Evolution of the Exhibit 1
Value-Added Service Model

Distribution Model  [Basic Service Product Acquisitive Model
Product Focus Buy-Sell Products Buy-Sell Products
Service Focus Basic purchasing through selling Basic purchasing through

and credit and collections selling and credit and collections
Manufacturing Focus | Small or non-existent Small or non-existent
Primary Value Added |Bundling basic services and representing | Absorbing smaller competitors

well-established lines and consolidating back door services
Strategic Limitation(s) | Mature, well-understood, dependent Number of good acquisitions are

on key manufacturers, too many sellers and

becoming less and less, cultural fallout

branches

can be costly.




