CHASE COMMERCIAL SOURCE

Chase Commercial is one of the newest members of DISTRIBUTOR
the Integra® network. Located in Rochester, New York,

Chase is a division of Wegmans Food Markets Inc.
and Chase-Pitkins Home & Garden Centers. Chase

Commercial Source was formed to promote products
to sell at the commercial level.

SPOTLIGHT

Several years ago, Chase wisely decided to expand into the Jan San market, taking their products
lines to the street. With a great deal of success under their belt, Chase looked to integrate a
laundry/warewash line in early 2004 — a line that they could offer to their expanding customer
base.

Chase first turned to JohnsonDiversey and Ecolab, but there were several issues that prevented
Chase from jumping on board. One, both companies told Chase that they already had enough
distribution in the area. Second, neither company could offer an attractive profit margin to
Chase.

Enter Integra® In January 2004, | made an initial contact with Chase Commercial Source and
presented the Integra® Program. Later that year, | received a call back to meet with the Director
and Sales Manager. They seemed very interested in the program and we started product testing.
After achieving very good results with the product test sites, Chase took on the Integra® line and
we began working with the sales force to hit their current customer base.

The sales force at Chase is led by Richard Sortino. Rich is a true professional with a wealth of
experience in selling food processing sanitation chemicals. We have worked with Rich over the
Distributor Spotlight past 6 months to sell the Integra® line to multiple health care facilities.

2005 should prove to be a banner year for Chase and Integra® as we continue to strengthen our
partnership.

Seatt MeNulty

McNulty & Associates

Network Success:
INTEGRA® - NOT JUST A SYSTEM BUT ALSO A NETWORK

While prospecting customers back in 2002, Hillyard Sioux Falls often heard the name
‘Lunchtime Solutions’. This name belonged to a rapidly growing food management company
who specialized in school kitchens and was based in North Sioux City, South Dakota. After
placing a phone call to Lunchtime Solutions president, Mike Cranny, a meeting was arranged
and the goal was for each to learn more about the others’ business.

At this meeting, Hillyard was surprised to discover that Lunchtime Solutions had accounts
spread across the entire state of Nebraska, western lowa and southern South Dakota with
future growth planned in Minnesota. Due to such a large area of coverage this company faced
the inconvenience of having many different chemical providers in their kitchens, with some of
their more remote locations receiving very little sales or service representation.

customer. His care and concern for the
customer is unbelievable.

3. He has taught himself how to speak Spanish,
so he has better communication skills with
those accounts and employees that cannot
speak English. This has been a real asset in
acquiring new business where there has been a
communication problem.

4. He is a student of the Bible and totally
dedicated to his family, faith and friends. Mike
and his wife take time out of their busy
schedules to work with disadvantaged families
to provide assistance so they can improve their
lives.

5. He loves music, Jazz and Motown. I've heard
through the grapevine, that he fashions himself
as quite a good dancer.

It is a pleasure working with City Supply Company
and their sales team, plus having the opportunity
to work with an individual who has created a real
balance in his life.

Clinck Jolinson
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of what we consider their ultimate potential. They're not happy, an
neither are we.

So what are the aspects of INTEGRA® that complete the circle of success?
How do we start with products and end up with many happy, satisfied end
users who'll purchase INTEGRA® products again and again? How, in other
words, do we build a program?

First of all, we have to understand that INTEGRA® is a concept, not a
thing, or a collection of things. All things - unless they are totally unique
and in great demand - don’t do anything but occupy space on your
shelves. Concepts (not things) make you money. So now the question is:
what makes up the INTEGRA® concept? Here are some ingredients:

e Uniqueness of product chemistry design. INTEGRA® products are high
performers, designed to be the best available. This is why we say
“INTEGRA®” Designed Chemistry.” At INTEGRA®, we don’t “mix,”
“formulate,” or “blend” products, we design them with the end user in
mind. We don't just make something to “sell.” We design products to
match what'’s already in your customer’s mind.

e The uniqueness of INTEGRA® Systems - ONE GALLON capsules, the
INTEGRA® Activator™ The ContinuFeed™ “no run out” cup, the SurSeal™
safety insert, the Load’N Lock™ mounting brackets... And finally,
individual system set-ups complete with everything you need to
complete your product installation.

states in the US. This will promote development of national accounts.
INTEGRA®'s rapid acceptance has been phenomenal. Because of this,
an INTEGRA® Authorized Distributorship will become more and more
valuable in the future.

e INTEGRA® management’s commitment to be the best, and to constantly
improve. You can rest assured that quality and design excellence is
their ultimate goal. Innovation is a constant pursuit at the highest
levels of INTEGRA® management, and this sets the tone for everyone on
the INTEGRA® team.

All these things make up the concept of INTEGRA®, a valuable concept to
add current and future value to your business.

The market is waiting for INTEGRA®, and customers are waiting for you to
tell them the story. Let up help you with our training and development
programs, our marketing efforts, superior products, dispensing systems,
and our technical and sales information sources.

Take some time to reflect and think about what you have with an
INTEGRA® Distributorship. Think about the unlimited potential, and all the
prospects waiting and wanting to do business with you.

To your success,

Jalin Whize

White Consulting Company

PROSPECTING IS THE
BACKBONE OF SALES...

What can you do to make prospecting easier and more accurate? How about
using a Kitchen/Laundry Test Kit from Anderson Chemical. We are able to find
out what kind of water we are working with. Is it hard or is it soft? This makes
a big difference in setting chemical amounts in the cost to your customer.

KITCHEN SIDE OF THE TEST KIT:

When calling on that new kitchen account let's find

out where your competition has set his detergent concentration. It could be ok,
but if it is double the concentration, this will double the cost.

LAUNDRY SIDE OF THE TEST KIT:

This is a great tool for prospecting a new account. Is it hard or is it soft? Is my
competition over bleaching? What is the final pH? If it is to high they may be
adding too much alkalinity. s there iron in the water? If there is iron in the
water there may be iron in the fabric.

It is fun to prospect when using a Test Kit, it gives confidence to sell that new
account.

Everyone selling the INTEGRA® Program should be prospecting with this great tool.
Dowg Ruonbeck
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