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T ime was, not even the most 
optimistic environmentalists could 
have imagined manufacturers 

proudly recognized for their contributions 
to clean air and energy conservation. 
America’s manufacturers were then an 
embattled lot as our industrial base 
shrank. The last thing most people 
expected was their enthusiastic 
commitment to environmental policies 
and practices that only added to their 
economic burdens.

So it was thought. Since then, many 
manufacturers actually have taken a lead 
in environmental compliance. In the 
process, they’ve discovered that it can be 
sound business 
strategy as well. 

A mon g  t he 
companies that 
now play such a 
leadership role, 
Unarco Material 
Handling, Inc. — which manufactures 
structural and roll-formed pallet racking 
along with warehouse storage systems 
for American distribution centers and 
retail stores — is a stellar example.

Based in Springfield, Tennessee, 
Unarco was the first in the state to obtain 
an operating permit from the EPA under 
the Clean Air Act’s Title V Air Quality 
Standards. Key to that distinction, says 
Unarco President Gary Slater, was the 
switch at most of its facilities from liquid 
to powder-coated paints, which emit 
zero or near-zero volatile compounds 
into the atmosphere. 

The benefits of powder coating are 
numerous. “Not only is the finish more 
durable, there’s less hazardous waste 
produced, which means lower costs for 
the producer,” says Slater. “It’s just one 
example of how environmentally 
friendly practices can result in signifi-
cant economic advantages for manufac-
turers, and not just add compliance 
responsibilities.” 

Unarco is an example of how estab-
lished manufacturers have adapted to the 
brave new green world of the 21st century. 
The company was founded in 1956 (Slater 
would join it 40 years later) and now has 
410 employees in three facilities: Lewis-

ville, Texas and 
Pandora, Ohio, as 
well as Spring-
field. The Pandora 
plant also has 
been recognized 
by OSHA for its 

superior working conditions and by the 
EPA for its environmentally sensitive use 
of cleansing chemicals.      

The list of Unarco’s other accolades 
is quite extensive, including, for 

example, the Governor’s Award for 
Excellence in Hazardous Waste 
Management, bestowed by the State of 
Tennessee. The company puts enough 
priority on environmental commitment 
to include a dedicated page on its Web 
site. Among the numerous green initia-
tives featured there, recycling looms 
large. Unarco annually separates and 
recycles nearly 14 million pounds of 
scrap metal and dunnage materials. 

Unarco also conducts business on a 
veritably paper-free basis. The company 
has invested heavily in systems and 
software, including a centralized 
intranet, to ensure that billing, purchase 
orders and payments are transmitted 
electronically whenever possible, 
requiring no paper or mailing.

 “We’ve also worked with the Univer-
sity of Tennessee to determine, among 
other things, if powder paint waste can 
possibly be reused to enhance soil 
quality,” says Slater. “It’s an example of 
how environmentally sound practices, 
like our use of powder coating, can be 
built upon to produce further benefits. 
Once you start making progress, it 
doesn’t stop.”

Manufacturing Green
Unarco’s environmental commitment
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Loose dry powder

2
Applied electrostatically

3
Cured with heat

4
Durable, smooth finish

Advantages of powder coating

+ Zero or near-zero VOC emissions
+ Thicker coating without running
+ Overspray can be recycled 
+ Less hazardous waste
+ More durable
+ Costs less

“��Not only is the finish more 
durable, there’s less hazardous 
waste produced, which means 
lower costs for the producer.”

                —Gary Slater
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S ometimes supply and demand is 
all about life and death. 

Consider diabetes. As other 
epidemics have come under control, new 
cases rose from 1 million to 1.6 million 
during a recent two-year period. By 
2050, there will be 48 million diabetic 
Americans. Because significant percent-
ages of those victims are aged or 
indigent, demand has exacerbated the 
treatment supply.

In 2007, Doug Hudson founded a 
company called Simplex Healthcare to 
address this formidable demand. With 
private equity funding, Simplex purchased 
the Diabetes Care Club to provide a range 
of mail-order products: glucose meters, 
test strips, lancing devices, etc. It was then 
an $8 million operation, but in 2009 it 
posted $194 million in revenue. 

Yet even the most urgent demand 
cannot ensure business success. For 
Simplex, an exhaustive recruitment and 
hiring process proved decisive. “Every 
executive candidate was interviewed four, 
five, six times. And we didn’t just check a 
few references,” says CEO Hudson. 

“So we hired the best people right out 
of the gate,” says Hudson. “You cannot 
talk about our success 
without talking about Chief 
Financial Officer Craig 
Hartman, Chief Information 
Officer Rick Fuqua, Chief 
Compliance Officer Lori 
Pelliccioni, Human Capital VP Ellen Hitt, 
and the whole team.”

Simplex, based in Franklin, Tennes-
see, likewise fostered a unique culture to 
attract and motivate team members at 

every level. Its mission statement — 
known as Simplex’s 10 Simple Truths — 
emphasize customer service, life/work 
balance, having fun in the workplace, 
serving others and more. The Club’s call 
center personnel dress in surgical scrubs: 
visible symbols of their responsibility to 
provide care to all customers.  

The culture is also egalitarian. There’s 
no executive parking. There are even 
“musicians’ hours” for employees with 
alternative career aspirations. And, 
there’s a wealth of health and fitness 
programs for employees, especially 
appropriate at a company dedicated to 
treating a disease so often caused by poor 
diets and lifestyles.

Hudson credits Hitt in large part with 
creating this atmosphere. 

“When I joined Simplex I was a stay-
at-home mom. After meeting with Doug 
and understanding the unique work 
environment he was hoping to create, I 
couldn’t pass up the opportunity to join a 
company like this,” said Hitt.  “We truly 
believe that if you put people first, success 
will follow. Simplex’s number-one 
priority has always been the people.” 

This positive environment has helped 
generate tremendous growth.  In 2009, 
Simplex was recognized by Inc. 500 as 
the fastest-growing company in Tennes-
see. In August 2009, Simplex launched 
the CPAP Care Club (Continuous Positive 
Airway Pressure) to serve people with 

sleep apnea. The goal for the next four to 
five years is to create an additional three 
services for other chronic conditions 
related to diabetes or obesity. 

“We want to be very deliberate with 
our growth,” said CFO Hartman.  “Our 
strategy is to launch a new venture only 
after we’ve achieved stability and success 

in everything we’re 
currently doing.”

The Diabetes Care 
Club, soon to serve 
250,000 patients, is one 
of the nation’s three 

dominant diabetes providers. Most 
important, perhaps, the Simplex team 
has proven that seemingly overwhelm-
ing healthcare demands need not  
go unanswered.    

H E A LT HCA   R E

“�We want to be  
very deliberate  
with our growth.” 

  —Craig Hartman

Combating Diabetes
The Simplex team strategy

Winning Combination
(left to right) Doug Hudson, Rick Fuqua, 
Craig Hartman, Ellen Hitt, Lori Pelliccioni

HOW DOES POWDER COATING WORK?


