
MLA is planning some great meetings for all of the state 
committees this winter. There will be state committee 
winter meetings in Missouri, Kansas and Arkansas. 

 
Missouri 
The Missouri lumber dealers will be meeting in St. Peters on Fri-
day, January 6 to discuss upcoming Missouri legislation in 2017. In 
addition the meeting will focus on new programs from Federated 
Insurance and MLA for 2017. 
 
Kansas 
The annual Winter Meeting is set for January 19-20 in Wichita, 
Kansas. This is always a good time with fellow dealers and As-
sociate members. This year, the meeting is hosted by Mike Lamm, 
Federated Insurance. 
 
Arkansas 
Join the Arkansas Committee for a Legislative Day in Little Rock 
on Tuesday, February 21. Dealers will have the opportunity to 
learn about the legislative process in the state capitol. They will 
also learn what legislative issues are in the forefront for MLA in 
2017.
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 Upcoming Events 
 
• January 6 - Missouri State  
 Lumbermen’s Meeting, 
 St. Peters, Missouri  
• January 19-20 - Kansas State  
 Lumbermen’s Meeting, 
 Wichita, Kansas 
• February 21 - Arkansas 
 Lumbermens Legislative Day,  
 Little Rock, Arkansas 
• March 17-18 - Blish Mize Spring 
 Show, Overland Park, Kansas 
• March 27-29 - NLBMDA Legislative 
 Fly-In, Washington, D.C.  
 
Please note: All events are open to members 
and their employees. If you cannot attend, please 
send another company representative. 

Mid-America Lumbermens Association 

P.O. Box 419264 • Kansas City, MO 64141-6264 
816-561-5323 • Toll Free: 800-747-6529 
www.TheMLA.com • Fax: 816-561-1249 
The information in this newsletter is provided 
without any representations or warranties, 
express or implied. We make no representations 
or warranties in relation to any legal informa-
tion. You must not rely on the information in this 
newsletter as an alternative to legal advice from 
your lawyer or other professional legal services 
provider. If you have any specific questions about 
any legal matter you should consult your lawyer 
or other professional legal services provider.

Annual Winter  
Meetings Coming Soon

Scholarship Program Just Around 
the Corner 
Applications Due March 15, 2017
One of the most popular programs MLA offers is the annual schol-
arship awards program to members, employees or their children. 
Each state has different criteria for earning the $500 awards. If you 
have a son or daughter, an employee or employee’s son or daugh-
ter in college or an employee who is utilizing continuing educa-
tion, take a minute to review the scholarship applications that are 
listed on our website, www.themla.com. Contact Robert Uhler at 
the association office for further details, extra copies or with ques-
tions you might have.
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Federal Legislative News

Administration and Congress Plan Ambitious 
Agenda for 2017 
By Ben Gann, NLBMDA

The start of 2017 will begin with a new Congress 
and Donald Trump is set to be inaugurated as the 
45th President of the United States (U.S.). Repub-

licans will control both legislative chambers and the 
executive branch for the first time in 10 years. 
 
House Republican leaders have planned an aggres-
sive agenda in Trump’s first year as President, and 
are looking at repealing Obama-era regulations, tax 
reform, infrastructure spending, and major changes to 
the Affordable Care Act (ACA). House Majority Leader 
Kevin McCarthy (R-CA) has compared the 2017 House 
schedule to the one in 1994 when Republicans were 
very active after taking control of the lower chamber 
for the first time in 40 years. 
 
The House is scheduled to be in session for 145 days

in 2017. By comparison, the House was in session 21 
fewer days in 2016. 
 
Congressional Republicans are expected to exercise 
their authority under the Congressional Review Act 
(CRA) to repeal some regulations enacted toward the 
end of the Obama Administration. 
 
The CRA empowers Congress to overturn a regulation 
within 60 legislative days of enactment by allowing the 
House and Senate to pass a resolution of disapproval 
through an expedited process by simple majority be-
fore being presented to the President for signature. 
 
Congress may also look to pass the Regulations from 
the Executive in Need of Scrutiny (REINS) Act, which 
requires that any new regulation costing more than 
$100 million per year to receive congressional approval. 
 
Speaker of the House Paul Ryan (R-WI) has indicated 
reform of the tax code will also be a goal for Repub-
licans in 2017. Comprehensive tax reform was last 
enacted in 1986, leading some to speculate that perhaps 
the moment has arrived for a major rewrite of the tax 
code. 
 
Lawmakers could look to bring overseas profits back 
to the U.S. as a way of paying for infrastructure, lower 
tax rates and/or reducing the budget deficit. According 
to the Joint Committee on Taxation (JCT), U.S. based 
multinational corporations have approximately $2.6 
trillion in profits offshore to avoid paying corporate 
income taxes. 
 
NLBMDA has been consistent in its support for com-
prehensive tax reform, but believes any reform of the 
tax code should preserve the mortgage interest deduc-
tion for home owners as a cornerstone of the economy 
and should level the playing field for small businesses 
by not unfairly disadvantaging family-owned busi-
nesses. 
 
Related to tax reform, President-elect Trump has 
proposed a spending package to repair roads, bridges, 
ports, airports and other infrastructure. The money
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Federal Legislative New - cont.

does not currently exist for increased infrastructure in-
vestment, so it is likely that increased spending would 
have to come from a new source of revenue such as 
repatriation of foreign income from U.S. companies. 
 
It is anticipated that Congress will also 
look to repeal and replace the ACA. There 
is broad agreement among congressional 
Republicans to repeal the ACA; however, 
there is not yet a consensus on what should 
replace the current law. 
 
 
It is anticipated that Congress will also look to repeal 
and replace the ACA. There is broad agreement among 
congressional Republicans to repeal the ACA; however, 
there is not yet a consensus on what should replace the 
current law. There is an expectation that a transition 
period of up to several years would be needed between 
repeal of ACA and implementation of a Republican 
alternative. 
 
NLBMDA is a member of the Stop The HIT Coalition, 
which includes a diverse group of trade and business 
associations working to repeal the health insurance tax 
(HIT) and protect the affordability of health care cover-
age. 
 
As part of President Obama’s health care reform bill, in 
2014 a new fee was levied on health insurance com-
panies. Although the HIT is levied on all insurance 
companies that offer fully insured plans, the tax is 
passed down in the form of higher premiums to small 
and medium-sized business that offer fully insured 
plans, which unlike large companies do not typically 
self-insure a health care plan. In the 114th Congress 
(2015-2016), legislation in both the House and Senate 
would repeal the HIT. 
 
Dealers are encouraged to come to the nation’s capital 
to discuss legislative issues affecting the lumber and 
building industry with their lawmakers at the 2017 
NLBMDA Spring Meeting and Legislative Conference, 
March 27 through March 29, 2017 in Washington, D.C. 
Registration is already open and can be completed at 
www.legcon.org. 
 
The meeting provides a great opportunity to meet with 
elected officials about the lumber and building mate-
rial industry’s policy priorities and network with other 
dealers.

Safety on the Road

Severe Weather Driving: 
Please Make it a Safe Trip!
It should come as no surprise that weather-related auto 
crashes will be on the increase as winter weather ar-
rives here in the heartland.

Every state in our area will experience periods of se-
vere winter weather including ice, snow, sleet, freezing 
rain and sub-freezing temperatures. Here are a couple 
of safety options that you can share with your employ-
ees and hopefully keep the accidents down to a mini-
mum.

Watch the weather – Snow, freezing rain, sleet, slush, 
and black ice can affect vehicle traction, handling, and 
visibility. Remain alert for scattered slippery spots, 
especially on the bridge decks, overpasses and any el-
evated roadway. Moisture can freeze into ice and cause 
an extremely slippery surface that will affect your 
steering capabilities.

Adjust your speed to compensate for road  
conditions snow and ice dramatically increase 
the time and distance a vehicle needs to turn, 
slow down and stop. 
 
 
Adjust your speed to compensate for road  
conditions – Snow and ice dramatically increase the 
time and distance a vehicle needs to turn, slow down, 
and stop. If you’re driving on snow and ice, your speed 
should be and remain well below the posted speed 
limit.

Leave extra room – between your vehicle and the 
vehicles around you. Watch out for other vehicles that 
might spin out of control. Many rollovers have oc-
curred when a driver swerves to avoid stopped traffic 
ahead.

Last but certainly not least, you will need to know the 
difference – Outlook, Watch, Warning, Advisory. The 
National Weather Service issues outlooks, watches, 
warnings, and advisories. These conditions are broad-
casted on national weather radio, local radio, and local 
television stations. Knowing when one of these condi-
tions has been issued in your area enables you to take 
proactive actions and adjust your schedule and deliver-
ies accordingly. 

Try these simple tips to improve your winter weather 
driving habits!
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Court Halts Overtime Rule

A federal judge in Texas entered a nationwide 
preliminary injunction recently prohibiting 
the Department of Labor from 
 enforcing its new overtime rule. The new 

rules, released in May, were scheduled to take effect 
December 1. The new rule would have raised the mini-
mum salary limit required to be considered an “ex-
empt” employee from $23,660 to $47,476 per year. 
 
The decision by U.S. District Judge Amos Mazzant in 
the Eastern District of Texas to grant a preliminary in-
junction will impact over 4 million workers who made 
less than the new minimum salary limit and were to be 
newly eligible for time-and-a-half wages for each hour 
worked in excess of 40 hours per week. 
 
Twenty-one states challenged the Department of La-
bor’s overtime expansion on the basis that Congress 
did not intend to set a minimum salary threshold for 
the exemption nor did it intend to allow the minimum 

salary threshold be raised every three years, which the 
rule stipulates. 
 
The Court found merit in the states’ argument and 
issued the preliminary injunction – meaning the new 
rules are temporarily suspended until the judge can 
issue a ruling on the merits. 
 
The Department of Labor said it strongly disagrees 
with the decision. The fate of the new rule has now 
been put into question as it is possible president-elect 
Trump will cause the Department to drop any appeal 
of the court’s ruling once he takes office in January. 
 
Accordingly, employers are temporarily relieved from 
implementing changes to its workforce meant to com-
ply with the rule. However, employers should remain 
prepared to comply with the new rules if they survive 
the legal challenge and eventually become effective.  
 
Employers that have already increased salaries, modi-
fied timekeeping obligations, and/or examined em-
ployees’ exemption statuses ahead of the expected 
December 1st date, will now need to determine which 
changes should still be implemented, modified or 
rescinded. If you would like assistance in determining 
steps to take at this point or how the injunction affects 
your workforce, please contact your association to ac-
cess our attorneys to discuss this and other recent legal 
developments. 

Federal Department of Labor News

Court Halts Overtime Rule

Special Thanks To These 
Sponsors That Support All 

Association Programs 
 

• Federated Insurance 
• Blish-Mize 

• Great Southern Wood Preserving 
• Tax Favored Benefits 
• Westfall GMC Truck  

Patronize the companies that  
support your industry!  

Serving the four-state MLA dealer area.
877-819-6637  •  www.yellawood.com

The Great Southern Wood Preserving, Incorporated logo and MasterDeck are a trademarks of Great Southern Wood Preserving, Incorporated.
YellaWood®, the yellow tag, N-Durz®, FlameFreez®, the flame icon and Repel® are federally registered trademarks of Great Southern Wood

Preserving, Incorporated. AZEK trademarks, are either registered trademarks, trademarks, service marks or otherwise protected property of AZEK.

All from the Same
FAMILY TREE



We can't stop the storm, but we 
can make it a little easier to work 
through it.

At MLA, we offer benefits to help 
you get through the day so you can  
concentrate on what you do best –  
selling building materials. Our 
attorneys answer your questions 
about employee issues, our 
compliance experts help you with 
OSHA and EPA, and there's more. 

We're Mid-America Lumbermens: 
Serving members in Arkansas, 
Kansas, Missouri and Oklahoma. 

 
 Mid-America Lumbermens Assn •  800-747-6529 • www.themla.com
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Federated Insurance Names Kerr  
Chief Operating Officer

Federated Insurance News

Federated Insurance has named Michael G. Kerr its 
Chief Operating Officer. As Chief Operating Officer, 

Kerr will be responsible for Field 
and Home Office Marketing, P&C 
Underwriting, Special Accounts, Life 
and Health Operations, Association 
Risk Management Services (ARMS), 
Incentives, and Human Resources. 
He will also remain active on Feder-
ated’s Operations Team. 
 

Kerr brings a wealth of experience to the COO position. 
He joined Federated Insurance in 1982 as a marketing 
trainee in Michigan. In subsequent years, he served as 
a marketing representative, district marketing man-
ager, regional marketing manager, and director of field 
operations – marketing. His executive leadership roles 
have included responsibility for Advertising, Human 
Resources, P&C Services, Office and Physical Services, 
and ARMS. He has also chaired the Commercial Health 
Team, the Commercial Lines Team, and the Operations 
Team. 

In 1998, Kerr was 
appointed a Vice 
President of Feder-
ated Insurance. He 
was later named 
First Vice Presi-
dent, Senior Vice 
President, and Executive Vice President. Most recently, 
he served as ExecutiveVice President. Most recently, 
he has served as Executive Vice President – Director of 
Insurance Operations. 
 
“Mike has had great success in every role he’s been as-
signed,” Federated Insurance Chairman, President and 
CEO Jeff Fetters stated. “He has demonstrated great 
vision, outstanding integrity, and a deep sense of pur-
pose. He has tremendous experience, having worked 
in nearly every operational area at Federated either di-
rectly or through the Operations Team. The Federated 
Insurance Board of Directors and I know we are blessed 
to have an outstanding executive leadership staff, and 
we are pleased to have Mike Kerr leading much of our 
operations into the future.”



6

Annual Membership Meeting

MLA Fall Fling a Success!
At the recent MLA Fall Fling, November 10-11, in Bran-
son, Missouri, a new Board was installed, led by Presi-
dent Chris Cleaver, Cleaver Farm & Home, Chanute, 
Kansas. Here is the complete list of Board members: 

President - Chris Cleaver, Cleaver Farm & Home,   
 Chanute, Kansas 
1st Vice President - Adam Hendrix, Chic Lumber & 
 Hardware, St. Peters, Missouri 
2nd Vice President - Hatch McCray, McCray Lumber 
 Millwork, Kansas City, Kansas 
3rd Vice President - Matt Graham, Miltonvale  
 Lumber, Miltonvale, Kansas 
NLBMDA Delegate - Greg Smith, E.C. Barton Co.,  
 Jonesboro, Arkansas 
Secretary/Treasurer - Dan Prendergast, Moscow 
 Mills Lumber, Moscow Mills, Missouri 
Immediate Past President - Jim Bishop, Vesta Lee 
 Lumber, Bonner Springs, Kansas

Missouri/Arkansas Director - Landon Garner, Garner   
 Building Supply, Rogers, Arkansas 
Kansas/Oklahoma Director - Ray Mueller, Clark  
  Lumber Do it Center, Herington, Kansas 
Arkansas Committee Representative - Brandie 
  Killian, John Plyler Home Center, Glenwood, 
  Arkansas 
Missouri Committee Representative - Darrell Derstler, 
  Derstler Lumber, Richmond, Missouri 
Oklahoma State Representative - Gary Smith, Smith &   
 Sons Bldg. Center, Anadarko, Oklahoma 
 
Associate Directors: 
Terry Parker, PrimeSource Building Products,  
  Springfield, Missouri 
Don Rieger, Hiab USA, Inc., St. Louis, Missouri 
Nate Wedermyer, Dealers Choice Distribution, 
  Topeka, Kansas 
 
Several suppliers stepped up to sponsor the Fall 
Fling. We thank them for their generosity and 
participation! 
 
Presenting Sponsor: Federated Insurance 
 
Sterling Sponsors: 
  Blish-Mize Company 
  Hiab USA, Inc. 
  Mid-Am Building Supply 
 
Standard Sponsors: 
  BlueTarp Financial 
  Guardian Building Products 
  LMC 
  Mitek Builder Products 
  Monarch Cement Company 
  Treeline Forest Products 
 
Dine-Around Sponsors: 
  Dealers Choice Distribution 
  Forest Products Supply 
  Great Southern Wood Preserving 
  Simpson Strong-Tie 
  Tax Favored Benefits 
  Westfall GMC 
 
As soon as dates and location are available for next 
year’s meeting, we’ll let you know. We hope to see you 
there!

Dan Prendergast (l) presents a plaque 
to Jim Bishop for his service as  
President of MLA.

Matt Graham (l) accepts an 
award for his service as Kansas 
Committee Representative, as 
he moves into the 3rd Vice  
President position. 

Jim Bishop (r) recognizes 
Guy McGillivray for his 
service on the Board of 
Directors



7

Member News

         
 

 
                 

Specializing in 
 

 Profit Sharing            Asset Preservation 
 401(k) Plans              Disability Income 
 

     Business Continuation Planning  
       Retirement Income Planning 
          Private Money Managing 
 

   David B. Wentz              Bill Male 
 

4801 W 110th Street 
Overland Park, KS 66211 

913-648-5526. 

Safety Training Continues to 
Grow
MLA Regional Manager Robert 
Uhler has been traveling the terri-
tory and providing OSHA compli-
ance training for members for the 
past several years. Here is a partial 
list of activities and training services 
offered by your association. 
 
Mock OSHA Audits     Safety Committee Meetings 
Forklift Certification     CPR Training Class 
Safety Inspections     Estimating Training Class 
 
If you need any help with your OSHA compliance or 
any of your training needs, please give the association a 
call at 800-747-6529. We are here to help you with all of 
your health and safety needs.

Association Training Services

Renner Supply Gives Back 
During the “Christmas in  
October” Event
During the “Christmas in October” event in Kansas 
City, Renner Supply donated and installed a Delden 
model “Delcraft” 
with a LiftMaster 
electric opener for a 
Kansas City, Kan-
sas home owner. 
“Christmas in Octo-
ber” is a volunteer 
organization with a 
mission to bring volunteers and communities together 
to improve the homes of the elderly, disabled and low-
income families in the greater Kansas City area. 
 
Renner Supply Company, the leading garage door in-
stallation and garage door repair company, participat-
ed in the “Christmas in October” event in Kansas City, 
Kansas by donating and installing a 7’8” x 6’3” Delden 
model Delcraft 138 (commonly called a DC-138) with a 
LiftMaster 8365 electric opener. 
 
Marketing Manager Brad Dodson from Renner Supply 
stated, “We are happy to be part of this volunteering 
event. Many of the families in these communities have 
to choose between paying for medicine or their utility 
bill and they have nothing left over to maintain their 
home. That’s why we donated and installed the Delden 
garage door with a LiftMaster electric opener.” 
 
Jim Patton, who organized the “Christmas in Octo-
ber” project stated, “We convey our sincere thanks to 
Renner Supply who donated and installed a garage 
door for a woman in need. They even went the extra 
mile and provided an electric opener upon learning of 
her heart condition. ‘She told me Renner’s installer, Jim 
Collins, was her guardian angel.’ Other volunteers give 
of their time and talent back to the community through 
painting, electrical, carpentry and other skills...and 
help in gaining greater exposure for the organization. 
Through their donation of supplies such as construc-
tion materials, equipment and more, they help keep 
expenses in check.” 
 
Patton concluded by conveying, “Thank you for taking 
the time to learn more about Christmas in October. If 
you are aware of a neighbor in need, please encourage 
them to apply for assistance by contacting the volun-
teering group to 816-531-6443.” 
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Improving Cash Flow

De-Averaging Your Customers to Determine 
Profitability 
How to Construct a Profit/Risk Quadrant   
By Scott Simpson, President and CEO, BlueTarp Financial

For LBM dealers running a profitable business, 
it is a common (though often false) assumption 
that all your customers contribute to your earn-
ings, and that it’s only a matter of how much. If 

you do make that assumption, it’s likely that you have 
averaged all your customers’ earnings contributions 
to your bottom line. However, by doing so, you may 
not have recognized that some customers contribute a 
great deal of profit, some break even for you, and some 
actually cost you money. 
 
Fact is, if you don’t know your individual customer’s 
profitability down to the net level - after thoroughly 
allocating overhead, deliveries, cost of credit, market-
ing, collections, etc. - you probably don’t really know 
which customer makes you money, which contributes 
no profit, or which one costs you money. 
 
Here’s how to figure it out: The best way to discover 
the profitability of every customer is to map each one 
on a risk-profit graph. This approach to rating a cus-
tomer’s status is called “de-averaging.” 
 
Start by creating a simple graph (shown at left) that 
rates Risk and Profitability on the X and Y axis.

Map Your Customers by Their  
Profitability and Risk

Risk
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By plotting your customers in each 
quadrant, you can generate a visual in-
dicator of each customer’s value to your 
bottom line. Their position will also 
help guide you to take remedial action 
for the unprofitable/high-risk custom-
ers, while determining which “keepers” 
to reward. 
 
Let’s take a closer look at the kinds of customers that 
end up in the four categories: 
 1) Bottom left: Customers unlikely to pay you 
     back. 
   For this customer, you may know from  
   talking with other customers and trades that 
   recent payroll checks have bounced, and he 
   might even be delinquent at another dealer 
   across town. It might be hard to move him 
   into a better quadrant, and you may consider 
   suspending his account all together, or  
   moving him to COD. 
 
 2) Top left: Customers typically 60+ days out 
  on A/R. 
   This could be a great customer. He buys 
   high-margin products and is a regular with  
   your installed-kitchen program, but he’s a 
   gambler. He builds just spec homes, and has 
   his money tied up in land options. So, he 
   may have cash flow problems. Ask him to 
   pay down the line. Then, monitor his credit 
   more frequently and be ready to take more 
   aggressive action if the risk worsens. 
 
 3) Bottom right: Customers who will eventually   
	 	 pay,	yet	are	not	profitable. 
   This customer is low risk: He’s shown  
   evidence that his credit line isn’t maxed, and 
   his credit score remains high. But he is so slow 
   to pay that he actually costs you money.   
   If you could just get him to pay on-time, he   
   could be moved to a better quadrant.   
  
 
Continued on next page
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Scott Simpson is the president and CEO of BlueTarp 
Financial. BlueTarp is a B2B credit management company 
that pays suppliers upfront for their sales and protects 
them from risk, so they can fund the growth of their busi-
ness. Headquartered in Portland, Maine, BlueTarp has 
partnered with over 2,000 suppliers since 1998. To reach 
Scott, you can email: simpson@bluetarp.com or call  
207-797-5900.

Improving Cash Flow - cont.

   This may be a simple matter of enforcing 
   existing A/R policies, or putting strict new   
   ones in place. 
 
 4) Top	right:	Customers	who	are	high	profit	and 
   low risk. 
   These customers are keepers, because they 
   have great cash flow, are not speculating, and 
   they pay on time. These are the customers you 
   make extra truck runs for and bend over  
   backwards to keep happy. 
 
How to Map the Grid 
 
To map your customers, establish an index system, 
where each customer is assigned a profitability number 
(say, 1-100, with 100 being high profitability) and a risk 
assessment (1-100 with 100 being low risk), which can 
be plotted on a graph. To determine how many points 
each customer gets, go through each line item of your 
costs for that customer, plus all of your overhead costs. 
Then, proportionally allocate these costs to each and 
every customer. 
 
Metrics for the Risk Factor include: 
 •  How quickly they pay, e.g. net 10, net 30, net 60, 
  net 90, 90+. 
 • What is the customer’s credit rating? 
 • Do they have a bankruptcy in their past? 
 • Have you ever had to place a lien on them? 
 •  Did the customer’s slow pay cost you missed 
  buying opportunities? 
   If so, how much, and how much can be  
   allocated to the level of the individual  
   customer? 
 • Did the customer’s slow pay cause you to tap 
  your line of credit, and what is the allocated  
  cost of that debt? 
 • Did the customer use a credit card to pay, and 
  what is that allocated cost? 
 
Metrics	for	the	Profitability	Factor	include: 
 • How many hours of staff time does the 
  customer consume, e.g. when estimating,  
  designing, and purchasing products from you? 
 • Is the customer eating up field staff or technical 
  support, causing your staff to provide time- 
  consuming favors, when they really should 
  be selling? 
 • Number of site deliveries for every $1,000 of 
  spend. 

 • How much cost can be proportionately  
  allocated to each customer for overhead,  
  including rebate management, marketing, 
  advertising, publicity? 
 
Once you use 
these points to 
calculate the risk 
and profitability 
ratings, it’s time to plot your customers. If you find cus-
tomers in undesirable locations (bottom left and bottom 
right), you don’t have to automatically cut them loose. 
In fact, for customers in the bottom right (given the low-
risk rating) you can help improve their profitability by 
assessing fees or modifying pricing. 
 
Because they are low risk and high profits, customers 
in the top right quadrant are the ones you want to pay 
the most attention to (e.g. free deliveries, rebates, special 
pricing), so you maintain their loyalty...and their high 
profitability. 
 
For customers in the top left quadrant, who are high 
profit and high risk, you want to move to the top right, 
by helping them find paths to lower their risk to you. 
 
By de-averaging customers, you see that the overall 
profitability of your business does not indicate that 
you’re making money from each and every customer. 
Once you gain insights into their true cost to you, 
consider using a credit management company like 
BlueTarp to reduce the risk further. BlueTarp can help 
dealers maximize profits, while protecting them from 
risk. With guaranteed payments upfront on every sale, 
plus risk protection, dealers can focus on growing their 
businesses.
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Falls are the leading cause of death in construction. 
In 2013, there were 291 fatal falls to a lower level out 
of 828 total fatalities in construction. These deaths are 
preventable.

Falls can be prevented and lives can be saved through 
three simple steps:

• Plan
• Provide
• Train
 
This website (OSHA.gov/stopfalls/index.html) is part 
of OSHA’s nationwide outreach campaign to raise 
awareness among workers and employers about the 
hazards of falls from ladders, scaffolds and roofs. The 
educational resources page gives workers and employ-
ers information about falls and how to prevent them. 
There are also training tools for employers to use and 
posters to display at their worksites. Many of the new 
resources target vulnerable workers with limited Eng-
lish proficiency.

We invite you to join in this effort by helping to reach 
workers and employers in your community with the 
resources you find on this site. OSHA will continue to 
add information and tools to this page throughout the 
year.

OSHA has partnered with the National Institute for 
Occupational Safety and Health and National Occupa-
tional Research Agenda (NORA) - Construction Sector 
on this nationwide outreach campaign to raise aware-
ness among workers and employers about common fall 
hazards in construction, and how falls from ladders, 
scaffolds and roofs can be prevented and lives can be 
saved. Here’s how:

PLAN ahead to get the job done safely

When working from heights, such as ladders, scaffolds, 
and roofs, employers must plan projects to ensure that 
the job is done safely. Begin by deciding how the job 
will be done, what tasks will be involved, and what 
safety equipment may be needed to complete each 
task.

When estimating the cost of a job, employers should 
include safety equipment, and plan to have all the   

OSHA’s Fall Prevention Campaign
necessary equipment and tools available at the con-
struction site. For example, in a roofing job, think 
about all of the different fall hazards, such as holes or 
skylights and leading edges, then plan and select fall 
protection suitable to that work, such as personal fall 
arrest systems (PFAS).

PROVIDE the right equipment

Workers who are six feet or more above lower levels 
are at risk for serious injury or death if they should fall. 
To protect these workers, employers must provide fall 
protection and the right equipment for the job, includ-
ing the right kinds of ladders, scaffolds, and safety 
gear.

Different ladders and scaffolds are appropriate for dif-
ferent jobs. Always provide workers with the kind they 
need to get the job done safely. For roof work, there are 
many ways to prevent falls. If workers use personal 
fall arrest systems (PFAS), provide a harness for each 
worker who needs to tie off to the anchor. Make sure 
the PFAS fits, and regularly inspect all fall protection 
equipment to ensure it’s still in good condition and 
safe to use.

TRAIN everyone to use the equipment safely

Falls can be prevented when workers understand 
proper set-up and safe use of equipment, so they need 
training on the specific equipment they will use to 
complete the job. Employers must train workers in haz-
ard recognition and in the care and safe use ladders, 
scaffolds, fall protection systems, and other equipment 
they’ll be using on the job.

OSHA has provided numerous materials and resources 
that employers can use during toolbox talks to train 
workers on safe practices to avoid falls in construction. 
Falls from ladders, scaffolds and roofs can be prevent-
ed and lives can be saved through three simple steps: 
Plan, Provide and Train.

For more information about the OSHA Fall Campaign, 
as well as posters on this topic, go to: https://www.
osha.gov/stopfalls/index.html
 
Source: OSHA.gov
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Introducing BlueTarp Powered. With our team working 

behind the scenes, you manage customer interactions as  

you always have. Plus, you’ll guarantee your cash flow,  

protect yourself from risk and grow your sales with up to 

90-day terms and $1 million lines. Learn more about this  

new service at bluetarp.com/powered. 

BlueTarp 
credit services
now available in 
invisible.

bluetarp.com/powered
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Sales Calls

How to Use Social Media in a Successful  
Prospecting Effort 
By Troy Harrison

Is there any part of selling that’s more talked about 
these days – or less understood – than social media?  
Ever since LinkedIn came on the scene, various train-
ers, consultants, and other assorted “experts” have been 
telling salespeople that the magic button that they had 
always sought – the one that would remove the need for 
prospecting – had finally arrived.  Simply put up your 
profile on LinkedIn, make some posts, and while you’re 
at it Tweet a bit and Facebook a lot.  Then say, “Come 
to Papa,” and all the prospects you’d ever need would 
come to you.
 
Some salespeople are still waiting for that to happen.  
Want to know how I know?  Because I was one of those 
salespeople.  You see, I’ve been building my national 
speaking career for about five years now.  I read and 
heard the advice of the top people in my profession, and 
they all said, “It doesn’t matter what you’ve done or 
where you’ve done it – this is the one place where cold 
calling doesn’t work.  You WILL NOT get booked off a 
cold call.”
 
Since they were the experts, I believed them.  So…I 
posted on LinkedIn.  I Tweeted.  I Facebooked.  And I 
put up videos on YouTube.  And I said, “Come to Papa.”  
And….well, to be totally honest, I did get a few speak-
ing engagements from word of mouth, and my “rebook 
rate” (the rate at which past clients bring me back) is 
very high for the industry.  Still, I looked at my business 
last year and realized that I didn’t have as many nation-
al-level engagements as I wanted.
 
So, I decided to take matters into my own hands.  I 
would do what “didn’t work,” at least by what the 
experts told me.  And I found out something.  In the 
industry of professional speaking, cold calling doesn’t 
work…..except when it does.  Yes, I have booked several 
well paying engagements at quality conferences by cold 
calling. But, this article isn’t about me or what I’ve been 
able to do.  It’s about YOU and what YOU can do.  You 
see, I discovered something very important about social 
media in this process.  I made cold calls, I set appoint-
ments, I had good conversations.  And then, do you 
know what my prospects did?
 
They went to my social media and looked at all of those 
posts, all those YouTube videos, the testimonials, etc.  
Social media was their tool for establishing my bona 

fides.  Once they did that, we re-engaged and they 
booked me to speak. You see, in today’s world, it’s not 
enough to just do conventional prospecting.  Nor is it 
enough to do social media.  You must do both.
 
Think about the last time you exhibited at a trade show.  
You had your display, samples, and you had people as-
signed to the booth just for the purpose of prospecting 
(new lead generation).  Now imagine that you’d done it 
one of two ways. First, imagine that you’d only put up 
your display.  You didn’t put any people in the booth; 
perhaps you just put a bowl on the table with a sign 
saying, “If you’re interested, drop your card into this 
bowl.”  All thoughout the show, the booth sat empty 
with no people in it. How many cards do you think 
you’d have at the end of the show?  Not many, if any at 
all.
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Sales Calls - cont.

 
Now imagine the opposite. Instead of putting 
up a display you put a simple sign up with 
your company’s name, and had two of your 
people in the booth. 
 
 
Now, imagine the opposite.  Instead of putting up a 
display you put a simple sign up with your company’s 
name, and had two of your people in the booth.  Now 
how do you think you’d do?  My guess is that you’d 
probably do a little better than by using the display and 
no people.  That’s because your people could engage 
people as they came by.  But, either way, you probably 
wouldn’t get the results that you’d get with a display 
and your people.
 
In prospecting, your social media is your trade show 
display.  It’s your backdrop, your brand, your samples, 
and it provides you with the air of legitimacy and bona 
fides that your display does at the trade show.  It’s a 
way for buyers to check you out and to discover more 
about you.  Nowadays, you’ll find out that many of 
your potential customers – even ones that you cold  
call – will check you out on social media.  
 
This is a switch in paradigm from how most salespeople 
are attempting to use social media (unsuccessfully in 
most cases).  When we recognize that social media is not 
our primary prospecting mechanism, but a supplemen-
tary prospecting mechanism, it changes our approach to 
our social media postings.
 
Instead of posting with constant calls 
to action – in an attempt to get a cold 
response from your readers and fol-
lowers – instead focus on postings 
that build your brand, your name 
recognition, and your professional 
reputation.
 
One particular mechanism you 
should focus on is the “Recommen-
dations” tool on LinkedIn.  There’s 
never been an easier way to get testi-
monials from your happy customers 
than by requesting recommendations 
through LinkedIn.  Those recommen-
dations can be in context (since Linke-
dIn specifically refers to the job you’re 
requesting the recommendation for) 
and allows you to review the recom-
mendation before posting.  Once you 

have a recommendation, then it’s time to fire up Twitter 
and link to your new recommendation.  It’s easy.
 
YouTube videos can be great for posting product dem-
onstrations, case studies, etc., and if you link to those, 
your customer can use these as a tool to check you out.  
 
That said, the knowledge that social media is a “due 
diligence” mechanism for your customers also has im-
plications about what you should NOT post.   
Everything you post on any of your social media pages 
needs to be carefully vetted with an eye toward what 
you might not want your customers to see.   When in 
doubt, don’t post it.
 
Social media may someday replace conventional pros-
pecting – but the medium for that hasn’t been invented 
yet.  For now, keep prospecting and use social media as 
your backdrop.
 
Troy Harrison is the author of “Sell Like You Mean It!”, “The 
Pocket Sales Manager,” and a Speaker, Consultant, and Sales 
Navigator. He helps companies build more profitable and 
productive sales forces with his cutting-edge sales training and 
methodologies.  For information on booking speaking/training 
engagements, consulting, or to sign up for his weekly E-zine, 
call 913-645-3603, e-mail Troy@TroyHarrison.com, or visit 
www.TroyHarrison.com. 
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This article is intended to provide general information and recommendations regarding risk prevention only. There is no guarantee that following these guidelines will result in reduced 
losses or eliminate any risks. This information may be subject to regulations and restrictions in your state and should not be considered legal advice. Qualified counsel should be sought 
regarding questions specific to your circumstances and applicable state laws. © 2016 Federated Mutual Insurance Company. All rights reserved.  

 

CAUTION: SEVERE WEATHER DRIVING AHEAD 
 
If you live in an area that gets wintery weather, does the first snowfall of the season seem to bring on a rash of fender 
benders and crashes? Even though we all know what happens to the roads in the cold weather, that first dose of winter 
can be a real eye-opener on how to drive on snowy, wet, and slippery roads or when visibility is poor. 
 
To avoid getting caught off-guard when road conditions go from good to bad, a little advance preparation—for you 
and your car—may help you steer clear of those fender benders. 
 
First, don’t drive unless absolutely necessary. The best way to avoid an accident is to not be on the roads in the first 
place. If driving is unavoidable, 

 Slow down and plan ahead. Allow some extra travel time so you’re not rushed and tempted to take risks. 
 Leave tailgating for the football game. Following too closely in perfect driving conditions is risky enough, 

but it’s just asking for trouble when driving is hazardous. Don’t be “that guy.” 
 Pay attention. Driving in poor conditions is no time for even the slightest distraction. Keep your mind on your 

driving, hands on the wheel, and eyes on the road. Put your phone out of reach. Learn your route ahead of 
time to reduce reliance on distracting navigation devices. Or have a passenger navigate. 

 Make sure your lights and wipers work properly. Top off your windshield washer fluid. Inflate the tires to the 
recommended level. Use chains if your state allows or mandates them. 

 Get enough rest. Fatigue and winter driving are a dangerous combination. Add in nighttime driving and it can 
be a recipe for disaster. 

 Drive defensively. Watch out for others whose driving may not be sensible for the conditions.  
 
Extra cautious driving in poor weather can help you get to and from your destination safely. 
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