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Today - more than ever before - service and expertise in facilities management services and 
products is crucial. With cost-cutting measures and decreased time and staffing, those making 
facilities management decisions are tasked with a heavy burden.  
 
The Strategic Alliance Group provides the retail community with an umbrella of services and 
products - only with the personalized attention and customized solutions you deserve.  
 
In response to the economy, and the request of our retail clients, we have formed the Strategic 
Alliance Group. Our hand-selected collection of independently-owned and operated businesses 
share the same philosophy and commitment to customer satisfaction. As an Alliance, we offer 
specialized facilities management services on a national level. As independent businesses, we 
continue to build our core expertise - a benefit to you.  
 
The Strategic Alliance Group also brings together non-competing partners who share the same 
commitment to customer satisfaction and quality service while maintaining their independent 
identities. By utilizing this unique approach to facilities management, we provide the retail 
industry with an unusually high level of expertise and service. Such partnerships provide 
flexibility, reliability and dependability. That translates into added value for retail customers and 
reduced cost for their companies. +  
 
 
 
 



Facilities Maintenance in a Tight Economy  
 
As Seen In Retail Construction Magazine (ww. retailconstructionmag. com)  
 
As the headlines continue to focus on decreased profits and layoffs in the retail industry, survival 
and "minding the store" has shifted to top of the priority list while facilities maintenance has 
moved to the bottom. Unfortunately though, deferring maintenance as a costsavings measure 
today will likely expose retailers to increased and unexpected costs in the future.  
 

   
 

     
   
"The retailers I've visited recently have indicated that budgets and staff in their facilities 
management departments are being slashed," said Chris Slocum, president of Cornell Storefront 
Systems, a 173-year-old rolling door business headquartered in Forty Fort, Pa. "Most retail 
managers have been asked to maintain stores with fewer resources."  
 
Slocum said that service and product suppliers to the retail industry share this burden of doing 
more with less. His approach to helping his clients is to provide the same level of service, only 
with a new twist - teach store managers how to be part of the facilities maintenance solution. This 
includes partnering with customers to teach them how to use products efficiently and how to 
manage routine maintenance.  
 
Another key to success is simply educating retailers about the high cost of deferring preventative 
maintenance, said Slocum, For example, a $200 repair for a door could equate to $2,000 if 
deferred - though many fail to realize such a contrast.  
 



Understanding the value of today's versus future dollars, Tom Dyszkiewicz of NSS Enterprises, a 
90-year old floor care equipment company based in Ohio, recommends retailers incorporate total 
life cost of equipment into their decision-making process, especially in terms of today's economy.  
 
"Where many retailers miss a good opportunity is in evaluating the total life cost of equipment," 
said Dyszkiewicz. "This evaluation goes well beyond the initial price to how long the product will 
last, maintenance costs, length of use, value, reduced labor, and more."  
 
Dyszkiewicz said during slower economic times, many retailers opt for repairing products rather 
than purchasing new ones. While this sounds logical, many times this scenario creates greater 
expense since older products may be less efficient, not to mention costly to repair.  
 
Where the rubber really meets the road - or store floor - is with the mats and safety, said Sam 
Stein of The Matworks, a leading supplier of mats and specialty flooring headquartered in 
Beltsville, Md. No matter what the profit sheet shows, Stein said, customer safety must be kept a 
priority.  
 
"There is never a good time for a slip and fall," said Stein. "Regardless of sales, it is crucial that 
retailers maintain their stores from a risk-safety management perspective."  
 
In addition to keeping safety as a priority, Stein also advocates that slower times can actually be 
a good time to make maintenance repairs or upgrade products with slower aisle ways.  
 
Robert Waldrip, president of CLS Facilities Management Services - a national management firm 
providing the retail industry with lighting, electrical, signage, HVAC and refrigeration services - 
agrees, stating slower economic times call for housecleaning and inspection.  
 
"Retailers have a unique opportunity to make upgrades and facilities maintenance improvements 
because today's money is cheap," Waldrip said.  
 
One example is purchase of a new HVAC system, said Waldrip. In today's economy, it is likely you 
can make a good deal with the manufacturer, borrow money at a low interest rate, and then 
benefit from savings with the reduced energy costs as a result of the new equipment. Waldrip said 
such a purchase often provides immediate savings for retailers and also leaves them well 
prepared for the economy when it enters an upswing.  
 
At the very least, Waldrip suggests that equipment is evaluated so there are no surprises.  
 
"Maintaining the lighting systems is extremely important," states Mike Hohl, Vice President of 
National Accounts of City Lighting Products. "If re-lamping is delayed, light levels in the retail 
environment diminish due to lumen depreciation and dirt accumulation."  
 
 
 
 
 



  
   
Hohl added that customers notice if a store is dark and lights are out or dull. Since metal halide 
and fluorescent lamps drop off in light output, they still burn and consume the same amount of 
power, yet produce 50 percent or less of initial light output. With incandescent lamps, Hohl said, 
failure to replace outages is immediately noticeable to the customer and reflects poorly on the 
retailer and may result in lost sales.  
 
While all agree that stores must stay clean regardless of the economy, Diversified Maintenance 
Systems, Inc. - a national maintenance service company serving all 50 states - believes the key to 
success lies in choosing the right contractor.  
 
"Since the janitorial department typically accounts for 25 to 40 percent of the total cost of building 
maintenance, a bad choice not only has drastic effects on time and money, but can also 
dramatically impact tenant goodwill," said Doug Frain, Vice President of Diversified Maintenance 
Systems, Inc.  
 
The proof is in the numbers. According to a 2001 study conducted by the International Facility 
Management Association (IFMA), in-house cleaning costs facilities managers an average 23 
percent more than contract cleaning services. The survey reported that the average cost of 
cleaning with an in-house staff is $1.60 per square foot, as compared to $1.22 for contracted 
cleaning service.  
 
How else can retailers weather the economic storm? Keeping dry is certainly a necessity - 
meaning deferring roof maintenance can be wet at best, but likely expensive and even dangerous.  
 
Anthony R. Vross, executive vice president of Simon Roofing, one of the nation's largest roofing 
designers, manufacturers and installers, has seen a lot of swings in the economy during his 25 
years in the roofing industry. He said there is a trend when the economy slows down for retailers 
to lay off their on-staff maintenance staff and outsource such positions, or they try to handle the 
maintenance decisions themselves. The latter solution often causes long-term problems because 
of deferred maintenance and lack of knowledge about roofing products.  
 
"When water is entering your store, you have to fix it, regardless of the economy and your profits 
that month," said Vross. "But unfortunately, many retailers are not well informed about their roofs 
and are often left with the belief that they need a new roof, which they usually don't need or 
maybe cannot afford. Or, they choose a cheap fix today, which ends up having a big price tag in 
the future."  
 
Returning a better yield today is certainly on the mind of all involved in retail, but it should not 
come at the expense of future drastic repair costs. While the secret to success is clearly a regular 
maintenance plan, what should you do if faced with a roofing disaster today and no plan in place? 
Vross recommends keeping updated and informed about the roofing industry.  
 
 



"Many of the retailers tasked with making roofing decisions today have minimal training in roofing 
materials or options," said Vross, "leaving them dependent on the goodwill of their contractor, 
who often obtained the job because of the lowest bid. With a basic understanding of roofing 
systems and how to administer a maintenance plan, your roof can be an asset, not a liability." +  
 
With today's headlines featuring brown-outs and the ongoing West Coast energy crisis, efficient 
energy consumption is a concern for all. The retail industry is no different. In fact, today's 
retailers are challenged to view lighting not merely in terms of store atmosphere and employee 
comfort, but as a significant and costly source of energy. Lighting makes up approximately 30 
percent of the overall electrical load in typical retail environments. City Lighting - leaders in the 
retail lighting business - recognizes how crucial energy savings can be to a retailer and has taken 
great strides to offer unique programs that provide energy savings. J  
 
"We recently completed several new store lighting designs for Michaels Stores, Inc., that maintain 
existing light levels, but decrease the overall wattage per square foot consumption," said Michael 
Hohl, Vice President of National Accounts for City Lighting. "We were able to achieve this by using 
recently introduced technology in both the fluorescent and HID product families."  
 
With an executive leadership boasting more than 75 years of combined experience in lighting, the 
City Lighting team is comprised of experts who know the retail lighting business. Each member of 
the sales force has many years of lighting experience, working with designers, electrical 
contractors and, of course, end-users - allowing for true solutions in terms of energy 
consumption, not merely product supply.  
 

  
Top 10 factors in vendor selection  
  
 
 
 
 



 
Reasons for outsourcing  
    

 
Letter from Robert Waldrip  
   
City Lighting has developed a complete package and menu of services and systems to augment its 
more than 10,000 different lighting products readily available from regional warehouses across 
the country. One such unique product is the Sylvania Extreme T8 lighting system, known as the 
premier fluorescent solution on the market today. The lamp and ballast combination will extend a 
typical fourfoot fluorescent lamp life by 15,000 hours. Group re-lamping and spot re-lamping 
periods can be extended by up to 3 years.  
 
In terms of unique programs, City Lighting offers a complete lighting supply and design program 
covering not only new construction and remodels, but also ongoing replacement of lighting 
supplies to existing stores.  
 



"City Lighting creates a tailored bill of material to make sure the client's lighting system performs 
optimally and consistently from location to location," said Hohl. "This involves meeting a retailer's 
expectations for lighting, to showcase stores and products, as well as the management and 
performance standards for energy efficiency."  
 
The first step is a complete evaluation of needs, to include plan review, site surveys, and 
customized three-dimensional computer renderings to determine expectations of the lighting 
system. City Lighting then creates a store prototype, using the latest, most energy efficient 
lighting systems, and assigns a dedicated customer service representative to the project to ensure 
strong communication with store project managers.  
 
Once a timetable for new store or remodeling construction is established, City Lighting negotiates 
volume discounts and dedicates inventory specific to the retail account in all four warehouse 
locations to ensure complete and timely delivery. +  
 
Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Mike Hohl: City Lighting is proud to be one of the founding members of the Strategic Alliance 
Group. We believe the concept itself is extremely novel and innovative and we joined the Group 
for the opportunity to offer our existing retail customers additional services and products. Robert 
Waldrip of CLS and the brainchild behind the Group was definitely thinking out of the box, yet with 
the best interest of the retailer in mind, when he came up with the idea of the SAGroup.  
 
Chain Store Age: Why is your company a good fit for the SAGroup?  
 
Mike Hohl: As a leader in the specialty lighting industry, our focus is always on new and 
innovative products that can benefit our retail customers. The SAGroup is comprised of similar 
companies who define their focus in their related fields and apply this knowledge to their retail 
base, Chain Store Age. How will the SAGroup benefit the retail industry?  
 
Mike Hohl: The SAGroup will provide focus in terms of streamlined services and products and this 
is the key for retailers. We are not trying to "be all things to all people" or "a jack-of-all-trades." 
However, with the individual expertise of each company, we can offer a wide range of services for 
retailers with the confidence of providing top-notch service.  
 

 
   



 
Mike Hohl:  
   
Chain Store Age: What do you see in the future for your company, the SA Group, and the retail 
industry?  
 
Mike Hol: Consolidation seems to be a trend throughout many market segments including retail. I 
see the SAGroup as a way to allow for the positive aspects of consolidation without the negative 
factors of losing individual ownership and core expertise.  
 
For more information, visit City Lighting at www.citylighting.com.  
 
Learn more about City Lighting and its role in the Strategic Alliance Group through this Chain 
Store Age interview with Mike Hotel, Vice President of National Accounts.  
 
There is little argument that reducing maintenance calls reduces cost, but how does such a 
measure affect the operational efficiency and comfort of a retail facility? CLS Facilities 
Management Services - a national management firm providing the retail industry with lighting, 
electrical, signage, HVAC and refrigeration, plumbing and general repair services for more than 30 
years - has found the secret to success to reside in specialized preventative maintenance 
programs and partnerships.  

 
     
"Too often, service providers simply reduce service to reduce costs instead of looking for new and 
innovative measures to build efficiency," said Robert Waldrip, president of CLS. We recognize the 
importance of understanding the unique needs of each retailer and thinking outside the box to find 
solutions to lower their overall total facilities cost."  
 
For example, CLS recently created a customized plan for a national optical retailer that reduced 
the frequency of monthly visits for filter changes, while also reducing the dust control problem in 
their retail stores. Sound like a contradiction? It isn't, as the solution was to replace existing 
inexpensive filters with high-density filters. This reduced the number of visits from 12 to four and 
cut costs by 44 percent.  
 



Yet another example is the unique partnership between CLS and SAGroup Member City Lighting. 
The partnership allows retailers to benefit from volume lamp pricing with no additional mark-ups 
for day-to-day maintenance needs. In one recent example for a national retailer, this solution not 
only bridged the gap between the construction and maintenance departments, but reduced cost 
by 25 percent. Another example of this partnership includes the recent introduction of a new lamp 
that reduces energy costs while providing more consistent lumen depreciation and a longer life. 
The lamp provides greater color, lumen output, reduction in labor costs, and environmental safety 
netting in a savings of $4,000 to $6,000 annually.  
 
Beyond single-source responsibility for facilities management needs, CLS provides unique analysis 
reports that give retail customers detailed cost information on a storeby-store basis. CLS also 
offers customized electrical protection and HVAC programs, to include preventative maintenance, 
unplanned rooftop, and an all-inclusive option (compressor, boiler, furnace, air handler, blower 
fan, blower motor, heat exchanger, condensing and evaporator coils and heat pump). +  
 
Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Robert Waldrip: In an effort to meet the increased demands of customers wanting a singlesource 
provider of facility-related services, I found it necessary to combine a group of national service 
and manufacturing companies that will not only add value to our company, but also to our 
customers. As the founder and as a member of the Strategic Alliance Group, I believe we 
accomplish this goal.  
 
Chain Store Age: Why is your company a good fit for the SAGroup?  
 
Robert Waldrip: CLS is a good fit because our partners not only help compliment our services, but 
we compliment theirs. The ultimate beneficiary of these complimenting services is the retailer. 
The SAGroup provides the necessary forum to work on a project together in order to provide our 
retail customers with an effective turnkey solution.  
 
Chain Store Age: How will the SAGroup benefit the retail industry?  
 
Robert Waldrip: There is little argument that the retail industry is extremely price conscious. As 
such, I believe the biggest benefit of the SAGroup will be cost reduction for retailers in terms of 
total facility maintenance management. Combining our purchasing power will allow us to reduce 
our costs, which in return will lower our customer's cost.  
 
We all share the same commitment in providing the retail industry with the highest level of 
customer satisfaction, quality service, and technical expertise. As sole owners of our individual 
companies, we provide flexibility, reliability and dependability to the retail industry. And, since we 
maintain our core businesses, we don't lose our expertise as many conglomerates do when they 
merge or simply buy companies. Further, the Strategic Alliance Group supports the objectives and 
efforts of the various entities in the retail industry, such as SPECS, and we commit time, money 
and energy with these efforts and the common goal of advancing the industry.  
 
Chain Store Age: What do you see in the future for your company, the SAGroup, and the retail 
industry?  
 
Robert Waldrip: I see tremendous growth opportunity for CLS and the Strategic Alliance Group, as 
well as tremendous change in the retail industry. The future of the SAGroup will be driven by the 
response from the retail market, but all indications are that we are on to something positive. The 
retail industry itself will continue to search for single-source providers at the lowest possible cost, 
validating the necessity for an entity like the Strategic Alliance Group.  
 



Visit www.clsfms.com or call 1-800-5483542 today to learn more about CLS Facilities 
Management Services.  
 
Learn more about CLS and its role in the Strategic Alliance Group through this Chain Store Age 
interview with Robert Waldrip, President of CLS Facilities Management Services.  
 
It is often the little mistakes that have catastrophic results in the retail industry, especially in 
terms of operational efficiency. Chris Slocum, President of Cornell Storefront Systems - a full-line 
door company - recounts a recent story of a retailer who couldn't understand why their brand new 
doors purchased from another manufacturer were falling apart after only one year of use. This 
Retailer discussed their problem in passing to Slocum at a SPECs Show and the two agreed to 
allow Cornell the opportunity to conduct a field study of several stores. Cornell spent several days 
visiting the stores to learn how the doors were being used and any factors that may be 
contributing to their unusually fast wear-and-tear. The field work was helpful and the answer was 
simple - the doors were being operated at least 100 times a day or four times the amount they 
were constructed to withstand. Cornell then reviewed the Retailer's Door Specification and made 
recommendations for the correct product. In this case, reducing maintenance costs for the retailer 
was as simple as writing the correct specification.  
 

 
Robert Waldrip  
      

 
 
 
 



 
 
Cornell has a long history of partnering with owners, architects, contractors and developers in the 
quest for writing the correct specification. Building on its longevity and dedication to customer 
satisfaction, family-owned Cornell Storefront Systems builds on more than 170 years of design 
and manufacturing expertise in the security closure industry. Cornell offers a complete line of 
security doors and grilles for retail, commercial and industrial applications, to include rolling, 
sectional, side-folding, fire-rated, hollow metal or automatic glass doors  
 
But beyond innovative products, Slocum said Cornell brings a unique level of service and 
customized programs to the retail industry.  
 
"Our Total Doors, Total Solutions Service Program offers experienced and dependable repair and 
maintenance services for all types of doors through a network of over 3,000 Cornell-qualified 
vendors throughout the United States, Canada, Mexico, and the Caribbean," said Slocum. "We 
rigorously train our service coordinators and boast the most knowledgeable service team in the 
industry, including a fully equipped department that provides immediate troubleshooting and 
technician dispatch 247, 365 days a year." +  
 
Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Chris Slocum: I saw in the SAGroup an opportunity to add tremendous value to our customers. 
Each member company is a reputable firm - a leader in their field and characterized as having 
integrity and quality products and services to offer the industry. The SAGroup serves to link these 
fine companies together in order to unite them as a single source of technical competence for our 
customers' benefit, and I believe SAGroup will accomplish this goal and successfully compete with 
other "do it all" companies because we have the product and service depth required to succeed.  
 



   
Chris Slocum  
   
Chain Store Age. Why is your company a good fit for the SAGroup?  
 
Chris Slocum: Cornell is a family-owned company that has built quality products since 1828. Our 
business is based on honesty, integrity and promises kept. I found the SAGroup member 
companies and their business owners to share the same philosophy. We all have a common goal 
and approach it from the same direction.  
 
Chain Store Age. How will the S46roup benefit the retail industy?  
 
Chris Slocum: The retail executive will be provided with a single-source of significant competence. 
Complex problems will be solved and new solutions provided by an organization that will have 
tremendous bandwidth to manage an entire array of services.  
 
Chain Store Age: What do you see in the future for your company, the SAGroup, and the retail 
industry?  
 
Chris Slocum: Consolidation will continue in our industry. Retailers will need to manage more 
stores with fewer people. As such, reliable vendors who can offer a myriad of services and truly 
back them up with "on-thepayroll" technical engineers should flourish.  
 
For more information about Cornell Storefront Systems, visit www.cornellstorefronts.com.  
 
Learn more about Cornell Storefront Systems and its role in the Strategic Alliance Group through 
this Chain Store Age interview with Chris Slocum, President of Cornell Storefront Systems.  
 
The proof is in the numbers - dirt and debris is expensive. Whether it's for daily janitorial 
operations or total facility maintenance, choosing the right contractor is one of the most important 
decisions a retailer can make. Since the janitorial department typically accounts for 25 to 40 
percent of the total cost of building maintenance, a bad choice not only has drastic effects on time 
and money but can also dramatically impact customer goodwill.  
 
 

   



   
Doug Frain, Vice President of Diversified Maintenance Systems, Inc. - a national maintenance 
service company serving all 50 states specializing in the retail, commercial, industrial, and 
transportation markets - said partnering with the right maintenance provider can save a retailer 
thousands. For example, by partnering with the Kroger Company on 105 Ohio stores in 2000, 
Diversified was able to reduce Kroger's annual floor maintenance expense by more than 
$500,000. And during Target's consolidation process, Diversified was able to positively impact 
their overall cleaning budget by 8 percent. This was accomplished by reducing Target's vendor 
base through market consolidation, more efficient equipment, and a revised maintenance 
specification that better suited Target and their customers.  
 
According to Frain, one of the secrets to success for Diversified in terms of serving the retail 
industry is their aggressive approach to technical innovation and automation.  
 
"One of our initiatives has been implementing a web based application system for Diversified. This 
total quality management system enables our people to track all aspects of our business from 
initiating service requests, tracking work orders and viewing performance history to invoicing the 
customer all in a real-time format. We believe that our goal is to make our customers jobs 
easier," said Frain, "ensuring our customers' receive the ultimate in both service delivery and 
value. This approach has resulted in tremendous cost savings associated with running our 
business - savings we have been able to pass on to our clients."  
 
Beyond complete janitorial service, general construction and clean-up, total floor maintenance and 
carpet cleaning, disaster restoration, total interior and exterior building maintenance, Diversified 
offers the retail industry a unique package of customized programs that not only impacts the 
retailer's bottom line, but ensures quality and consistency throughout the chain.  
 

   
   
"The Right Outsource Partner For All Your Facility Needs!" +  
 



Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Doug Frain: We strive to find new avenues to reach the retail segment and considered the 
SAGroup an advantageous method to target new accounts, as well as bring our current client base 
a more complete package. Since we have been involved with the Group, we have also recognized 
the value of tapping into the knowledge of other individuals in the Group and the different 
business processes they have in each of their companies. This has had a measurable impact on 
our business.  
 
Chain Store Age: Why is your company a good fit for the SAGroup?  
 
Doug Frain: Cleanliness is one of the highest ranked reasons by customers in terms of deciding 
where to shop. Therefore, janitorial service is a critical consideration in the retail segment. As 
such, our services augment the products and services within the SAGroup. Chain Store Age. How 
will the SAGroup benefit the retail industry?  
 
Doug Frain: The desire for vendor consolidation continues and is getting to be a stronger concern 
for all companies. The SAGroup will offer an opportunity for numerous services to be consolidated 
under one umbrella, yet appear seamless to our customers through the integration of our people, 
processes and technology. Ideally, we will offer a one-stop shop for our clients Chain Store Age: 
What do you see in the future for your company, the SAGroup, and the retail industry?  
 
 
 
Doug Frain: We're continuing in a growth mode and anticipate that in the foreseeable future, 
retailers will take advantage of the value of outsourcing all the core services that we provide, as 
well as consolidating the number of vendors they have across the country. As the service mix the 
SAGroup offers becomes better-rounded, we feel there is a huge opportunity for retailers to take 
advantage of the expertise we have as individual service providers through the delivery of 
seamless service.  
 
For more information about Diversified Maintenance, visit www.diveinc.com or contact Doug Frain 
at 800-351-1557.  
 
Learn more about Diversified Maintenance and its role in the Strategic Alliance Group through this 
Chain Store Age interview with Doug Frain, Vice President of Diversified Maintenance.  
 
To most, a floor mat is nothing more than an expected item at the entrance of our favorite retail 
store that goes unnoticed. If your mother was successful, you may pause mindlessly to wipe your 
feet before venturing into the aisle way. Chances are you give little thought to the role of a mat in 
keeping both customers and employees safe, as well as the monetary savings associated with 
controlling the vast amounts of dirt, debris, and water tracked into a store.  
 



   
Doug Frain  
     

 
   
However, like all other components of a finely-planned and maintained retail facility, simply 
throwing a mat on the floor is not the answer. Many factors must be considered when selecting, 
placing and caring for a mat, to include climate, type of dirt, type and amount of traffic, floor care 
program and budget.  
 
More than 35 years ago, Robert Burman could be found carrying a mat door to door in the 
Baltimore-Washington area. Today, as owner and president of The Matworks - a specialty matting 
and flooring company - he can still be found carrying mats as he and his team of experts help the 
retail industry tackle dirt, debris and ever-increasing maintenance costs.  
 
"We have grown from a 'mat' company to one of the nation's leading suppliers of mats and 
specialty flooring," said Burman. "And beyond simply providing product, we provide service and a 
promise for decreased maintenance. For example, instead of merely selling doormats, we have 
developed and now offer entrance systems that prevent up to 90 percent of all dirt from entering 
a building."  
 
The Matworks also supplies slip-resistant mats and flooring for specialty areas that include 
produce areas, food prep areas and kitchens. In addition, their state-of-the-art anti-fatigue mats 
and flooring systems are growing in specification for a variety of areas - to include check-out 
stands, customer service areas, pharmacies and industrial workstations.  
 
"A proper mat and floor covering solution for your store should balance a variety of functions, to 
include reducing the liability of slips and falls, improve the appearance of your store, create a 
well-defined store entrance, and reduce floor maintenance costs," said Burman. "But beyond the 
importance of a safe environment, mats serve to reduce overall store maintenance expenses, as 
well as increase life expectancy of interior floor coverings. By analyzing the traffic patterns in your 
stores, your matting supplier can determine the best action plan for waging a war against liability 
and debris."  
 
As part of The Matworks' commitment to reducing maintenance costs, the company has developed 
the unique TacFast product, which allows for the installation of permanent entrance systems 
without using adhesives. The product quickens installation time and eliminates the set-up period, 
allowing the entrance to be walked on immediately after installation as compared to the 
recommended 12 hour grace period if using traditional adhesive products. This breakthrough 



allows the retail industry to rotate or replace dirty, damaged or worn entrance tiles without a 
costly repair bill or customer hassle.  
 
Such innovative efforts have paid off for retailers. For example, Jim Ciaramitaro, CSP Safety 
Manager for The Stop & Shop Supermarket Company, said the company rolled out Cathedral 
TacFast tiles in 242 stores in 2000 and 80 additional stores since the initial program.  
 
"Since the installation of the TacFast permanent carpeting in our front entrances," said 
Ciaramitaro, 11 we have experienced more than 50 percent fewer customer slip and fall claims in 
our front end area. This reduction is significant and has contributed to a 10 percent reduction in 
our 2002 general liability insurance rates." +  
 
Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Robert Burman: The Matworks saw a tremendous benefit to the direction that SAGroup was 
heading. An Alliance offering such a unique product and service mix is a tremendous asset to a 
retail chain. Chain Store Age: Why is your company a good fit for the SA Group?  
 
Robert Burman: We bring more than 10 years of experience providing products and services to 
major retail chains and we have proven our ability to think outside the box to find innovative ways 
to solve their problems. This business style and dedication to the retail customer is a must for 
membership in the SAGroup.  
 
Chain Store Age: How will the SAGroup benefit the retail industry?  
 
Robert Burman: Retailers are always looking for reliable and qualified companies to provide 
support services. By having a group of companies that can provide all of these necessary services 
with a proven track record, we have reduced the work load for today's facility manager.  
 

   
Robert Burman  
   
Chain Store Age: What do you see in the future for your company, the SAGroup, and the retail 
industry?  
 
Robert Burman: Lean and mean! As the economy continues to struggle, retailers are looking for 
every possible way to save money. If the SAGroup can be the leader in providing aggressive ideas 
for our customers to save, each member will continue to grow as the group grows, but the 
ultimate beneficiary will be the retailer.  
 
For more information about The Matworks, visit www.thematworks.com or contact Susan Sprague 
at 1-800-523-5179.  
 



Learn more about The Matworks and its role in the Strategic Alliance Group through this Chain 
Store Age interview with Robert Burman, President of The Matworks.  
 
With the motto "More Than Meets the Floor," NSS Enterprises, Inc. strives to do more than simply 
provide floor care equipment. Rather, NSS strives to be a resource and service company. And, 
their vision is paying dividends to retailers in terms of reduced maintenance costs and hassle.  
 

   
   
"All retailers desire cleaner floors, better maintenance equipment and lower maintenance costs," 
said Tom Dyszkiewicz, NSS Vice President. "But, even with the best equipment, staff training is 
often where retailers fail. We recently helped a major retailer tackle their training problem. The 
company was experiencing difficulty with inhouse cleaning staff due to turnover and their national 
scope of operations." The solution came in a partnering approach, to include NSS conducting 70 
training workshops after store closing hours. In addition, NSS has developed a daily, weekly and 
monthly scheduled maintenance wall calendar that eliminates the guesswork for employees and 
provides management the ability to verify that tasks have been completed. The end result is a 
better trained and efficient workforce, as well as reduced machine downtime.  
 
Formerly known as the National Super Service Company, NSS Enterprises is a 92-year-old 
company which produces a complete line of floor care equipment sold in more than 60 countries. 
Equipment, ranging in price from $400 to $15,000, includes hard floor care, carpet care, multi-use 
cleaning equipment, walkbehind scrubbers, extractors, ride-on sweepers, mini-spotting machines, 
push sweepers, burnishers, dryers, wet/dry vacuums, rotary floor machines, vacuum cleaners and 
pressure washers.  
 
But, Dyszkiewicz is quick to point out that the NISS advantage goes beyond their simple, durable 
and ergonomically designed equipment.  
 
"Our company is privately-held and unlike our large competitors many of whom are foreign-owned 
we are still in touch with the retailer and visit their stores to understand their needs," said 
Dyszkiewicz, "Also, we don't use reps, so our direct sales force is well educated and our factory 
expertise is in the field - a welcome and refreshing benefit to a retailer."  
 
Because NISS differs from most product suppliers in that it stays in close contact with the end-
user, it only makes sense to offer specialized menubased packages for the retail industry, such as 
the Total Logistics Control (TLC) program. TLC allows a retailer to select the programs and 
services without having to pay for those they don't want. Services include facility 
surveys/workloading, order tracking, onsite installations, operator training, program manual 
development, followup audits, central service dispatch and repairs, planned maintenance 
programs and rental/loaner machines.  
 
NSS has been recognized for its efforts and success by numerous retailers. For example, K-Mart 
formally cited NSS for its teamwork and outstanding support of its capital programs. +  
 
Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 



Tom Dyszkiewicz: NSS recognized the tremendous opportunity to differentiate from other 
equipment manufacturers by offering the retailer more than equipment, rather, a solution. We 
also believe the Alliance helps make us a better company and improve our service and products 
as we have broadened our exposure and expertise in the industry through the other members.  
 
Chain Store Age. Why is your company a good fit for the SAGroup?  
 
Tom Dyszkiewicz: NSS is a good fit because of our values - congruent with the other SAGroup 
members. We talk a lot about the vision, mission and values of the Group and our businesses - 
this is an important element of success for all of us. NSS has the same goal as the other members 
- provide ultimate value to the retail industry - and we will work together to achieve this goal.  
 

   
Tom Dyszkiewicz  
   
Chain Store Age: How will the SAGroup benefit the retail industry?  
 
Tom Dyszkiewicz: With the one-stop total solution approach, SAGroup will offer true value. Yet 
even though there is sheer power and benefit to the retailer with the total sum of products and 
services the SAGroup offers, there also is great value in the combination of even a few of the 
combined services and products, depending on what a retailer needs. This is the true difference 
between the SAGroup and large do-it-all companies - we can truly partner when it makes sense to 
the retailer, not merely our bottom-line.  
 
Chain Store Age: What do you see in the future for your company, the SA Group, and the retail 
industry?  
 
Tom Dyszkiewicz: NSS expects to continue to grow and build on its success by continuing to 
respond to what the retailer needs and the feedback we receive. Since we expect continued 
consolidation of the retail industry and its vendors, we see tremendous growth for the SAGroup as 
well in terms of meeting these changing dynamics.  
 
For more information, please visit www.nss.com.  
 
Learn more about NSS and its role in the Strategic Alliance Group through this Chain Store Age 
interview with Tom Dyszkiewicz, Vice President.  
 
Although one could argue that good roofing is a necessity in all markets, it is crucial in the retail 
business to have problem-free coverage.  
 



   
   
But, how should retailers deal with roof maintenance during slower times in the economy, when 
they are often the first ones to feel the pinch of decreased consumer spending?  
 
Simon Roofing - one of the nation's largest and most innovative roofing designers, manufacturers 
and installers has responded to the retail industry with a variety of products and specialized 
programs that not only extend the longevity of a roof, but also give retailers multiple solutions to 
their roofing needs.  
 

 
   
While the owner of an office building may tolerate a leak and limp along with a bucket to catch the 
water, most retailers realize the dangers of having any roof penetrations in terms of potential 
lawsuits from customers that slip and fall, not to mention decreased profits from a perceived 
declining atmosphere.  
   
"When a retailer had a problematic roof but did not have the funds for a root replacement," said 
Anthony Vross, Executive Vice President of Simon Rooting, "we utilized our custom re-roofing 
alternative. The result was a 10-year solution for around 50 percent of the cost of replacement."  
 
Family-owned and operated since 1900, Simon Roofing designs and manufactures their own 
equipment and roofing systems, ensuring retailers benefit from the latest in technology, as well as 
allowing Simon to control costs by eliminating the middleman and finger-pointing. Technologies 
offered include infrared thermography to identify leaks and trouble spots, and FRS (fume recovery 
systems) that eliminate hot bituminous odors at sensitive sites.  
 
"We have researched and developed a complete line of re-roof alternatives," said Vross, "allowing 
retailers the option of extending their existing roof systems up to 10 years with warranted 
protection for around half the cost of a replacement. Also, we have developed an online service 
program, which allows the retail industry to easily view, track, and budget their service work." +  
 



Chain Store Age: Why did your company decide to join the Strategic Alliance Group?  
 
Anthony Vross: We feel there is strength in numbers, especially when the member companies 
within the Alliance have such great reputations. In essence, we knew we could improve our 
offerings and performance in the retail industry through such a smart partnership.  
 
Chain Store Age. Why is your company a good fit for the SAGroup?  
 
Anthony Vross: The SAGroup services the facility manager and Simon Roofing's role in this puzzle 
is the all-important roofing component of keeping your store dry and efficient. Also, as a 
manufacturer of a variety of specialty products for the roofing and concrete industries, Simon 
Roofing brings great value to the SAGroup and the retail industry.  
 
Chain Store Age: How will the SAGroup benefit the retail industry?  
 
Anthony Vross: We feel this alliance will allow Simon Roofing to convey its message of a cost-
effective approach through roof innovation and provide the retail industry an additional solution to 
its roofing program. Chain Store Age. What do you see in the future for your company, the 
SAGroup, and the retail industry?  
 
Anthony Vross: We feel this alliance will allow Simon Roofing the opportunity to truly provide the 
retail industry with a much-needed cost-effective approach to roofing needs.  
 
For more information, visit www.simonroofing.com.  
 
Learn more about Simon Roofing and its role in the Strategic Alliance Group through this Chain 
Store Age interview with Anthony Vross, Executive Vice President.  
 
Contact Information  
 
It you are a retailer interested in a cost-effective yet customized facilities management program,  
 

   
Anthony Vross  
   
simply email Kimberly Kayler, Executive Director, at kkayier@sagroup.org or call 614-873-0836. 
We took forward to working with you.  
 
Strategic Alliance Group, LLC  
 
P.O. Box 5009  
 



Eastlake, OH 44095  
 
866.724.7687  
 
Fax 440.602.4611  
 
Email sag@sagroup.org  
 
www.sagroup.org  
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