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You don’t need multiple 
manufacturers.   
You need one better one.
That’s why Atkore Regional Distribution Centers are  
a one-stop shop. One order, one delivery and one 
invoice for a faster and simpler process. Tell us what 
you need, and we’ll bundle a complete portfolio of 
products tailored to your exact speci昀cations.

Co-Load 
Capabilities

Breadth  
of Product

Four  
Centers

Will Call 
App

Learn more at atkore.com
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THE EASIEST LIGHTING CONTROL SYSTEM 
ROOM  •  ZONE  •  INDIVIDUAL  •  HIGH BAY 

LAMPS    |    FIXTURES    |    POWER SUPPLIES    |    CONTROLS
PHILADELPHIA, PA     KEYSTONETECH.COM     800.464.2680

ASK FOR A

FREE
SAMPLE

WATCH VIDEO
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American Pros Use  
American-Made Steel Conduit

Saluting a workforce that will never quit.  
For over 60 years, our American-made products* have 
helped American workers get the job done. And get 
it done right. Because with an unbreakable domestic 
supply chain and the highest quality EMT, IMC and GRC 
steel conduit providing the foundation, Atkore – Allied 
Tube & Conduit and the rock-solid American workforce 
will never stop building better together. 

Learn more at alliedeg.us

*Excludes Kwik products
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IT AIN’T WHAT YOU DON’T KNOW 
that gets you into trouble. It’s what 
you know for sure that just ain’t 
so.” This quote, from Mark Twain, 

is one of my favorites because, as 
president of Wiseway Supply, I en -
courage investigation of things I know 
little about. It also reminds me of a 
similar quote from former Secretary 
of Defense Donald Rumsfeld: “There 
are known knowns; there are things 
we know that we know. There are 
known unknowns. That is to say, 
there are things that we now know we 
don’t know. But there are also un -
known unknowns. There are things 
we do not know we don’t know.” 

The biggest difference between  
the two quotes is the certainty (“for 
sure”) of what we know that is not 
true. As the formal top leader at 
Wiseway, I have to fight my own cer-
tainty of things I know—because they 
just might not be true.  

Young leaders coming up through 
our organizations look to us senior 
leaders for guidance. We must en -
courage their inquisitiveness, not 
quash it. Surely, it’s possible that 
something that didn’t work 30-plus 
years ago might work today. Tech -
nology has changed; customers have 
changed; many things have changed. 

In this industry, very seldom are 
we making life-or-death decisions. 

Should we not encourage those fol-
lowing us, both literally and prover-
bially, to investigate even those things 
that did not work well before—and 
even those things that we are certain 
will not work, but do not really know? 
Really large companies (think Proc-
ter & Gamble) have R&D depart-
ments. I am not aware of any distribu-
tors that have a formal R&D program. 
Distributors will often try something 
through a leadership-driven initiative. 
Should we think about the young 
leaders coming up through our orga-
nizations as our R&D departments? 

I realize that some of our decisions, 
while not life or death, are based on 
very real dollars. But inquisitiveness 
can lead to innovation, which can  
lead to a very real competitive advan-
tage that puts those dollars on our 
bottom lines. 

So be an open-minded leader. 
Understand that something that did 
not work years ago might work today. 
More importantly, be willing to let 
others try something you know “for 
sure” will not work. n 
 
Cain is president of Wiseway Supply in 
Florence, Ky. He can be reached at jcain 
@wisewaysupplycom.
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VISIT SATCO.COM TO LEARN MORE.

1-800-437-2826
PRODUCTS INVENTORIED IN CANADA & MEXICO:
INTERNATIONALSALES@SATCO.COM/631 -243 -2022 EXT. 315

WE'RE READY FOR THE D.O.E. 
NEW REQUIREMENTS,
ARE YOU?
NEWLY EXPANDED FILAMENT
LAMP COLLECTION

Since the Department Of Energy 
announced the new effi  ciency standards 
for lamps, Satco has been prepared and 
ready to light the night! With over 300 
General Service and Vintage style 
products in stock and ready to ship 
today, our lamps are designed to cover
a wide variety of lighting needs. 

Off ered in various shapes, sizes, 
base types and fi nish options, our 
clear, frost and soft white lamps now 
feature 90 CRI for exceptional 
color rendering.

SCAN CODE
SEE THE  
COLLECTION
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     L I S T E N  T O  O U R  P O D C A S T  
 
Check out the running list of DistributED podcast episodes. 
Subscribe to stay updated. It can be found by searching 
“DistributED with tED Magazine” on all platforms, including 
Spotify, Google Podcasts, and Apple Podcasts.

+ Keep In Touch ONL INE

2022 
Digital Magazine of the Year: 

Honorable Mention
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Preview 
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on the  
Street  
CONTRACTORS DISCUSS NEW  

PRODUCT TRENDS AND HOW THEIR  

CHANNEL PARTNERS CAN MOST  
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AND KNOWLEDGE. 

Q&A :  

We are proud to receive an honorable  
mention in ASBPE’s top award honoring  
business publications that demonstrate  
consistent editorial and design quality  

and provide extraordinary reader service. 

WINNER of 146 ASBPE AWARDS [2015-2022] 

N AT I O N A L  A WA R D S  
■  DESIGN:  

Front Cover-Special Supplement 

■  DIGITAL MAGAZINE OF THE YEAR:  
Honorable Mention  

■  MULTI-PLATFORM COVERAGE:  
Honorable Mention  

■  WEBSITE OF THE YEAR:  
Finalist 

 
R E G I O N A L  A WA R D S  
■  DESIGN:  

Front Cover-Special Supplement; 
Opening Spread-Illustration  

■  ONLINE:  
DistributED Podcast 

AN INDUSTRY PODCAST

with

     F A C E B O O K  
We’re working on our social media every day. Visit the tED 
Facebook page, click “Like,” and join in the conversations. 
 
FIND US AT: facebook.com/tEDmagazine 
 
    T W I T T E R  
From live tweeting at industry events to timely commentary  
on industry happenings, follow tED on Twitter to stay in the know. 
 
FOLLOW OUR TWITTER FEED: @tEDmagazine 

 
    I N S T A G R A M  
What is tED up to? From photos from industry events to a look  
at our headquarters’ happenings, check out our Instagram.  
 
EXPLORE OUR INSTAGRAM: tEDmagazine 
  
     E M A I L  
Do you have news to share? Send your press releases to tED 
magazine Editor Misty Byers at mbyers@naed.org or tEDmag.com 
Web Content Manager Nicky Herron at nherron@naed.org. 
 
    t E D M A G . C O M  &  l i g h t E D M A G . C O M  
Updated daily, tEDmag.com features headlines on distributor, 
manufacturer, and people news, while lightEDmag.com offers 
exclusive features and the latest news and product info from  
the lighting world. 
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The Most Stainless Steel  
Electrical Conduit Solutions
…To Help Lower Material, Shipping and Labor Costs
From the reliability of rigid conduit, to the versatility of IMC, to the 
lightweight affordability of EMT conduit, Atkore has the optimum 
stainless steel conduit solution for any application. 

Call for a quote today.

All Calbrite Stainless Conduit and Fittings 
now with Laser Etched Labels

(800) 536-2248
Atkore.com/calbrite

Intermediate Metal  
Conduit (IMC)

Rigid Conduit Electrical Metallic 
Tubing (EMT) 

STX1263-B R1 TED Full page 3 SS Conduit.indd   1 8/3/22   2:11 PM
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APPLICATIONS NOW BEING
ACCEPTED FOR EARLY 2021! 

www.naed.org/leadership

E M B R AC E   |   E M B O DY   |   E X E M P L I F Y

BUILDING
SUCCESSFUL
L E A D E R S

NOW MORE THAN EVER YOU NEED LEADERS 
READY TO HANDLE TOMORROW’S CHALLENGES

2022 CLASS ENROLLMENT NOW OPEN
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R
EVENUE GROWTH IN THE ELECTRICAL SEC- 
tor was unusually consistent throughout the 
first half of 2022, while expectations for the 
remainder of the year remain 
bullish. Those rosy results 
and views are among the key 

takeaways from the latest quarterly survey 
that financial firm Robert W. Baird & Co. 
conducted in partnership with tED. 

Electrical firms recorded year-over-
year revenue growth averaging 13.5% in 
the second quarter of 2022, up from the 
12.6% growth in the first quarter and 13.2% 
in the fourth quarter of 2021. Within the 
quarter, yearly growth averaged close to 
13% each in April, May, and June. 

Datacomm firms also averaged annual growth in rev-
enues of 13.5% in the second quarter, nearly matching the 
14% year-over-year growth in each of the two previous 
quarters. As with electrical firms, average growth varied  
little in each month of the quarter. 

Both types of firms handily outpaced the 10.4% average 
posted by the 20 industrial sectors Baird surveys quarterly. 

Both groups also outpaced the expectations they had held 
for the quarter three months earlier, when predictions for 
revenue growth in the second quarter averaged 12.6% for 

datacomm firms and 12% for electri-
cal businesses. 

There were differing views about 
the current state of one type of cus-
tomer: utilities. “Utility business is 
very strong [but] will likely start to 
slow down a bit if housing continues 
to cool off,” stated one panelist. A 
second reported, “Utilities seem to 
be cutting back already, especially in 
safety tools. Whether they have 
enough or will look to rebuild in -
stead of buy new in [the] future 

seems a valid question.” 
For the third quarter, respondents expect revenue 

growth to cool slightly to an 11.2% yearly pace for data-
comm and 10.6% for electrical business. As Baird notes, 
“This compares favorably with the 8.2% expected across 
the broader distribution industry.” 

Several respondents made remarks similar to one who 
said, “Activity has been 
strong, but [it’s] starting 
to show signs of slowing.” 
Another commented, 
“Rev enue is tapering off 
and will be decreasing as 
we are seeing far fewer 
job quote requests.” 

Pricing for both types 
of companies continued 
to trend upward in the 
second quarter and to 
outrun price increases for 
the other 18 sectors that 
Baird surveys. Specifi -
cally, the average year-
over-year rise in pricing 
for electrical firms was 
11.9%, up from 11.3% in 
the first quarter and the 
sixth consecutive rise in 
this metric. Datacomm 
firms raised prices an 
average of 11.2%, up from 
10.6% in the first quarter. 
In contrast, the 20-sector 
average pickup in pricing 
was 8.9%. 

“That said,” Baird  
cautioned, “recent de -

C U R R E N T  /   R E S E A R C H  R E V I E W
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S U R V E Y  P A R T I C I P A N T S  
The Q2 2022 survey attracted 77 responses from companies with aggregate annual revenue of 
approximately $22 billion. Three out of five firms (60%) are distributors, while about one-fourth 
(26%) are manufacturers. Other business types make up the remaining 14%. Electrical-only 
firms account for 78% of the participants; the rest—referred to in this article as datacomm 
firms—are either datacomm-only (3%) or mixed electrical/datacomm businesses (19%).  

Participating firms cover a 
wide range of revenue sizes. 
About a quarter (26%) of the 
firms had less than $10 million in 
revenue. Another quarter had 
revenues of $10 million to $50 
million, while 31% had $51 million 
to $250 million in revenue, and 
18% had revenues that exceeded 
$250 million. 

Participants serve every 
region in North America—and 
beyond. There is a close match 
in representation from the 
Midwest (23%), South (21%), 
Northeast (19%), and West  
(17%). The remainder are from 
Canada (10%) or international 
markets (10%). —K.S.
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The Economic & Industry  
Sector Outlook reveals growth 
opportunities for the business 
areas and industries that  
matter most to you.

INDUSTRY 
INFO

NAED.org/Outlook
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Get pricing and product availability from an authorized TCP distributor. Find a distributor at TCPi.com.

INNOVATION IS LED BY TCP
Visit TCPi.com/high-lumen-昀lament-lamps  
or call 888.399.4217.

FED37N40050E39CL

$69.98 
11,000 lumen LED ED37

FED28N25050E39CL

$64.98 
8,000 lumen LED ED28

FED28N15050E39CL

$59.98 
6,000 lumen LED ED29

n  75% energy savings,  
low maintenance costs

n  Sleek LED alternative to  
Corn Cob bulbs

n  Traditional look of metal  
halide with LED bypass lamp  
performance

n  Wide range of shapes, styles, 
and lumen packages

n Super lightweight

With additional shapes & lumen  
packages, TCP’s High Lumen  
LED Filament lamp lineup makes  
it simple and a昀ordable to  
spec projects.
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creases in copper/PVC/steel could 
lead to deceleration in pricing gains 
ahead.” Indeed, one respondent com-
mented, “Raw material prices are 
beginning to moderate and with them, 
selling prices of finished goods.” 

Despite those concerns, respon-
dents raised their outlook for the full 
year, as they had done from the win-
ter to the spring survey. In the latest 
survey, revenue growth expectations 
for the full year rose to 12.3% for elec-
trical distributors (from 11.4% in the 
spring) and 12.2% for datacomm 
firms (up from 11.6%). Baird noted, 
“Growth is seen as similar throughout 
North America, with acute electrical 
strength internationally.” The expec-
tations topped the all-sector average 
of 9.5%, which was slightly less up -
beat than the 10% average expectation 
in the first-quarter survey.  

At least two participants anticipate 
that “current backlog will enable us to 
continue growth through year end” or 
“some runway over the next three to 
six months.” But another respondent 

commented that “Capacity due to 
labor shortages and advanced order-
ing is our highest concern at present.” 
The most bullish comment cited by 
Baird was, “We’re optimistic that at 
least the next nine months will be 
good. After that, we don’t know what 
may happen.” 

In summary, participants have en -
joyed steady revenue growth through 

the first half of 2022. They expect 
more of the same in the third and pos-
sibly fourth quarters, with only hints 
that the good times will be rolling 
more slowly in the near future. n 

 

Simonson is chief economist for the 
Associated General Contractors of 
America. He can be reached at solomon 
simonson@gmail.com.

 35% YES 
 65% NO 
 

DOES YOUR  
COMPANY  

CURRENTLY  
HAVE A  

DATA  
ANALYTICS  

TEAM?

BAIRD SURVEY ROTATING QUESTION

The arrival of the 2022 PAR 
Report coincides with the re -
lease of NAED’s Data Analytics 
for Electrical Distributors course.  

Users will learn key data  
analytics tools to help their  
companies identify areas of 
improvement in profitability 
and sales efficiency. The course 
provides techniques to perform 
deeper analysis on four main 
areas of business:  

• Sales revenues 

• Cost of goods sold 
• Gross margins 
• Operating expenses 
It also addresses how to effec-

tively communicate findings 
with key stakeholders, further 
driving a data-driven culture 
within your organization.  

Visit naed.org/program-
enrollments or email NAED’s 
Member Engagement Team 
(memberengagement@naed. 
org) to learn more. —tED

NAED’S LEVERAGING DATA  
COURSE IS HERE

C U R R E N T  /   O F F E R I N G

√√√A-9,10,12.qxp_UpFront redesign.qxt  8/24/22  1:19 PM  Page 12



Get connected by visiting Atkore.com/atce 

Conduit & Fittings Together at Last
 ▲ One-stop solution for conduit, 昀ttings and all your raceway needs
 ▲ Co-load into one shipment from our regional distribution centers 
 ▲ 1,600 innovative conduit connection solutions 
 ▲ Industry leader providing quality and innovative products since 1959
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AS LABOR DAY WEEKEND CONCLUDED, CONGRESS WAS SCHEDULED 
to return to Capitol Hill for a crucial month. It is crucial for two rea-
sons: Negotiations and deal-making on key legislation will occur, and 
the government’s fiscal year ends on Sept. 30 so Congress must vote on 

funding measures to keep the government running. 
Sept. 30 is also the deadline for using the reconciliation process. Recon- 

ciliation allows Congress to advance certain spending and tax bills on a sim- 
ple majority vote.  
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C U R R E N T  /   G O V E R N M E N T  W A T C H

RETURN TO THE HILL 
As Congress returns, an NIIT increase is among NAED  
member-related issues up for possible consideration.  

by Joe Nowlan

The Inflation Reduction Act 
One piece of legislation that has 
already been agreed to and signed 
into law is the Inflation Reduction 
Act (IRA). In late July, Senate Dem -
ocrats were able to pass the IRA on a 
51-50 reconciliation vote, with Vice 
President Kamala Harris casting the 
deciding vote. The House approved 
it 220-207 in early August. 

The IRA contains nearly $370 
billion aimed at energy and climate-
change-related projects as well as 
$60 billion in tax credits for manu-
facturers of solar and wind equip-
ment and battery producers. It  
also includes a $7,500 tax credit  
for low- and middle-income cus-
tomers of electric and alternative 
fuel vehicles.  

While NAED distributors dealing 
in wind and solar materials should 
be pleased at what the final IRA  
legislation can mean to future busi-
ness, the timeline for beginning— 
let alone finishing—any energy-
related projects is uncertain.  

The availability of necessary  
supplies, coupled with supply chain 
delays and transportation difficul-
ties, will obviously have an impact. 
In addition, hiring the necessary 
construction workers and techni-
cians will be challenging. 

Nevertheless, the legislation was 
welcome news to many. “It’s going 
to make a lot more projects—and 
larger projects—viable in a lot more 
places,” Tyler Reeder told the Wall 
Street Journal. Reeder is managing 
partner at ECP, a private-equity firm 
that invests in clean energy. 

The IRA also allocates $64 bil-
lion toward a three-year extension  
of Affordable Care Act subsidies. 
Among other things, the measure 
enables Medicare to negotiate the 
price of some prescription drugs 
with pharmaceutical companies. 

As for the IRA actually lowering 
inflation, it is uncertain how long it 
will be before results are felt. But the 
Congressional Budget Office esti-
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mated that it could reduce the federal 
deficit by a little more than $100 bil-
lion over the next decade. 

The IRA traveled a politically rocky 
road and took on various legislative 
forms before becoming law. In mid-
July, Sen. Joe Manchin (D-W.Va.) 
announced that he would not be sup-
porting what was then viewed as  
predominantly climate change legis- 
lation. At that point, many thought 
that any such legislation would be 
dead in the Senate.  

But eventually, Manchin and Sen -
ate Majority Leader Chuck Schumer 
(D-N.Y.) were able to come to an 
agreement. The eventual signing into 
law by President Biden marked the 
end of a long legislative journey.  

Now, with midterms hovering over 
Capitol Hill, can any other pieces of 
legislation be completed and passed  
in time for the end of September? 
(Again, after Sept. 30, reconciliation 
will no longer be an option.) 

Alex Ayers, executive director of 
the Family Business Coalition, em -
phasized the challenge confronting 
the Senate.“Right now, I think their 
biggest enemy is the calendar. The 
Senate comes back and then you actu-
ally have to fund the government 
before Sept. 30 and those reconcilia-
tion instructions expire with the end 
of the fiscal year,” he said. “There’s 
not a whole lot of scheduled time left. 
But if they get enough momentum, 
they might get something done.” 

In Washington, sometimes an 
impending deadline can, out of neces-
sity, create some momentum, result-
ing in new legislation.  

While as anxious as anyone to see 
more legislative progress, Ed Orlet, 
NAED senior vice president of govern-
ment affairs and strategic projects, 
isn’t optimistic. “My question is: 
What’s different this time? Maybe that 
they’re running out of time before the 
midterm elections?” he said. “I guess 
that’s their logic now—that there’s 
more of a sense of urgency.” 

During the talks that eventually 

w w w . t E D m a g . c o m                                                                         

245 Suffolk Lane • Gardner, MA 01440
Phone: 800.861.7228 • Fax: 978.630.3999 • sales@actfs.com

  
WWW.ADVANCEDCABLETIES.COM

Contractors love the “resealable”
feature of the ACTPAC packaging.
Keeps ties where they should be.
Neat, tidy, and easy to find. 
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resulted in the IRA, several tax in -
creases were proposed to help fund 
the legislation.  

 
The NIIT Question 
One tax modification that Ayers and 
the Family Business Coalition were 
lobbying against was ultimately  
dropped: an increase to the 3.8%  
Net Investment Income Tax (NIIT), 
which impacts small to medium-sized 
businesses—such as those in NAED—
made up of individual owners and 
families who are actively involved in 
those companies. “This [can] affect 
some small businesses. I’m really 
using ‘small businesses’ as another 
term for pass-through businesses…
businesses that pass through their 
taxation to the individual person’s 
income tax,” Ayers explained. 

The proposed NIIT adjustment 
might at first have looked like a fairly 
small increase. Ayers cautions other-
wise. “Their intention was that it  
will only impact [those making more 
than] $400,000 in income on an in-
dividual basis or $500,000 per cou-
ple. That sounds like a lot. But we’re 
talking about actual business income, 
not what they’re paid in their pay-
check. It’s not actually that much  
from a business perspective. But it’s 
the amount of business income that 
they’re paying taxes on but not pass-
ing it through to their own personal 
bank account,” Ayers explained. 

During mid-summer negotiations, 
some proponents had presented the 
NIIT increase as a means to pay for 
Medicare, a notion that Ayers disputes. 
“That’s not how the NIIT works,” he 
explained. “The NIIT goes to the 
Treasury’s general fund and under 
reconciliation, every component has 
to have some impact on either expen-
ditures or revenue.” 

Orlet explained that NAED had 
signed on to a letter addressed to 
Senate and House leadership this past 
summer voicing their opposition to 
any NIIT increase. NAED joined other 
co-signers, including the American 

To better help electrical distributors respond to the needs of 
electrical contractors, “Contractor Q&A” features remarks 
from real contractors located nationwide. Responding is 
Christina Fernandez, director of HR at DP Electric in Tempe, 
Ariz. This month we asked: 
 
WHAT KEY PRACTICES, PROCESSES, OR TECHNOLOGY 
HAS YOUR FIRM BEEN LEANING ON TO COVER THE 
LABOR SHORTAGE AND/OR INCREASE EFFICIENCY? 
 
Fernandez: Qualified electricians have always been tough to find, 
but over the past year the labor market has been especially tight 
in Arizona because our market is booming right now. Fortunately, 
we haven’t been short on labor thanks to our amazing recruiting 
department and strong company culture, which help us attract 
great people.  

That said, we do rely on certain practices and technology to 
help make the best and most productive use of our resources. 
For example, we’re constantly raising the standard on efficiencies 
in the field by investing time in preplanning jobs, utilizing virtual 
design construction, and engaging in prefab activities where pos-
sible, all of which allow our team to do more with less labor. 
We’ve additionally started a workforce development department 
that works with area high schools and colleges to help us recruit 
and retain up-and-coming electricians both in the trade and  
within our company. We’re also able to utilize our accredited in-
house apprenticeship program to attract new talent to the elec-
trical trade, and all of these efforts have been helping us to shore 
up our workforce. 

We don’t necessarily see current labor shortages easing up 
anytime soon; activity is currently very competitive here and  
projections for our construction market are looking strong for 
years to come. But there are ways that we as contractors as well 
as other trade professionals can address labor shortages. In our 
area, for example, we recommend getting involved with such 
organizations as Build Your Future and the Arizona Builders 
Alliance, both of which are working to help change the reputation 
of craft professionals and bring more people into the trades. n 

 
 Send your questions to “tED” Editor Misty Byers at mbyers@naed.org.

CONTRACTOR  
 Q A+
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Supply Association and the National 
Association of Home Builders. 

The letter further clarified the mis-
taken notion that NIIT was attached 
to Medicare funding: “While expand-
ing the NIIT is sometimes character-
ized as closing a tax loophole and that 
it would increase Medicare funding, 
neither of these claims are true. When 
the NIIT was created as part of the 
Affordable Care Act, it was meant to 
apply to investment income only. The 
business income of small individually 
and family-owned firms where the 
owners ran the business was specifi-
cally exempted. This exemption was 
intentional and in no way constitutes 
a loophole.” 

The letter also highlighted the num-
ber of businesses that would be hit by 
a NIIT increase: “Based on Treasury 
data, we estimate up to 1 million small 

and family-owned busi-
nesses, representing 
more than half of  
all pass-through busi-
ness activity, would  
be at risk of having 
their rates increased 
under this policy. This 
small business tax hike 
would hurt the ability of 
businesses that sur-
vived the worst global 
pandemic in a century 
to remain viable in the 
coming months.” 

So while many are grateful that  
any NIIT expansion or increase is off 
the table for now and for the foresee-
able future, it is still something Ayers 
—among others—will be watching. 
(Let’s not forget the saying: “No bad 
idea ever completely goes away in 

Washington.”) 
So as Congress 

reconvenes, will 
any additional leg-
islation be passed 
before the end of 
this year, let alone 
before the elec-
tions? Orlet admits 
to being a bit pes-
simistic. “Congres -
sional ineffective-
ness plays to our 
advantage,” he said. 

“We will be better off if they stick to 
the things that need to pass for the 
fundamental functioning of govern-
ment prior to the midterm elections.” n 

 

Nowlan is a Boston-based freelance 
writer/editor and author. He can be 
reached at jcnowlan@msn.com.
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New Product! - P-221NVP-221NV

Vapor Seal products provide a solution 
to prevent air infi ltration/air leakage 
on exterior walls where openings for 
electrical switch and receptacle boxes 
are required. 

Air SealAir Seal
No CaulkNo Caulk
No AdhesivesNo Adhesives 
2021 OS4 Ready2021 OS4 Ready

••
••

••
••

Patent Pending

Right now,  
I think their 
biggest en -

emy is the calendar…. 
There’s not a whole 
lot of scheduled time 
left. But if they get 
enough momentum, 
they might get some-
thing done. 

—ALEX AYERS,  
The Family Business Coalition
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VALUED AT AN ESTIMATED $5 BILLION, THE U.S.  
floral industry is robust and the range of floral 
varieties and colors available to consumers is ex -
tensive. Much goes into ensuring that the flowers 

people routinely present to friends and loved ones on holi-
days, special occasions, and even just every day are housed 
in and distributed from a consistently cooled environment 
so that they remain fresh and vibrant prior to transport.  

Following their recent construction of a brand-new  
floral cooler facility to further establish itself in this fast-
paced industry, Doral, Florida-based floral distributor 
K&M Holdings was in need of a powerful lighting system 
that could deliver reliable, high-quality illumination within 
the challenges of a continuously cooled setting. Thanks  
to expert support from LEDVANCE and Gexpro, K&M 
Holdings’s new distribution facility is now calm, cool, col-

lected, and fully ready to support high-performing, energy-
efficient operations for years to come.  

 
Cold Comfort 
In January, team members from Shelton, Connecticut-
based Gexpro and Miami-based electrical contracting firm 
Felipe Electric Services were brought in to determine the 
optimal lighting solution for the new two-story building’s 
dedicated 10,000-square-foot floral storage space, which 
featured high ceilings and was cooled to a brisk 40°F.  

“While there was no lighting yet in the space because it 
had just been built out, we knew that roses and other flow-
ers would be stored there and that we’d need 80 to 100 
footcandles of light at the floor,” said Bob Layne, Rexel/ 
Gexpro lighting and controls specialist covering Florida’s 
southern region. “As South Florida is one of the largest rose 

C U R R E N T  /   P R O J E C T  S P O T L I G H T

FLOWER POWER 
LEDVANCE and Gexpro provide a leading South Florida-based floral distributor  

with a cool-running lighting system that will help optimize operations.  
by Susan Bloom
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The 70 vapor-tight fixtures 
provided to K&M Holdings’s 

floral cooler withstand harsh 
conditions for an extended 

period of time, including 
humidity on the ceilings.
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and flower hubs in America, our  
goal was to help ensure the installa-
tion of an effective lighting system in 
the floral cooler space in time for 
Valentine’s Day so that the facility 
could participate in one of the biggest 
rose- and flower-related holidays of  
the year.” 

The team immediately turned to 
their partners at LEDVANCE, and 
after researching the product options 
and working closely with LEDVANCE 
product experts and Gexpro Outside 
Salesperson Edgar Portobanco, Layne 
and his colleagues opted to light the 
floral cooler space with SYLVANIA 
UltraLED Dual Selectable Wide Body 
Vapor Tight fixtures, which would  
not only be extremely energy-efficient, 
but also emit very little heat to offset 
the cooling. 

“We needed a durable fixture that 
could withstand harsh conditions for 
an extended period of time, including 
humidity on the ceilings,” Layne 
explained. “The fixture’s 80+ CRI 
enables facility workers to see the 
bright colors of the flowers they’re 
handling, while its energy-efficient 
design delivers up to 150lm/W and 
incorporates an internal motion sen-
sor that automatically dims to 50% if 
the space is unoccupied and returns to 
full brightness when someone enters 
the space to pull flowers. 

“South Florida weather is typic- 
ally very warm,” Layne continued. 
“And given how much energy is con-
sumed by operating the HVAC sys-
tems 24/7 to keep the flowers fresh, 
we felt that any energy we could save 
the owners on their lighting would  
be beneficial.” 

Using LEDVANCE’s online layout 
tool, “we selected product with an  
output of 22,500 lumens and a color 
temperature of 5000K to ensure opti-
mal lighting of the space,” Layne ex -
plained, “and the fixture’s ability to 
operate within a temperature range of 
-4°F to 104°F helped ensure its reli-
able performance in the facility’s cool 
floral storage area.” 

A Win-Win Result 
“Between what we had in our own 
stock and a quick call to our contacts 
at LEDVANCE for additional product, 
we were able to quickly secure the  
70 vapor-tight fixtures we needed for 
this project,” said Portobanco of the 
project’s successful outcome. “Instal -
lation took just around two weeks, 
enabling us to meet our Valentine’s 
Day objective.” 

“The installation process was so 
easy that we were able to install each 
fixture using just one crew member 
instead of the usual two,” added con-
tractor Alejandro Vega, supervisor at 
Felipe Electric Services, of a benefit 
that came in particularly handy in an 
industry plagued by skilled labor 
shortages. As for the response by the 
owners of K&M Holdings, “The fix-
tures exceeded the client’s expecta-
tions and they’re extremely happy 
with them,” Vega said. 

“The color of the light is perfect, 
makes the space comfortable and 
inviting for employees to work in, and 
offers users a lot of choices,” agreed 
Felipe Electric Owner Jorge Felipe, 
whose team has worked for the own-
ers of K&M Holdings for over a de- 
cade. Overall, he said, “this was a 
great project and everyone was happy 
with the quality, performance, and 
price point of the fixtures.” 

“The facility’s new lighting is bright 
and natural-looking and has a nice, 
uniform distribution that fully and 
evenly lights all parts of the space—
including every corner—for optimal 
visibility,” said Layne, who added that 
the project was so successful that his 
firm was invited to propose lighting 
solutions for other parts of the build-
ing. “Overall, the fixtures were great 
for this application and delivered a 
win-win for all parties involved.” n 

 

Bloom is a freelance writer/consultant 
who has spent more than 25 years cover-
ing the lighting and electrical products 
industry. Reach her at susan.bloom.chester 
@gmail.com.
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ALLOY LED HONORED WITH TWO AWARDS 
Alloy LED has been named by LEDs Magazine as a 2022 
BrightStar Awards honoree. The company’s AmpChamp RGB 
and RGBW Connectors and the PrimaPanel Flexible LED 
Sheet were recognized for their performance, reliability, 
efficiency, ease of integration/use, and innovation. 

“We are truly honored that the judges have chosen our 
AmpChamp RGB and RGBW Connectors and PrimaPanel 
Flexible LED Sheet for their innovation, performance, and 
reliability,” said Joe Flynn, president, Alloy LED. “We 
congratulate our Alloy LED engineering team on their 
excellent performance, dedication, and hard work.” 

 
LEGRAND HONORED BY NFPA FOR INVENTION 
Legrand received special recognition from the National Fire 
Protection Association (NFPA) for providing electrical shock 
hazard protection by ground fault circuit interrupter (GFCI) 
protection. The invention of GFCI receptacles, originally 
developed and driven to widespread use by Legrand’s Pass  
& Seymour line, was honored in conjunction with all GFCI 

technology as the winner of the 2022 Philip J. DiNenno Prize at 
the NFPA Conference & Expo in Boston in June. 

“Legrand is elated that the NFPA chose to honor GFCI 
innovations, which have played an incredibly important role 
in improving the safety of homes for half a century,” said 
Scott Bausch, Legrand’s vice president and general manager 
for the Pass & Seymour product line. 
 
SOUTHWIRE RECEIVES ENERGY MATTERS AWARD  
In July, Southwire was presented with the inaugural En- 
ergy Matters Award for Best Sustainability by a Large  
Company by Tim Echols, vice chairman of the Georgia  
Public Service Commission.  

“At Southwire, we continue to build on our commitment  
to environmental stewardship by supporting the well-being  
of our communities and environment, and this award is a 
testament to those efforts,” said Rich Stinson, president and 
CEO. “We’re honored to receive this recognition, and we are 
proud that our work continues to build a stronger and more 
sustainable Southwire.” 

AWARDS+HONORS

G I V I N G  B A C K  

CES APEX Celebrates  
Make-A-Wish Donation  
City Electric Supply (CES), Apex,  
N.C., recently raised more than 
$6,000 for the Make-A-Wish 
Foundation. As a reward, CES held  
a celebration for raising the most 
funds by any CES location across  
the country. 

“It’s an amazing feeling to be re -
ceiving this recognition for raising 
money for Make-A-Wish,” said Qwon 
Reid, branch manager. “My team  
here is the greatest: They are compas-
sionate, and they love a challenge.” 

 

M I L E S T O N E  

Cerrowire Observes 100th 
Anniversary in Scenic Style 
Cerrowire took it to the top for its 
100-year anniversary celebration in 
Utah with festivities featuring dinner, The team at CES, Apex, N.C., celebrates raising more than $6,000 for Make-A-Wish.

C U R R E N T  /   H A P P E N I N G S
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›› CES’s New Island Location 
Dallas-headquartered Concord 
Electric Supply (part of City 
Electric Supply) recently opened 
its newest location on the island 
of Martha’s Vineyard, Mass.  
 
›› DSG Buys Brown Supply 
Fargo, North Dakota-based 
Dakota Supply Group recently 
acquired Brown Supply, distribu-
tor of waterworks products such 
as water/sewer pipes, fire 
hydrants, marking flags, equip-
ment, and supplies with four loca-
tions across Iowa. 
 
›› Schaedler Yesco Moves 
Harrisburg, Pennsylvania-based 
Schaedler Yesco Distribution 
recently moved its Allentown, Pa., 
location to a larger (30,269-
square-foot) facility. 
 
›› Winsupply Acquisition 
Winsupply, Dayton, Ohio, has 
completed the purchase of First 
Source Electrical in Houston.  
 
›› AD Completes Merger 
AD has completed the merger 
with Torbsa Limited, a building 
supplies buying group in Canada. 
The partnership creates AD 
Building Supplies—Canada, the 
fourth division in AD’s Canadian 
business unit.  
 
›› Atkore Acquires Two 
Atkore has acquired the assets of 
Talon Products, which produces 
patented nonmetallic injection 
molded cable cleats under the 

brand name Talon Cable Cleats. 
The company also acquired 
United Poly Systems, a manufac-
turer of high-density polyethylene 
pressure pipe and conduit, pri-
marily serving energy, power and 
communications, renewables, and 
water infrastructure markets.  
 
›› Classic Wire Opens in CA 
Classic Wire & Cable has opened 
a new warehouse, which mea-
sures more than 20,000 square 
feet, in Perris, Calif.  
 
›› Eaton’s New Design Center 
Eaton recently opened an industry 
design center in the Dominican 
Republic’s capital city of Santo 
Domingo. The facility advances 
Eaton’s mission to help customers 
in the Americas accelerate a low-
carbon energy future. 
 
›› NSI Industries Adds Remke 
NSI Industries has acquired Remke 
Industries, a Vernon Hills, Illinois-
based manufacturer and supplier 
of electrical connectors. 
 
›› MaxLite Relocates HQ 
MaxLite is relocating its head-
quarters in the fall to a single 
office in Montville, N.J. 
 
›› Southwire News 
Southwire celebrated the opening 
of its new office in Medford, N.Y. 
The opening comes as it has 
expanded its business with the 
acquisition of Topaz Lighting. 
Additionally, Southwire came in at 
No. 89 on Fast Company’s fourth 
annual Best Workplaces for 
Innovators list, which honors 
organizations and businesses that 
demonstrate a steadfast commit-
ment to encouraging innovation at 
all levels. Southwire was named 
for its devotion to inspiring the 
lives that it touches by developing 
innovative systems and solutions.
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awards, recognitions, and family fun  
at 6,000´. 

On July 16, the team from Og- 
den, Utah, gathered on scenic Mount 
Ogden with their families and co-
workers at Snowbasin Resort to  
celebrate the milestone anniversary. 
Kids and adults played lawn games, 
competed in mini-golf, and posed  
for fun photo booth pics—all between 
gondola rides up the mountain to an 
8,716´ elevation. 

After dinner, presentations, and 
surprise giveaways, employees got in  
a bonus activity: As a reward for hit-
ting a plant-wide challenge goal, Plant 
Manager Kory Longhurst and HR 
Manager Katie Malone took turns in 
the dunk tank, while 10 employees 
had a chance to put them in the drink.  

 

E V E N T  

Students Participate in Greenlee 
“We Love STEM Day” 
In July, Greenlee, part of Emerson’s 
professional tools portfolio, hosted its 
second “We Love STEM Day” for stu-
dents in grades three through eight.  

The event was designed to support 
local schools and engage students in 
science, technology, engineering, and 
mathematics (STEM). It also helped 
Greenlee demonstrate the role these 
vital subjects play in manufacturing. 

Students participated in a variety 
of hands-on activities that strength-
ened their problem-solving skills, 
including Lego maze coding, building 
towers out of pasta, egg drop competi-
tions, and hydraulic claw building. 

“Our second annual ‘We Love STEM 
Day’ was a success in encouraging a 
love of learning STEM subjects in the 
next generation of creators, inno -
vators, and inventors,” said Jennifer 
Hoang, event chair. “The excitement 
and energy students had for learning 
about STEM and the way it is used in 
the work we do was inspiring.” n 

INDUSTRY 
NEWS 
  
Around the Globe

For up-to-date industry news and information, go to tEDmag.com.

 

        Got an event or news item to share in 
“tED”? Send it to mbyers@naed.org. 
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THE PERKS OF  
SELF-MANAGED PTO 

by Carolyn Heinze

w w w . t E D m a g . c o m                                                                                                                                                                                                             Sep. 22  •  the ELECTRICAL DISTRIBUTOR  23

√√√A-23,24,25.qxp_UpFront redesign.qxt  8/15/22  5:03 PM  Page 23



B U S I N E S S  /   H R  P E R S P E C T I V E

I
N AN EFFORT TO PROVIDE MORE FLEXIBILITY TO  
their employees, some companies are offering self-
managed paid time off (PTO). Instead of restricting 
PTO to an allotted number of days or weeks—or basing 
it on an accrual model, whereby employees are entitled 
to an increasing amount of PTO the longer they re-

main at the organization—employers 
are encouraging people to take time 
when they need it. To some, this may 
seem too unstructured; to others, it 
serves to boost recruitment, retention, 
and engagement. 

David Tozi, regional sales director, 
industrial and CIG, at Pittsburgh- 
headquartered WESCO, oversees  
a team of nearly 60. He explained  
that the company launched its self-
managed PTO program this year. 
Under this new model, employees may 
take as much paid time off as they desire, provided they 
receive approval from management. (PTO requests are 
processed on a first-come, first-served basis.) The program 
applies to existing employees as well as new recruits and is 
limited to exempt employees only (those who are paid a 
salary, rather than on an hourly basis). 

Tozi noted that so far, he has not had any of his staff 
members book excessive amounts of PTO; instead, they 
average between three and five weeks. He says that if 
someone starts abusing the system, it’s probably indicative 
of another problem. “If somebody starts putting in for a 
week every month, there’s probably a bigger issue there 

that’s not correlated to self-managed PTO,” Tozi said. 
Instead, he has observed that self-managed PTO allows 
people to take time for things like children’s birthdays, an 
extra day to gear up for work after a week’s vacation, and 
even household renovations. “It’s completely worth it for 
the health and well-being of the team,” he noted 

Jarryd Rutter, HR coach at HR out-
sourcing and consulting firm Paychex, 
said that in general, companies limit 
self-managed PTO to exempt employ-
ees. He conceded that this could create 
some friction between management 
and nonexempt employees who may 
feel that they are being treated unfairly. 
To decrease this disparity, he suggests 
offering them more PTO within the 
confines of a traditional model.  

“People really, really value paid 
time off,” Rutter said. “And in addi-

tion to valuing it, it’s really important that employees have 
the opportunity to get things done outside of work that 
need to be done—whether it’s doctor appointments or  
taking kids from point A to point B.” He added that orga- 
nizations may also offer nonexempt employees certain 
perks, like a free weekly house cleaning service or on-site 
oil changes. “Anything that can be done to try to give 
employees one less thing to worry about is another way to 
try to bridge that gap.” 

PTO Genius has developed an AI-powered HR software 
suite designed to help both employers and employees  
manage PTO, whether it’s on an allotted, accrual, or self-

managed basis. The tech-
nology will identify the 
best periods for employ-
ees to take their PTO and 
make personalized sug-
gestions on how they may 
spend their time off. (For 
example, if an individual 
is a horse lover, the sys-
tem will provide listings 

of dude ranches that 
welcome tourists.) 

PTO Genius also fa -
cilitates the process 
of converting extra 

PTO to finance vacation 
time, cover emergency 

expenses, pay down stu-
dent loans, or contribute 
to retirement funds.  

Ulises Orozco, co-
founder of PTO Genius, 

Develop a strategic vision  
and direction for your  
company with NAED’s 
Customer Purchasing  
Profiles with Market Data.
NAED.org/market-data
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M A N A G I N G  T E N S I O N   
C A U S E D  B Y  P T O  
Paychex’s Jarryd Rutter warns employers that launching 
a self-managed PTO program may create tension among 
existing staff who waited for years to accrue a signifi-
cant amount of paid time off.  

“Often the assumption by employers is that it’s going 
to be viewed as super-awesome by all employees, [and] 
that’s not always the case,” Rutter said. “Some people may 
have been with the company a really long time and have PTO 
built up, and suddenly people who are just coming into the com-
pany are getting the same benefit. Understanding your workforce 
and understanding how it is going to be implemented is really cru-
cial. What’s going to happen to the balances that people already 
have if you’re moving from allotment or accrual to unlimited? 
Some states require it to be paid out; some states don’t. And in 
the states that don’t, what are you going to do?” —C.H.
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urges organizations to be thought- 
ful in how they structure their self-
managed PTO programs. Requiring 
manager approval, for example, is 
something he advises against.  

“If a manager has to approve [PTO], 
it becomes a huge gray area and 
you’re running into potential legal lia-
bility,” he said. Consider this scenario: 
Bob and Sarah perform the same func -
tion and answer to the same manager. 
That manager approves Bob’s PTO 
request but refuses Sarah’s. “Is it be -
cause Sarah is a woman? Is it because 
Sarah is a minority? Is it because Sarah 
is transgender?” Orozco challenged. 
“You create way too much liability 
that you’re putting on the shoulders of 
your managers.”  

That’s not to say that organizations 
can’t instill some stipulations into 
their self-managed PTO policies, such 

as requiring employees to give two 
weeks’ notice prior to taking PTO. At 
the same time, these policies should 
not be restrictive.  

“You can say things like, ‘If there 
are more than X many people off in 
your department, we highly discour-
age you from taking time off,’ and that 
typically does the trick,” Orozco said, 
especially, he added, if companies  
explain their reasoning: Too many ab -
sences will result in interrupted work-
flow. “Employees typically get it—you 
just don’t want to fall into [making] 
restrictions,” he explained. “Once you 
start restricting, you’re in a gray area 
where the government is saying, 
‘You’re trying to manage this like a 
traditional policy.’ ” If an organiza-
tion’s culture is such that restrictions 
are deemed necessary, a traditional 
PTO program is probably best.  

For Tozi, self-managed PTO pro-
grams enable employers to be more 
competitive in their recruiting efforts. 
He believes that younger workers will 
eventually come to expect some form 
of self-managed PTO and pointed  
out that it facilitates the recruitment 
of tenured professionals—many of 
whom have accrued considerable  
PTO at their existing organizations 
and who may be reluctant to take a 
position with a new company where 
they risk losing all of that time. “To be 
able to say, ‘From day one, you take 
what time you need, within the con-
text of the health of the business’ is a 
huge recruiting advantage over the 
companies that are not doing that,”  
he said. n 

 

Heinze is a freelance writer and editor. 
Reach her at carolyn.e.heinze@gmail.com.
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OF COURSE, IT, IOT, AND OT 
management operators knew 
(and know) their systems 
were (and are) not immune to 

cyberattacks, but not until 2017 did 
they sit up and take notice: The Not -
Petya ransomware that entered the 
pharmaceutical Merck’s OT network 
via unpatched Microsoft Windows-
based systems cost the company $870 
million—in 2017 alone. “Earlier this 
year, the courts awarded Merck a $1.4 
billion insurance claim over the Not -
Petya cyberattack,” reported Adrian 
Lupola, information software business 
development manager for OneSource 
Distributors, Oceanside, Calif. 

In early 2021 hackers gained access 
to the control systems of a water treat-
ment facility in Oldsmar, Fla., and ad -
justed the levels of sodium hydroxide 
in the water supply from 100 to 11,100 
parts per million—a potentially fatal 
level. The hackers accessed the net-
work using a password shared by mul-
tiple employees working remotely. 
Fortunately, an employee spotted the 
intrusion in progress and stopped it.  
A near miss. 

Colonial Pipeline wasn’t so fortu-
nate, however. Just three months 
after Oldsmar, in response to a ran-
somware attack on its IT network, 
Colonial Pipeline shut down 5,500 
miles of Texas-to-New Jersey gaso- 
line and diesel pipelines for five days. 
Since Colonial Pipeline supplies 
almost half the fossil fuel consumed 
by the entire East Coast, the attack 
qualified as a national security threat. 
Using a leaked password, hackers 
accessed a Colonial VPN that was not 
in use but still active—and did not 

require multifactor authentication.  
Colonial Pipeline’s OT systems 

were not directly impacted, but it took 
the company five offline days to iden-
tify and isolate the ransomware’s im -
pact and prevent movement into other 
parts of its networks. To restore its 
network, Colonial Pipeline paid a ran-
som of $4.4 million.  

B U S I N E S S  /   M A R K E T  F O C U S

SECURE A SPOT 
As automation enters every realm of operations in every 
industry, the demand for cybersecurity expertise intensifies.  
by Jan Niehaus

Expertise Is in Great Demand 
Lupola’s deep IT experience—29 
years total—led him toward the OT 
side when EtherNet/IP started to 
take hold in manufacturing, around 
2016. He explained: “Initially, de -
vices on the manufacturing floor 
were isolated. They weren’t meant 
to be connected to a company’s IT 
network or the Internet. But opera-
tors were grabbing all this fabulous 
data on their isolated, air-gapped 
devices, and when EtherNet/IP be -
came the standardized communica-
tion protocol, they wanted to pull 
this valuable operational data into 
the IT side. While the IT side might 
issue security patches monthly, the 
OT side was rarely patched or up -
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dated since OT was isolated. But by 
2015-2016, EtherNet was showing up 
on a majority of OT devices, and we 
started seeing connections between 
devices on the manufacturing floor.” 

The two networks, IT and OT, have 
very different priorities, according to 
Lupola: “On the IT side, the priorities 
are CIA: confidentiality, integrity, and 
availability of the network. On the OT 
side, it’s AIC: availability, then integ-
rity, then confidentiality.” 

On the IT side, if email delivery is 
interrupted or there’s crackle on the 
VOIP phone line, while inconvenient, 
it’s usually not life-threatening. Inter -
ruptions to the OT network, however, 
can be fatal. “OT devices need to re -
spond in milliseconds. If the reaction 
to a [safety] light curtain is delayed, 
someone could die. With anything 
that’s automated, life could be on the 
line: water contamination, traffic 
lights, light curtains, and robots in a 
manufacturing facility,” Lupola said. 
OneSource’s customers include com-
panies in life sciences, entertainment, 
and food and beverage industries. 

“Our customers are all worried, 
always, every customer, but many just 
don’t know where to start on their OT 
cybersecurity journey,” Lupola said. 

The most important thing, he ex -
plained, is to understand the critical 
differences between IT and OT net-
works: “The IT and OT networks use 
the same EtherNet protocol, but the 
priority of data packets is different. 
Ideally, you don’t want IT data pack-
ets to travel south of an Industrial 
Demilitarized Zone (IDMZ) to the OT 
network. Only authorized OT packets 
should travel north to the IT network, 
not the other way around.” 

OneSource is an authorized distrib-
utor for Rockwell Automation and 
works also with Panduit and Cisco. 
According to Lupola, “The systems 
integrators, our customers, use our 
products, our knowledge, and our 
relationships with the manufactur-
ers.” Together with its manufacturing 
and systems integration partners, 

OneSource provides both IT and OT 
solutions to cover the entire attack 
continuum, identifying what can be 
done before, during, and after.  

Lupola described the process and 
his role: “I deal with the networking 
side and analytical software. Based on 
ISA/IEC 62443 and the NIST 800-82 
cybersecurity frame, we conduct a  
vulnerability and risk assessment, 
identifying all of the company’s criti-
cal assets and risks, and we establish 
the company’s baseline. We walk  
the plant, do interviews, get into the 
panels to look at what the end-of- 
life items are and what needs to be 
patched or replaced, and we analyze 
the network infrastructure that the 
PLCs and other IACS sit on. Then we 
complete a security posture survey, 
where I plug in and pull data from the 
customer’s OT network devices and 
send it to Rockwell, which puts it 

through its analytics and gives the 
customer a report card based on the 
ISA/IEC and NIST standards. We 
then create a strategy based on the 
risks. If design assistance is needed, 
we can leverage either Rockwell’s Net -
work Security & Services group or one 
of our systems integrator customers.” 

But hardware and software alone 
do not ensure security.“The problem 
is that you can buy the Cisco, Panduit, 
and Rockwell technology, but if you 
don’t have a comprehensive security 
plan with the right internal policies 
and trained workforce to put it all to -
gether correctly, based on the estab-
lished risk policy, you’re still vulnera-
ble,” Lupola said. n 

 

Niehaus, LEED GA, is the president and 
founder of Communication by Design 
(communicationbydesign.net). Reach her 
at Jan@CommunicationByDesign.net.
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Quality Products. Service Excellence.

Don’t keep your enclosure 
customers waiting

Extensive Inventory & Low Prepaid Freight

Learn more reasons by visiting: hammfg.com/advantage

are two great reasons you should be buying Hammond 
enclosures, and that’s just the start.
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WHILE THE WORDS “CONNECTED BUSINESS”  
bring to mind digital capabilities, the corner-
stone of any digital transformation plan is a 
company’s culture and the people who will 

help make the efforts a success. That is the idea behind a 
suite of products from NAED that fall under the “Building a 
Connected Business for 
the Future” umbrella—
all designed to help  
distributors formulate a 
digital transformation 
road map. Included in 
the offerings are: 

• Building a 
Connected Business 
sets the stage for the in -
dustry’s transition to 
using more digital capa-
bilities to better meet 
customers’ expectations, 
create more efficiencies, 
and streamline commu-
nications. The road map 
and timeline generated 
discussions on new 
business models and 
adopting a more digital 
mindset. NAED will do 
more on this topic in the 
coming months, but this 
report is free to mem-
bers now. Learn more  
at naed.org/building-a-
connected-business. 

• Customer Pur -
chasing Profiles with 
Market Data provides 
a way for electrical dis-
tributors to submit their 
monthly point of sale 
data in an easy, secure, 
and anonymous way, 
and then view their re -

sults alongside aggregate data of the market. Contributors 
can identify growth area market trends, compare their 
product offering and position to the market, and track their 
true performance. Learn more at naed.org/market-data. 

• The Economic & Industry Sector Outlook: 
NAED’s Business Intelligence Analyst Erin Prinster works 

with economic experts 
to create an outlook 
that consolidates all the 
information in one 
place. Sponsored by 
Hubbell and Schneider 
Electric, it is free to  
all NAED distributor 
members. Learn more 
at naed.org/outlook. 

• The 2022 Data 
Insights Conference, 
to be held Oct. 25-27 in 
Dallas, is designed for 
decision-makers who 
want to use their exist-
ing data to answer more 
of their business ques-
tions with greater clar-
ity and insights. This 
conference is an oppor-
tunity to learn how to 
make the most of orga-
nizational data with 
additional strategies 
and best practices for 
companies. Learn more 
at naed.org/data-
insights-conference.  

NAED is committed 
to ensuring the viability 
of the channel into the 
future. To find what’s 
available, click on the 
Industry Intelligence & 
Benchmarking tab at 
naed.org. —tED

B U S I N E S S  /   B U S I N E S S  M A T T E R S

GET CONNECTED 
The future of business is connected business—and NAED is offering a set of  

resources to help members get their companies where they need to be. 
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SOLUTIONS FOR SMARTER FACILITIES
Our latest Lev Series Pin & Sleeve devices enable industrial 
facilities to safely operate in smaller spaces with fewer staff. 
Avoid unplanned downtime and increase operational efficiency 
with a predictive maintenance program incorporating inform®, 
IIoT technology. Understanding energy usage is the key to 
energy management; our verifEye® submetering system 
provides facility management with the power of that information. 
And Leviton’s versatile line of sensors provide the optimal 
control for smart, safe and efficient lighting in every application.

Connect with your Leviton rep today or visit:
www.leviton.com/distributor

More Productivity, Less 
Energy, Safer Conditions... 
Let’s Make It Happen!
Through innovation we can support the growing needs for safer, 
and more efficient facilities.
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Data Insights 
Conference

Oct. 25–27, 2022

The Westin
Dallas 
Fort Worth
Airport

Dallas, TX

premiere event 

BUILDING A 
CONNECTED 
BUSINESS 

FOR THE  
FUTURE

www.naed.org/data- insights-conference
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ATTENTION-GETTING 
SALES CALLS 

by Kara Bowlin

/ S A L E S  S P O T L I G H T

S E L L I N G
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T
ODAY’S CUSTOMER DEALS WITH A LOT OF  
noise. Targeted ads show them products similar 
to the ones they recently Googled. Their inbox 
is filled with junk emails. Their phone rings and 
the callers appear as “Potential Spam.” As a 
salesperson, it’s hard to figure out a way to 

stand apart from the clutter and get a 
prospective customer to listen to what 
you have to say. Today’s salespeople 
need to be strategic and efficient and 
provide value to the customer.  

“Research shows that organized, 
consistent, disciplined prospecting is 
the No. 1 key to sales success,” said 
David Jacoby, managing director at 
Sales Readiness Group, which helps 
large B2B sales organizations improve 
sales performance. Jacoby is passionate 
about the importance of prospecting—
and doing it correctly. 

“Most sales professionals dread prospecting because 
they associate prospecting with cold calling,” he explained. 
“But prospecting really means contacting any type of lead 
to find new business, both warm and cold leads, with the 
goal of setting an appointment.”  

Jacoby understands that cold calling can feel like a fruit-
less task and many companies do not provide sales teams 
with enough warm leads to keep pipelines full. But even as 
sales automation tools reign supreme, cold calling still 
plays an important role in 
the sales cycle. “One of the 
biggest challenges of 
prospecting is the low suc-
cess rate associated with 
cold calling, and this is in 
part a function of the reality 
that you are catching the 
prospect by surprise,” he 
said. “They didn’t ask you 
to call them, and chances 
are, you’re interrupting 
them. Even if they have an 
interest in your solution, 
the prospect may just want 
to get you off the phone.” 

Jacoby advises salespeo-
ple to get the prospect’s 
instant, undivided attention 
within the first eight to 10 
seconds of the call. He 
offers a formula that starts 
with a greeting. 

“This step is obvious, but 

you’d be surprised how many salespeople have a grumpy 
phone persona,” he said with a laugh. He advises salespeo-
ple to hop on the phone with “a smile in their voice.”  

Next, Jacoby urges salespeople to craft an impact bene-
fit statement. “You need to quickly gain the prospect’s 
attention after the greeting. An impact benefit statement 

must briefly address a problem that 
the prospect is facing and explain how 
you will solve the problem. Prospects 
will only pay attention to you if they 
immediately understand how they will 
benefit from speaking with you, so you 
must craft your statement to provide a 
major benefit, preferably one tailored 
to the prospect’s business,” he said. 

Jacoby noted that effective impact 
benefit statements use benefit words 
such as increase, improve, gain, grow, 
maximize, enhance, and manage. 

These words help to better communicate to the prospect 
how your solution is going to help them, he said, offering 
an example: “This is Sara Smith from ACME Technology. 
Our packaging system has been able to improve efficiencies 
by 15% in other shipping departments. I’d like to see if I 
might be able to help you also.” 

Aleasha Bahr, a sales and marketing strategist at 
aleashabahr.com, recommends salespeople take this advice 
a step further to customize their sales conversations. “A lot 
of people miss sales because they’re having the same con-

versation with every per-
son,” she said. “But there’s 
nothing that will increase 
your sales more than per-
sonalizing your pitch.” 

Bahr encourages sales-
people to ask potential 
clients if they’ve tried the 
product or service they are 
selling or looked into that 
product or service before. 
“That information helps a 
salesperson understand a 
prospect’s perspective and 
knowledge level and 
whether the pitch needs to 
be more educational about 
the product and service 
value or if there needs to 
be a discussion about the 
difference between pur-
chasing a solution from 
his or her company rather 
than from a competitor’s,” 
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n  Rocky Mountain 
Electrical Specifica -
tions now reps Stahlin 
Enclosures in all of Colo -
rado; Wyoming (with the 
exception of Fremont, 
Lincoln, Sublette, Sweet -
water, Teton, and Uinta 
counties), and the Nebraska 
counties of Banner, Kimball, 

Scotts Bluff, and Sioux. 
Additionally, C&O Sales 
was selected to rep Stahlin 
in all of Kansas and in 
more than a dozen coun- 
ties in West Missouri, and 
Electrical Products 
Company was chosen  
as its rep in all of Iowa,  
all of Nebraska (excluding 
Banner, Kimball, Scotts 
Bluff, and Sioux counties), 
and Rock Island County  
in Illinois.  
 
n  Nora Lighting has 
appointed Diversified 
Group as its rep in the 
Metro New York and Long 
Island, N.Y., markets.

REP  
ROUNDUP 

NAED’s CEP Program 
trains all levels of sales 
roles by strengthening  
key sales competencies  
necessary for success. 

INDUSTRY 
INFO

NAED.org/cep
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she explained. “Then follow up with a 
question about what they liked about 
their experience with the product/ 
service or what they like about what 
they’ve seen so far.” 

She added that salespeople have 
only a finite amount of attention from 
a prospect and should spend it on 
what’s important to him or her and 
learn the customer’s end goal.  

“Whatever their answer is, you 
want to bring that up repeatedly in  
the call—in their own words,” she 
explained. “After each feature/benefit 
is explained, tack ‘So you can [end 
goal]’ to the end of it.” 

 
Assuming Control 
Jacoby understands a salesperson 
may face resistance even with a smile 
in his or her voice and an effective 
impact statement. He explained that 

resistance from a 
potential prospect can 
come from a request 
for more information 
(effectively shutting 
down the current  
conversation), an ex -
pression of disinter-
est, a statement that 
the prospect is too 
busy or this is not a 
good time, or a re -
quest for pricing.  

“Salespeople 
should aim to stay in control of the 
conversation and work to understand 
the customer’s need,” he said, adding 
that pivot ing to a topic such as next 
steps or a future meeting helps to keep 
the call from ending in a dead end. 

He also recommended asking for 
an appointment as early into the con-

versation as feels 
appropriate. “Make 
it easy for the cus-
tomer to say yes to 
an appointment by 
offering a choice of 
dates and propose 
specific dates and 
times to meet,” he 
said, adding that by 
offering a choice and 
not asking a yes-or-
no question, the  
customer feels com-

pelled to set a date. “Prospecting is 
never an easy task, but following this 
formula will help improve close rates 
and keep your sales pipeline full.” n 

 

Bowlin is a St. Louis-based freelance 
writer and publicist. She can be reached  
at karabowlin@gmail.com.
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L E V E R A G I N G  DATA  CO U R S E  

DATA ANALYTICS FOR  
ELECTRICAL DISTRIBUTORS
LEARN THE TECHNIQUES TO PERFORM ANALYSIS  
ON THE FOUR MAIN AREAS OF BUSINESS:  
Sales Revenues, Cost of Goods Sold, Gross Margins,  
and Operating Expenses. 

They didn’t 
ask you to 
call them, 

and chances are, 
you’re interrupting 
them. Even if they 
have an interest in 
your solution, the 
prospect may just 
want to get you off 
the phone.  

—DAVID JACOBY,  
Sales Readiness Group
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THE ADVERTISEMENT CATE- 
gory of tED magazine’s Best  
of the Best Marketing Com- 
petition honors companies 

with outstanding printed advertise-
ments, while the Digital/Social 
Media category awards electronic 
campaigns that include two 
or more of the following: 
video, social media, email, 
digital newsletters, pod-
casts, blogs, wikis, and 
other digital media 
marketing efforts. In 
2022, five submissions 
took home honors in the  
two categories.  
 
Advertisement Category 
Summit Electric 
Supply 
New Service Center 
Postcards 
In November 2021 
Summit Electric Supply 
opened two new service centers—one 
in Richardson, Texas, and one in 
Glendale, Ariz.—within eight days of 
each other. Before each grand open-
ing, Summit wanted to let its target 
audiences know about the new sites. 

A series of three postcards was sent 
to more than 2,500 customers and 
prospects within a 20-mile radius of 
the new service centers. The postcards 
introduced Summit’s “brand basics,” 
including service guarantees, product 
selection, and overall convenience.  

D&B information from MDM 
Analytics was used to perform a sweet-
spot analysis and find more targeted 

customers, and the marketing team 
focused on simplified but critical mes-
sages, clean creative, and straightfor-
ward calls to action. 

“I like that this goes beyond simply 
saying, ‘Hey we have a new location’ 

—they created a real program out of 
it,” said the judges.  
 
Service Wire 
Feeder MC Print Ad 
Conduit was becoming 

increasingly more diffi-
cult to source at the 
beginning of 2021, and 
Service Wire saw an 
opportunity to gain  
market share by pro- 
moting its conduit-free 
Feeder MC cable. A full-
page ad was placed in  
the contractor-centric 
EC&M Product of the 
Year magazine to pro-
mote this readily avail-

able alternative to traditional pipe and 
wire. The goal was to convert cus-
tomers to this in-stock solution by 
advertising the product’s unique fea-
tures and benefits. 

“I like that they led with a bene- 
fit, and it’s a really strong headline,” 
noted the judges. “Service Wire really 
gets it.” 
 
Digital/Social Media Category 
United Electric Supply 
Utility Instant Rebate 
The Utility Lighting Rebates program 
launched in 2020 and United began 
heavily promoting the program in 

2021 to create more awareness inter-
nally with employees and externally 
with customers.  

The launch of this initiative in Q4 
2021 started with creating a webpage 
that broke out each utility provider 
separately, using their logos so cus-
tomers could easily identify from 
which provider they purchase electric-
ity. A prominent link was then added 
from United’s promotions page to 
increase page traffic for anyone visit-
ing the page and interested in saving 
money on energy-efficient lighting. 

Emails were deployed to target 
audiences based on customer zip 
code, using subject lines that called 
out the utility supplier for that region 
and highlighted specific products to 
help drive people to click on the call  
to action, which was a PDF of the spe-
cific rebates available to them from 
their utility. Also, social media posts 
were added to the company’s pages to 
promote the utility rebate programs 
and drive people to the utility rebate 
landing page for more information. 

“Customizing the message accord-
ing to utility providers was smart,” 
said the judges. “The messaging was 
well done too.” 

 
Summit Electric Supply 
10x10 Service Center  
Opening Events 
Summit Electric Supply opened ser-
vice centers in Richardson, Texas, and 
Glendale, Ariz., within eight days of 
each other in November 2021. To at -
tract customers to the new locations, 
the company hosted “Ten Manufac- 
turers in Ten Weeks” (aka “10x10”), 
wherein Summit worked with its top 
manufacturer partners to coordinate a 
10-week schedule of events. Each 
manufacturer was given its own week. 

Each week consisted of manufac-
turer events, tent sales, counter days, 
lunch ’n learns, and/or joint sales 
calls; a customer giveaway item; a 

S E L L I N G  /   B E S T  O F  T H E  B E S T

WINNING WAYS 
Five companies earned honors in 2022 for their entries in 

the Advertisement and Digital/Social Media categories. 

BEST  
OF THE 
BEST 
 
Marketing 
Competition  
2022

   SEE OUR AUGUST ISSUE FOR A COMPLETE LIST OF 2022 BEST OF THE BEST WINNERS. THE SUBMISSION WINDOW FOR OUR 2023 
   CONTEST WILL OPEN JAN. 1 AND RUN THROUGH MARCH 31. VISIT TEDMAG.COM/BEST FOR MORE INFORMATION ABOUT THE COMPETITION. 
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2 0 2 2  W I N N I N G  E N T R I E S  /   
A D V E R T I S E M E N T  A N D  D I G I T A L / S O C I A L  M E D I A

Summit Electric Supply  
(Digital/Social Media) 

United Electric Supply  
(Digital/Social Media) 

ABB Electrification (Digital/Social Media) 

said the judges. “Very good execution.” 
 
Honorable Mentions 
Three honorable mentions were also 
awarded to entrants in the Digital/ 
Social Media categories: 

• Springfield Electric Supply, 
Productivity IQ 2021 

• Acuity Brands, Heart of 
Holophane 

• Encore Wire, GreenConnect —
tED

Summit Electric Supply (Advertisement)

Service Wire (Advertisement)

manufacturer-specific promotion 
(either discount, BOGO, or promo-
tional item); and a no-purchase- 
necessary weekly prize raffle. 

Summit worked with each manu-
facturer to design welcome bag items 
for customers; develop a calendar of 
events for each supplier in both loca-
tions that promoted manufacturer 
activities, specials, and raffle items; 
and create targeted Facebook ads that 
described the customer offer and the 
weekly prize giveaway. An alternate 
entry form/survey card was created to 
capture weekly entries, physical cards 
were provided at each location, and a 
QR code was generated to allow con-
tractors to enter online. 

“I like the company’s goal to drive 
repeat business,” said the judges. 
“This was a well-done campaign that 
used social media in a clever and 
effective way.” 
 
ABB Electrification 
NECA Campaign Contractor Week 
ABB exhibits and participates in the 
annual NECA Tradeshow and Con -
ference and was eager to return to in-
person events in 2021. 

To complement its physical 
tradeshow booth, ABB deployed a 
wide collection of digital tactics (in -
cluding some new test pilots) to 
encourage electrical contractors to 
visit its booth to engage in a series  
of informative and interactive re -
sources designed specifically for the 
contractor market. 

The digital campaign began in mid-
August and ran through the end of 
October and included tactics to drive 
engagement preshow, postshow, and 
during the show. The social media  
campaign—which was deployed prior 
to the show and continued for five 
days after—included microsites, 
LinkedIn LIVE, a GeoTargeting 
Google display campaign, email, 
social media, video, digital e-news, 
blogs, and Instagram stories. 

“ABB did it again: making the  
most of a tradeshow appearance,”  
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Backed by Economists, Armada Intel, Mr. Keith Prather (MBA) and Dr. Christopher Kuehl (PhD) 

 
 
“I HAVEN’T FOUND A BETTER, MORE SUCCINCT TOOL  
THAN THE NAED’S NEW ECONOMIC AND INDUSTRY  
SECTOR OUTLOOK AND CONSTRUCTION INDEX, I  
ENCOURAGE ALL DISTRIBUTORS TO GIVE IT A TRIAL RUN  
AND SEE IF IT’S AS HELPFUL TO THEM AS IT IS TO US.”  
 

  
“WE SEE IT AS A COST-SAVING OFFERING THAT HELPS  
US CONSOLIDATE THE SEVERAL SERVICES WE USE, AND  
AS NAED’S SERVICE CONTINUES TO BUILD OUT, WE’RE  
HOPING THAT IT CAN EVENTUALLY MEET ALL OF OUR  
FORECASTING NEEDS OVER TIME. SO FAR, THE FIRST  
REPORT IS IMPRESSIVE AND WE LIKE WHAT WE SEE.” 
 

R E V I E W S

—DAN DUNGAN, Executive Chairman, Springfield Electric 

➜ NEW executive summary!!  
High level info to you in a 
snap shot of the economy 
and each of the 11 sectors. 
 
➜ The outlook also forecasts 
11 industries and their eco-
nomic indicators including 
the economy as a whole, 
looking at unemployment, 
copper prices, and GDP just 
to name a few. 
 
➜ The outlook is designed  
for EVERYONE not just CEOs,  
Executives, and Decision 

Makers. This can be used as 
a learning tool for those just 
starting out in the industry  
OR for those that want to  
understand more about how 
the economy affects the  
electrical industry. 
 
➜ NAED Members Only  
Access to Community Hub 
where you can interact  
with NAED’s Research and 
Data Analyst, Erin Prinster, 
ask questions, and join  
in conversations about  
the Outlook. 

F E A T U R E S

—WES SMITH, President, Mayer, Birmingham, AL

 I N D U S T R Y  S E C T O R S  

Research, Data and  
Analysis provided by 

NAED’s Research  
& Data Analyst,  

Erin Prinster (B.S.)

 

Airline 

Automobile and Light Duty  
Manufacturing 

Data Processing, Hosting, and  
Related Services 

Education 

Electrical Wholesaling 

General Medicine and  
Surgical Hospitals 

New Multi and Single  
Family Housing 

Oil and Gas Extraction 

Pharmaceutical Manufacturing 

Sewage Treatment Facilities 

Supermarkets and Other 
Grocery Stores 
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Meet The  
Challenge  
of Rising  
Costs 
LEFT UNATTENDED, COST INCREASES CAN  
ERODE PROFITS. AVOIDING THIS CALLS FOR  
A STRATEGIC BALANCING ACT. 
by Phillip Perry

C O V E R  S T O R Y  /   
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F
OR THE FIRST TIME  
in decades, electrical dis-
tributors are facing the 
challenge of running their 

operations in an inflationary environ-
ment. Cost increases topped 8% this 
summer—the fastest pace in 40 years 
and a dramatic change from the re -
cent 1.8% average. 

Left unattended, cost increases can 
erode profits. “Inflation is certainly 
serious from a distributor’s view-
point,” said Paul Perry, electrical 
product manager at Winsupply in 
Bangor, Maine. “We need to be very 
much aware when new pricing goes 
into effect, and we have to reflect that 
in our own sell prices. Otherwise, we 
lose margin because our expenses are 
going up just like everybody else’s.” 

The tougher operating environ-
ment is arriving at a time when many 
business owners are too young to 
remember the world’s last bout with 
inflation. “Managers have become 
accustomed to an economic cycle  
in which cash flow has been reason-
ably healthy and delinquencies have 
been low,” said Anirban Basu, chair-
man and CEO of Sage Policy Group, 
an economic consulting company. 
“They’re out of practice dealing with 
cost increases.”  

The possibility of an economic 
slowdown complicates decision- 
making, since an inflationary-savvy 
move may backfire in a recession. For 
example, companies may want to 
think twice before beefing up stock  
in anticipation of higher prices down 
the road. “You can’t be too exuber- 
ant about buying inventory thinking 
you are getting a good price, when 
months from today it could drop 25% 
and you’ll be upside down in every 
order until that inventory turns,” said 
Perry. “You need to keep on top of 
your assets to make sure you don’t  
get caught.” 

It all calls for a kind of strategic 
balancing act. “We’re in a strange 
period now, where it’s still uncertain 
how the economy will go,” explained 

Tom Palisin, executive director of  
the Manufacturers’ Association. 
“Companies are going to have to pay 
attention to their new orders area to 
spot early indications of a slowdown. 
They need to be prepared to utilize 
cost reduction strategies or rein in 
planned investments.” 

 
Follow the Money 
If the economy’s future path is un -
clear, distributors must still take steps 
to counteract the inflation that’s 
underway now. Experts say job No. 1 
should be cash flow management.  
Too often the characteristics com- 
mon to inflationary times—rising 
costs, slowing receipts, and burgeon-
ing inventories—end up placing severe 
strains on the company treasury. 
“While managing cash flow is always 
important, it is especially critical in 
times of inflation,” said Basu. “There 
is so much more that is suppressing 
free cash flow that distributors must 
take extraordinary measures to pre-
serve it.”  

Raising prices, of course, is the 
most immediate way to adjust cash 
flow upward. Thanks to the elevated 
demands of a robust economy, cus-
tomers in many industries have 
shown some willingness to absorb 
price hikes. Indeed, such increases  
are often more successful early in  
an in flationary cycle when customers 
are psychologically attuned to rising 
costs. “The whole idea is to stay on  
top of increases and not let things get 
to the point where your margins are 
getting cut 20% or 30% before you 
act,” said Z. Christopher Mercer, CEO 
of Mercer Capital, a business valua-
tion and financial advisory firm. 
“Better to raise prices early, even if  
it’s unpleasant.” 

Customer care in any price esca-
lation scenario is crucial. “We need  
to communicate as best we can, so 
customers are never blindsided,” said 
Perry. “They need to have time to 
adjust their own pricing. Nobody 
wants to eat increases on their own.” 

w w w . t E D m a g . c o m                                                                                                                                                                                                             Sep. 22  •  the ELECTRICAL DISTRIBUTOR  39

©
 D

N
Y5

9
/I

S
TO

C
K

√√√A-38,39,40,41.qxp_UpFront redesign.qxt  8/15/22  5:16 PM  Page 39



Close customer contacts can not only 
obviate hard feelings, but also provide 
early warning signs of an economic 
downturn, he added. “Things like 
slowdowns in requests for quotes or  
in projects coming out on the pub-
lished lists can give an indication 
about what the future holds.”  

It follows that proactive sales 
teams will reach out to current cus-
tomers more often than in the past, 
with an eye toward monitoring mar-
ket conditions and identifying early 
warning signs. “Make sure that you 
are in constant communication, espe-
cially with your biggest and best cus-
tomers,” said Sam Brownell, founder 
of Stratus Wealth Advisors, a financial 
planning, investment management, 

business continuity, succession plan-
ning, and business valuation firm. 
“Many times you can pick up tidbits 
that you can’t get from reading the 
financial media or talking with some-
one who might be making economic 
forecasts.” It would be prudent to con-
duct a fresh round of account reviews, 
sorting customers into tiers of impor-
tance and targeting efforts toward the 
most valuable players.  

Sluggish receipts can also be lead-
ing indicators of worsening times. 
“Recessions cause customers to slow 
payments or not pay at all,” said Basu. 
“We know from the experience of 
2008 that when the economy weak-
ens, delinquencies rise. And that’s 
another factor that should render 

electrical distributors more cautious 
than usual.”  

Escalations in accounts receivable 
can put special strains on smaller 
operations that often lack sufficient 
cash reserves to absorb delays in re -
ceipts. “Any time your receivables 
start to age beyond historical norms, 
you’d better be working on them hard 
because you can’t do anything with a 
sale, and you can’t do anything with a 
receivable. The only thing you can 
work with is cash,” said Mercer. “A 
review of the extent of receivable 
delays in previous economic slow-
downs may provide useful insights 
into what may lie ahead and suggest 
prudent operational measures.” 

While price increases are a sure 
way to generate more cash, they also 
have the potential of creating a false 
sense of security. Higher revenues are 
markers of company success only 
when they result from operational 
improvements rather than inflation-
ary pressures. “It’s important to dig 
into revenue and break it out into  
volume vs. price,” said Brownell. “As 
an example, I’m working with a cou-
ple of very good businesses that have 
seen sales go from mid-$20 million  
to more than $40 million. But only 
about 15% to 25% of that increase  
was due to selling more as opposed to 
higher pricing. Every business should 
want to see revenue go up because 
they’re moving more volume.” Many 
times, revenue increases stemming 
from higher prices are not sustainable 
because they rely on underlying com-
modity costs. 

The solution is to monitor the bot-
tom line even more closely than usual. 
“Companies that don’t keep up with 
the differentiation between their costs 
and their sales will see their profitabil-
ity decline,” said Palisin. “They must 
address cost increases through pricing 
or by reductions in other areas.”  

 
Controlling Inventory 
Customer resistance to higher prices 
will manifest first in sluggish receipts, 

C O V E R  S T O R Y  /   

 
WORKING THE  
INFLATION TOOLBOX 
Distributors have a powerful inflation-fighting tool in the form of historic sales data 
stored in their EMSs. “Today we can be much more sophisticated and strategic in our 
response to inflation than in the past,” said Oded Koenigsberg of the London Business 
School. Analysis of past transactions can uncover customer sensitivities in terms of 
prices, quantities, and qualities at the product level. Distributors can respond with 

responsive offerings that encourage more 
sales. Examples of such activities follow: 

➧ Bundle existing products to create new 
value propositions. 

➧ Unbundle products to introduce lower 
price points. 

➧ Modify price gaps among products to 
drive customers toward more profitable 
selections. 

➧ Introduce less expensive product alter-
natives for less quality-sensitive customers. 

➧ Introduce higher-end products that 
make existing lines appear more affordable. 

➧ Reduce quantities for customers who 
are more price sensitive. 

➧ Remove features of some products for 
which customers are more price sensitive. 

➧ Raise prices for customers who are 
more quantity or quality sensitive. 

➧ Introduce features at higher prices  
for customers who are more quality sensitive. 

➧ Reduce marketing expenditures and lower prices for overpriced products. 
➧ Raise prices and increase marketing expenditures for underpriced products. —P.P.
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and second in burgeoning levels of 
warehouse stock. “At some point 
swollen inventories will start to sit for 
longer periods, tying up a ton of cash,” 
said Basu. He suggests monitoring 
shelf activity like a hawk. “If they ob -
serve the velocity of sales starting to 
decelerate, that’s a signal to begin 
accumulating less product.”  

In a perfect world, businesses 
would return to the just-in-time 
inventory practices popularized dur-
ing the Great Recession of 2008 and 
abandoned during the pandemic. The 
problem is that managers have be -
come accustomed to just the opposite 
tactic, bolstering stock levels to cush-
ion the effects of supply chain disrup-
tions. “It’s hard for our members to 
reduce inventory when customers are 
already upset because of delivery 
delays,” said Palisin. Businesses can 
get a firmer handle on optimal order-
ing levels partly by maintaining closer 
contacts with vendors and seeking 
early warnings about anticipated 
shortages and price changes. 

If an overburdened warehouse can 
look like a lesser evil than an upset 
customer, the fact remains that swol -
len inventories can end up straining 
bank lines. “If wire inventory goes up 
in price, it has to be financed some-
how,” noted Perry. “Not all companies 
can just pay cash for everything.” But 
bank lines only go so far, and using up 
the available ones affects what else 
can be done with the money, which 
might be needed for capital improve-
ments or unexpected expenses. 

The trick is to know how far to 
trim. And that requires an under-
standing of the behavior of each item 
on the warehouse shelf. “The key is to 
acquire only those products for which 
there is significant demand so they 
will move quickly,” said Basu.  

 
Product Positioning 
The good news is that today’s distrib-
utors have access to decision tools 
that were lacking the last time infla-
tion reared its head.  

“In the past, the typical response  
to inflation was tactical,” said Oded 
Koenigsberg, deputy dean at London 
Business School. “Companies would 
raise prices, cut costs (and thus qual- 
ity), or allow margins to decline.” Cus -
tomers hated the first two; company 
owners hated the third. 

In contrast, said Koenigsberg, to -
day’s manager has access to a new 
inflation-fighting tool: collections of 
historic transactions stored in com-
puterized EMSs. Analysis of this data 
allows distributors to repackage prod-
uct offerings into programs respon-
sive to customer sensitivities to price, 
quantity, and quality.  

Koenigsberg provides some exam-
ples. A distributor may reduce unit 
quantities rather than raise prices  
for a certain product when its sales 
history shows customers exhibiting 
high price sensitivity. The opposite 
approach can be taken with those 
products for which customers have 
exhibited high quantity sensitivity. 
Finally, when it comes to products for 
which customers have exhibited a 
high preference for quality, distribu-
tors may have more success raising 
prices than removing highly sought 
features. (The sidebar on page 40 
offers a variety of similar strategies.) 

A successful analysis of historical 
transactions can help offset the costly 
effects of inflation by driving revenues 
higher and increasing customer satis-
faction. This approach can be a valu-
able part of a larger effort to balance 
aggressive business moves in an infla-
tionary environment with prudent 
measures in anticipation of a reces-
sion. “You can’t be too conservative 
because there’s still a lot of opportun- 
ity out there in the marketplace,” said 
Perry. “At the same time, you need to 
prepare for a possible downturn.” n 

 

Perry is an award-winning journalist who 
has published widely in the fields of busi-
ness management, workplace psychology, 
and employment law. He can be reached at 
phil@pmperry.com.

HAVE YOU 
INFLATION-
PROOFED YOUR 
COMPANY? 
How well is your company prepared to 
resist the costly effects of inflation? 
Here’s a quiz to find out. For each “yes” 
answer score 10 points. Then total your 
score using the ratings at the bottom. 

 
HAVE YOU DONE THE FOLLOWING? 

❶ Raised prices when appropriate 

❷ Run periodic accounts receivable  
aging reports 

❸ Increased account collection activity 

❹ Sharpened inventory control  
practices 

❺ Established regular cash flow  
forecasts 

❻ Identified the most valuable  
customers 

❼ Increased contact frequency  
with customers 

❽ Scheduled more outreach to  
suppliers 

❾ Ensured compliance with bank  
loan covenants 

❿ Repackaged sales programs based 
on historical transactions data 

WHAT’S YOUR SCORE? 80 or more: 
Congratulations. Your business is well 
positioned to resist the damages of 
inflation. Between 60 and 80: There’s 
room for improving your financial man-
agement. Below 60: Your business 
might benefit from some of the sugges-
tions in the accompanying story. —P.P. 
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THE FINAL ACT IN 2007 EN- 
ergy legislation targeting  
general-service incandescent 
lamp efficiency is playing out 

this year, as the DOE recently enacted 
two new rulemakings. 

In short, the DOE revised defini-
tions of general-service lamps to 
include some popular previous incan-
descent exemptions, while interpret-
ing a backstop energy standard as 
applying to all general-service lamps. 

By 2023, more lamps will be cov-
ered by stricter energy standards, with 
the likely result being the elimination 
of many lamps from the market, affect -
ing not only the manufacture and 
import, but also sale of these lamps. 

 
The Energy Act 
In 2007, passage of the Energy Inde -
pendence and Security Act of 2007 
defined and regulated common 
household lamps by requiring them  
to become some 30% more energy-
efficient or face prohibition from 
manufacture and import. 

These rules went into effect in  
2012 for 100W lamps, 2013 for 75W, 
and 2014 for 40W and 60W, with a 
list of exemptions, some of them sub-
ject to regular review based on mar-
ket behavior. 

Finally, the Energy Act contained a 
backstop provision that appeared to 
require a new energy standard of 
45lm/W taking effect in 2020 if the 
DOE failed to make a new energy 
standard generating equivalent energy 
savings of at least 45lm/W in a certain 
period of time. The backstop provi-
sion prohibited the sale of noncompli-
ant general-service lamps. 

Despite fears of the bulb being 

banned by the Energy Act, consumers 
still had a choice, albeit a different 
one. Meanwhile, predictions that 
CFLs would take over the market 
proved similarly unfounded. 

In Q2 2013, in the midst of the reg-
ulatory rollout, incandescent’s share 
of consumer A-line lamp sales was 
about 65%, while CFL’s share was 
25%, according to NEMA and based 
on member shipments. 

As popular wattages of incandes-
cent lamps continued to be phased 
out, however, consumers went in an 
entirely different direction. Desiring 
lamps that provided equivalent per-
formance at the lowest cost, they 
switched to halogen A-lamps that 
were compliant with the Energy Act. 
Then they switched to LED lamps as 
they matured to be performance- and  
cost-competitive. 

The DOE’s Residential Energy 
Consumption Survey provides a use-
ful snapshot. In the 2015 survey, 4% 
of households reported using LEDs 
for most or all indoor lighting. By 
2020, this increased to 47%. Only 15% 
still used incandescent/halogen and 
12% used CFL for most or all indoor 
lighting in 2020. 

NEMA member lamp shipments 

P R O D U C T S  /   L I G H T I N G

EXIT INCANDESCENTS 
Stricter energy standards for lamps will more than likely 
result in the elimination of many from the market.  
by Craig DiLouie 

tell an even more powerful story. By 
Q2 2022, LED A-line lamp shipments 
had climbed to a dominating 80% of 
the market, followed by halogens at 
19%. CFL’s market share had fallen to 
just .7%. 

Looking at it from a purely policy 
point of view, it appeared to be mis-
sion accomplished. 

 
A Political Battle 
Despite the Energy Act’s success in 
transforming the residential lamp 
market, however, it wasn’t done yet. 

In 2017, the DOE issued a Final 
Rule that eliminated previous exemp-
tions for rough service lamps, shatter- 
resistant lamps, three-way incandes-
cent lamps, vibration service lamps, 
reflector lamps, and decorative lamps 
(T-shape lamps of 40W or less or 
length of 10˝ or more and B, BA, CA, 
F, G16-1/2, G25, G30, S, and M-14 
lamps of 40W or less). Other exemp-
tions remained. 

The incoming Trump administra -
tion, however, subsequently withdrew 
the new definition. In April 2022, the 
Biden administration reinstated it, 
producing a regulation that was to 
take effect 60 days after publication in 
the Federal Register. 

Meanwhile, because the DOE did 
not issue a new energy standard 
before 2020, the backstop provision 
was expected to take effect. The 
Trump administration interpreted the 
law differently, with a determination 
in 2019 saying it would not. 

As a result, several states such as 
California went ahead with it anyway. 
Then in April 2022, Biden’s DOE 
issued a new rule, effective 75 days 
after publication in the Federal Reg -
ister, which stated it was codifying the 
“45lm/W backstop requirement for 
general service lamps (GSLs) that 
Congress prescribed in the Energy 
Policy and Conservation Act…. This 
final rule represents a departure from 
the DOE’s previous determination 
published in 2019 that the backstop 
requirement was not triggered.” 
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EPEC Lighting takes all of 
the product knowledge and 
sales skills of all of EPEC  
to create one level detailing 
lighting and controls.

INDUSTRY 
INFO

NAED.org/epec-lighting
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W H A T  T R A I N I N G  I S  T H E  B E S T  F I T  F O R  Y O U R  E M P L O Y E E S ?   
W H E T H E R  I T ’ S  P R O D U C T  O R  S A L E S  K N O W L E D G E ,  N A E D  H A S  Y O U  C O V E R E D .

R E A D Y  |  S E T  |  G O !

H I T  T H E  R E S E T  B U T T O N  F O R  2 0 2 1  
Position Yourself for Success with EPEC and CEP.

VS

�
Go a Step Further and Receive DUAL Certification!

Contact memberengagement@naed.org to learn more.

P R O G R A M  H I G H L I G H T S  

� Comprehensive Product Knowledge 

� Six Levels: Bronze, Silver, Gold,  
Automation, Lighting, Datacom & Video 

 
� Expert Advice from Industry Veterans 

� Discussion Platform for Students
 

� Online Modules, Capstone and Final Exam 

 
� Meets NAED Recommendation of  

40 Hours of Training Annually 
 

E M P L O Y E E  B E N E F I T S
 

 
� Increased Confidence in Working With  
Cut Sheets and Talking About Products  

 
� Increase Sales Potential by  

Understanding Complementary  
Products and Substitutions 

P R O G R A M  H I G H L I G H T S  

� Comprehensive Sales Training Program  
from Florida State University  

� Negotiation Content from SPARXIQ 
 
 

� NAED Industry Specific Courses 

 
� Micro-Learning Format 

� Study Guides and Final Exam 

� Meets NAED Recommendation of  
40 Hours of Training Annually 

E M P L O Y E E  B E N E F I T S    
� Increased Confidence in Lead Generation 

� Relationship Building and Selling with Integrity 

 
� Increased Understanding of Buyers 

� Increase Sales Potential by Utilizing a  
Defined Sales Process

Coupling CEP’s exceptional sales training with the industry’s 
best product training completes the package and positions your 

sales team to be more successful in their role. 

H I T  T H E  R E S E T  B U T T O N  
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Future Impact 
For the residential lighting market, 
the result is that a large number of 
incandescent and halogen lamps are 
likely to face elimination, as it is gen-
erally understood that the higher level 
of energy efficiency is currently not 
cost-effectively achievable for the 
technology. Already dominating the 
residential lamp market, LED appears 
poised to virtually own it. 

The DOE estimated the American 
public will save nearly $3 billion in 
annual energy costs due to the new 
rules, while advancing President 
Biden’s climate goals by cutting 222 
million tons in carbon emissions over 
30 years. “The lighting industry is al -
ready embracing more energy-efficient 
products, and this measure will accel-
erate progress to deliver the best 

products to American consumers and 
build a better and brighter future,” 
U.S. Secretary of Energy Jennifer 
Granholm stated in a press release. 

Distributors and retailers should 
take note that the act’s language 
regarding the 45lm/W backstop is 
unusual in that it prohibits not just 
the manufacture and import, but also 
sale of noncompliant lamps. 

The DOE announced its enforce-
ment would be supportive of a man-
aged transition across the distribution 
chain. This involves enforcement that 
transitions from lenient to progres-
sively tougher. 

The emphasis is on transitioning 
production (manufacture and import) 
first, culminating Jan. 1, 2023. For 
distributors and retailers, the DOE 
stated in its enforcement policy that 

the department would begin with 
“warning notices in January 2023, 
progressing to reduced penalties two 
months later, and culminating in  
full enforcement in July 2023.” Addi -
tional flexibility may be available for 
“very small retailers” that contact the 
DOE. During the transition, the DOE 
may request information as part of  
an investigation. 

Currently, the industry should be 
evaluating product lines, supply 
chains, and inventories to ensure 
compliance across all general-service 
lamps as defined by the DOE. Learn 
more about the DOE’s enforcement 
policy at bit.ly/3J40Yqb. n 

 

DiLouie, LC, is principal of Zing Com- 
munications (zinginc.com). Reach him at 
cdilouie@zinginc.com.

LOCKOUT/TAGOUT—SHARE CHANGE BY TYPE 
12-MONTH DOLLAR SALES ENDING JUNE 2022 VS. ONE YEAR AGO  
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Kit ...................................................................................................................................................................................................................... 2.3 
Hasps ................................................................................................................................................................................................................  -.5 
Tags ...................................................................................................................................................................................................................  .3 
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*Includes training materials, software, labels, and lockout signage. Epicor’s Industry Data Analytics tracking information is based on sales from a representative sample of full-line electrical distribu-
tors located throughout the United States. For more information, call 512-278-5800, email epicorindustryanalytics@epicor.com, or visit epicor.com/en-us/business-need/sales-and-marketing/vista-
information-services/.

12-MONTH DOLLAR SHARE ENDING JUNE 2022

LOCKOUT/TAGOUT BY TYPE
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PRODUCT 
EXPERTS  
NEEDED
Contribute Your Product Expertise 
for the Electrical Industry

Have you heard about the industry’s  
Harmonized Data Model (HDM) initiative? 
Here’s an opportunity to get involved and be recognized by 
the industry for your efforts. IDEA is inviting the industry to 
participate in the Product Expert Task Force that will impact the 
future of the electrical distribution channel.

HDM is underway! 
In the next 6 months, subject matter experts (SMEs) will be  
harmonizing the categorization for dozens of product categories.

LEARN MORE AND SIGN UP 
idea4industry.com/sme
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PLUGGED IN➔ Find product training from manufacturers  
on NAED’s Learning Center: naed.org/naed-learning-center.

5

6

1. PVC-Coated Conduit  
Atkore’s PVC-coated galvanized rigid steel conduit has 
earned ETL Verification while also meeting Underwriters 
Laboratory (UL) 6 Safety Standards, validating the adhe-
sion of the conduit’s PVC coating and ensuring long-term 
system protection in the harshest environments. Learn 
more at calbond.com. 
 
2. Kick-In Floor Brackets 
Orbit’s Kick Stand Flat Brackets are available in one-, 
three-, and four-box positions for mounting receptacles at 
a consistent 18˝ box center without measuring. Compatible 
with 4˝, 411⁄16˝, and 5˝ square boxes, the brackets’ patented 
keyhole pattern allows the pairing of 4˝ rings with 5˝ 
boxes or use of a ring without a back-box for low-voltage 
applications. Learn more at orbitelectric.com. 
 
3. Adjustable Color Temperature Plug-In LED 
Philips’s MainsFit CorePro Adjustable Color Temperature 
Plug-in LED (UL Type-B) replacement lamp is available in a 
horizontal or vertical configuration and can switch between 
three color temperatures ranging from 3000K to 4000K. 
Learn more at signify.com. 
 
4. Expanded LED Temporary Work Light Line  
Emerson has added new models to its Appleton TL LED 
temporary work light family—all delivering highly mobile, 
affordable, and bright lighting. Choose from 60W (200W 
HID equivalent—7,200 lumens), 100W (400W HID equivalent 
—12,000 lumens), and 150W (600W HID equivalent—
18,000 lumens) TL models. Learn more at emerson.com. 
 
5. Gallery XL Luminaire 
ConTech’s Gallery XL Track Luminaire features a flat 
back cylinder form, an integral driver, vertical angle guides 
to allow pre-aiming, and a discreet locking screw to en-
sure adjustments will be maintained. An adjustable arm 
integrated seamlessly into the form of the fixture elimi-
nates any visible wiring or adjustment hardware while still 
allowing 0° to 100° of vertical adjustment and 365° of 
horizontal adjustment. Learn more at contechlighting.com. 
 
6. Hole Cover Kits in Larger Size 
Arlington’s nonmetallic Hole Cover Kits ensure compli-
ance with OSHA standards on multistory building sites. 
Now in three sizes and rated for a 250 lb. load, the new 
HC3792, 101⁄2˝ diameter cover fits 33⁄4˝ to 91⁄4˝ openings. 
Retaining clips and reference scale allow for precise sizing 
of the cover to hole diameter. Learn more at aifittings.com.

2

1

3

P R O D U C T S  /   W H A T ’ S  N E W

4
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It’s Simple 
 

Subscribing to tED magazine’s daily e-newsletters is so easy,  
we couldn’t find a way to make this ad look fancy. 

 
Click this link: www.tEDmag.com/subscribe. 

1. Fill in your e-mail address, first, and last name. 
2. Select the newsletters you want to receive. 

3. Click subscribe.  
 

Subscribe 
FILL OUT THE FORM BELOW TO SUBSCRIBE TO OUR MAILING LIST. 
*indicates required   
Email address* 

First Name* 

Last Name* 
 
 
 
NEWSLETTER INTERESTS 

 tED Daily News: Our daily electrical newsletter, delivered Tuesday-Friday             

 lightED Line: Lighting news every Monday and Thursday 

 Digital Edition: Our award-winning magazine delivered to your inbox every month 

 
         SUBSCRIBE
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Distributor Doings 
Atlantic Coast Ele -
ctric Supply, Sum -
merville, S.C., hired 
Hillary Doherty as 
the new marketing 
manager. She began 
her career with 
Granite City Elec-
tric and brings more 
than 20 years of ex -

perience to the position.  
 
Megan Bishop is 
vice president of HR 
at Crawford Electric 
Supply (a Sonepar 
Company), Houston. 
She comes from the 
oil and gas industry 
and brings with her 
more than 15 years 
of HR experience.  

 
Manufacturer Moves 

At Cerrowire, Randy 
Clos joined as vice 
president of finance. 
He has led financial 
teams for more than 
20 years, most re -
cently as vice presi-
dent of finance at 
Marmon Utility. 

David Hawker 
was promoted to 
director of engi-
neering at Cerro -
wire. He has more 
than 35 years of 
industry experi-
ence, most recently 
as plant manager. 
He previously 
served as vice presi-
dent and general 
manager of Nexans 
Energy Division 
(North America). 

Additionally, 
Jamie Hendricks, 
an 11-year veteran 
of manufacturing, 

has stepped into the role of plant 
manager at Cerrowire. He most 
recently worked at Fontaine Trailer.  

 
Nora Lighting 
appointed Elijah 
Anderson as mid-
west regional com-
mercial sales man-
ager. He is a lighting 
industry professional 
with more than 10 
years of experience.  
 

Service Wire hired David Miller as an 
inside sales rep in the Culloden, 
W.Va., office. He has more than 30 
years of sales experience. 

Also, Trish Weisberg is now 
director of HR. She has experience 
managing multiple operational and 
sales facets across the company. 

 
WAGO named Jonathan Gabel 

regional sales man-
ager in northwest 
Texas and Okla-
homa. He began his 
sales career at Ernie 
Graves Co. before 
moving to Vector 
Controls, where he 
rose to the role of 
district manager.  

Also at WAGO, 
Jeffrey Govek is 
now senior sales 
and application 
engineer. He comes 
from the oil and gas 
and IoT industries 
and owned a con-
sulting company. 

Robb Perez is 
WAGO’s regional 
sales manager  
for the Chicago 
area. He served in 
sales at Schneider 
Electric before 
moving to Omron 
Automation as 
account manager. 

Clayton Wind -
sor is regional sales 
manager for south-
east Wisconsin. 
With WAGO for 
most of his career, 
he spent the past 
two years as North 
American product 
manager for Rail 

Mount Terminal Blocks.  
 

Around the Industry 
Jon Bridge recently 
joined Rivet|MRO  
as a project man-
ager. He comes to 
the position from 
Crescent Electric, 
where he served as 
its 3M strategic ac -
counts specialist. n
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                Send your people news items           
                to mbyers@naed.org.

Hillary Doherty

Megan Bishop

Jon Bridge

Randy Clos

David Hawker

Jamie Hendricks

Elijah Anderson

David Miller Trish Weisberg

Jonathan Gabel

Jeffrey Govek

Robb Perez

Clayton Windsor

Cerrowire President 
Stewart Smallwood 
was named Hartselle, 
Ala., Area Chamber of 
Commerce chairman  
of the board for the 
2022-23 year. He 
began his career in  
the electrical industry 
at Gexpro in 2004,  

and then joined Cerrowire in 2012. 

Stewart 
Smallwood

A JOB  
WELL DONE

P E O P L E  /  I N  T H E  N E W S
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NAED WOULD LIKE  
TO THANK OUR  

CORPORATE PARTNERS

YOUR SUCCESS IS OUR PASSION | NAED.ORG 

Through the support of our corporate partners, NAED is able to offer
high-quality, relevant, and timely programs to enhance your business.
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