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Distributor Perspective

Don Schalk President and COO of C.H. Briggs

BY SUZANNE VAN GILDER

he benefits of distribution are tangible to both manufacturer and end

user. From facilitating the most basic transactions efficiently, to creat-

ing and maintaining extremely personalized relationships, distribution

brings undeniable value to the channel. The nuance of how distribu-
tion navigates in an ever-changing marketplace, however, is a little more amor-
phous. Part of the role of the NBMDA and CIDA is to bring together manufacturers
and distributors in a setting where they can share best practices and discuss
the key issues that everyone in the industry faces. In-coming President-elect of
the NBMDA, Don Schalk, recently took time to share his insights, garnered from
24 years in the distribution industry, with Distribution Matters. Mr. Schalk is also
the President and COO of C.H. Briggs, one of the largest independently owned
distributors of specialty building materials on the east coast.

“The future of distribution is bright. Is it changing?
Yes, it is changing as a result of how customers get
information and the use of technology.”
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D.M. What makes a good distributor?

MR. SCHALK: We recently did a lot of
research with Texas A&M University in one
of their consortiums about customer satis-
faction and the customer experience. What
customers say they really value from a distrib-
utor is consistency, reliability and knowledge.
Customers also depend on quick access to
information that allows them to make good
business decisions, enhance their profitabil-
ity and give them a leg up on the competition.

D.M. What role do manufacturer
partnerships play?
MR. SCHALK: Distribution typically partners
with manufacturers to determine how best
to efficiently move the product through the
supply chain in their market served. That is
important because when the supply chain is
not efficient it ties up capital and minimizes
the return on investment for the distributor,
and in the long term it also minimizes the
return on investment for the manufacturer.
So we are in constant communication
with manufacturers. We tell them what
products are selling, which helps them from
a production standpoint. Likewise we try
to tell them which products are coming to
the end of their product lifecycle. With our
key vendors we spend a lot of time develop-
ing comprehensive business plans for their
products, as well as working with them to
make sure that we are serving the market
cost effectively.

D.M. What are some benefits that
distribution brings to end-users?



MR. SCHALK: One of the things that our
company does is try to understand our cus-
tomers’ business so that, in effect, we can
help them be more profitable. For those cus-
tomers that are willing to sit down and share
their business plans with us, we are willing
to work with them to find the best solutions
for moving product to them. That includes
sharing product knowledge and bringing var-
ious solutions to help them make the right
choices for their operation and their custom-
ers. Extending credit is also key to assisting
them in securing projects.

D.M. What is the future of distribution?

MR. SCHALK: The future of distribution is
bright. Is it changing? Yes, itis changing as a
result of how customers get information and
the use of technology. | think the distribu-
tors that have the vision to see how best to
use those tools to serve customers, and get
information to them quickly, are going to be
very successful. | think the ones that don’t
do that will struggle.

D.M. What is the advancing role of
technology?

MR. SCHALK: | strongly believe that the way
in which distributors will serve customers
and communicate with customers is chang-
ing very rapidly. If you think about our society
from a technology standpoint, it is becom-
ing social, mobile and integrated. With the
Internet a lot of customers come to us after
they have researched products, and they
know as much about the product as we do.
So one’s ability to deal with them and com-
municate with them the way they choose to
get information is important.

Many of the tools that are available
to us now allow for processes to be auto-
mated that have traditionally been manual,
allow us to get to customers new product
information much quicker than ever before,

and allow customers to buy products online
whenever they want. For example, at C.H.
Briggs our ERP provider INFOR collabo-
rated with Salesforce.com to develop an
integrated system. When our sales team
visits customers today they use iPads, and
through that tool they can see the custom-
er’s history, as well as get real time inventory
information and provide accurate quotes.
The sales rep also inputs information into
the system. So the entire organization is up
to date on the customers’ needs and can be
responsive, even if that particular rep is not
available. It is a part of our overarching cus-
tomer intimacy strategy.

D.M. What issues keep distributors up at
night?

MR. SCHALK: In this economy the biggest
challenge is volatility and uncertainty. In the
last several years it has been very difficult to
see a consistent trend in the marketplace.
And as a result of that | think that makes
manpower planning a challenge. Also rising
costs related to logistics and delivery. Finding
quality truck drivers is a major challenge, as
is attracting talented people to the industry.

Another threat to distribution are non-
traditional competitors like Amazon.com
that are starting to sell some of our prod-
ucts. Those online storefronts are a general
marketing arm for product; they partner with
manufacturers and even in some cases dis-
tributors. If that market continues to evolve
or change in this fashion, the business model
for distribution will have to change.

D.M. How do you begin to address those
challenges?

MR. SCHALK: How all this plays out over
time forces the distributor today to think
about what the business model is going to
be tomorrow. Being part of the NBMDA, the
premier organization for building materials
distributors, is important. The association
helps distributors to work closely with man-
ufacturers on key issues and learning from
each other and sharing ideas helps each of
us become better channel partners. s&p
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Remod

BY SUZANNE VAN GILDER

ccording to the Leading Indicator of Remodeling Activity (LIRA)
released by the Remodeling Futures Program at the Joint Center for Housing
Studies of Harvard University on January 23, 2013%, remodeling in the United
States accounts for $275 billion in spending annually. Yet the nature of the
trade, with many small projects completed by professionals of varying size
across every region, can make it difficult to see what is happening in the seg-
ment. The latest LIRA, along with recent reports from The National Associa-
tion of the Remodeling Industry (NARI) and the Kitchen Cabinet Manufacturers
Association (KCMA) all indicate a significant upswing in remodeling expected

ABOVE: BEFORE AND AFTER IMAGES OF A LOS GATOS, CA

KITCHEN REMODELED BY REHDER CONSTRUCTION, INC. THE for 2013. “It's encouraging to see the residential sector finally contribute to
PROJECT RESULTED IN A 2012 COTY CONTRACTOR OF THE YEAR growth in our economy,” says Eric S. Belsky, managing director of the Joint
REGIONAL AWARD FOR A RESIDENTIAL KITCHEN OVER $120,000 Center. “Through the first three quarters of 2012, investment in the residential

AND A 2012 META PLATINUM AWARD FOR A RESIDENTIAL

sector was responsible for one out of every six dollars added to our GDP. Mov-
KITCHEN OVER $120,000, NARI SILICON VALLEY CHAPTER.

ing forward, home improvement spending is expected to make an even larger
contribution to GDP growth.”
This trend appears to be true even outside of predictably affluent areas of
the country because the driving factors behind it are ubiquitous nationwide.
“After limited spending during the housing bust, renovating the more than one
million distressed properties that were sold in 2011 contributed nearly $10
billion to home improvement spending,” says Eric S. Belsky, managing direc-
tor of the Joint Center. “With about three million more foreclosures and short
sales in the pipeline, there is even more such spending ahead of us.” The
number of homeowners moving into retirement is also increasing, and with
it the demand for retrofitting homes to accommodate aging. “A decade ago,
homeowners over 55 accounted for less than one third of all home improve-
* Download the full LIRA report from the Joint Center for Housing ~ ment spending. By 2011, this share had already grown to over 45 percent.
Studies of Harvard University here: www.jchs.harvard.edu/  And generations behind the baby boomers will help fuel future spending
research/publications/us-housing-stock-ready-renewal  growth since echo boomers are projected to outnumber baby boomers by
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KCMA DECEMBER 2012 Trend of Business Survey

up +4.5 percent; and custom sales ended the year on the plus
side, with sales inching up 0.1 percent for 2012.

December 2012 monthly sales were up +15.2 percent
compared to December 2011.

Stock sales were up +21.5 percent; semi-custom sales
were up +10.3 percent; custom sales were up. +9.0 percent
compared to December 2011.

more than twelve million as they begin to enter their peak remodeling
years over the next decade.”

The big picture reports are corroborated by individual remodel-
ers and contractors. Business is increasing. And while the traditional
virtues of quality, reliability and honesty are still at the heart of suc-
cessful operations, homeowners’ expectations for remodeling con-
tractors are evolving. “Recently our business has been good,” says
Steve Rehder President of Rehder Construction, Inc. “Of course,
everyone struggled through the recession, but we were able to adapt
and survived. It was the fifth one we've been through in 32 years of
business, and it was the worst. Now it seems that folks have more
confidence and are willing to spend money on larger projects. But
a lot has changed. Businesses that have not kept up with what is
happening in the economy and the remodeling industry have failed.”
One of the changes that Rehder notes is that his clients have unprec-
edented access to information. Nearly all of them research materials
and finishes on the Internet prior to meeting with him. “It is a positive
to have well-informed clients, but there is a downside too. For exam-
ple, someone might find a product available for a lower price on the
Internet, and that is when it becomes tricky. Yes, it might cost less,
but who is going to stand behind it? | take full responsibility for my
work. When things go well, great. But the buck stops here. | need to
trust my sources.” Another trend in the remodeling up-tick, is home-
owners renovating for increased energy efficiency or environmental
friendliness. “A lot of our clients are interested in LEED certification
and other ecological standards,” says Rehder. “I depend on consulta-
tion from my suppliers to stay on top of new products and materials.”
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LEFT AND ABOVE: 2012 SOUTH CENTRAL REGIONAL COTY AWARD-WINNING
: PROJECT IN RESIDENTIAL INTERIOR $100,000 AND OVER CATEGORY BY
- PREMIER PARTNERS HOMES BASED IN AUSTIN, TEXAS.

the following growth
e last quarter of 2012:

conditions up 2.1% since last quarter
es up 3.9% since last quarter

up 3.7% since last quarter

s to jobs up 3.5% since last quarter

is up 4.3% since last quarter

odelers forecasted the next three
, and the rating jumped 13.1% from

Located in Campbell, CA, Rehder Construction is an exemplary
remodeling operation in practice, receiving a CotY (Contractor of
the Year) Regional Award and META Platinum Award in 2012. The
company is also a good representation of what remodeling compa-
nies typically look like: relatively small (in Rehder’s case there are
six employees), regionally specific, and with the majority of the com-
pany’s business coming from repeats or referrals. Because of that,
Rehder relies on trusted partnerships, both with subcontractors and
suppliers, to help him stay competitive in an ever-changing residen-
tial marketplace. “I have found through the years that creating rela-
tionships with suppliers is key. | am faithful to them, and they are
faithful to me,” says Rehder. “If | need something urgently, | can get
it without having to put down a deposit. If there is a defect or some-
thing goes wrong, my distribution partners take care of it immedi-
ately. | make a phone call and it is done. | don’t have to track it, which
is important to me.”

According to NARI, homeowners are still concerned about spend-
ing money, and there is a small segment of remodelers that are pre-
dicting decline, citing the uncertainty of the future with commentary
focused largely on tax increases and political issues. But over all, the
near future of the remodeling segment looks bright. “There are many
external economic and political risks that could derail this remodel-
ing recovery,” says Kermit Baker, director of the Remodeling Futures
Program at the Joint Center. “However, the solid momentum behind
home building activity, existing home sales, low financing costs, and
remodeling contractor sentiment all point to a solid start to the new
year for home improvement spending.” s&p
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The Art oF cusTOM STORAGE

BY
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SUZANNE

VAN GILDER

hen one of the showrooms of your custom storage

business is written up as an art gallery in the arts

section of the New York Times, you know you're doing

something right (www.transformgallery.com). More

precisely in the case of transFORM (www.transform
home.com), Co-Founders Andreas Messis and Stuart Reisch are doing
several things right. First and foremost, they have elevated the concept
of custom storage to an art, including a palette of irresistible materials.
Underlying that is a solid foundation in business and production. And
tying these two worlds together are vendor relationships.

AESTHETICS

“We're a one stop shop. We design, engineer, manufacture and
install custom storage solutions in the New York metropolitan area,”
says Reisch, whose background is in finance and real estate devel-
opment. “But one of the things that makes us a unique company is
that Andreas (Messis) has a BFA in set design. So we took something
that was pragmatic, a practical application, and we looked at how
we could make it beautiful.” transFORM’s 30,000 square foot manu-
facturing facility is located in New Rochelle, within New York’s desir-
able Westchester County. The company has showrooms in both New
Rochelle and Manhattan, and caters to the upper echelons of the tri-
state metro areas of New York, New Jersey and Connecticut. Clients
from these upcoming, progressive and affluent communities are typi-
cally well traveled and view themselves as trendsetters. They rely on
transFORM’s staff of 23 trained designers to help them integrate what
they see in the wider world into their homes.



In essence, they have accomplished what marketing professionals
in the industry strive to do: transFORM has made panel processing

sexy, both in product and perception.

The simplified dictionary definition of art as being “the conscious
use of skill and creative imagination in the production of aesthetic
objects,” does an adequate job of describing the driving force behind
transFORM'’s approach. In essence, they have accomplished what
marketing professionals in the industry strive to do: transFORM has
made panel processing sexy, both in product and perception. “We're
a design firm,” says Messis, “so that is why we always look for the
best products available. Sometimes materials look great, but don’t
perform. Other times materials are durable, but they don’t look good.”
transFORM composes custom storage solutions from a carefully cho-
sen palette of TFL, HPL, thermofoil, veneer, wood stains and lacquers.
Despite the fact that the company has, by their account, the most com-
prehensive catalogue in the storage industry, part of the art is reduc-
tive. Yes, there are essentially limitless options for décor designs, door
styles, finishes, lighting, accents and embellishments, but present
them all to a layperson and there is a high likelihood of design paraly-
sis or stylistic train wreck.

Messis chooses all of transFORM’s materials based in part on
leading edge trends. “From a design standpoint we are seeing a
reverse back to a bit more traditional style. People still favor clean
lines and shaker style, but it is not the ultra contemporary that it was
four years ago. There is a homey feel to design with a hint of earth
and nature, walnuts and oaks, wood tones with a twist. Metals, white
and off white are still popular.” People also like the look of exotics,
but don’t necessarily want to use rare species. “We exclusively use
Tafisa for our TFL because they understand our business and bring
these new looks to our industry,” says Messis. “The urbania and alto
textures especially appeal to our clientele.” When the application
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calls for HPL, Wilsonart is the specification because it matches the
Tafisa designs. Decorative Specialties Inc. supplies matching RTF
components. “In terms of woodgrain laminate, the industry has
continually improved the product,” says Reisch. “It has gotten to the
point where it is very difficult for consumers to tell the difference
between real wood and laminate. In Europe, laminate is generally
accepted as wood, they consider it engineered wood. And | think
Americans are becoming more comfortable with that idea.”

LOGISTICS

Over the past 12 years of business, transFORM has developed a
successful operational model, as well as the necessary vendor rela-
tionships to support it. The process starts with an in-home design
consultation. Once a project has been designed and approved it falls
into the realm of Operations Manager Russ Conn, who oversees the
company’s engineering, manufacturing and installation. Every proj-
ect is unique, and with roughly 100 jobs being installed monthly,
transFORM relies on distributor relationships. “I look at the futures,
anywhere from 2-4 weeks out to make sure | have the materials |
am going to need,” says Conn. “Our vendors typically have a 48-hour
delivery window, and they monitor their inventory so that they can
supply our current work flow.”

According to Reisch, that monitoring is a crucial part of a distribu-
tor relationship. “Take Hafele for example,” says Reisch. “We use a lot
of their products. In fact, we were one of the first companies to start
using the LOOX drivers and LED lamps. We try to work as lean as pos-
sible, so we don’t hold a lot of stock, and a lot of their products are not
made in the USA. We not only depend on them communicate with us
so they can anticipate our needs, but also to be honest with us about
the availability of product.”
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transFORM looks for vendors that offer competitive pricing, con-
venience and an understanding of its business. The company uses
Rugby Architectural Building Products to supply their TFL and panel
goods. “Our primary hardware supplier is Hafele but we also use
another great distributor, Richie DeMarco of Everready Hardware,”
says Reisch. “Aka “The Mayor of Hardware.” Richie not only repre-
sents Rev-A-Shelf, but is extremely knowledgeable about the closet
and home storage industry,” In all cases, being able to order, track
orders and pay online is helpful. “I am not JIT, but | am as close to
it as | can possibly get and stay comfortable,” says Conn. “My goal
everyday in production is harmony. When things run smoothly and
our team feels good about what they are doing, that translates to the
product that we are delivering and installing.” s&p
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teve Johnson, President of Den-
ver-based General Casework/
kabi, knows how to make a lot
from a little. In fact, when the economy con-
tracted in 2010 he downsized his space and
increased his business. He has few employ-
ees, minimal square footage and no outside
sales force. Up until the launch of kabi, a
custom kitchen brand born out of popular
demand in 2013, he didn’'t even have con-
sumer name. What Johnson does have is
a good understanding of how to serve the
cabinet market without actually competing
with it, machinery that makes his operation
quick and agile and access to a vast array
of the hottest decorative surfacing materi-
als available.
“A lot of people tour the operation. We've
had the Stiles Executive Briefing Conference,

BY SUZANNE VAN GILDER

the AWI national conference, and the CMA
regional conferences come through.” says
Johnson, “And they all scratch their heads
at the amount of capital investment for the
square footage. | have sales volume ratios
that don’t work in the traditional sense, so
there is disbelief. Being a small, but very flex-
ible company, we are very agile and sensitive
to changes. Not just changes by the customer,
but in the market and material preferences.”

A little background. Steve Johnson is sort
of a ringer. He’s worked in lumberyards and
manufacturing; and he also spent 11 years
working for Stiles Machinery prior to opening
General Casework as an OEM that produces
green cabinets in 2003. Those experiences
provided Johnson with a comprehensive
understanding of machinery technology, as
well as the opportunity to look at myriad dif-
ferent business models and applications. “I
always professed that if people invested in
all the pieces, it would come back full fold
and reward them with less people and more
flexibility,” says Johnson. “No company has
100 percent of all the solutions, but the
things | have seen visiting other facilities and
studying markets in Europe were very influen-
tial and gave me a lot of opportunities.”

CABINETS FOR EVERYBODY

As an OEM, General Caseworks offers a huge
variety of frameless cabinets to other com-
panies that manufacture for residential, com-
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mercial, education and healthcare markets
nationwide with a slim three-week lead-time.
“We don’t do any face frames, solid lumber
or any kind of finishing, “says Johnson.” The
whole facility is based around producing
green products, so a majority of our board is
NAUF, and we work with premium grade and
FSC particleboard, MDF or plywood, depend-
ing on the project. We primarily use HPL and
TFL, and when we use veneer it is always
reconstituted veneer with a water-based
UV finish.” Everything produced by General
Caseworks is made to order, and the design
possibilities are essentially limitless, draw-
ing from the collections of the major domes-
tic laminate producers, Wilsonart, Formica,
Nevamar, Pionite and Lab Designs, as well
as the European houses including Abet
Laminati, Arpa, and Liri. Textured TFL from
Roseberg, KML or Stevens is also an option.
“Laminate companies, here is the neat thing,
they all make beautiful laminate with differ-
ent finishes, “ says Johnson. “That is what
makes it the most exciting for the end users.
The wood actually looks like it is real wood
with texture added to it. Whether it is HPL
or TFL it becomes more realistic and more
acceptable as a finished product.”

In fact, customers and end-users were
so impressed with General Caseworks that
word got around, even without an outside
sales force. “We’ve always received a lot of
interest in putting our product into individual



kitchens, whether it be new construction or
remodel,” says Johnson. “When the economy
hit hard, that part of the business kept grow-
ing while the other parts kept shrinking. Now
it makes up more than 60 percent of what
we do.” It got to the point where the facet
of the business that made custom kitchens
deserved its own identity, complete with a
name and an eye-candy filled showroom. As
a result, kabi is officially launched this year.

Yet even the kabi concept is executed
slightly differently than a normal dealership.
The business model behind kabi includes a
showroom developed for the use of kitchen
designers, interior designers and architects
with a residential background. The relatively
open-ended product line affords as much
control over the project (and the margins)
to the designer as he or she wants. Prior to
bringing clients to the showroom, design-
ers meet with the kabi sales coordinator to
establish how involved kabi will be with the
project.

Part of kabi’s appeal is that the products
are available in literally thousands of surface
designs, which begs the question, how does
one showcase such flexibility? “It is kind of
an ever changing thing,” says Johnson. “We
say to people, ‘Come and experience the
kabi experience.’ Itis all about fun colors and
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options. Some customers even end up with
multiple sets of doors so they can change
their look.” Sample kitchens reminiscent of
the 1960s appeal to people reconstructing
mid-century modern homes. Unique materi-
als with acrylic fronts and acrylic edgeband-
ing, or high-gloss laminates gently encourage
current day trends that are happening in
Europe. There is even a super matte model
kitchen, a look that is just beginning to make
its way into North America. “The cool thing
about it is if the customer or the designer can
dream it, or has seen it, they just have to tell
us which laminate company they think carries
the design or texture, and we can research it
and make it happen,” says Johnson.

General Caseworks/kabi depends on the
following vendor relationships:

Darant Distributing: Wilsonart HPL,
hardware from Accuride, Amerock, Blum
and woodTape

National Wood Products: board, TFL sheet
goods and laid up sheet goods

Wiirth Louis and Company: Formica HPL,
hardware from Blum, Grass, Rev-A-Shelf

Larson Distributing: Nevamar HPL,
hardware from Grass

ESI: Pionite HPL and edgebanding

Sierra Forest Products: board and TFL
sheet goods, hardware from Hettich

Hafele: hardware

Hardwoods: sheet goods
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EXPANDING WHILE CONTRACTING

To be flexible and fast, General Caseworks is
set up so that a single operator can perform
each process. This includes a comprehen-
sive system of transfer cars, conveyers, vac-
uum assists and return conveyors. Johnson
just hired an employee to help with a large
upcoming project, bringing the total number
of production workers to seven. “The ratio of
people to sales dollars doesn't make sense
to a lot of people,” says Johnson, “but we
can do it because of the processes, systems

and machinery.” Projects are described with
Planit’'s Cabnetware and produced with Cut
Rite optimization and production software.
The entire operation is paperless, using bar-
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codes to keep track of each unique job. “We
also have two of everything, “says Johnson...

“two means of cutting panels, two point to

points, two horizontal machines, two edge-
banders and two case clamps. In order to
maintain that short 3-week lead-time, even if
we are doing good preventative maintenance
and planning what is going on in the facility,
there is always a day or time when something
breaks. | can’t use that as an excuse, particu-
larly when making for other people. We have
to get product out on time.”

About the same time the residential por-
tion of the business was really taking off, the
economic forecast in general turned pretty
dreary. Based on projections, Johnson made
the decision in 2010 to downsize and com-
bine two facilities, one for machining and one
for assembly and shipping, into one 21,000
square foot shop. “What we gave up was a
lot of storage space,” says Johnson, who
tightened up the layout but kept all the equip-
ment. “We keep no stock,” says Johnson. “In
fact, with good distribution like Denver has,
we can get what we need in pretty short
order. A number of our suppliers are sensitive
that we want green materials, and there are
certain TFL colors we need to have on those
substrates. We typically have contracts with
our vendors for those basic materials, and as
we use them up, they put them on order.”

The nature of Johnson’s business means
that he regularly travels to Europe and reads
trade publications to stay ahead of the lat-
est technology and fashion, but he also gets
information from distributor reps. “The good
vendors take a more pro-active approach to
knowing my business and our needs.” Other
distributor characteristics that are important
to Johnson include competitive pricing and
reliability. “You have to look at the effect that
relationship has on your overall business,”
says Johnson. “Our business originated on
word of mouth. One happy customer might
tell somebody. But an unhappy customer
will tell lots of people. People buy from us
because of relationships.” s&p



MANUFACTURERS

Accuride International
12311 Shoemaker Ave.
Santa Fe Springs, CA 92679
P (562) 903-0200

F (562) 903-0208
www.accuride.com

AkzoNobel

1431 Progress Ave.
High Point, NC 27261
P (336) 841-5111
www.chemcraft.com

Amana Tool Corporation
120 Carolyn Blvd.
Farmingdale, NY 11735

P (800) 445-0077
www.amanatool.com

Amerock Corporation
3 Glenlake Pkwy NE
Atlanta, GA 30328

P (704) 987-7545
F(704)987-7534
www.amerock.com

Arborite

385 LaFleur

LaSalle, QC H8R3H7 Canada
P (514) 366-0262

F (514) 366-7982
www.arborite.com

Berenson Corp.

2495 Main St., #111
Buffalo, NY 14214-2152

P (716) 833-3100

F (716) 833-2402
www.berensonhardware.com

BHK Of America, Inc.
PO Box 486

South Boston, VA 24592
P (845) 928-6200

F (845) 928-2287
www.bhkofamerica.com

Bioformix, Inc.
422 Wards Corner Rd.
Loveland, OH 45140
P (513) 448-0301
www.bioformix.com

Blum Inc.

7733 0ld Plank Rd.
Stanley, NC 28164
P (704) 827-1345

F (704 )827-0799
www.blum.com

Brown Wood Products Company
7040 N. Lawndale Ave.

Lincolnwood, IL 60712

P (800) 328-5858

F (800) 884-0423
www.brownwoodinc.com

C.A. Technologies LLC
337 South Arthur Ave.
Louisville, CO 80027

P (303) 438-5707

F(303) 438-5708
www.spraycat.com

Far East American
5410 McConnell Ave.
Los Angeles, CA 90066
P (310) 822-7771

F (310) 822-2920
www.feaco.com

Holland Southwest International
6831 Silsbee

Houston, TX 77033

P (713) 644-1966

F(713) 644-7223
www.hollandsw.com

Chemetal

39 O’Neil Street
Easthampton, MA 01027
P (413) 529-0718

F (413) 529-9898
www.chemetalco.com

Flakeboard Co. Ltd.

80 Tiverton Court, Ste. 701
Markham, ONT L3R 0G4 Canada
P (905) 475-9686

F (905) 475-3827
www.flakeboard.com

ITW TACC

56 Air Station Industrial Park
Rockland, MA 02370

P (781) 878-7015

F (800) 231-8222
www.itwtacc.com

Choice Brands Adhesives
666 Redna Terrace #500
Cincinnati, OH 45215

P (513) 772-1234

F(513) 772-9118
www.choicebrands.com

Formica Corp.
10155 Reading Rd.
Cincinnati, OH 45241
P (513) 786-3043
F(513) 786-3566
www.formica.com

Clarion Boards Inc.
143 Fiberboard Road
Shippenville, PA 16254

P (800) 373-4383
www.clarionindustries.com

Columbia Forest Products, Inc.

7900 Triad Center Dr., Ste 200
Greensboro, NC 27409

P (800) 637-1609

F (336) 605-6969
www.columbiaforestproducts.com

CompX National/
CompX Waterloo
P.0. Box 200
Mauldin, SC 29662
P (864) 297-6655

F (864) 297-9987
www.compx.com

FormWood Industries, Inc.
1601 Production Rd.
Jeffersonville, IN 47130

P (812) 284-3676

F (812) 285-5074
www.formwood.com

Franklin International
2020 Bruck St.

Columbus, OH 43207-2329
P (614) 443-0241

F(614) 445-1813
www.titebond.com

Fulterer USA, Inc.
542 Townsend Ave.
High Point, NC 27263
P (336) 431-4646

F (336) 431-4620
www.fultererusa.com

Darlington Veneer Co., Inc.
P.0. Box 1087

225 4th Street

Darlington, SC 29540

P (843) 393-3861

F(843) 393-8243
www.darlingtonveneer.com

Deerwood Fasteners
638 Reese Dr.

Conover, NC 28613

P (828) 469-1075

F (828) 469-1050
www.deerwood.com

Doellken-Woodtape, Inc.
18 Covington Drive

Palm Desert, CA 92260

P (760) 862-1285

F (760) 862-1820
www.doellken-woodtape.com

Element Designs

P.O. Box 7747

Charlotte, NC 28241

P (704) 332-3114
www.element-designs.com

Gemini Coatings

421 S.E. 21st St

El Reno, OK 73036

P (405) 262-9310
www.geminicoatings.com

Karran USA

1291 E. Ramsey Rd.
Vincennes, IN 47591
P (866) 452-7726
www.karran.com

Kerfkore Company
2630 Sidney Lanier Drive
Brunswick, GA 31525

P (912) 264-6496
F(912) 262-9763
www.kerfkore.com

King Plastic Corporation
1100 N. Toledo Blade Blvd.
North Port, FL 34288

P (941) 493-5200

F (914) 497-3274
www.kingplastic.com

Knape & Vogt Company
2700 Oak Industrial Dr. NE
Grand Rapids, Ml 49505-6082
P (616) 459-3311

F (616) 459-0249

www.kv.com

Kuehn Bevel Inc.
10 Furnance St.
Stanhope, NJ 07874
P (800)862-3835
F(973)584-1855
www.kuehnbevel.com

Grand River Wood Products
360 Remington Rd.

Cuyahoga Falls, OH 44224

P (330) 945-6464

F (330) 923-8699
www.gri879.com

Liberty Woods International
1903 Wright Place, Suite 360
Carlsbad, CA 92008

P (760) 438-8030

F (760) 438-8303
www.libertywoods.com

Grass America Inc.
1202 Highway 66 S.
Kernersville, NC 27284
P (336) 996-4041

F (336) 996-4547
www.grassusa.com

M.L. Campbell

101 Prospect Ave., 525 Republic
Cleveland, OH 44115

P (216) 566-2904

F(216) 515-7756
www.mlcampbell.com

Hafele America
3901 Cheyenne Drive
Archdale, NC 27263
P (336) 434-2322
F(336) 431-3831
www.hafele.com

Michigan Maple/Bally Block Co’s.
P.0. Box 245

1420 Standish Ave.

Petoskey, MI 49770

P (231)347-4170

F (800)447-7975
www.mapleblock.com
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i Mirka Abrasives, Inc.
i 7950 Bavaria Rd.

¢ Twinsburg, OH 44087

i P (800) 963-6427

{ F(800) 843-3904

¢ www.mirka.com

Roseburg Forest Products LP
10599 Old HWY 99 S

Dillard, OR 97432

P (541) 679-3311

F(541) 679-2543
www.roseburg.com

Mohawk Finishing Products,

i P.0. Box 22000

i Hickory, NC 28603

i P(828)261-0325

i F(828) 431-4565
www.mohawk-finishing.com

Div. of RPM Wood Finishes Group, Inc.

20 Progress Drive
i Shelton, CT 06484
i P (203) 925-1556
i F(203) 225-0050
i www.panolam.com

Panolam Industries International Inc.

i Patriot Timber Products
i International

{ P.0. Box 19065

i Greensboro, NC 27419

i P (336)299-7755

i F(336) 299-4050

i www.patriottimber.com

i Peter Meier Inc.

i 1255 South Park Dr.

i Kernersville, NC 27284
: P(336)996-7774

| F(336)996-1812

¢ www.petermeier.com
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: Prime Wood, Inc.

i 1646 51st Court

i Vero Beach, FL 32966-2339
i P (772)564-2035

i F(772)564-2052
www.primewoodproducts.com

Pro-Ply Custom Plywood Inc.
{1195 Clark Bivd.

: Brampton, ONT L6T 3W4 Canada
i P (905) 564-2327

{ F(905) 564-2330

i www.proply.com

i Quickscrews International
i Corporation

i 5830 Las Positas Rd.
Livermore, CA 94551

i p(925) 371-8215

| F(925)371-5384

¢ www.quickscrews.com

{ Rev-A-Shelf LLC

i 2409 Plantside Dr.

i Jeffersontown, KY 40299
P (502) 499-5835

: F(502) 491-2215

{ www.rev-a-shelf.com

RPC-Terry Hardware
2020 Seventh St.
Rockford, IL 61104

P (815) 966-2000

F (815) 966-2026
www.rockfordprocess.com

SR Wood Inc.
1801 Progress Way
Clarksville, IN 47129
P (812) 288-9200
www.srwoodinc.com

VT Industries, Inc.

P.0. Box 490

1000 Industrial Park
Holstein, IA 51025

P (712)368-4381 Ext. 342
F(712) 368-4184
www.vtindustries.com

DISTRIBUTORS

A & M Supply Corp.
6701 90th Ave. North
Pinellas Park, FL 33782
P (727) 541-6632
F(727)546-3617
www.a-msupply.com/

Stevens Industries, Inc.
704 W. Main

Teutopolis, IL 62458

P (247) 540-3100

F(217) 540-3380
www.stevensind.com

Advanced Hardware Supply, Inc.
11849 West Executive Drive

Boise, ID 83607

P (208) 321-8089

F (208) 321-8090
www.advancedhardwaresupply.com

Tafisa Canada

729 Meloche Ave.

Dorval, QC HOP 2S4 Canada
P (514) 780-1324

F (514) 780-1354
www.tafisa.ca

Aetna Plywood, Inc.
1401 St. Charles Road
Maywood, IL 60153

P (708) 343-1515
F(708) 343-1616
www.aetnaplywood.com

Timber Products Company
P.0. Box 269

Springfield, OR 97477

p (541) 747-4577

F (541) 744-4296
www.timberproducts.com

Alpine Plywood Corporation
12210 W. Silver Spring Rd.
Milwaukee, WI 53225

P (414) 438-8400

F (414) 438-8401
www.alpineplywood.com

U.S. Futaba, Inc.
2901 West Garry Ave
Santa Ana, CA 92704
P (714) 751-1593
F(714) 751-2366
www.usfutaba.com

Alpine Sales Inc.
9650 Millfield Rd.
Columbia, SC 29223

P (803) 788-9160

F (803) 788-9162
www.alpinesalesinc.com

Uniboard Canada - USA Division
2078 Normandy Dr.

Wooster, OH 44691

P (330) 264-9337

F (330) 262-8768
www.uniboard.com

Valspar

1823 English Rd.

High Point, NC 27262
P (336) 802-4768
F(336) 802-4711
www.valsparwood.com

Amerhart Ltd.

P.0. Box 10097

2455 Century Rd.
Green Bay, WI 54303
P (920) 494-4744

F (920) 494-0388
www.amerhart.com

Arthur Distributor Company
364 N.CR270E

Arcola, IL 61910

P (217) 543-2166

F(217) 543-2167

Veneer Technologies Inc.
P.0. Box 1145

Newport, NC 28570

P (252) 223-6359
F(252)223-3511
www.veneertech.com

Atlantic Plywood Corp.
8 Roessler Rd.

Woburn, MA 01801

P (781)933-1932

F(781) 933-3654
www.atlanticplywood.com

Babcock Lumber Company

P.0. Box 8348/2220 Palmer St.
Pittsburgh, PA 15218

| P (412) 3513515
| F(412)351-1522
www.babcocklumber.com

! Bennett Supply Co.
300 Business Center Dr.

i Cheswick, PA 15024-1071
i P (888)236-6388

F(724) 274-5528

i www.bennettsupply.com

Bond Plywood, Inc.
i 988E.Saratoga

Ferndale, Ml 48220

| P (248)548-3150
| F(248)548-0265
i www.bondply.com

{ BPI (Building Plastics, Inc.)
i 3263 Sharp Ave.

Memphis, TN 38111

© P (901) 744-6202
| F(901) 745-6344
www.bpidecosurf.com

C.H. Briggs Company

P.0. #15188/2047 Kutztown Rd.
Reading, PA 19605

© P (610) 929-6969
i F(610) 790-1105
i www.chbriggs.com

Cabinetparts.com

1301 West Copans Road, Ste. G-6
Pompano Beach, FL 33064

| P (954) 428-3800
{ F(954) 428-5167
www.cabinetparts.com

i Cabinetware Inc.

i 2025 Cattlemen Rd.

i Sarasota, FL 34232-6202
i P (941) 296-0956

i F(941) 379-9654

© www.cabinetware.com

i Central Florida Cabinet Supply
i 2617 Pemberton Dr.

¢ Apopka, FL 32703

i P (407)292-3644

i F(407)292-3799

i www.flcabnts.com

Central Wholesale Supply
i Corporation

1532 Ingleside Road
Norfolk, VA 23502

| b (757)855-3131
i F(757) 855-4140
i www.central-wholesale.com

Chesapeake Plywood, LLC

1700 Ridgely Street
Baltimore, MD 21230

| P (410) 244-0055
| F(410) 244-1269
i www.chesapeakeplywood.com
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Colorspec Coatings
International, Inc.

1716 Church Steet
Holbrook, NY 11741

P (631) 472-8251

F (631) 472-8255
www.colorspeccoatings.com

Compi Distributors, Inc.
2855 Haag Rd.

Arnold, MO 63010

P (636) 296-1111

F (636) 296-1411
www.compidistributors.com

Connecticut Plywood Corp.
P.0. Box 330236

W. Hartford Ind’l Pk/9 Andover
West Hartford, CT 06133-0236
P (860)953-0060

F (860)953-0599
www.connply.com

Dakota Premium Hardwoods, LLC

6805- C Imperial Drive
Waco, TX 76712

P (254) 772-9663

F (254) 772-9664
www.dakotahardwoods.com

Darant Distributing Corp.
1832 E. 68th Ave.

Denver, CO 80229

P 303) 289-2220

F (303) 289-2225
www.darant.com

Distributor Service, Inc.
1 Dorrington Rd.

Carnegie, PA 15106

P (412)279-7824

F (412) 279-8454
www.distributor-service.com

E.B. Bradley Co./West Coast
Laminating

P.0. Box 58548/5080 S. Alameda St.
Los Angeles, CA 90058

P (323) 585-9201 Ext. 3106

F(323) 585-5414
www.ebbradley.com

Edgebanding Services, Inc.
828 West Cienega Avenue

San Dimas, CA 91773

P (800) 471-5831

F (800) 785-2399
www.esidservice.com

Formations Inc.

12220-142 Street
Edmonton, AB T5L 2G9 Canada
P (780) 893-7540
www.formations-inc.com

Hardwoods, Incorporated
of Atlanta

5400 Riverview Rd.
Mableton, GA 30126

P (404) 792-0910

F (404) 799-2079
www.hardwoodweb.com

Holdahl Co. Inc.

1925 Annapolis Ln.
Plymouth, MN 55441

P (612) 333-7111

F (612) 550-9966
www.holdahlcompany.com

Horizon Forest Products
2422 Castle Hayne Rd.
Wilmington, NC 28401

P (910) 343-3331

F(910) 343-3334
www.horizonforest.com

Industrial Finishes & Systems, Inc.

3455 W. 1st Ave.

Eugene, OR 97402

P (541) 485-1503

F (541) 342-5008
www.industrialfinishes.com

Industrial Plywood, Inc.
550 South Fifth Street
Reading, PA 19602

P (610) 376-3343

F (610) 376-2256
www.industrialplywood.com

Lensing Building Specialties
P.0. Box 965/600 N. 6th Ave.
Evansville, IN 47710

P (812) 423-6891

F(812) 421-3788
www.lensingonline.com

Lumbermen’s, Inc.
4433 Stafford SW

Grand Rapids, Ml 49548
P (616) 538-5180

F (616) 261-3223
www.lumbermens-inc.com

Mac Murray Pacific

568 7th St.

San Francisco, CA 94103
P (415) 552-5500

F (415) 552-5840
www.macmurraypacific.com

McFadden’s Hardwood &
Hardware Inc.

2164 Buckingham Road
Oakville, ON L6H 6M7 Canada
P (416) 674-3333

F (905) 855-8822
www.mcfaddens.com

McKillican International, Inc.
16420 - 118 Ave.

Edmonton, AB T5V 1C8 Canada
P (780) 453-3841

F (780) 481-6904
www.mckillican.com

Meyer Decorative Surfaces
340 Patton Dr.

© Atlanta, GA 30336

P (404) 507-1200
F (404) 222-1980
www.meyer-laminates.com

MIJB Wood Group, Inc.
2201 Royal Lane, Ste 250
Irving, TX 75063

P (972) 401-0005

F(972) 293-6283
www.mjbwood.com

OHARCO

P.0. Box 27427/8109 F Street
Omaha, NE 68127

P (800) 228-9460

F (888) 808-5575
www.oharco.com

Parksite, Inc.
1109 Classic Road

© Apex, NC 27502

P (919) 335-0000
F(919) 387-1525
www.parksite.com

Richelieu Hardware Ltd.
2617 Uwharrie Rd./P.0. Box 400
High Point, NC 27261 Canada
P (336) 841-5100

F (336) 887-8677
www.richelieu.com

Rugby Architectural
Building Products
10 Ferry St, Suite 427A
Concord, NH 03301

P (603) 369-6004

F (603) 369-6005
www.rugbyapd.com

Russell Plywood Inc.
401 Old Wyomissing Rd.
Reading, PA 19611

P (610) 374-3206

F (610) 374-9138
www.russellplywood.com

Trade Supply Group

624 W. 52nd St.

(btwn. 11th and 12th Ave)
New York, NY 10019

P (212) 255-2522

F (212) 255-4670

i www.manhattanlaminates.com

United Plywoods & Lumber
P.O. Box 1088

Birmingham, AL 35201

P (205) 925-7601

F (205) 925-1315
www.unitedplywoods.com

Metro Hardwoods
9540 83rd Ave. N.

Maple Grove, MN 55369
P (763) 391-6731

F(763) 391-6741
www.metrohardwoods.com

Walmark Corporation

101 W. Belvidere Rd.

Round Lake Park, IL 60073
P (847) 546-0400
F(847)546-1777

¢ www.walmark.com

i Web-Don, Inc.

i P.0.Box 26367
Charlotte, NC 28221
¢ p(704) 375-0250

i F(704) 375-6655
www.web-don.com

{ White-Wood Dist. Ltd.

i 130 Plymouth Street

i Winnipeg, MB R2X 271 Canada
P (204) 982-9470

© F(204) 633-2557

i www.w-group.ca

Wood Stock Supply, Inc.
¢ 4705 South 1-90 Service Rd.
i Rapid City, SD 57703

i P (605) 341-6900

i F(605)341-0271
www.woodstocksupply.com

i Wurth Baer Supply Co.
i 909 Forest Edge Dr.
Vernon Hills, IL 60061

{ P (847)913-2237

| F(847)913-9606
www.baersupply.com

i Wurth Louis and Company
i P.0.Box 2253

i 895 Columbia St.

Brea, CA 92822

i P (714)529-1771

i F(714) 990-6184
www.louisandcompany.com

{ Wurth Wood Group

i P.0. Box 668005

i 4250 Golf Acres Dr.

i Charlotte, NC 28266-8005
i p(704) 8877951

¢ F(704) 394-2141

i www.wurthwoodgroup.com

: NBMDA Headquarters
i 330 N Wabash, Ste. 2000
Chicago, IL 60611

: P(312) 3216845

TOLL FREE (888) 747-7862

i F(312) 644-0310

i info@nbmda.org

i www.nbmda.org
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If your custom cabinets ...then let Cabinotch®
are works of art... be your canvas!

i
il
FEATURING

asPureBond.

FORMALDEHYDE-FREE TECHNOLOGY

American Hardwoods * Formaldehyde Free ¢ Saves Time ¢+ No Shop Waste ¢ Customizable to 1/1000"” + No Particleboard

Revolutionize your
business with Cabinotch!™

Register for FREE
online today!

Cabinotch® is an innovative system . For more information:
for making face-framed cabinet visit www.cabinotch.com
boxes that helps cabinet shops reduce no C call 877.413.4299 or

costs and improve productivity. cabinet box system email info@cabinotch.com



