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The Splﬂt IS n these “lean cow™ times, Dimensione Pu-

understanding lito International went in search of how

dealers balance budgets in a land of very

how to QEt small clients distributed over an €normaous

blg figures territory like Canada, taking as example Eric
Cox Sanitation, a cleaning product dealer ba-

from small sed in Palmerston, Ontario.

orders

A distributor as small as his website is big:
Eric Cox

Rick Fisk's Eric Cox Sanitation has a websi-
te that looks only six pages long, but if you
delve deeper into the company profile you

=

Eric Cox covers a large part of Ontario, and
precisely, the region lying west of Toronto.
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tap into over 100 pages thanks to 17 different Chart 1 - Sectors of Eric Cox activity

options that correspond to the diversity of
his clientele. Click on www.ericcoxsanitation.

¥ Other
com and you'll come into contact with a very B Cleaning equipment
active company. If you go to visit in person, Paper products
yvou'll be surprised at the spartan set-up that B Chemical products
is no less efficient, however, to the degree - Packagin:supllliﬂs

that it’s amply capable of covering a decidedly
large part of Ontario, and precisely, the region
lying west of Toronto, This is an area with a 259, 15%
potential 50,000 clients, approximately 2% of
which — around 1000 — are served by Cox.

10%

The unusual thing about this country is that
the Canadian Sanitation Supply Association,
CSSA, www.cssa.com, made no contribu-
tion to allotting specific areas for produ-
cers and distributors. The immediate resull
for the Province of Ontario’s 81 distributors

is the absolute freedom to do their business
wherever they want. Contrary to expected,
this does not create problems of coexistence

between the various members, also perhaps
because the Canadian population is distin- 5
guished by a higher level of social cohesion 25 /D

25%

SOLD RELIABLE. WELL ENGINEERED
] Bm:tiﬁilycbsg‘ed' L the Dulevo H 1020-1220
were engineered using the most advanced
ehiriol ol

ogy available to deliver to the

S ]

NDULEVD

HYDRO POWER

W marketplace great ergomonics and " ' . .
| user friendliness. H 1020-H 1220 are _. Féggm" fOI‘" ﬁ&hﬂﬂl‘ﬂﬂﬂ
designed without the use of electronics commonly found on most Ll |
scrubbers. All functions are simple to use, locate and service .

assuring the end user a low maintenance and reliable Dulevo mht}engl

L= LEADER'S PRODUCTIVITY

'« Scrubbing width of 1000 to 1200 mm
|

« Massive 250 Lt. solution tank

« More than 7 hours of autonomy
« Scrubbing performance B640 sqm/h |

The perfect machine for commercial premises, airports & |

warenouses. |
r
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VSE VERSATILITY

The scrubber is available in two
versions: disc and roller brushes
and both are equipped with the
exclusive CDP system for a constant
brush pressure regulation in every kind of condition always
assuring a perfect cleaning result. ‘J

dulevo-hydropower.com
dulevo.com

H1020—-H1220: pure exprescion 0
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and civility. Another interesting aspect that
emerged from our interview with Eric Cox
Sanitation owner Rick Fisk is how producers
- at the moment of sending shipments of
goods to different dealers - apply the lat-
ter's logo to the products together with
their own trade name that is already so
widely known in the market.

This means that “so-and so”, a producer of
dish soap, for example, also applies the logo of
the dealer to whom he entrusts the product to
be sold at the bottom of his label, in this way
personalizing it and promoting the widespre-
ad penetration of the article in the market.
Rick Fisk informs us that 75% of products ship-
ped bear mention of both the producer and
the trusted dealer on the label justifying this
with the fact that a greater degree of persona-
lization in a territory where everyone knows
everyone else is a guarantee of professional
diligence and therefore the acceptability of
the product.

This is a strategy that might easily be exported
elsewhere.

Eric Cox turnover trends

2006 2006,5 2007 2007.5

A word from the dealer

Can you explain bow important your comi-
pany is in the market?

That's a tough one to answer because Eric Cox
handles a wide range of very different articles,
even if they're all included in the cleaning ma-
terial sector. Out of our thousand clients in the
area we serve (see chart no. 1), we cover 2%
of the packaging supplies market, 6% of both
the chemical products for cleaning market
and the paper products market, such as hand
towels, rolls of absorbent paper, and 1% of the
cleaning machine market and other,

2008

2008,5

A

What are your annual total sales?

In 2008, our turnover was 2.3 million Canadian
Dollars over 1.6 million in 2007 and 1.2 million
in 2006. I work with my daughter and son, Sa-
ra and Josh, who help me in running the show.
Josh, my first-born, now serves as President
but still does a lot of selling, In addition to its
leaders, Eric Cox also has six employees wor-
king as driver, warehouse workers and sales
staff. Sales outlet product display and storage
space amounts to 9,000 square feet (around
2,200 sq m).

Which products give you your biggest num-
bers?

Looking at the curve of our total sales over the
past three years, I see an annual growth rate of
30% and more. What we sell a lot of is paper
for hand towels for restaurants or large com-
munity use, which has also risen by as much as
+12% in a single year. This is followed first by
chemical products, which follow with around
a 15% annual increase, and then packaging
supplies, which have shown an 8% rise. These
are the three biggest products for us.

I bappened to see a few Italian brand clea-
ning machines usually used for large com-
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munities in your warehouse. Do you sell  But aren't you satisfied by the product label
many of these? that features both the name of the producer
[ know that Italian machines offer excellent  and your own logo?

quality and are always appreciated by custo-  I'm enthusiastic about it, but don’t confuse my
mers, but in my area there isn't much demand,  enterprising spirit with ingratitude towards my
in the sense that users will use them only on-  suppliers. They 're two different things, and if
ce a week, whereas the supermarkets, banks, I achieve success with my name, my face, and
companies with large surface areas and the ai-  my logo, everyone benefits. Therelore acqui-
rport in Toronto require cleaning once a day.  ring a bit of space of my own for positioning in

the market is not just an advantage for me.

Are you a pure dealer or is your business

completed by other activities? Are you involved in other activities as well?
In addition to handling cleaning products, My daughter Sara is involved in energy saving

we've opened a new line of products in the sa-  activities. One good example is the way we
me sector that we sell and have specially pro-  help repair or service machines no longer in
duced for us by a productive unit: a detergent  production or covered by warranty: we give
that is every bit as good as those produced by the client the idea and find the part required
our competitors, but with a difference in the  to ensure the regeneration of the prc ducet with
way we sell it, and in this context, personali-  higher savings.

zation and the type of relationship established

with the client assume strategic importance. Do you invest in training?

When I sell “myself”, people buy me because ~ We organize 100 hours of training each year
they know where 1 am, who I am, and how  between meetings and symposiums for upda-

much I'm worth. ting.

Once again ITALSAN have revolutionized the world
of envoromental perfumization with a product:

FRESH PILLAR projected to perfumize: MUSEUMS -
COMMERCIAL CENTRES — AIRPORTS - CONGRESS
CENTRES - EXHIBITIONS, ETC.

FRESH PILLAR AND THE RELATIVE CARTRIDGE BIG FRESH
ARE THE LATEST INNOVATION DESTINED TO COMPLETE A SERIES

OF APPLIANCES WHICH CAN TREAT AND PERFUMIZE ANY
ENVIROMENT FROM THE SMALLEST TOILET TO THE VASTNESS
OF A CONGRESS CENTRE.

our essences are certifiedas: " NON TOXIC "

by .=y TIFTNLESSH

ITALSAN s.r.l. Via Mazzini.5 - 21040 Venegono Sup. (VA) italy
Tel. +39.0331.850186 fax +39.0331850357 - italsan@italsan.it - www.italsan.it
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The leading Eric Cox products
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paper

On bow many levels does distribution work
in this part of Canada, and bow much ti-
me passes from the time an order is placed
until it reaches destination?

As dealers, we are the second link in the chain
standing between the producers and the
client, understood as the restaurant, school,
government body, etc. There are 3 distribu-
tion levels in all: the producer, us, and mass
distribution. We fill orders anywhere in our
area in 48 hours.
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chemical products

packaging supplies

Are the products you sell all made in Ca-
nada?

80% is produced locally; we import the remai-
ning 20% from the USA. We get some things
from Italy (our foor cleaning machines, for
example) and China, but we don’t import the-
se products ourselves.

How many dealers are there in your zone?
I compete against 10-15 dealers. I'm about
halfway down the list in terms of quality and
turnover.

Plans for the future?

We're hoping to make contact with producers
and dealers in other nations in order to begin
negotiations for joint ventures, new products,
and other contacts in general because you
don't go very far by vourself.

Conclusions

The news, concepts, and points of view that
emerge from this interview are revolutionary
compared to our way of operating, and it's
well worth bearing in mind that a part of the
world - and not a small part, at that — works
in this way.

Undoubtedly the double name on the pro-
duct’s label and the search for new ways to sa-
ve energy are — in this sector — certainly things
to be pursued starting from now because the
market is ready for this level of innovation. For
the rest, everyone will organize themselves as
they see fit.
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