





E.W. Kaufmann Co.

E.W. Kaufmann Co. says its lot-
control inventory system resulted in
improved inventory turns and lower
inventory levels.

4 good relations with our banks and other
financial institutions. Early on in the
cycle, we review our expenses and cut
where possible to ensure financial stabili-
ty. This has allowed us to continue posi-
tive operations without the need to down-
size the work force.

We cut back on spending as much as
we could and worked with our suppliers
in partnering during these tough times.
We were able to make better offers than
in the past, and we were able to cut
enough expenses to maintain all of the
current employees positions.

USBR: Customer support seems to be a
major component. How does EWK main-
tain this part of the business?

§S: We have retained full employment
through this downturn. Our customer
service is continuing to take a larger part
in the sales effort, supporting our sales
people on the street. We represent 30
manufacturers and our relationship with
many of the principals is exclusive.
USBR: Describe how your supply chain
is organized.

SS: We work with premier suppliers in all
areas of our business and target the tech-
nical sale. We shy away from commodity
business, as our sales force is best suited
to providing solutions to customer prob-
lems. Most of these arrangements are
exclusive, allowing us increased access to
technical information from our suppliers.
USBR: What is your approach to invento-
ry management?

SS: Years ago, we initiated our lot control
inventory system. With the recent hiring
of our general manager, Bart Lorenzo, we
have moved the management part of the
system to a materials resource planning
system. While some pain was felt early in

the transition, as he tuned his system, we
began to enjoy improved inventory turns
and reduced inventory levels.

USBR: How often are you incorporating
new materials into inventory? How has
sustainability impacted your product line
up and internal operations?

S§S: Our product mix continues to evolve
based on changing regulations and the
movement toward green products. While
these technology are gaining interest,
[but] the approval processes slows adop-
tion to some extent. We are confident
that more and more approvals will be
forthcoming, and our product lineup will
continue to change with the times.

USBR: Can you better define green prod-
ucts? Is cost a point of concern?

SS: Typically, green products are a push
from the government and a consortium of
manufacturers in general.

They are looking for products that are
biodegradable, lower in toxicity and come
from renewable resources. We are now
looking at technologies where we can
reduce or reuse material and are taking a
closer look at some of reclamation equip-
ment. With the increase in oil prices, the sol-

vent recovery systems are being considered
— anything to avoid waste and reuse of the
waste stream.

The costs of some of these products —
especially those that are resin-based — are
initially higher. However, as approvals
come down from the top and as they are
used in higher quantities, the prices
become more stable.

USBR: Describe your sales approach.

§S: At EWK, we rely first and foremost
on the technical expertise and relation-
ships developed by our sales force. With
5o-plus years in the industry, the EWK
brand is recognized throughout our terri-
tory and provides the sales force with an
entry into new accounts.

We have developed and continue to
improve our Web site and overall online
presence. Our Web site has become an
excellent source of information on the
products we sell. We continue to expand
our marketing campaigns, appearing in
magazine ads and print and Internet
directories, ensuring our customers and
potential suppliers continue to think of
EWK first for all their raw material and
equipment needs.
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