, no chinese product

and no valves. Most of these addi-

tions are a result of customers sug-

gesting products that we could help

support them by stocking.

• We have also added products as

a result of our determination that they

can enhance our profitability. When

doing that we think about the impact

they might have on existing products

and on our ability to be more compet-

itive and to further grow our relation-

ship with our existing customer base in

a profitable way.

MJM: Do you have an outside

salesforce, or are all sales done

through inside personnel? 

Elliott: We have 20 salespeople,

the majority of whom are inside sales ori-

ented. However, several of them do

go out and make sales calls on their

own key accounts. some devote more

time to that than others, and I’ve seen

that increase lately, particularly in

light of the economic environment

we’ve been in. Bud layson travels

the southeast and beyond on a full-

time basis. Jimmy Whittall travels the

Western U.s. to support that, we use

some outside independent represen-

tatives in certain parts of the country. 

the highest percentage of our

phone calls come in through a switch-

board in atlanta and they are directed

to a particular salesperson at the cus-

tomer’s request. It is natural for cus-

tomers to develop relationships with

certain people. We do not have terri-

tories, however we do have five

salespeople who actually do business

from their homes around the country.

It’s a bit unique, but they are people

who have been with us 10+ years and

have significant industry experience,

so we try to accommodate their per-

sonal circumstances by setting them

up with offices in their homes. In

some cases, their customer base is in

the area they live.  

MJM: What have you found to be

the best ways to market your business

and target potential new customers?

Elliott: Because of the length of

time we have been in business and

have had association with our respec-

tive vendors, many of our customers

find us because of an inquiry they

make at the factory level. the facto-

ries will direct them to us because we

can better service their needs and the

customer may not necessarily meet

the criteria of the factory if they are a

smaller company and don’t reach the

minimum purchasing standards. We

also attend key industry shows during

the course of the year to maintain vis-

(Turn to High standards... page 70.)
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BY MARY JO MARTIN

Editorial director

o
n January 3, 2007, a merger

between Dodson steel prod-

ucts and global Fittings and

Flanges created Dodson global Inc.

at that time, the two companies

brought together locations in east

Brunswick, n.J., Houston, Denver

and two operations in the atlanta

area. the new company has since

opened a branch in reno. today,

Dodson global Inc. is based in stone

Mountain, ga., the total footprint of

the company is roughly 600,000

square feet under roof, and the organ-

ization has 75 employees. they are a

master distributor of domestic and

imported carbon steel fittings,

flanges, forged steel and valves, and

sell only through wholesale distribu-

tion. all of their vendors are Iso

9001/2000 approved, with full trace-

ability of Mtrs.

Dodson steel was formed in 1972

by ralph Dodson and Bruce porter,

while gFF was founded in 2003 by

yehuda Mendelson and Mike

Hawkins. as a result of the merger,

the majority owner is Kaman, an Is-

raeli-based publically traded holding

company. Bob elliott, who now

serves as president of the operation,

also maintains an ownership interest.

elliott came to Dodson steel in 1995

after 20 years in the commercial

banking industry. He joined paul

clark and steve letko to form the

managerial team and ownership of

Dodson steel. elliott began running

the business in January 2000.

as elliott explained, the merger al-

lowed DgI to reach new geography in

a more effective, cost-efficient way.

It combined two very strong master

distributors, bringing the philoso-

phies of each company into one,

broadening its purchasing power and

rapidly growing the customer base.

at the time of the acquisition, about

50% of the customer base of each or-

ganization was unique.

elliott recently shared some candid

insight into Dodson global’s opera-

tions with editorial director Mary Jo

Martin. Following is that interview.

MJM: Give us a snapshot of the

lines that you currently carry, along

with your customer base?

Elliott: the principal factories

with whom we work make us a bit

unique. We carry domestic, approved im-

port, import and material manufac-

tured in china. one feature that

Q&A with Bob Elliott

Dodson Global builds stance
in PVF master distribution
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“Your supplier of choice, for every dimension of our name.”

Global Stainless Supply
Pipe (304L, 316L, 304H, 310, 317L, 321H, Duplex, 
Aluminum, 400, 600, 625, 800H/HT, 825 & C276)
Fittings (304L, 316L, 317L, 321H, Alloy 20, 
Aluminum & Duplex)
Flanges (304L, 316L, F51 & 6061 T6)
Forged Steel (304L, 316L & Alloy 20)
Valves & Components (304L & 316L)

Forgings, Flanges & Fittings, LLC.
Rough Forgings (A105/LF2)
Flanges (A105, A105N/LF2/F5, F9 & F11)
Fittings (WPB/WPL6/WP5, WP9 & WP11)
Forged Steel (A105N/LF2/F5, F9 & F11)

Global Stainless Supply
 Pipe (304L, 316L, 304H, 310, 317L, 321H, Duplex, 

Aluminum, 400, 600, 625, 800H/HT, 825 & C276)
 Fittings (304L, 316L, 317L, 321H, Alloy 20, 

Aluminum & Duplex)
 Flanges (304L, 316L, F51 & 6061 T6)
 Forged Steel (304L, 316L & Alloy 20)
 Valves & Components (304L & 316L)

Forgings, Flanges & Fittings, LLC.
 Rough Forgings (A105/LF2)
 Flanges (A105, A105N/LF2/F5, F9 & F11)
 Fittings (WPB/WPL6/WP5, WP9 & WP11)
 Forged Steel (A105N/LF2/F5, F9 & F11)

The only master 
distributor
with these 
product grades 
under one roof!

The only master 
distributor
with these 
product grades 
under one roof!
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                                                          Unlimited Resources...Endless Possibilities 



  

Houston, TX - Corporate
8900 Railwood Dr. 
Suite A (GSS) - Suite B (FFF)
Houston, TX 77078
GSS Toll Free:  877.980.3283
GSS Fax:  713.980.5099
FFF Toll Free:  800.231.0176
FFF Fax:  713.695.4016

         

  
        

       
       

  
      

      
     

    
  

     
    

     

  
         

       
        

  
       
       
      

    
   
      
     
      

   

  
  

  

   

  
  

  

Richmond, VA
4111 Carolina Ave.
Bldg. A
Richmond, VA 23222
Toll Free:  866.394.1419
Fax:  804.228.8905

Indianapolis, IN
3333 North Pagosa Ct.
Indianapolis, IN 46226
Toll Free:  866.584.7802
Fax:  317.898.0502

Atlanta, GA
255 Racetrack Road
Suite 20
McDonough, GA 30253
Toll Free:  800.305.7002
Fax:  770.305.7788

Los Angeles, CA - NEW!
176006 South Figueroa St. 
Gardena, CA  90248
Toll Free:  800.421.2219
Fax:  562.630.7700

                                                          U    
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High standards spur Dodson Global to excel
ibility. We attend the pVF roundtable

quarterly meetings in Houston; they

have done a great job in improving

quality of presentation and atten-

dance. as a result of opening in reno,

we are trying to develop an awareness

of DgI in the West.

MJM: How have your customers’

expectations changed over the years,

and how has Dodson Global adapted

to those changing needs/wants?

Elliott: It’s unfortunate, but in my

judgment, particularly in the last 12

to 18 months, the level of relation-

ships has deteriorated in light of some

of the economic activity. price, which

has always been important, has be-

come increasingly critical to satisfy-

ing the market. It has gotten so much

more significant, particularly on large

projects. We have always tried to dis-

tinguish ourselves with 24-hour turn-

around on ordering and the inventory

commitment we’ve made to the im-

port side and the domestic side. 

In addition, we’ve got an incredi-

ble level of experience in our organi-

zation and I take pride in their

abilities. our warehouse staff is ex-

tremely accurate and timely. In each

warehouse, the leadership at the man-

ager level is experienced and supe-

rior. each one knows what is

expected and required by our cus-

tomers, so there is a sense of urgency

combined with a pride of accuracy

and a knowledge of the important

role that the warehouse plays. 

MJM: Where do you see the econ-

omy going in the near future, partic-

ularly in this industry?

Elliott: the economic climate sug-

gests that for the next six months —

at a minimum — we will have issues

with activity in the marketplace. Hav-

ing said that, this business runs in cy-

cles. We generally have an off year

every five or six years, and we are

going through that now. I am confi-

dent that in the next six to 12 months,

we will be back at better levels. 

the low pricing levels that have

existed for the last six to nine months

is a concern because we will have to

reestablish higher levels of prices in

the near future. profit margins that

exist today are not at a level that of-

fers a reasonable return to the factory,

the master distributor or the supply

house. Improved demand that elimi-

nates some of the excess inventory

and provides better cash flow to our

industry should cure the problem. es-

tablishing thoughtful fair pricing and

margins is a responsibility that we all

share, and one that we need to be at-

tentive to as a group today. We under-

stand that each company has their

own individual circumstances, but

there is a certain level of responsibil-

ity back to the industry as a whole —

and reduced pricing to create demand

will not work in the industry’s favor.

MJM: With so many sources of

competition, how does Dodson

Global differentiate itself?

Elliott: I would identify and iso-

late that what really sets us apart is

the fact that the original founder of

this company, Mr. Dodson, set a very

high bar for quality of products, serv-

ice and the character of Dodson steel.

We have tried to continue to meet the

level he established. as a result, the

Dodson name has been known and

favorably embraced over the years. 

Both Dodson steel and gFF oper-

ated in much the same way, so that

provided a solid foundation for the

formation of Dodson global. We

look at our relationships with vendors

and customers as true partnerships

and we treat each other with great re-

spect. We endorse the basic principle

that the customer is always right.

Whenever an issue or circumstance

arises, we try to take care of it as

quickly as possible so our customers

can take care of the needs of their

customers. our return goods policy is

extremely forgiving. In fact, we will

take back or buy back product in

some cases that we did not sell to the

customer. additionally we try to

work closely with our customers who

may have a cash flow issue. Most

companies in our industry have faced

cash flow issues — too much inven-

tory on the shelf or on order, and

slower paying receivables. We try to

assist with a solution to our mutual

problem rather than say to our cus-

tomer it is your problem.

I would also suggest that we com-

pete with a group of master distribu-

tors who have long histories of

quality for which they are rightfully proud.

Many of those are also very good

customers. as a result of their quality,

we have to work hard every day to main-

tain a comfort and confidence from

our customer. our competitors help

us maintain a high standard.

I can only conclude by saying I’m

proud of the reputation the name

Dodson carries with it. I cannot take

any credit for it; it was started a long

time ago by Mr. Dodson and contin-

ued by our people. I’m very pleased

with the way the two companies

came together through the merger,

but our people, vendors and cus-

tomers made the transition an easy

one. now three years into the merger,

I believe that everyone involved is

very pleased with the success we

have achieved. �

For further information, visit

www.dodsonglobal.com.

(Continued from page 66.)

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

The low pricing levels that have
existed for the last six to nine

months is a concern because we
will have to reestablish higher 

levels of prices in the near future.
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Taking the fear out of
warehouse management technology
BY JASON BADER

Inventory management specialist

Editor’s Note: This is the second in a

two-part series.

A
few weeks ago, I decided to
send out a survey to some of
my newsletter readers. I was

curious about their experience with
warehouse management software
(WmS) and where they saw the bene-
fit. I wanted to understand the chal-
lenges associated with implementing

these systems. Par ticipants were also
asked what advice they would give
distributors that are considering the
investment in this technology. This
is the second part of a two-part arti-
cle discussing the comments of cur-
rent distributors using WmS and my
personal experience with the tech-
nology. If you missed last month’s
column, send me an e-mail request-
ing part one.

• What has been the most chal-

lenging aspect of implementing a Wms

system in your company?

Fear of technology was one of the
challenges identified by the partici-
pants. Several of the users were
afraid that they would screw up the
company if they pushed the wrong
button on the scanner. Others felt
that the new method was too techni-
cal for their current employee base.
Consequently, some employees left
voluntarily.

The scanners can be intimidating
at first. There are a lot of buttons and
lot of information packed into a small
screen. Don’t gloss over the need for
hand holding. For some, this is their
first adventure into computing tech-
nology. The laser generated from the
scanner can cause fear as well. Be pa-
tient and explain thoroughly. Don’t
let your IT person do the training un-
less they are very adept at coaching.
most are not.

The discipline and culture is the
biggest hurdle to overcome. As I
mentioned earlier, the company needs
to change the way it functions.  Tech-
nology does not fix problems. We
apply technology to good practices in
order to make them faster. If we have
bad habits, we will make mistakes
faster. Inventory movement dictated
by a scanner will be frustrating to
some employees. The discipline of
scanning communicates that move-
ment to our system and ultimately al-
lows additional action to occur. When

someone circumvents the process (by
just grabbing it off the shelf to take
care of a customer), the system has
no way of recording that movement.
Ultimately, our count will be off and
customer service will suffer.  

Another challenge came from ma-
terial without barcodes. Several of us
buy from suppliers who have not in-
vested in coding technology. This
will cause your receiving process to
bog down. Receivers will have to
generate a barcode tag for this mate-
rial before it goes to the shelf. Some
distributors simply have master bar-
codes on the bins and do not label in-
dividual items. Work with suppliers
and see if they can help this process.

• If you were to give advice to

someone considering the purchase of

this type of system, what would you

tell them to do?

Some of the best advice from the
survey was to go visit someone
using the technology. It doesn’t nec-
essarily have to be from your indus-
try, but that can help you visualize

how it will function in your environ-
ment. Ask the company what they
like and don’t like about the pack-
age. Do several visits before you
start shopping so that you can nar-
row your field quickly.

Get all the players involved in the
decision process. If you spring the
“solution” on them, the team will be
much more apt to find fault in your
decision making. The ability to embrace
change will be compromised.

Get your warehouse in shape be-
fore implementation. Not only do you
need to get the physical house in
order, but your procedures need to be
cleaned up as well. Really look at the
way you are performing the basic
functions: receiving, put away, pick-
ing, shipping and counting. What
procedures need to be streamlined?
Are we still sending packing slips to
the office for receipt into the system?
With regards to the physical plant,
make sure that you quarantine the
dead and obsolete inventory. Clean
up the place and make sure that you
have a good bin layout. 

The participants were split on how
to implement the different pieces of a

WmS package. I was always under the
impression that a phased-in approach
was easier to swallow. Start with ei-
ther cycle counting or receiving and
work your way through the modules.
Several participants recommended
that new users go live with all aspects
from day one. Seeing the power of a
fully integrated system will fuel the
team to maintain discipline and help
justify the investment.

Getting involved with WmS tech-
nology is a fairly big decision for
many distributors. Some of the pack-
ages can be very expensive, but that
is changing. The costs have come
down to where the majority of dis-

tributors (under $20 million in annual
revenue) can justify the expense. 

When buying a new distribution
software package, make sure that the
provider has a solid WmS solution. If
you don’t have a plan to implement
this type of technology, get one.  This
is not a fad or philosophy. You may
not execute the plan this year or even
next. When the time is right, you will
be far more prepared to make the best
decision possible. As always, I am
here to help you through the process.
Good luck. �

Jason Bader is the managing part-

ner of The Distribution Team.  He

spent the first 20 years of his career

working in distributor operations.

His firm specializes in helping dis-

tributors become more profitable

through operating efficiencies. Bader

is regular speaker at industry events

and spends much of his time working

with individual distribution compa-

nies. He can be reached at 503/282-

2333 or jason@distributionteam

.com. Additional resources can be

found on his website at www.thedis-

tributionteam.com.

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

The Distribution Team Inventory
Management Seminar

Dallas, Texas . . . . . . . . . . . . . . .November 22-23

This seminar is designed to help distributors hunt for cash in their business.
We teach the fundamentals of managing inventory and distributor operations.
Participants will walk away with at least 30 ideas on how to improve net
profit in the organization. For more details and registration, visit us at

www.thedistributionteam.com/seminars.htm

Special Offer: Buy one tuition, get the second for half price.
You must use code “FALLDEAL” to get the discount.

3439 NE Sandy Blvd., Suite 288, Portland, OR 97232
Phone: 503-282-2333 • Fax: 360-483-1946 • Email:  jasonbader7801@yahoo.com

When buying a new distribution software package, 
make sure the provider has a solid WMS solution. 
If you don’t have a plan to implement this type of 
technology, get one. This is not a fad or philosphy. 

Get all the players involved
in the decision process. If
you spring the ‘solution’ 
on them, the team will be
much more apt to find fault
in your decision making.



®

Call: 800.828.0557
Fax: 603.218.2171

ORDER ONLINE! www.centraldistributionsales.com

See contact information on page 98
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Embracing dignity and
respect for relationship marketing
A

s I was growing up, my
mother always told me to
treat people with dignity and

respect. This was given as normal
where I grew up out in the country in
the midwest. We valued people just
as people and viewed everyone — at
least initially — with a basic level of
dignity and respect.

Too many times today, that sense of
dignity in how to treat people seems to
have gone the way of 8-track players
and bell-bottom pants. At best, many
people seem to have a superficial
“Love you; mean it” plastic, forced
smile. When this permeates marketing
we have a culture of people who only
see others as a quick way to make
money or obtain some other objective.

You and I might wish that such a
culture didn’t exist but we can’t do
anything about the big picture. What
we can do is make some changes in

our own lives and our own busi-
nesses, which will make a difference.
Stay with me on this one and you’ll
get a way that can help.

We see it in the internet marketing
world too often. There are some very
good internet marketers who gen-
uinely want to help others. How ever,
there are too many who really don’t
care for how you’re doing and don’t
want to help. You’ve probably seen
them. They make a good presence on
the stage and have their audiences
turning to each other as total
strangers voicing some staid, trite
saying like “I’m terrific and you are
too!” How manipulative!

Give me a break!
I think the world today is crying out

for more sincerity. This is what human
relations is all about. It is about caring
for people as people — not just as
someone who can buy something or

help you in some ulterior way.
By the way, here’s a quick way to

find out about the sincerity of the per-
son on the stage. When you’re at the
next meeting, walk up to and talk
with them in person, face-to-face.
First, see if they “allow” this.  Sec-
ond, watch their eyes and see if they
are roaming for someone better to
speak to while they are supposedly
talking with you. See if there is a sig-
nificant difference between the per-
son on the stage and the person they
really are off the stage. Those who
practice real Relationship marketing
make it a point to be genuine, real
and to be “in the moment” with you.

So, how can you and I do business
today in this environment and be se-
rious about Relationship mar keting?
make it a point to focus on people as
people, not just “consumers” or
prospects who could buy our stuff.

Yes, we sell products and services.
Yes, there must be value-for-value in
every sincere interchange. Takers
who only want something for nothing
come on both sides of the transaction.

Focus on the real human being and
the needs that person has. We’re all
human. This is what life — not just
business — is all about.  Helping oth-
ers meet their needs and being with
them at crucial times is vital.

At a business level, you succeed
when you genuinely, sincerely care
about others and demonstrate that in
words and actions. Human beings
want to be with people who really
care about them. That means building
systems around you which can sup-
port your ability to care more for oth-
ers. Think through what that means in
your business.

When people walk into your busi-
ness, do they feel accepted? Do they
find the atmosphere inviting? Do
they feel like you’re there to serve
them? Continue to test this. Always
focus on the needs others have and
be there for them.

As you do this, you’ll succeed in
any environment. Have a product or
service that helps them solve their
problems and pain. Be understanding
of where they are as a human being.
From that, you will be enriched as a
human being yourself.  As a side ben-
efit, you’ll also have a better business.

Yes, these are just basic, common
sense values that many of us were
raised with years ago. We need regu-
lar reminders to make sure we are lis-
tening to and caring for others.
Somehow I think our mothers would
be proud of us for practicing those
important principles in our lives and
our businesses. And then I think our
bankers will smile as they see the in-
evitable benefits from focusing on
helping others and serving them. �

Terry Brock is an international

marketing coach and professional

speaker who helps businesses gener-

ate profitable results. He can be

reached by e-mail at terry@terry-

brock.com or through his website at

www.terrybrock.com. Join the Twitter

adventure with Terry through his

Twitter address: TerryBrock.See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

BY TERRY BROCK

Technology/marketing specialist
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Executive search firm Brooke

Chase Associates Inc. added new ex-
ecutive recruiters to its team:

• Katy Yoder has over 10 years of
experience in career coaching and ex-
ecutive recruiting. Yoder formerly
worked at Smith Hanley Associates
as a technical recruiter in Chicago,
specializing in the placement of pro-
grammers, business analysts and
project managers. 

• Jeff Hokamp was involved in
many facets of the petroleum indus-
try during his 24-year career with
mobil Oil, Koch Industries and as
owner/president of his own com-
pany. In addition, he has held lead-
ership roles in marketing operations,
transportation and information tech-
nology and spent six years in the re-
cruiting industry. 

Bootz Industries appointed Gary

Kirkwood vice president-sales. In his
new position, Kirkwood will be re-
sponsible for expanding the growth
of Bootz Industries products via
wholesale distribution channel and
retail accounts.

Patrick Appleby was named vice
president-industry sales at Danfoss

Drives. He will be responsible for in-
dustrial OEm and distribution sales.
Appleby has more than 20 years ex-
perience with General Electric in a
variety of capacities, most recently as
North American distribution sales
manager for GE motors. 

David Baker has joined the St.
Paul, minn., branch of Dakota Sup-

ply Group. He will focus his sales ef-
forts on growing DSG’s plumbing
products business as part of the me-
chanical sales team. Baker will offer
his extensive plumbing knowledge
and experience to customers in the
Twin Cities, as well as western and
central minnesota. He previously

worked for American Standard.
ExHAuSTO promoted John Altiere

to sales manager of the residential
department. An ExHAUSTO sales rep-
resentative since 2001, Altiere will
now be responsible for managing the
residential distribution network,
which includes dealers, distributors
and contractors. 

Tracy sianta joined Hart & Cooley

Inc. as director of marketing. In her
new role, Sianta will report to Curt

monhart, executive vice president-
sales and marketing. Her experience
includes marketing leadership roles for
mitsui & Co., motorola and Ford

motor Co. most recently she was di-
rector of marketing, sales & business
operations for Klise manufacturing.

Heat Transfer Products has ap-
pointed two new regional sales
managers:

• michael Klas is regional sales
manager for the midwest and mid-
Atlantic territories. Klas had been
with Lochinvar Corporation as re-
gional sales manager for the North-
east region. He has held various
sales and sales managerial positions
since 1993.

• Harold “Doug” mcElwain is
Southern regional sales manager with
additional responsibilities for sales
growth in Nova Scotia and Quebec as
well as national accounts. He was

vice president-sales for Com fortPro
Systems and has been in the HvAC in-
dustry since 1982. 

Gerry Cellucci, vice president of
Yorkland Controls, was named chair
of the Heating, Refrigeration and

Air Conditioning Institute of

Canada at the Association’s 41st An-
nual meeting. Cellucci has been in
the HvACR industry for more than 25
years and has served on the HRAI

Board since 2004 as a representative
of the Wholesalers Division. 2009-
2010 HRAI Board of Directors are:

• mark Boncardo (past chair),
Ineos Fluor Canada Inc.

• mike Latreille (vice chair and

chair — Contractors Division),
Holmes Heating Inc.

• Colin Jennings (secretary/trea-
surer and chair — manufacturers Di-
vision), Carrier Canada Ltd.

• David morden (vice chair —
manufacturers Division), ECR Inter-
national — Olsen Division.

In addition, Rusty Jennings, vice
president-sales residential at Carrier

Canada Ltd., was appointed chair of
the HRAI manufacturers Division.
Jennings has served on the HRAI

manufacturers Board of Directors
since 2000. 

Jmf Company announced the hir-
ing of William H. Tipps as vice pres-
ident-sales and marketing. Tipps
brings over 30 years of experience in
the plumbing industry. He has been a
senior sales executive for several in-
dustry corporations, most recently
Globe Union America Corporation.  

Power Distribution Inc. added
Jose Luis Crespo to its management
team. As vice president-international
sales, Crespo will lead the continued
development of PDI’s global markets.
He has extensive experience in inter-
national markets from sales manage-
ment positions, most recently as vice
president-sales for Europe and Latin
America for NextPoint Networks.   

Paul J. Treml was appointed mar-
keting manager for the FOAmGLAS®

Insulation industrial product line. He
will oversee market research, brand
development, trade shows and Web
marketing for domestic and interna-
tional initiatives. Before joining
Pitts  burgh Corning, he was global
program marketing manager for Ken-
nametal Complete Services Group.

Superior Radiant Products Ltd.
appointed susan samson marketing
manager. Samson has been with SRP

12 years and will be responsible for all
aspects of the marketing function at
Superior Radiant and IR Energy. �

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •
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CONGRATS!

Tracy sianta michael Klas

Harold “Doug”

mcElwain William H. Tipps

Gary Kirkwood Patrick Appleby David Baker John Altiere 

Boiler donations
Hello Dan [Holohan],
may I call you Dan, as I seem to

know you well after reading all your
articles for the past century.

I retired from the industry a couple
of years back but keep in touch
through The Wholesaler magazine
and trade shows.

Your article, “The $37 million
steam trap,” was excellent.

Over the years I donated a few
boilers to my church (all hot water
and of the Weil mcLain variety).

The newest are 1997 vintage and
the oldest date back about 29 years.

The finance committee needs to
read this article and start making
plans now to do some serious updat-
ing over the next few years. I do not
have any more to donate.

may I share?
Bill Hurley

retired toilet and boiler salesman

N.O. Nelson Co  st Louis, mo

(1964-1979)

Ferguson Enterprises  Nashville,

Tenn. (1979-1999)

Prudential securities N.Y. 

(2000-.....)

Economic forecast
Dear morrie [Beschloss],
Based on my travels and meet-

ings with other industry partners,

the consensus view seems to be
sales returning to 2006/2007 levels,
with 2008 being, if not an aberra-
tion, a truly exceptional year that
shouldn’t be used as a basis to
measure 2009 against.

I’m forecasting for a return to
2006/2007 sales levels for 2010.
With that said, we’re still seeing sig-
nificant activity and opportunity, but
pricing has clearly softened and mar-
gins are compressing.

How the administration decides
on cap and trade could also affect
what investments the big oils will
commit to in 2010. As it appears, it’s
a “wait and see” period. 

Rob Raban

Industrial Valco

Rancho Dominguez, Calif.

GPS proves its worth
Re: Rich schmitt’s column

Several years ago I implemented a
GPS tracking system on the cell
phones used in our delivery trucks
and by our outside salespeople, told
everyone that I was doing it and
showed them the reports that the GPS

would generate.
One driver and one unproductive

outside salesperson quit that same
day. The system paid for itself the
first day it was turned on.

Ken Landes

The Fixture Gallery

Blue springs, mo.

Readers respond
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What “separates” us from the competition?
Custom, jobsite-specific applications •  1 to 100,000 gallon capacities  • “Automatic”      m  
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Bradley releases results of
national hand washing survey
MEnoMonEE FAllS, WIS. — Wor-
ries about the spread of the H1n1
virus haven’t changed the majority
of Americans’ hand washing habits,
according to a national survey con-
ducted by Bradley Corporation, a
leading manufacturer of commercial
plumbing fixtures and washroom
accessories.

In Bradley’s first Healthy Hand
Washing Survey, 54% of the 1,020
respondents said they “wash their
hands no more or less frequently” in
public restrooms as a result of the
H1n1 virus. 

“Influenza A viruses, of which
swine flu is one, are fragile viruses
that can be easily destroyed through
proper hygiene, including use of soap
and water and alcohol-based hand
sanitizers,” said Dr. Judy Daly,
spokesperson for the American Society for
Microbiology, director of the clinical
microbiology laboratories, primary
children’s medical center, Salt lake
City. “Flu viruses most frequently
enter the body when contaminated
hands touch mucous mem branes of
the nose, eyes and mouth. Frequent
hand hygiene certainly makes this trans-
fer less likely.”

Jon Dommisse, director of market-
ing and product development at
Bradley Corporation, noted, “We
found the response to the H1n1 ques-
tion extremely surprising, especially
since the medical community has
said over and over that hand washing
is the best defense against the spread
of cold and flu viruses. 

“It’s more important than ever for
building owners and facility man-
agers to continue to maintain and im-
prove their restrooms to help
en courage people to use these facilities.” 

Bradley’s Healthy Hand Washing
Survey was conducted online July
28-31, 2009, and queried 1,020
American adults about their hand
washing habits in public restrooms.
Participants were from around the
country, evenly divided among men
and women, and ranged in age from
18 to 65 and older. 

overall, 87% of respondents said
they did wash their hands after using
public lavatories, but other re-
sponses indicated that some may
have exaggerated how often they ac-
tually did the job correctly. When
asked if they had also used soap, the
numbers declined only slightly, to
86%; yet 55% of the group admitted
on occasion they’ve simply rinsed,
without using soap.

In contrast to what people say they

do, numerous observational studies
question what Americans actually do.
In 2007, researchers for the American
Society of Micro biology found that
only 77% actually wash their hands
after using a public restroom. In 2003
and 2004, the Minnesota Depart-

ment of Health, Division of Environ-
mental Health observed hand wash-
ing practices at the Minnesota state
fairgrounds. During the 2004 Min-
nesota State Fair, 75% of women
and just 51% of men washed their
hands with soap and water after

using the public restroom. 
The U.S. Centers for Disease Con-

trol and Prevention (CDC) is unequiv-
ocal about the benefits of hand
washing, calling it critical in prevent-
ing infection and illness:

“Hand washing is a simple thing
to do and it’s the best way to pre-
vent infection and illness,” the
agency says. And by “washing your
hands,” the CDC notes that nothing
beats good old soap and water. (See
sidebar for CDC’s instructions on

Bradley Corporation national healthy hand washing survey — July 2009

Preferred public restroom locations
Total (n=1,200)

According to the data, casual dining restaurants are what most people (at 45%)

would prefer when choosing a public restroom location to use.



It’s a “green,” “clean” world out there.  Tougher environmental 
standards and the rising costs of disposing of grease and grease-
laden solids means that conventional interceptors simply aren’t good 
enough for an increasing number of applications.

Only Separator technology gives you the “Pure 
Performance” you need to prevent free-floating 
grease and grease-laden solids from causing 
serious – and expensive – problems downstream.  

Only one company can give you 35 years of 
Separator experience, 26 varieties and over 200 
sizes to choose from: Rockford Separators.

Save time, money and hassles 
with Pure Performance. 

5159 28th Avenue, Rockford, IL  61109  • www.rkfdseparators.com

815.229.5077 • 800.747.5077 • Fax 815.229.5108

Download our 
White Paper today at

www.rkfdseparators.com

Download our 

     
                  models available
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proper hand washing.)

Asked why they did not wash their
hands before leaving a public rest-
room, respondents identified a num-
ber of reasons, such as the sinks
weren’t working, the wash area ap-
peared unclean, the sink area was
crowded and they didn’t feel the
need to wash. However, 28% of
those who didn’t wash their hands
said they used a hand sanitizer in-
stead. The primary reason respon-
dents cited for not using soap, rinsing
only with water, was that the soap
dispensers were empty.

The survey also asked parents
about their children’s hand washing
habits. The respondents indicated
they believe their children wash
their hands with soap and water
68% of the time after using the
school restroom.

Hand washing among school-age
children is especially important be-
cause it’s estimated that at least 22
million school days are lost every
year due to the common cold, ac-
cording to the CDC. Illness can
spread from student to student
throughout the school so it’s impor-
tant that students wash their hands
after using the bathroom, before eat-
ing and after coughing, sneezing or
blowing their nose.

“Hand washing is a lifetime health
practice that children should know
about, understand the benefits of and
take with them into adulthood,” said
Dommisse.

When it came to the type of public

restrooms they preferred, nearly half
the survey respondents (45%) chose
casual dining restaurants, followed
by retail stores (15%) and airports
(13%). Restrooms in movie theaters,
fast-food restaurants and grocery
stores scored below 10%, with parks,
sports arenas and zoos all earning just
1% approval. 

The least favorite public restroom
type? Gas stations and convenience
stores. The reasons some restroom
categories ranked high or low were
not surprising: Respondents preferred
restrooms that were clean, well-main-
tained and uncrowded, and were
turned off by those they found to be
dirty, poorly maintained, not well
stocked or unattended. 

Parents helping their children were
especially frustrated by empty or
jammed towel dispensers, having no
space to put belongings, water col-
lecting on sink counters, and sinks
and soap dispensers that were too
high for children to reach.

For more than 85 years, Bradley
Corporation has designed and manu-
factured commercial washfountains,
and today is an ideal source for
plumbing fixtures, washroom acces-
sories, restroom partitions, emer-
gency fixtures and solid plastic
lockers. Headquartered in Menom -
onee Falls, Wis., Bradley serves the
commercial, industrial, health care,
recreation, education and corrections
markets worldwide. For more infor-
mation, call 800/ BRADlEy or visit
www.bradleycorp.com.

According to the Centers for
Disease Control and Preven-

tion, washing your hands with soap
and water is the best way to prevent
infection. Here’s how to do it cor-
rectly:

• Wet your hands with clean run-
ning water and apply soap. Use
warm water if it is available.

• Rub hands together to make a
lather and scrub all surfaces.

• Continue rubbing hands for 15
to 20 seconds. need a timer? Imag-
ine singing “Happy Birthday” twice
through to a friend.

• Rinse hands well under running
water.

• Dry your hands using a paper
towel or air dryer. If possible, use
your paper towel to turn off the
faucet.

• Always use soap and water if
your hands are visibly dirty.

• If soap and clean water are not
available, use an alcohol-based
hand rub to clean your hands. Alco-
hol-based hand rubs significantly
reduce the number of germs on skin
and are fast-acting. 

Another CDC report noted that

after using a public restroom, a per-
son’s hand can host as many as 200
million bacteria! In restrooms,
germs tend to concentrate in damp
areas and on door handles. 

Conventional faucet handles in
older public washrooms also house
germs, so touching the handle, even
after washing, re-contaminates the
just-cleaned hands. The problem
multiplies when students use man-
ual cloth or paper towel dispensers,
or even air blowers that require a
button to be pressed. When all those
steps are combined, there go most
of the hygienic benefits of hand
washing.

That’s one reason hands-free,
sensor-activated faucets, hand dry-
ers, fixtures and other accessories
have come into widespread use in
public facilities. (Another reason:
They conserve water and help re-
duce utilities costs.) 

Maze-like open entrances, which
afford privacy and eliminate the
need to push door plates to enter
and pull door handles to exit are an-
other design feature that eliminates
germ exposure.

See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

Wash your hands the right way

Am. Standard holds contest on Facebook
PISCATAWAy, n.J. — With nearly 750
Tweets per week about toilets, there
are a lot of toilet stories to be told. 

“Tell Us your Best Toilet Story,” a
contest from American Standard, pro-
vided the chance to win a Champion
4 toilet for the best toilet story. Par-

ticipants were asked to submit a para-
graph or two about a memorable toi-
let experience at www.facebook.
com/ AmericanStand ardBrands, and
members of the page voted for their
favorites through october 12. (As of
presstime, winners had not been an-
nounced.)  

The grand prize of a Champion 4
toilet, complete
with installation
and the Cham-
pion 4 Slow
Close toilet seat
will be awarded
to the story that
receives the
highest number
of “thumbs up”
from readers.
Four additional
top vote getters
will be awarded a Champion 4 Toi-
let with Champion 4 Slow Close toi-
let seat.

“Everyone uses toilets, so nearly
everyone has a toilet story,” said
Jeannette long, American Standard
general manager of e-business. “Tell
people you work for a plumbing
company, and you hear them all: the
one about the overflow during the big
party or the one about what the kids
have tried to flush. We figured the best
story deserved the best toilet.”

For more information, visit
www.americanstandard.com.
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Video technology gets word out
them to vote. They also suggested
that with mid-term elections nearing,
those up for re-election will be espe-
cially concerned about appeasing
their constituents.

The following week, the PvF

Roundtable held their quarterly
meeting in Houston. Approximately
120 members and guests attended

the meeting, which featured an in-
sightful look at the economy and leg-
islative issues from Morrie
Beschloss, followed by a presenta-
tion on Approved Manufacturer lists
from Fluor’s Ron Merrick. As al-
ways, there was plenty of time for
networking and discussion before
the meeting and during dinner.

In addition, over 60 members par-

ticipated in the Don Caffee Memorial
Golf Tournament the previous day.
Funds generated from the tournament
will be used for scholarships awarded
by the Roundtable. owen Doss from
PAC Stainless organized the event and
was extremely pleased with the
turnout and fundraising efforts.

By the time this issue is published,
videos should be posted from the
HARDI Convention and GreenBuild
— and there will be more to come.
We believe this is just another oppor-

tunity for The Wholesaler to build re-
lationships with and provide added
value to our readers and advertisers.
If you have suggestions on ways to
improve these videos or topics you’d
like to see covered, please contact
me. I always look forward to getting
your feedback! �

Mary Jo Martin is editorial director

of THE WHOLESALER. She can be

reached at editor@thewholesaler.com

or 214/675-3992.

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

John Martin
(Continued from page 56.)

other “Martin’s Corner.” I hope you
enjoy the time you spend with The

Wholesaler, and I sincerely hope you
can take away at least one thing I
said or indicated that might help you
improve you company’s supply
chain! Feel free to get in touch with
me or Mary Jo Martin at The Whole-

saler with any questions or com-
ments you might have. Until then, at
least in my part of the country, winter
is quickly arriving so don’t forget to
check that anti-freeze level and
throw on those snow tires if needed!
Be careful and know that I care for
you. See ya next time. �

Born Johnney E Martin in Venus,

Texas in 1944, he is one of nine chil-

dren raised 100% on a cotton and

grain farm that his father share-

cropped. Lived a simple carefree

life, going right into the Army and

then Reserves after high school in

1962. From the Reserves Martin

joined what was then Grinnell Co. in

1968 and has been with them every

day of his life since then through

four different owners, now Anvil

Inter national, A Unit Of Mueller

Water Products as vice president of

national account sales for the Anvil

Mechanical Unit.  Holding various

sales and management positions for

the company over the years, Martin

has been awarded the Fred V.

Keenan Lifetime Achievement Award

from the American Supply Associa-

tion, The Distinguished Service

Award from The Mechanical Con-

tractors Association of America, and

numerous other industry recognition

awards from both the wholesaler

and contractor side of the business.

He has been involved with industry

education foundation boards, and

the Board of Directors of both ASA

and MCAA. Martin currently resides

in Castle Rock, Colo., with his wife

Kathy of 27 years; they have a

daughter Kayla who is 25 years

old.  He is committed to staying in-

volved in the plumbing and PVF in-

dustry (which he loves) for many

years to come.

(Continued from page 98.)



800.519.8794  NavienAmerica.com

All the hot water heaters in the world with PVC venting that are 98% efficient.

Where technology meets ecology.

Condensing 98 Tankless Water Heater

Where technology meets ecology.

See contact information on page 98
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Eemax brings hot water to users of all sizes
viding the means to heat water while
saving businesses and the average
household energy and money.

With an estimated 80 billion gallons
of water wasted in the U.S. each year
as people wait for hot water at the

faucet, Eemax is providing innovative
solutions that realize energy efficiency
and water conservation through instal-
lation of tankless water heaters.

“It’s smart, it’s responsible and it
makes sense to go tankless,” said
Aaron Siegel, vice president-market-
ing & sales for Eemax. “There are
new efficiency standards for house-
hold and commercial appliances, and
that’s a positive sign for our company
and our industry. Even the Depart-
ment of Energy has encouraged
schools to use tankless water heaters
and other smart energy choices as part
of the energy design guidelines for
high-performance schools. The time
is right to capitalize on proactive ways
to improve the environment and the
efficiencies of everyday living.”

Eemax produces a large selection of
tankless electric water heaters for use
in industrial, residential and commer-
cial applications, providing on-demand
hot water without the need to continu-
ally store and heat water 24 hours a

day. Eemax products reduce the cost of
energy, saving money for consumers,
businesses and the government.

Many top design projects across
America — from the new, grandiose
$1.5-billion yankee Stadium to Citi
Field and the new England Patriot’s
Gillette Field — are using Eemax
products for their water heating
needs. But Eemax has also outfitted
homes and residential facilities,
schools, retail outlets, municipalities
and emergency sites like those af-
fected by Hurricane Katrina with
products from a relatively new and
fast-growing category that are envi-
ronmentally beneficial.

It is estimated that the energy needed
to heat water accounts for 20% of an
average household’s annual energy use.
In fact, an average household that pays
$458 per year for a standard tank-type
of water heater would reduce their costs
by approximately $266 annually with a
tankless water heater.

With the tank market growing at a
20% annual rate (and President
obama’s commitment to establishing
higher energy efficiency standards
for everyday products), Eemax is op-
timistic with its growth plans and is
looking to emerge from a commer-
cially known brand to one that will
resonate with consumers.  The popu-
larity of the units has led Eemax to
double-digit growth over the last five
years, predominantly in the commer-
cial business, and resulted in an ex-
panded employee base of 100 (from
20 over a 20-year span).

Eemax has outfitted homes, of-
fices, stadiums, schools, malls,
restaurants and factories with point-
of-use tankless units, providing hot
water units for hand washing, sinks
and showers. The units are compact
enough to be installed wherever hot
water is needed — under a sink or
next to a shower. Residentially,
Eemax products heat water for the
bathroom or kitchen sink or showers.

In an effort to save valuable re-
sources and provide end users with
the convenience of endless, safely de-
livered hot water, many stadiums and
commercial building of all types have
specified the Eemax electric tankless
water heater to meet their hot water
needs. They are small wall-mounted
units that can be conveniently placed
at the point of application, which
saves water, energy and time to get
hot water at the fixture.

Eemax Inc., established in 1988,
has quickly emerged as a market
leader in electric tankless heaters in
the commercial and residential mar-
ket. For more information, visit
www.eemaxinc.com.See contact information on page 98

• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

oxFoRD, Conn. — Today’s economic
uncertainty has left a lot of businesses
in hot water, but one Connecticut
company is deriving success for pro-
ducing hot water. In fact, Eemax Inc.
is boiling over with success — pro-

Eemax products are in large venues like Yankee Stadium, but they also outfit

homes, multifamily projects, schools, retail outlets and municipalities 

— and also bring needed hot water to emergency sites like those affected

by Hurricane Katrina.



See contact information on page 98
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State sponsors home tour
ASHlAnD CITy, TEnn. — State Water
Heaters is sponsoring the living
Zero Home Tour by showcasing the
Premier® Power vent gas water
heater on the traveling modular
home. The tour demonstrates how to
integrate energy efficient products
into homes and has been recognized
by Good Morning America.

The living Zero Home Tour, which
began in July, features EnERGy STAR®

products and showcases high-perfor-
mance, low-maintenance building ma-
terials, home systems and appliances.

EnERGy STAR is using the nASCAR

circuit to reach consumers in 16 cities
before concluding in late november. It
offers visitors the opportunity to expe-
rience first hand a state-of-the-art en-
ergy efficient home to see how
neighbors are integrating energy effi-
ciency and other sustainable technolo-

gies to reduce their monthly utility bills
and help protect the environment.

“State Water Heaters is proud to
sponsor this tour with their energy ef-
ficient Premier® Power vent and tan-
kless models,” said David Chisolm,
brand manager for State Water
Heaters. “The tour’s presence at
nASCAR races makes it a perfect fit for
State Water Heaters.”

The Premier Power vent offers sig-
nificant operating cost savings due to
its 96% thermal efficiency compared

to conventional 78% efficient gas
water heaters. And, with an estimated
127-gallon first-hour delivery and 93
gph recovery, it provides greater hot
water output in a standard footprint.
“It is a revolutionary product for
plumbing contractors giving them an-
other option to address the ever-in-
creasing consumer demand for hot
water,” Chisolm observed. 

Energy efficient choices can save
families about a third on their energy
bill with similar savings of green-
house gas emissions without sacrific-
ing features, style or comfort.

For more information, visit
www.statewaterheaters.com.

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

nEW CASTlE, DEl. — Speak  man
Company recently unveiled its newly
redesigned www.speakmancompany.
com commercial website. The launch
of the site marks the beginning of
Speakman’s external rebrand launch to
the commercial plumbing and emer-
gency safety markets. 

The site now features an updated
contemporary look and offers users a
clean and simple interface, making
navigation a breeze. It not only has a
modern look but also expanded sec-

tions highlighting Speakman’s green
product offering, no-lead products
and hospitality products. The site con-
tinues to offer many of the unique fea-
tures available from the previous
version of the website, such as a com-
petitor cross reference search and a
robust customer section where Speak-
man customers can log in to their per-
sonalized accounts to view current
orders as well as order history. 

Speakman’s rebranding campaign
began in early 2009 to bring a fresh
look and message for the company.  Its
new tagline is “Absolutely the Best.”
The Speakman Company was
founded in 1869 as a plumbing pipe -
fitting company. Retaining its inde-
pendent and privately held status,
Speakman has forged a reputation for
continuous product innovation and
quality leadership. Today Speakman
continues to pioneer innovations that
improve the quality of life for the
global community.  Speakman manu-
factures high-quality commercial
plumbing products, innovative emer-
gency equipment and exceptional hos-
pitality and residential showerheads.

Speakman launches
new look for its
commercial website



See contact information on page 98



High-efficiency flush valves
easy-to-operate FreeHand™ high ef-

ficiency flush valves pro-

mote water and energy

savings by using an

infrared sensor

beam to acti-

vate a flush

cycle when a user is in

range, ensuring efficient

water use and sanitary pro-

tection. Promote water sav-

ings with new low flow

rates. Available in a variety

of options including battery-

powered flush valves that

utilize standard lead-free

AA alkaline batteries, or

low-powered AC adapters. 

Moen Commercial Divsiion.

www.moen.com
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Electric tankless water heaters
The HomeAdvantage Series is a full

line of premium electric tankless

water heaters for the whole house.

Offers a digital micro processing fin-

gertip temperature control with led

display and patented eco smart staged

heating module technology. Provides

consumers with an endless supply of

safe hot water and uses only the exact

amount of energy needed. Rated 99%

efficient and conveniently mounts on

any wall for faster delivery of hot

water. Eemax.

www.eemaxinc.com

Video inspection system
The lightweight, Gen-eye POd™ and

Mini-POd™ combine camera, reel and

monitor in one package. A 5.6" lCd

color monitor is protected by a

padded case. Full size Gen-eye POd

features a self-leveling camera and

200 ft of Gel-Rod® for trouble-shoot-

ing 3" to 10" drain lines. Mini-POd

carries 125 ft or 175 ft of push rod

and the color mini-camera is small

enough to troubleshoot 2" to 4" lines.

General Pipe Cleaners, a division

of General Wire Spring Co.

www.drainbrain.com

Green home heating
The freewatt® home heating system

is the green alternative in home heat-

ing, allowing homeowners to reduce

their carbon footprint without sacri-

ficing comfort. Uses micro-combined

heat and power (micro-CHP) technol-

ogy, which marries an energy Star-

rated, high-efficiency gas furnace or

boiler to a Honda generator. Produces

nearly 5,000 kw a year; reduces car-

bon footprint up to 6,000 lbs. ECR.

www.ecrinternational.com

Bath suite
designed with water conservation in

mind, the sophisticated Wicker

Park™ bathroom suite provides con-

temporary design and product per-

formance. includes high efficiency

toilets, low-flow bathroom faucets,

pedestals and self-rimming or under-

counter lavatories. Collection fea-

tures water-conserving products that

result in considerable monthly sav-

ings for homeowners. Gerber.

ww.gerberonline.com

High efficiency toilet
The strong demand for its push button-operated

Conserver dual Flush HeT has led to development

of 8 new models that add style, shapes and func-

tionality to this ePA WaterSense-certified product

line. The Maelstrom series provides powerful one-

flush performance that uses only 1.28 gpf. The

Conserver dual Flush HeT allows uses to select 1.0

or 1.6 gpf. Both are offered in round, elongated and

ComfortFit styles. Briggs Industries.

briggsplumbing.com

Commercial water heater
With inputs up to 500,000 Btuh,

96% thermal efficiency and stor-

age up to 125 gal, the SHield com-

mercial water heater has

everything it takes to provide the

ultimate green operation — with-

out the risk of lime scale buildup

inside the tank. An advanced stain-

less steel heat transfer system lo-

cated outside of the tank provides

a 100% defense against lime scale

buildup within. designed to main-

tain the same high efficiency and

low operating costs throughout its

life cycle. Lochinvar.

www.lochinvar.com

Intelligent control valve
The iCOn System™ next generation

gas control valve will be standard

equipment on almost all of this manu-

facturer’s residential and light duty

commercial product with no addi-

tional cost. Features advanced temper-

ature control, exclusive performance

software, intelligent diagnostics, pilot-

on indication, millivolt-powered oper-

ation, separate immersed thermowell,

and an integrated Piezo igniter. 

Bradford White.

www.bradfordwhite.com

Stop valve trim, connector kits
These Quick-Connect stop valve trim

and connector kits contain everything

you need to connect a CPvC, PB, Pex

or copper stub-out to a faucet or toi-

let. Kits require no tools, making in-

stallation a snap while providing a

professional and decorative look.

Available to connect and/or trim a

1/2" or 3/8" CTS stub-out to a standard

toilet or faucet. Watts.

www.watts.com

Boiler manifolds
The Prestige Cascade system of fac-

tory prefabricated boiler manifolds

offers capacities from 800,000 to 2

million Btuh (2-5 boilers) in two dif-

ferent piping arrangements. Features

individual, 95% efficiency, fully

modulating, low water content 399

MBH boilers. Substantially reduces

off-cycle losses. Available in reverse

return piping arrangement or primary

secondary piping.

Triangle Tube/Phase III Co. Inc.

www.triangletube.com

Pre-assembled sump pump system
The Pro Pak 53 is a preassembled

sump pump system complete with

Model 53 primary pump

and Model 507 backup

pump. Offers extra

protection when the primary pump

fails in power outages with 7 ½ hours

of continuous pumping on a fully

charged battery. Pro Pak 49 is also

available, featuring a Model 49 pri-

mary pump. 3-year warranty on both

systems. Zoeller Pump Co.

www.zoeller.com
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Cast iron pipe, fittings
Service weight cast iron pipe and fit-

tings and extra heavy cast iron pipe

and fittings meet ASTM A 74 standard

and carry UPC approvals. The hub and

spigot cast iron pipe and fittings with

neoprene sealing sleeve gasket con-

form to ASTM C 564. For underground

applications including sewers and

building drains. NewAge Casting.

www.newagecasting.com
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Quality control for valves
TCi valve is designed, cast, machined,

assembled and tested by this supplier.

vertical integration allows better qual-

ity control, shorter production times.

Approved and used by many different

end users and engineering companies;

recently approved by one of the major

chemical and plastic companies in the

U.S. TaChen.

www.tachen.com

Carbon steel valves
This carbon steel 24" 1500# gate

valve stands 10 ft high and weighs 11

tons. it and all accompanying valves

for a large hydrocracker project were

completed and shipped to arrive on-

time at the project site. All of this

company’s valve castings are poured

at their own foundries in South Korea

and Japan. Kinka Kikai.

www.kinkavalves.com

Copper alloy valves
This unique copper alloy line of

valves, branded as Keepalloy, covers

a full range of sizes for potable water

systems. This material is globally

patented, complies with the CA

AB1953 law and the vT 193 ACT for

0.25% maximum lead by weight, 3rd

party certified to nSF/AnSi 61 Annex

G, CdA registered, and meets rigorous

criteria for lead-free systems. 

Kitz Corporation.

www.kitz.com

PEX tees
new patent-pending Pex monoflow

tees are available in Pexxcopper

and PexxPexPex. Featuring

factory-installed Pex ends,

these tees eliminate the

need to solder copperx
Pex adapters in conven-

tional monoflow tees. Used in

one-pipe hot water heating sys-

tems supplying radiators, con-

vectors, baseboard and kick space

heaters, tees are available in 1/2", 3/4"

and 5/8" (5/8" in PexxPexxPex only).

Raven Products.

www.ravenproducts.us

Pressure independent control valves
The AB-QM line of pressure independ-

ent control valves (PiCvs)

combines a control valve

with a differential pressure

controller and has been ex-

panded to include new

11/2" and 2" valves

that offer maximum

flows of 35 gpm and

55 gpm, respectively.

Soon to include 6"

valves. Compensates

or balances differential

pressures in the circuit, so

the required volumetric

flow always reaches the

heat exchanger. Can be used in all hy-

dronic cooling and heating applica-

tions. Danfoss.

www.danfoss.com

Water piping system
ReUze™, a new CPCv water piping

system, gives engineers and others in

the green/sustainability industry a

practical, easy-to-install system for

non-potable water uses in commercial

and residential buildings. The use of

non-potable water can contribute up

to 10 leed points on a project. Manu-

factured using high-quality CPvC com-

pound along with a purple pigment

(purple is the universally accepted

color for non-potable water systems).

Available in CTS sizes 1/2", 3/4", 1",

11/2" and 2" sizes in 20-ft lengths.

Charlotte Pipe & Foundry.

www.charlottepipe.com

Brass fittings, nipples
These AB 1953 compliant brass fittings and nip-

ples are in stock and ready to ship with your

next order.  This company also has ball valves,

gate valves, check valves, dielectric unions,

galvanized malleable iron threaded fittings

and galvanized nipples that meet the AB

1953 low lead standard. 

Smith-Cooper International.

www.smithcooper.com

PVF PRODUCT NEWS

Technical paper 
2009 edition of Technical Paper No. 410 explains the flow

of fluid through valves, pipes and fittings to aid in selecting

equipment for piping systems. introduces a companion web-

site containing a suite of web-based tools that solve equations

found within the paper. new entries include chapters on

pumps, control valves and flow meters, as well as an updated

bibliography and technical references. Crane Co.

www.flowoffluids.com

Large-diameter balancing valves
The TA balancing valve in 14" and

16" (350 and 400 mm) sizes is for

large-diame-

ter applica-

tions with high

flow require-

ments. Precise

flow measure-

ment and balanc-

ing, optimized energy efficiency,

more stable temperatures and reduced

energy costs. Manually adjusted for

precise system control and isolation/

shut-off capabilities. Victaulic.

www.victaulic.com/balancing

Cushion tees, O-ring unions
This manufacturer is adding two new

product lines for the oil & gas indus-

try. The first is domestic A234 WPBn

cushion tees size ranging from 2"

thru 6" with schedules from S/40 thru

S/xxx. The second is domestic 316/l

o-ring unions with 316/l nuts. Unions

come stock with Buna or viton O-

Rings. Westbrook Mfg.

www.westbrookmfg.com

No-hub couplings
meet ASTM standards

STAR no-hub couplings are independ-

ently certified to the ASTM standards for stan-

dard and wide body heavy duty applications. engineered for maximum

performance and ease of installation, the Standard 60, Heavy 80 and Super

Heavy 80 couplings feature all stainless steel construction and premium neo-

prene gaskets. Star Pipe Products.

www.starpipeproducts.com



Specialty isn’t just our name, it’s Specialty isn’t just our name, it’s 

what we do. For over 50 years, what we do. For over 50 years, 

Mueller Steam Specialty has been Mueller Steam Specialty has been 

the preferred source for the widestthe preferred source for the widest  

variety of special service valves variety of special service valves 

and strainers in the industry. Thisand strainers in the industry. This  

capability is furthercapability is further enhanced  enhanced 

with the addition of in-house with the addition of in-house 

ffabrication. Using state-of-the-art abrication. Using state-of-the-art 

cutting, fabricating, and welding cutting, fabricating, and welding 

equipment, our ASME-certified equipment, our ASME-certified 

craftsmen craftsmen manufacture to our manufacture to our 

customers’ customers’ specific needs.specific needs.

Quality is assured by Quality is assured by in-house, in-house, 

dedicated Design Engineeringdedicated Design Engineering

professionals.professionals.

Designed, Engineered and Designed, Engineered and 

Manufactured in the USAManufactured in the USA

muellersteam.com

For custom fabrication,
Mueller is the obvious choice.

 A Watts Water Technologies Company

See contact information on page 98



Handy silicone grease
Silicone Grease is now available in a

new 1-fluid-oz squeeze

tube for easy application.

An ideal product for lubri-

cating faucet stems, valves,

ballcocks and more. it will

not harm rubber or plastic

parts. Silcone Grease is

also available in 1/2-oz and

1-oz containers. For a free

sample, call 800/252-5796.

Black Swan.

www.blackswanmfg.com

Ball Valves
APi-6d trunnion-mounted ball valves

in classes AnSi/ASMe 150, 300, 600, 900

and 1500 in sizes from 2"

to 48" feature bolted or

welded body; APi-

6FA/APi-607 fire-tested;

full or reduced bore; wrench, gear or

electric actuator operated; double

block and bleed; bi-directional, car-

bon and stainless steel bodies; nACe,

low temperature and stainless steel

trim. Walworth.

www.walworthvalve.com

Triple offset valves
Trinity triple offset valves offer

dependable, economical serv-

ice for all applications that

require proven per-

formance and

quality. This bi-

directional zero

leakage valve

utilizes a stel-

l i t e / 3 1 6

SS/graphi te

metal seating

surface. The

disc and body

seat engage with

no rubbing of the seating compo-

nents. Sizes through 120" and pres-

sures through 600# in all materials

are available.Newmans.

www.newcovalves.com

Electric hydrostatic test pumps
electric Hydrostatic Test Pumps pressure test

water meters, plumbing lines, pressure vessels,

solar systems, sprinkler systems, etc. in both

residential and commercial buildings. Output

pressure is easily adjusted simply by turning a

knob and watching the attached gauge. Built-in

bypass allows for automatic water recirculation

once the set pressure is reached. Reed Manufacturing Company.

www.reedmfgco.com
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Automatic flow limiter
Automatic flow limiter measures

flow rate, not just simply verifies dif-

ferential pressure. inlet orifice resists

clogs unlike variable orifice and vari-

able restriction designs. Stainless

steel flow cartridge for durablity with

a large pressure differential range

across the cartridge (2 – 80+ psid).

Based on fixed orifice/constant dif-

ferential flow dynamics to offer supe-

rior control and repeatability. 

US Industrial Sourcing.

www.usinso.com

Water powered back-up pump 
The highly efficient, water-powered

SJ10A SumpJet® back-up pump re-

quires no electricity to operate. An in-

tegrated alarm and optional auto-

dialer calls you if the unit has acti-

vated — especially important if the

main sump pump has failed and

you’re away for an extended period

of time. Liberty Pumps.

www.libertypumps.com

High efficiency toilet fixtures 
These single-flush high efficiency

vitreous china toilets are

available with or without its

water-efficient Flushome-

ters. Models use 1.28

gpf. A toilet bowl

specifically engineered

for dual-flush operation

accommodates dual-flush electronic

and manual HeTs, flushing at 1.6

gpf/1.1 gpf. Choose from wall-

mounted and floor-mounted toilet

fixtures. Sloan Valve Co.

www.sloanvalve.com

Condensing tankless
water heater

delivering up to 95% thermal effi-

ciency, these tankless condensing

units are ideal for residential and

commercial applications. The unique

condensing design incorporates 2 in-

novative heat exchangers to achieve

optimum heating performance. Avail-

able in 4 models, suitable for mid- to

large-sized homes, they offer all the

same benefits homeowners have

come to expect from this manufac-

turer. Rinnai.

www.rinnai.us

Low-lead valves
line of ultra low lead products meet Calif. AB1953 and

nSF61-G requirements. All products are third-party certi-

fied and are currently in stock in two California ware-

houses. Product part numbers are designated with an

‘AB’ suffix and the mark of the AnSi certifying labora-

tory, which is required by AB1953 and nSF61-G. valves also

carry nSF61-8, CSA and Ul/FM certifications. Red-White Valve Corp.

www.redwhitevalveusa.com

Copper fittings
it is very important that fittings meet

the ASMe B16.22 (standard used in re-

frigeration and A/C applications) to

ensure against system failures and in-

creased maintenance costs. Since

2001, this company’s ACR copper fit-

tings have exceeded ASMe B16.22.

They are known for their increased

weight, quality of finish and perfect

fit, and are ideal for commercial re-

frigeration & HvAC systems. NDL.

www.ndlinc.com

Cast carbon steel valves
Cast carbon steel gate, globe and swing check valves

are available in 150# thru 600# class. Trims are avail-

able in APi 8, 5 to nACe, and 12 to nACe. end connec-

tions are flanged and butt-weld. Available at all of this

company’s branch locations for immediate delivery. in

addition, watch for forged steel A105 valves in the com-

ing months. Warren Alloy.

www.warrenalloy.com

Valve lines available
Besides its complete line of high-

quality ball, gate, check and globe

valves in AnSi 150-2500, this company

offers automation and accessories to

meet customers’ flow control needs.

expert technical support, competitive

pricing and a large inventory of “in-

stock” valves. They are able to ship

valves from their plant in 10-12

weeks. Global Valve & Controls.

www.globalvalveandcontrols.com

Soil pipe cutter
The Press Snap™ soil pipe cutter

provides a fast and easy way to cut

cast iron soil pipe. eliminates manual

ratcheting when connected to a press

tool. To make a cut,

it is attached to

the press

tool,

the chain

w r a p s

around the

pipe and the user

presses the trigger to

make the cut. no

need to score the pipe beforehand.

Cuts most 11/2" to 4" no hub and

service weight soil pipe. RIDGID.

www.ridgid.com



See contact information on page 98



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.
No extra charge for same day
shipment of Kohler orders
received by noon eastern time.
Tapco
P. O. Box 2812
Pittsburgh, PA 15230
412-782-4300

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

W         

See contact information on page 98
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East Coast distributor with
6 branches bought by TSC

(Continued from TSC, page 1.)

ity practiced by the Telford & Scattergood fami-

lies for the past 62 years,” said Joel Becker, CeO

of TSC distribution Group. 

Barry Wolff, president and COO, added, “litco

is a strong addition to the TSCdG footprint. Al-

though we will go to market as separate compa-

nies, we are confident we can overlay the

operating and back-office practices and efficien-

cies TSC is known for.” 

Torrington Supply Company is an independent

Connecticut-based, privately held wholesale dis-

tributor of residential, commercial, and industrial

plumbing, heating and air conditioning equip-

ment, pumps, and industrial piping supplies serv-

ing contractors, industry and institutions

throughout Connecticut. They operate from eight

locations in Connecticut. The 72,000-square-foot

headquarters, showroom and distribution center

is located in Waterbury with branch points of sale

in South Windsor, danbury (2), new Haven,

Stratford, Bristol and Stamford. 

For additional information, visit www.torring-

tonsupply. com.

See contact information on page 98
• Be sure to visit www.thewholesaler.com for web exclusive news, columns and features! •

Dover Pump Solutions Group
to partner with Webb Pump

(Continued from Webb, page 1.)

include: neptune, a premier manufacturer of

chemical metering pumps; Almatec, a provider

of premium diaphragm pumps for chemical,

semiconductor and solar markets; and Griswold,

a quality centrifugal pump manufacturer.

The Pump Solutions Group features world-

class facilities in the U.S. (California, Michigan

and Georgia), Germany, China, india, France and

the Czech Republic. Brands within PSG are

deeply committed to the pursuit of excellence,

customer satisfaction, research & development

and market knowledge.

As a premier pump organization, PSG has the

infrastructure, knowledge base and intellectual

capital to exceed customer expectations world-

wide.

Webb Pump is a market-focused division of

the F.W. Webb Company targeting the commer-

cial and industrial pump marketplace. Founded

in 2002, Webb Pump has grown to be an industry

leader by bringing together a team of experi-

enced, seasoned pump professionals along with

a comprehensive lineup of market-leading prod-

ucts. now a team of 16 people, Webb Pump is

headquartered in a 53,000-square-foot facility in

Cranston, R.i., with a satellite sales location

based in its Winslow, Maine, facility.

Webb Pump represents industry-leading

pump companies that stand behind everything

they do. They have a comprehensive local in-

ventory of pumps and spare parts to support the

products they represent. To learn more, visit

www.webbpump.com.

in related news, Webb’s Kentrol/Sevco division

has acquired the Control equipment Company in

Cazenovia, n.Y. (www.controlequip .com). They

are the Masoneilan rep for upstate new York. Ken-

trol/Sevco will have the Masoneilan product line

for all of new england and Upstate new York. its

corporate headquarters is located in downtown

Cazenovia in Central new York.

Control equipment offers an extensive prod-

uct base of industrial equipment, packages and

systems to control and monitor pressure, temper-

ature, flow and level.

Kentrol and Sevco trace their roots back to

1968 and 1982 with their incorporation. Sevco

was established as a fully certified and approved

pressure relief valve assembly and repair facility.

Kentrol was established as a as a full service con-

trol systems company. Both these were divisions

of the insco Group. They were acquired in 1998

by the F.W. Webb Company.

Today, Kentrol/Sevco, as an integrated com-

pany, provides industrial process plants with a

single source for control valve, process control

instrumentation, overpressure protection devices,

and analytical measurement products.

Regional sales, service and stocking facilities

are located in northern and Southern new eng-

land to serve customers’ needs. They also offer

preventive maintenance and energy conservation

programs to assist customers in enhancing sys-

tem performance and reducing facilities’ down

time.

Among the many service offerings from Ken-

trol/Sevco are:

• valve Automation

• engineered Products

• valve & instrument Services

• Process Controls

• Sevco Computerized valve Survey System.

To learn more, visit sevco.fwwebb.com.

PORT HUROn, MiCH. — Mueller industries inc.

industrial Products division

launched a new website at

www.muellerindustriesipd

.com. The industrial Products

division website will provide

existing and potential cus-

tomers an overview of prod-

ucts, processes and capabilities.

The industrial Products di-

vision produces brass and

copper alloy rod, bar and

shapes; aluminum and brass

forgings; aluminum impact

extrusions; and custom ma-

chined components.

Mueller Brass introduces new website
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EMPLOYMENT OPPORTUNITIES

PROFESSIONAL SERVICES

POWER ON DEMAND

INVENTORY LIQUIDATORS

REPS WANTED
We are looking for aggresive sales Reps
for a well established product. It serves
the plumbing, HVAC, roofing and elec-
trical industry. We pay top commissions.
Please visit our website for more prod-
uct information. Our website is:

www.quickpipeblock.com

SALES REPRESENTATIVES WANTED
Experienced representatives / agencies wanted to call on plumbing wholesalers, re-
packagers, and distributors. Our company is a prime manufacture and distributor of
specialties; repair parts, and offers a full line of faucets. Many territories are open for
an agency that knows the territory and wholesalers within it. Some territories will warrant
a full time “factory” sales position to the right candidate. All applicants must have a min-
imum of 2 years recent experience in calling on business owners, buyers, and counter
personnel. All agencies applying must have less than 10 lines.

Please contact:
TMB Publishing 11-01

1838 Techny Ct.
Northbrook, IL 60062

MANUFACTURERS REPS WANTED
National Fitting & Valve Company look-
ing for PVF, Plumbing & Waterworks
Reps In various states Reply to:
sales@napacinc.com /800-807-2215

AGGRESSIVE PLUMBING WHOLESALE
AND WATERWORKS REPS NEEDED!
Many territories are now available!
BMI, Canada’s leading importer of plumb-
ing fittings and valves, is looking to ex-
pand in the United States!
If interested, please email your company
resumé to: 

Steve Nygren @
snygren@netzero.com.

BMI CANADA 3437 GRANDE-ALLEE
BLVD, BOISBRIAND, QC , J7H 1H5

Phone :
(450) 434-1313 & 1-800-361-1452

Fax : (450) 434-1314 & 1 800 561-8579
www.bmicanada.com

REPS WANTED

REPS WANTED

OUTSIDE
SALES

Noritz America
Corporation, a leading manufacturer of
tankless water heaters, is currently
seeking outside sales employees in our
West and Southeast offices. This posi-
tion is responsible for sales, marketing,
and technical management of the com-
pany’s products. Targeting wholesale
businesses and contractors to market
products, this position provides training,
product demonstrations, and showcas-
ing at wholesale businesses as re-
quired. We offer benefits including
medical, dental, vision, 401k, and sick &
vacation time. Competitive salary will be
commensurate with experience. Ideal
candidates will have experience in a
plumbing, hvac, or other related field.
Visit our website at www.noritz.com to
view the openings and apply online.

BRANCH MANAGER
Johnstone Supply is seeking a
BRANCH MANAGER for our Anaheim,
CA location. Position requires HVAC/R
experience, plus extensive customer
sales & service, strong computer and
management skills. Competitive salary
and benefits including health, dental, vi-
sion, life, and 401k. Further info at
www.buyjohnstone.com/jobs No phone
calls please.

BRANCH MANAGER
For downtown Altanta, GA PVF/ Com-
mercial Plumbing operation. Email re-
sumé to hr@easternfirst.com.

CORPORATE INDUSTRIAL
SALES MANAGER

Requires relocating to Greenville, SC.
See job description at www.eastern-
first.com and email resumé to hr@east-
ernfirst.com.

SALES REPRESENTATIVES
AND MANAGERS

Interested in an opportunity that provides the
benefits of ownership while minimizing risk
and maximizing your chances for success?
WinWholesale, a leading wholesale distribu-
tor, is seeking experienced Managers and
Sales Representatives interested in potential
equity partnership opportunities.  

WinWholesale was founded on the idea that
ownership should be shared. The WinWhole-
sale “Spirit of Opportunity” epitomizes this phi-
losophy and symbolizes the entrepreneurial
opportunity you can have to build wealth
through ownership and equity growth. The own-
ership of each of our locations is either fully held
by WinWholesale or partially owned by local
team members who are compensated based on
their performance. 

Through our innovative business model, Win-
Wholesale’s Presidents can reap the benefits of
ownership while enjoying the many advantages
of being part of a larger organization, receiving
the assistance in many back office functions as
well as the buying power of a multi-billion dollar
organization. 

If you have the desire to work hard, build your
personal expertise and create satisfying,
long-term customer relationships, then Win-
Wholesale is right for you. 

To learn more about the WinWholesale Spirit
of Opportunity, submit your current resumé
and a brief cover letter that includes a state-
ment of your location preferences or restric-
tions at: www.spiritofopportunity.com.

WinWholesale and its Affiliate Companies
are Equal Opportunity Employers

www.winwholesale.com

REPS AND
TERRITORY
MANAGER
WANTED!

Roth North America, a leading manufac-
turer of Double-Wall Oil Storage Tanks,
Radiant Heating, PEX-c Plumbing and
domestic hot water Solar Systems as
well as heat pumps in the future, is look-
ing for manufacturer Reps and territory
managers for various regions. Manufac-
turer Reps receive protected territories
with unlimited commissions. Territory
Manager candidate should have experi-
ence managing independent reps and
distributors, must have technical knowl-
edge of heating systems, must be willing
to travel extensively, work in team envi-
ronment, be goal driven and motivated
to help build a brand.
Please contact Joe Brown, Senior VP

of Sales and Marketing at:
JoeB@roth-usa.com.
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  JUST FAUCETS
  AS SEEN ON WILD CHICAGO

    • ALL BRANDS •                              
TOILET TANK LIDS

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

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

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

Arlington Heights, IL 60005
www.justfaucets.com

� �

SUPPLIERS

Classified advertisement rates begin at $140 per
column inch for a single insertion. Call

Debbie Newberg

at 847-564-1127
to place your classified today!

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 Flg's & Fit-
tings, Valves, SS316 & 304, etc.

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

Get more BANG for
your advertising buck

with a display
advertisement in

The Wholesaler!
See below for your
nearest advertising
sales representative.
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On the cutting edge

Video interviews offer first-hand look at industry events, issues
BY MARY JO MARTIN

Editorial director

I
n our quest to continue being your most reliable and

complete source of information for all that is hap-

pening in the phcp/pvf industry, The Wholesaler is

now using an exciting new medium to bring you closer

than ever to industry events and issues. Last month, dur-

ing Network asa and also at the pvf Roundtable, we

began shooting short video interviews with leading ex-

ecutives from numerous industry companies.

During these video segments, I asked the executives questions that covered

the gamut of issues from pending legislation to the outlook for 2010, and

what’s new within their own organizations. To tell the truth, I felt a little like

Diane sawyer during this process, which has turned out to not only be a great

communication vehicle, but a whole lot of fun. If you haven’t already, check

out these videos at www.thewholesaler.com. They are organized by event, and

each interview is labeled with a short description so you can tune into those

in which you have the most interest. and be sure to keep coming back, as we

will be shooting more footage at upcoming industry events, as well as other

opportunities we have to speak with executives.

so now, a little about the Network asa and pvf Roundtable meetings we

attended in October. 

frankly, I wasn’t sure what to expect going into this year’s Network asa.

The association was launching a new untested format, and times are tough out

there, which has led a lot of companies to cut back on extra expenditures. The

stage was set for what could have been a less-than-stellar event.

On the contrary, I was delighted to witness solid participation and an out-

standing lineup of speakers who generated quite a buzz. Thursday morning

kicked off with separate plumbing and Industrial piping Division breakfasts.

I attended the plumbing breakfast, where Nahb president and chairman Jerry

howard shared an overview of what he sees ahead for the U.s. housing market

— and what needs to be done to “right the ship” when it comes to residential

construction. My publisher, Tom brown, attended the IpD breakfast and said

that Karen harbert, who is ceO of the U.s. chamber of commerce Institute

for 21st century energy, really hit the nail on the head with her presentation. 

The keynote speaker was Kohler co. president and cOO David Kohler. he

gave a well-researched presentation on the economy, construction, mortgages,

and even provided some global analysis. Noting that this recovery will take

years, Kohler cautioned that there will be a “new normal” going forward. he

concluded by saying, “forging ahead, we have to be relevant, disciplined and

entrepreneurial, and be true to our mission and values. consumers want gen-

uine authenticity. … [They] want to do business with companies that show an

interest in good citizenship. We’re looking at sustainability and a new strategy

— not for pR benefits, but because it’s what we believe in.”

With his trademark dry sense of humor, political pundit George Will deliv-

ered a sharp, on-the-money speech at the member lunch, complete with dozens

of statistics that he incredibly can tick off without any notes. One of the major

themes of his presentation was the staggering effect the aging of the baby

boomer generation will have on this country. here are a few of his insights:

• “The retirement of the baby boomers is going to govern much of our fu-

ture. The elderly vote because they have the biggest stake in the federal gov-

ernment, particularly social security and Medicare.”

• “by 2030, when all the baby boomers are retired, the average age in this

nation will be higher than the average age in florida today.” 

• “The average length of retirement expanded in the 20th century from two

years to almost 20. No one anticipated when they instituted social security

that they would be subsidizing people’s incomes for a third or more of their

lifetimes. In fact, in 1935 when congress set the retirement age of 65, U.s.

life expectancy was 61.” 

• “Today there are only four workers for every retiree; by the time the baby

boomers retire there will only be two.”

Will also answered numerous questions from the audience, which led to

what is probably my favorite quote of the day. Q: “When will our officials in

Washington start using some common sense?” Will’s answer, delivered with-

out a moment’s hesitation: “We’re not zoned for it.”

On Thursday afternoon, asa arranged for congressional visits for all those

interested. among the key issues that asa members wanted to share their

views on were a threat to repeal LIfO, card check legislation, cap and trade,

and water conservation. 

perhaps because we were in our Nation’s capital, but more likely because

it is critical, the speakers really encouraged attendees to get involved in gov-

ernment affairs, to write their senators and Repre sentatives and make their

voices heard. They emphasized that grass roots lobbying does make a differ-

ence and it’s our only hope of letting congress know exactly how we want

(Turn ahead to Video technology... Page 82.) 
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DuraMAC Pumps

With over 150 years of experience in the pump business, A.Y. McDonald knows how to make a great 
pump - one that is head and shoulders, feature-for-feature better than our competition. That’s why 

we’re pumped-up about our new DuraMAC
DuraMAC pumps that we back them up with a 

5 YEAR WARRANTY on cast iron sump pumps, and a 3 YEAR WARRANTY on all other models. 
All DuraMAC

800.292.2737  |  FAX 800.832.9296  |  sales@aymcdonald.com  |  www.aymcdonald.com
P L U M B I N G  V A L V E S  |  P U M P S  |  W A T E R W O R K S  |  G A S  V A L V E SP L U M B I N G  V A L V E S  |  P U M P S  |  W A T E R W O R K S  |  G A S  V A L V E S

Where Family Means Business.

A.Y. McDonald DuraMAC cast 
iron sump pumps come with a 5 
year warranty, 3 year warranty on 
all other models. Give us a call for 
more details!

®

DuraMAC Pumps
Our new line of 

give us a lot of reasons to be Pumped Up!

See contact information on page 98
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