
 

 

Calendar of Events 

 April 7 - Meeting 

 5:00 - Board Meeting 

 6:00 - T-4 Training       

 7:30 - Dinner and  Gen-

eral Meeting 

 May  5 - Meeting 

Message from the President — Charlie Perkins 

N.H. Yates Sponsors the April MWPHCC Meeting 

We hope that you will join us for 

our next meeting on Thursday, 

April 7, 2016 sponsored by N.H. 

Yates, SharkBite and Cash Acme.  

They will provide a training on 

Push-to-Connect Fittings:  How 

and Where to Use, Certifications 

and More and An Overview of 

Valves:  Temperature Pressure, 

Pressure Reducing and Thermo-

static Mixing Valves.  The training 

will begin at 6:00 pm.  Following 

the training, join us at 7:30 pm for 

our general meeting and dinner.   

 

Since 1949 N.H. Yates & Co., Inc. 

has been providing the highest 

quality products and services to the 

HVAC and plumbing industry.   

N.H. Yates is both a manufactur-

er's representative and a distribu-

tor of premier HVAC, plumbing 

and hydronic related products 

covering the Eastern States of 

New Jersey, Pennsylvania, Dela-

ware, Maryland, Washington 

D.C., Virginia, North Carolina 

and South Carolina. They provide 

technical expertise on all the 

products they represent to the 

point of sale, whether that be the 

wholesaler/distributor, the con-

tractor or the engineer.  

Sharkbite is the market leader of 

plumbing fittings in North Ameri-

ca.  Their connection system can 

make an plumbing project fast 

and easy.  Their system includes 

products of different fittings, push

-fit valves and even PEX tubing. 

Cash Acme has proudly built 

American made valves since 

1912.  They are the world’s larg-

est volume T&P valve manufac-

turer.  They specialize in pressure, 

thermostatic and temperature 

control valves designed to safe-

guard water systems in all types of 

facilities.   

Be sure to attend the April meet-

ing so you can learn everything 

that N.H. Yates, SharkBite and 

Cash Acme has to offer. 
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ing your area.  It 

provides links 

so that you can 

write letters or 

set up meetings 

with your Fed-

eral and/or State 

Representatives 

and stay on top of the latest legis-

lative issues affecting your busi-

ness. 

And don’t forget that at the local 

level, we discuss all relevant leg-

islation in our area at our general 

meetings.  Next one is April 7th.  

We hope to see you there! 

Living in or around the District of 

Columbia, politics is always a 

huge part of ones’ life.  Much 

more so than in other areas of the 

country.  Now more than ever, it 

seems that everything is political 

and related to the 2016 election.  

Politics can play an important role, 

not just in our personal lives but 

also impacts our business and in-

dustry.  PHCC has an active Gov-

ernment Relations Department that 

can provide a voice for the plumb-

ing, heating and cooling industry.  

Next month, PHCC National is 

holding their Legislative Confer-

ence on May 18—19 in Washing-

ton, DC and Arlington, VA.  They 

are setting up conferences with 

members of Congress and will 

provide an informative legislative 

briefing.  To register and for more 

details about the conference, you 

can go directly to the PHCC web-

site.   

In addition to the conference, 

PHCC National has recently creat-

ed a new online Legislative and 

Regulatory Tracking Service.  

This new, easy-to-use tool allows 

PHCC members and state and 

local leaders to track and monitor 

active bills and regulations affect-
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An annual physical examination by a medical 

professional not only gives us an opportunity 

to have an open conversation regarding our 

current health, it is also a chance to discuss 

necessary lifestyle changes to improve it in 

the coming year. Now, apply this same prin-

ciple to your business. When was the last 

time you sat face-to-face with your insurance 

provider for a “checkup” of your business 

insurance and risk management programs? 

 Get an insurance “physical”  

As your business changes and grows, so do 

your business insurance needs. An annual 

review with your insurance professional is 

recommended to discuss changes since your 

last renewal. For example:  

■ Have you purchased or sold buildings, per-

sonal property, or vehicles?  

■ Have you experienced fluctuations in pay-

roll or sales receipts as business conditions 

change?  

■ Have you undertaken any new operations 

or developed new products or services?  

■ Are there any new legal or regulatory issues 

affecting your business?  

■ Do you have a key employee who would be 

difficult to replace?  

Federated’s marketing representatives use a 

review process called an Annual Client Re-

view. This yearly conversation helps ensure 

that the protection you purchased last year is 

still adequate today, and is an opportunity to 

consider, for example, whether your policy 

limits are adequate. It also gives you and your 

insurance representative a chance to discuss 

insured and self-insured exposures, and any 

new or evolving exposures that can impact 

your current insurance program, like data com-

promise or cyber threats.  

An annual insurance review also can help you 

assess the services provided by your current 

insurance carrier. Are claims paid according to 

your expectations? Is the insurer still financial-

ly sound and stable? Are you receiving the 

level of policy service and proactive loss pre-

vention support you want?  

Your risk management program also de-

serves a thorough exam  

In addition to reviewing your insurance pro-

gram, you should also expect your insurance 

professional to provide a thorough examination 

of your current risk management strategies. A 

risk management review can help identify new 

exposures or operations that should be ad-

dressed. Gauging the effectiveness of your 

current risk management plans and analyzing 

past claims experience will help you focus on 

preventive measures that can have the greatest 

benefit for your bottom line.  

An annual risk management review may also: 

■ Help protect the future insurability of your 

business through loss control and fewer claims  

■ Help reduce insurance premiums  

■ Help manage the hidden costs associated 

with claims  

■ Create a more favorable work environment, 

which can help attract and retain high-quality 

employees Regular reviews with your insur-

ance provider are important for both your bot-

tom line and for maintaining the health of your 

business, and can provide some peace of mind 

for the year ahead.  

Do You Get an Annual “Checkup” for Your Business by Federated Insurance 

Wolverine Brass/Plumbmaster, Inc. 

Based in Conway, SC, Wolverine Brass has been in business since 1896 and is committed to producing 

quality plumbing products factory direct to professional plumbers and contractors. They specialize in 

providing: quality faucets, specialty plumbing products and USA manufactured Tubular products and 

ball valves.  
 

Based in Concordville, PA, Plumbmaster’s history dates back to 1928 and focuses on replacement parts 

and repair products to the educational, health care, hospitality, correctional and government markets.  

They have over 130 direct sales representatives who provide plumbers with outstanding customer sup-

port. With the over 20,000+ products in their product portfolio and their outstanding customer support 

PPG Inc. has become a partner for Plumbers to grow their business.  

 

For more information, you can contact District Sales Managers:  Rob MacDonald at 

rob.macdonald@ppg-inc.com; cell: 240-614-6575 or Carroll Brizendine at  

carroll.brizendine@wolverinebrass.com;cell:  410-350-1234.

For information on MWPHCC membership, go to mwphcc.org/membership.html 
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FMLA—Know When to Keep Your Mouth Shut Prepared for the PHCC Educational Foundation by TPO, Inc 

The Family and Medical Leave Act (FMLA) 

gives employees the right to take unpaid leave 

for specified family and medical reasons. If your 

company is covered by and your employees are 

eligible under the FMLA, you CAN’T do the 

following: interfere with any right given to an 

employee under the FMLA; or terminate or 

discriminate against an employee for opposition 

to a practice made unlawful by the FMLA or for 

involvement in any proceeding under or con-

cerning the FMLA. Those two points form the 

backbone for FMLA compliance and this article. 

Once you’ve established that your company and 

employees are covered by the FMLA, you must 

avoid even the appearance of disrupting the 

rights of an employee, or else risk FMLA-

related litigation. It’s best to stick to the script 

provided by the Department of Labor (DOL). 

Eligibility Under the FMLA 

A private sector employer is covered by the 

FMLA if it has 50 or more employees who work 

at least 20 weeks in the current or preceding 

calendar year.  

Employees are eligible for FMLA leave if they: 

 Work for a covered employer 

 Have worked 1,250 hours during the 12 

months before the start of leave 

 Work at a location where the employer has 

50 or more employees within 75 miles 

 Have worked for the employer for 12 

months, which do not have to be consecu-

tive. 

An employee can request FMLA leave of up to 

12 workweeks in a year for specific reasons, 

such as the birth and care for a newborn child; 

the placement of a child for adoption or foster 

care and care for the newly placed child within 

one year of placement; a serious health condi-

tion that prevents the employee from performing 

essential functions of his or her job; or care of a 

spouse, child, or parent with a serious health 

condition. Consult the DOL’s FMLA website 

for the full list of qualifying reasons. 

Also keep in mind that some states have laws 

that differ from the DOL’s FMLA require-

ments.  Make sure to consult your state’s laws in 

determining whether your company and em-

ployees are eligible.  

The Do’s 

If an employee requests FMLA leave for a 

qualifying reason and your company is cov-

ered, here’s how you should respond. 

1. Provide a notice of eligibility and a notice 

of rights and responsibilities.You must inform 

your employee whether he or she is eligible for 

FMLA leave within five business days of a 

request or of finding out that an employee leave 

request may be for a reason covered under the 

FMLA. With each notice of eligibility, you 

must also inform the employee of his or her 

rights and responsibilities under the FMLA. 

You do not have to use it, but the DOL pro-

vides a form (Form WH-381) n which you can 

include the appropriate information for those 

notices to employees. 

You must also be responsive to employee ques-

tions about their FMLA leave. 

2. Provide a notice of designation. Within five 

business days of knowing whether the request-

ed leave qualifies under the FMLA, you must 

notify the employee of that designation. If the 

leave doesn’t qualify under the FMLA, you can 

provide a simple written statement. If you don’t 

have enough information to make the determi-

nation, you can indicate that in your notice of 

designation. The DOL also provides a notice of 

designation that you can use – Form WH-382 . 

3. Require medical certification. If the em-

ployee is requesting FMLA leave because of a 

serious health condition or to care for an eligi-

ble family member with a serious health condi-

tion, you can require medical certification. You 

must give notice that you are asking for medi-

cal certification in the notice of the employee’s 

rights and responsibilities, discussed above. 

The employee has 15 calendar days to complete 

the certification. 

If the certification is incomplete or insufficient, 

you must give the employee a written notice 

that additional information is necessary to com-

plete it, and the employee has seven calendar 

days to provide that information. 

The FMLA doesn’t require specific forms for 

medical certification, but the DOL provides 

optional forms for certification of an employ-

ee’s condition (Form WH-380-E) or a family 

member’s condition (Form WH-380-F). 

The employer may also require second and 

third opinions, as well as recertification if the 

employer meets specific requirements. See 

the DOL’s FMLA website for those require-

ments, and make sure you check it for more 

details on each of these steps of communica-

tion.  

Stick to the facts and to those steps and re-

quirements, and you’ll be less likely to incur 

penalties concerning the FMLA.  

The Don’ts 

When an employee makes a request, your 

response should be compassionate, nonjudg-

mental, and objective. Importantly, if the 

DOL doesn’t allow a response, avoid 

it.  Just saying one of the following wrong 

things – even after approving an employee’s 

leave – has led to litigation under the 

FMLA.  For further details on the specific 

cases, see http://www.hrmorning.com/3-

things-you-cant-say-after-fmla-requests/.    

In response to an FMLA request: 

DON’T Say: That you “expect employees to 

be at work.” 

For example, avoid saying that your insur-

ance plan covers the employee, so he or she 

should be working. If you say that and later 

terminate the employee for cause, the em-

ployee can bring a suit questioning whether 

he or she was fired for FMLA-related rea-

sons.  

DON’T Say: That an employee is “being 

inconsiderate.” 

Of course it can be difficult on your compa-

ny and other employees when an employee 

takes a significant amount of time off. How-

ever, resist the temptation to express this to 

an employee requesting FMLA leave. If you 

say the employee is being inconsiderate and 

that other employees will have to pick up the 

slack, even if that employee is awarded 

FMLA leave, he or she could bring a suit 

based on interference with FMLA rights.  

 

Continued on Page 5 
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Continued from page 4 

The claim could say that the employee was 

prevented from taking more FMLA leave 

because he or she was made to feel guilty for 

doing so.   

DON’T Imply: That you or another manager 

is mad about the request. 

Expressing irritation or even telling your 

employee that you or someone else is frustrat-

ed with the FMLA request could form the 

basis for an interference suit. The employee 

could claim that what you said deterred him 

or her from fully exercising rights granted by 

the FMLA, such as requesting additional 

leave. 

In addition to those three clear cas-

es, DON’T try to play doctor.  For example, 

DON’T say you saw an employee completing 

a task, so the employee must not have a seri-

ous health condition. The FMLA permits 

employees to prioritize their own health and 

well-being. You aren’t a doctor and therefore 

can’t make a determination of whether a condi-

tion is serious, so follow the DOL’s prescribed 

steps, and leave the certification up to medical 

professionals. Otherwise, if you ever take an 

adverse action against the employee requesting 

leave, the employee can use your response in a 

retaliation lawsuit. 

Conclusion 

Although the requirements under the FMLA 

can be detailed and require careful verification, 

it’s important that you understand if and how it 

applies to your company. It’s just as important 

that you understand how you can and can’t 

respond to employee requests for FMLA leave. 

If you take the time to ensure that you respond 

toemployee requests only in the systematic and 

fact-based ways prescribed by the FMLA, 

you’ll be more likely to save your company 

time and money by preventing penalties or 

lawsuits. 

 

This content was developed for 

the PHCC Educational Foundation by TPO, 

Inc.(www.tpo-inc.com). Please consult your 

HR professional or attorney for further advice, 

as laws may differ in each state. Laws continue 

to evolve; the information presented is as of 

February 2016. Any omission or inclusion of 

incorrect data is unintentional. Please note this 

article is not intended to provide legal advice 

or to substitute for supervisor employment law 

training. 

The PHCC Educational Foundation, a partner-

ship of contractors, manufacturers and whole-

salers was founded in 1987 to serve the plumb-

ing-heating-cooling industry by preparing 

contractors and their employees to meet the 

challenges of a constantly changing market-

place. If you found this article helpful, please 

consider supporting the Foundation by making 

a contribution at http://

www.phccfoundation.org. 
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True Costs of Doing Business By Michael  Bohinc & John Zink 

 
According to recent reports from Profit Cents™ 

analysis of financial statements of plumbing-

heating-cooling contractors, the national indus-

try average net profit was 3.27% for 2010. Why 

are there such low-profit figures in the industry? 

Easy answer: Contractors are not properly cal-

culating the pricing for their services based on 

their actual costs.   

The mathematical equation for calculating a 

proper selling price includes the following: 

• Material costs (M) 

• Labor costs including payroll taxes and bene-

fits (L) 

• Overhead costs including owner's salary (O/H) 

• Profit (P) 

The equation looks like this:  

SP (Selling Price) = M + L + O/H + P  

Materials costs are easy - just look at what you 

are paying your suppliers. For the rest of the 

items, we have to do a bit more work. 

Calculating Direct Labor Costs 

What costs besides wages go into employee 

costs? 

• Employment Taxes - Social Security, Medi-

care, FUTA, SUTA, Worker's Comp, etc. 

• Employee Benefits - Paid time off, holidays, 

sick days, insurance, retirement, uniforms, etc.  

  

A careful analysis of each of the items above is 

needed to get a solid number for your direct 

labor costs. 

Calculating Overhead Costs 

For many contractors, it’s easier to give exam-

ples of overhead expenses than it is to define the 

term. Overhead expenses are those expenses 

incurred by the business whether or not a job is 

sold. They are costs that can’t be assigned to 

any specific job. They don’t directly relate to the 

providing of a service or the installation of ma-

terials. They are the costs to maintain the busi-

ness even if you weren’t doing any work. They 

are sometimes also called operating expenses or 

indirect expenses. 

You can’t directly charge a customer for repairs 

made to a service truck. If the transmission in 

the service truck breaks in Mrs. Brown’s drive-

way, you can’t charge Mrs. Brown for the cost 

of the truck repair because it broke down in her 

driveway. You have to spread that repair cost 

(as well as all of the other overhead costs) over 

all of your jobs (all of your customers). Each 

customer should pay for a portion of the repair 

via the overhead component of your break even 

cost per billable hour.  

 

Overhead expenses include things like the own-

ers’ salaries, office rent/mortgage, utilities, 

advertising, office supplies, permits, equipment 

repairs, employee training, etc. Detailed 

breakouts can include several dozen line items. 

However you break them out, ALL your costs 

must be collected and counted in the three 

buckets - Materials, Direct Labor and Over-

head. 

 

Identifying & Calculating "Billable Hours" 

A billable hour (BH) is an hour that someone 

works that is actually chargeable to the client. 

For example, you spend an hour at Mrs. 

Smith’s house replacing her garbage disposal. 

That hour is chargeable to Mrs. Smith and is, 

therefore, a billable hour. 

The average 40 hour work week equates to 

2,080 work hours a year, but it is not possible 

to be doing billable work for every one of those 

hours. Besides the holidays, vacations and sick 

leave we already mentioned, there will be hours 

spent driving to the jobs, picking up materials, 

pricing estimates and doing take-offs from blue 

prints, attending industry conventions and sem-

inars on technical and business topics, etc. 

These all subtract hours from the total hours 

available. 

Develop a plan to track your company's aver-

age billable hours so that you can be sure that 

your costs are being divided properly against 

the hours you have available to bill your cus-

tomers. 

 

Computing the "Break Even" Cost on a 

Billable Hour Basis  

Recall the selling price equation from an earlier 

section: SP (Selling Price for Labor) = L + O/

H + P 

That’s the equation for determining the selling 

price for a billable hour of labor (not for deter-

mining the break even cost for the company), 

so remove profit from the equation, and we get 

this for the break-even equation: 

Break Even Cost per Billable Hour = Labor 

cost per billable hour + O/H cost per billable 

hour  

               BE Cost per BH                     = 

(DL Cost ÷ BH) + (O/H Cost ÷ BH) 

Now that we have our break even price, what 

about adding profit? 

 

Mark-up Vs. Margin Methods  

Many small business owners use a simple 

mark-up technique to calculate their selling 

price.  They take their costs, add a percent-

age on top and think they have a sound num-

ber for their selling price.  What they don’t 

realize is that they are short-changing them-

selves because they have done the math 

wrong! 

Mark-Up: The Wrong Way to Make a 

Profit 

Here is an example of the Mark-Up method 

on a job with $100 in costs with a 10% mark

-up: 

 

Job Costs + 10% of Job Costs = Marked 

Up Selling Price 

  $100 + $10 = $110 Selling Price 

The contractor thinks that they are making 

10% net profit on the job, but they are 

not! How do we know?  Just do the 

math!  What is 10% of $110?  A 10% profit 

on a $110 selling price is $11, but we are 

only getting $10 in profit.  That one dollar 

doesn’t seem like a big deal, until you apply 

that thinking to the much larger numbers of 

your sales revenue. 

Margin: The Right Way to Calculate 

Your Sales Price 

Here is an example of calculating profit the 

correct way.  Again, we’ll use the example 

of $100 in job costs and a desired 10% prof-

it. 

Here is the formula:   Margin = ((Profit % 

÷ (1 – Profit %)) X Job Costs) 

Or in Our Example:    $11.11 =         ((.10 ÷ 

(1 – . 10))     X $100 

            Simplified:    $11.11 = (.1 ÷ by .9) 

multiplied by $100 

    More Simplified:    $11.11 = .1111 multi-

plied by $100 

 

Continued on page 9 
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What does that mean?  To make a 10% profit on 

a job with $100 in costs, your selling price must 

be $100 + $11.11 or $111.11.   

 

And we can prove that we are right: 

10% of Selling Price + Job Costs = Selling 

Price 

        $11.11           +     $100   =    $111.11 

The 10% profit on a $111 selling price is 

$11.11. 

We have found that extra dollar that was miss-

ing from the Mark-Up method! 

 

Computing a Selling Price Based on Billable 

Hours 

We know from the last section that we need to 

do division to calculate our Billable Hour Sell-

ing Price. Here is the formula for calculating a 

15% net profit rate: 

SP per BH = (DL per BH + O/H per BH) 

÷ (100%  – 15% or .85) 

If we had $90/hour in direct labor costs and 

$10/hour in overhead costs and we want a 15% 

net profit, what would our hourly selling price 

be? 

SP per BH = $90 + $10 ÷ .85 

               OR 

Selling Price per Billable Hour = $117.65 

 

Conclusion 

When you calculate your own billable hosur 

selling price, you may be surprised by how 

high the number is. Go ahead and double check 

your numbers, but realize that if anything less 

than the properly calculated charge per billable 

hour is paid by your customers, you are losing 

money on every job. The more hours sold at a 

lower amount, the quicker a contractor can find 

themselves in financial trouble. Cash flow can 

only keep a contractor who does not charge 

enough to cover his costs open for so long. 

 

Resources Available from the PHCC Educa-

tional Foundation: 

• The True Cost of Running a Business Guide - 

Available free to PHCC members via an e-

mail request. 

 

• Overhead & Profit Calculator Software 

 

This information is brought to you by the 

PHCC Educational Foundation. 
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 Bradford White Corporation 

 Cathell & Associates 

 Cummins-Wagner 

 D & B Distributing Co. 

 DC Sustainable Energy Utility  

 Ferguson Enterprises 

 Harry Eklof & Associates 

 HM Sweeny Co. 

 NH Yates 

 ROI Marketing 

The Metro Washington PHCC Industry Associate Members  

provide tremendous support to our association.   

 

 

Please show your support to them when you purchase your supplies 

and are in need of their services. 

 Taze & Hewitt, a Division of   

Chesapeake Systems 

 The Joyce Agency 

 Thompson-Withers, LLC 

 Thos. Somerville, Co. 

 U.S. Boiler Company 

 Washington Gas 

 Washington Winnelson Company 

 Weil-McLain 

 Wolverine Brass/PlumbMaster, Inc. 
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President 

Charlie Perkins, Beltsville Htg & AC 

301-937-6700 

cperkbhac@hotmail.com 

 

1st Vice President 

Al Luke, Jiffy Plumbing & Heating, 

301-277-9111 

allanluke9111@gmail.com 

 

2nd Vice President 

Dave Warner, Real Plumbers 

301-567-2001 

realplumbers@earthlink.net 

 

Secretary 

Fred Werth, Kensington Plbg 

301-864-1117 

mystical.plumber@comcast.net 

Treasurer 

Glenn King , G.R. King Plbg 

301-982-5373 

grkingplumbing@comcast.net 

 

Sergeant at Arms 

John Barry, J.E. Barry Plg & Htg 

301-583-0081 

 

Past President 

Bill Royston,  All-Pro Services, Inc. 

301-808-6800 

 

MWPHCC Auxiliary 

Marcia Shapiro, President 

301-475-6760 

 

Executive Director 

Susan Northcutt 

301-879-2912  

susan@mwphcc.org 

Metropolitan Washington Association of Plumbing-Heating-Cooling Contractors 
MWPHCC 

1322 Gresham Road 

Silver Spring, MD 20904–1436 
Board of Directors 
 

Ray Handy 240-433-1300 

Steve Heidler 410-268-7191 

Buck Hudson 240-375-0185 

Otto Seidel 202-397-7000 

David Shapiro 301-475-6760  
Carl Anderson 240-264-3600 

Gary Markle 202-421-6195 

Dick Rhodes 443-561-1692  

 

We’re on the web!  Visit us at www.mwphcc.org or at www.facebook/MWPHCC 

PHCC Mission 

Dedicated to the promotion, advancement, edu-

cation and training of the Industry, for the pro-

tection of our environment and the health, safe-

ty and comfort of society. 

To Contact PHCC - NA: 1-800-533-7694 

or on the web at 

www.phccweb.org 


