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H opefully all of you follow Monroe Equipment on Face-
book and if you don’t, please do. The team likes to 

post playful pictures, inside information with regards to 
the goings on in our building and articles and written 
pieces that we find interesting about our industry and 
the economy. 
 
Recently we posted an article from the Wall Street Jour-
nal discussing Cadillac’s new plans to change the ways 
their customers buy cars and potentially change the car 
buying experience as we know it. I encourage you to go 
to our Facebook page and read the 
entire article. To say that it is intri-
guing, is an understatement. 
 
Cadillac has a fundamental problem, 
they are a luxury brand. Most Ameri-
can made car connoisseurs will tell 
you that a Cadillac is the epitome of 
luxury and sport. Cadillac’s dealer-
ship base is huge, with more than 
900 dealerships nationwide, yet their 
sales are relatively small at around 
189,000 cars annually. Inventory for 
these dealerships is incredibly ex-
pensive, yet the traditional sales 
model is to have at least 15 cars sit-
ting on a lot, hoping that you have 
the car that the buyer really wants. 
Then, later in the year, putting on end-of-the-year clear-
ance with tremendous discounts on inventory left over. 
 
The traditional manufacturer-to-dealership model grades 
dealerships that sell a lot of cars very high and does not 
promote services or experience. This was the defining 
information in the article that peaked my interest. As 
you know, I have spent many an article discussing con-
sumer experience and not to beat a dead horse, but Ca-
dillac is on the ultimate path towards revolutionizing 
that very buying experience. 
 
Cadillac’s president, Johan de Nysschen, is paying at-
tention to consumer data. He has proposed a major deal-
ership overhaul to first and foremost, reward those deal-
erships that represent Cadillac, a luxury car, in a luxury 
fashion. No more will the top grades be given to dealer-
ships that sell the most cars. Instead, top grades and 
recognition will be given to dealerships that treat their 

customers as luxury partners. Dealerships will be re-
warded for providing clients with free roadside assis-
tance, top-notch service, free luxury loaner cars and 
providing potential clients with a buying experience that 
is second to none. 
 
You see, Cadillac is planning on transitioning many of 
these top rated “Experience Centers” from the tradition-
al car lots with all of their inherent inefficiencies, to cut-
ting edge technology. Creating virtual showrooms and  
providing their clients with a buying experience similar 

to nothing in the industry. Dealer-
ships are not required to have ANY 
inventory, because being a U.S. 
manufacturer, the factory can pro-
vide cars quickly, and exactly to the 
buyers liking, leaving salespeople 
with more time to make sure the 
client gets exactly what they want 
rather than trying to place them into 
something they have on the lot.  
 
We are not in the car business, but 
we are in a luxury offering business 
and I can bet that Mr. Nysschen is 
not the most popular person to 
many right now, but knowing what 
I know about the business of con-
sumer sciences, he is making a pret-

ty sure bet the consumer experience is going to trump 
traditionalism. In a recent national consumer survey, 
over 78% of consumers stated that they would rather 
make ALL of their major household purchases through a 
well ran, highly educational, easy to navigate web site 
rather than having to waste time with a human sales per-
son. The Wall Street Journal recently reported that over 
25% of all of the U.S. shopping malls will close in the 
next decade. The only brick and mortar shopping expe-
riences that are rapidly growing are Costco and Apple. 
Each providing a consumer experience at different ends 
of the spectrum, but experiences none the less.  
 
I travel around the state and see hundreds of heating 
contractors every year and I still sense an overwhelming 
conviction around the traditional HVAC consumer mod-
el, but I beg of all of you to open your minds and your 

HATS OFF TO THE INNOVATORS 
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eyes to what is happening right now. There are incredibly 
successful heating contractors building and maintaining 
beautiful websites and enacting a sales strategy that per-
forms the sales function for them, allowing consumers to 
have total control over their purchasing decisions. The 
2013 American Home Comfort Study reports that the 
major manufacturers in our industry are giddy at the fact 
that consumers are for the first time ever, valuing the in-
ternet to educate themselves MORE than the contractor 
with regards to their comfort purchase. 
 
As you could guess, this phenomena shifts the balance of 
power back to the manufacturers and away from the con-
tractor. There are nationally recognized, mega-
distributors that are setting up Business-to-Consumer 
websites to bypass the contractors and maximize profits 
for themselves. There are major manufacturers that are 
setting up their path to markets through retail chains 
where they control the marketing, the price, the installer 
and (most importantly), the consumer information fol-
lowing the sale. 
 
I would contend that although many of us still find com-
fort in the traditional view of consumerism, the reality is 
that there are forces much larger than us that have already 
set the wheels in motion to destroy that traditional meth-
od of connecting with our customers. The challenge we 
must face now, as small business owners and operators, is 
decide if we are going to tackle these challenges like Mr. 
Nysschen or are we going to go the way of the buggy and 
whip.  
 
I am sure of one thing. Monroe Equipment does not plan 
on going down without a fight. We are actively putting 
together the resources we need to elevate and push the 
boundaries of traditional consumerism, with our contrac-
tor partners in mind. You will not see MEI develop strat-
egies to make your market position weaker, only provide 
tools and resources to strengthen the only brand that 
counts – your business as a brand. 
 
What we need in return is a deeper level of partnership 
with our small business, kindred spirits. We need less 
devotion to those entities discussed earlier, that are trying 
to tear apart the fabric of this industry, with which we all 
so love. And we need a willingness to try different tech-
niques to generate an experience for our customers and 
better connect with their purchasing preferences. 
 
We look forward to discussing some of these battle plans 
that we are developing in the near future and hope that 
we can start a dialog with you on how to elevate the little 
guy! 
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CABELA’S 
PRESEASON EVENT 
 

Late August 2016 

Rich Taylor 
 

W ith summer in full swing, Monroe 
Equipment would like to offer any-

one that stops in, at either of our locations, a 
FREE cold beverage.  
 
You can also take advantage of our in-store 
special. Nu-Calgon Easy Seal Inject Leak 
Sealant is on special for $49.95 (regular 
price of $55.57). Hurry, this special is only 
available July 1 - 30, 2016. 
 
As always, we appreciate your business. 

PARTS DEPARTMENT 

Retired Milwaukee Brewer Robin Yount and Monroe 
Equipment’s Joseph Scala. Joseph performed the 
National Anthem at a recent Lakeshore Chinooks 
baseball game.  

http://www.monroeequipment.com/advancedwebpage.aspx?cg=427&cd=3&SKUTYPE=202&SKUFLD=SKU&DM=1250&WEBID=4759
http://www.monroeequipment.com/advancedwebpage.aspx?cg=427&cd=3&SKUTYPE=202&SKUFLD=SKU&DM=1250&WEBID=4759
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Ben Lane 
 

A  few of us in the engineering department had an oppor-
tunity to attend the 45th Annual Wisconsin Commer-

cial Building Code Refresher, February 15 – 17th in Madi-
son, WI. The State of Wisconsin Department of Safety and 
Professional Services hosted the event in conjunction with 
the University of Wisconsin-Madison. The program was 
focused primarily on key changes between the 2009 and 
2015 Codes with spring of 2017 being the time the state is 
expected to move away from the 2009 and into 2015 Inter-
national Codes. 
 
The refresher course was a great opportunity to find out 
firsthand what potential changes are on the horizon so we 
can develop strategies to address them before code imple-
mentation begins. The only downside was that the changes 
have yet to be adopted by the state and the “Wisconsinisms” 
we’ve all become so accustomed to, have yet to be devel-
oped and ratified. One of the most important takeaways 
from the event, for me personally, was not a change be-
tween the 2009 & 2015 codes per se, but rather a new inter-
pretation of the existing 2009 Codes as it relates to one hour 
rated floor/ceiling assemblies in a wood frame construction 
building and the installation of ductwork within it. 
 
For years it seems we’ve dealt with the problem of our main 
trunk duct penetrations from our handling equipment in the 
mechanical room up and into the floor/ceiling assembly. 
What is the appropriate way to protect this penetration? Do 
we install a horizontal, spring loaded fire damper at the pen-
etration? Do we install a ceiling radiation damper inline in 
our duct at this same penetration or do we do nothing except 
run hard metal pipe through and fire caulk around it? 
 
Answer: It depends, of course! The state’s official new 
stance on the subject is that fire dampers are not an appro-
priate means of protection since they are for a “through” 
penetration where a duct would completely pass through the 
assembly (both sides) rather than piercing one side before 

turning and running horizontally through it. 
 
The ceiling radiation damper would be the technically correct 
way of protecting the assembly, but special attention must be 
given to the type of ceiling radiation damper installed. Your 
traditional ceiling radiation damper is only listed to be used at 
air outlets and inlets at the ceiling line with ductwork connect-
ed to only one side with the other being the room side. This 
damper would, instead, have to be listed specifically for use in 
line, center of duct, in the duct system at the ceiling penetra-
tion. Installing no dampers at the ceiling line is also still a 
viable option provided the penetration is protected in accord-
ance with IBC requirements (i.e.: fire caulked, annular space 
filled, etc.) but continuous metal ducting is required from the 
penetration all the way to the air outlet and/or inlet terminal 
locations. 
 
In a nut shell, what this new interpretation states is: 
 
1. The ceiling membrane penetration of your trunk duct sys-

tem must be protected with a ceiling radiation damper at 
the ceiling, listed for this use, if you plan to use any flexi-
ble duct whatsoever within the floor ceiling assembly.  

2. Installation of no radiation damper at the ceiling line re-
quires continuous metal ducting all the way to your supply 
register, no use of flexible ductwork. 

 
Luckily, we here at Monroe have found an industry partner to 
team up with and source a line of ceiling radiation dampers 
specifically for this use at a price point that still allows you to 
be competitive on your commercial multi-family projects. 
 
I have also attached the communication from the Depart-
ment of Safety and Professional Services Q&A sheet on the 
same subject for your reference. Please contact our Engi-
neering Department for any additional questions or infor-
mation.  

COMMERCIAL BUILDING CODE REFRESHER 

No purchase necessary. In-store entries only. One entry per customer, 
per day. Terms subject to change without notice. 
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NEW OSHKOSH BRANCH BUILDING  

Matthew Schneider 
 

W e are excited to announce that Monroe Equipment will be constructing a new building for our Oshkosh branch 
location. The new lot is just down the block from our current location. 

 
Ground breaking should start in mid-July and we hope for a Thanksgiving opening. RA Pinno Construction is doing the 
General Contracting. 
 
We are building so we will have ample room and are designing the project for future expansion with both heated and 
unheated storage space.  
 
With this new building, we look forward to serving you better! 

 

Online entries only! Visit us at 
www.monoeequipment.com 

and enter for your chance to win! 
No purchase necessary. Must enter giveaway online. Offer subject to change without notice. 

HM1838952 Orbital Flare Tool 

• Precise Flares, Every Time 

• No Cracked Tubes 

• Simple Setup 

• Easy to Position 

Online giveaway ends September 30, 2016.  

http://www.monroeequipment.com/advancedwebpage.aspx
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GETTING TO KNOW YOU 
Barb Beckett 
 

R andy Steffes is known to dealers near and far. He is always 
ready to serve and always has a smile on his face. 

 
Randy has been with Monroe Equipment for over 22 years. 
Our very own Larry Bellman helped lure Randy away from 
another distributor because of his extensive knowledge and 
rapport he had with customers. Before that, Randy worked at 
Caterpillar Tractor and Herdeman & Klug Tool & Die. 
 
When asked what his primary role at Monroe is, Randy said 
“to attract customer loyalty.” In the end, it surprises him to 
be in this type of role because he wasn’t really a people per-
son back then! However, Randy really enjoys working with 
customers and helping them find exactly what they need.  
 
Along with being a customer service specialist, he is also the 
master popcorn maker here at Monroe (well except for that 
one little issue last week!).  
 
When Randy is not at work, he enjoys camping, pheasant 
hunting, fishing, reading, gardening, photography, playing 
with trains and watching the History channel. 
 

J oseph Scala, Commercial Sales & Marketing Manager 
for Monroe Equipment, recently attended the ribbon 

cutting ceremony for the New Perspective (NP) Senior Liv-
ing facility in Howard, Wisconsin. 

 
Joseph joined NP Sen-
ior Living owners, 
staff and members of 
the Green Bay Cham-
ber for the ribbon cut-
ting. Speakers includ-
ed Stacie Hackl, Exec-
utive Director of the 
Howard Facility and 
Todd Novaczyk, 
Founder & CEO. Jo-
seph also had the hon-
or of performing the 

National Anthem for the event. 
 
NP Senior Living is a loyal user of Magic-Pak in their facil-
ities. Valued partner, Robinson Heating and Cooling of De-
Pere, handled the 100+ Magic-Pak installation.  

MONROE EQUIPMENT ATTENDS RIBBON CUTTING 

 

Ribbon cutting ceremony at NP Senior Living. 

Randy grew up in Cudahy along with his brother and 
sister. His parents, who were strict but kind, have been 
the biggest influence in his life.  

Randy recently moved to a new place (the “Frat House/
Bachelor Pad” as he likes to call it). He also has two 
grown children, Stephen and Hope.  

Randy Steffes 
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 Upcoming Events 
 
 

JULY 2 & 4 - Menomonee Falls & Oshkosh 
 Closed for Independence Day  
 
LATE AUGUST - CABELA’S PRESEASON Event 
 Milford Hills - Johnson Creek (Details coming soon!) 
 
SEPTEMBER 3 & 5 - Menomonee Falls & Oshkosh 
 Closed for Labor Day  


