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“Mickey was always a
very entrepreneurial
company and I could
see they wanted that
entrepreneurial spirit
in their employees as
they were growing
their business. This
was an opportunity
for me to virtually run
a business.”

— Greg McLaughlin
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2 Decades of Service, in Service, for Mickey & McLaughlin

n June, Greg McLaughlin celebrated
two-decades with Mickey Truck Bod-

ies, having spent all of those 20 years in
the reconditioning area.

nder McLaughlin's

leadership, the Mickey
Reconditioning Division has
grown from asingle facility in
Thomasville, NC, afew miles
from the company’ s manufac-
turing complex in High Point,
to five company-owned and -
operated Service & Recondi-
tioning Centersin strategic
locations throughout the
country. (And there may be
more very soon.)

Each of the five facilities
house state-of-the-art equip-
ment and fixtures to accom-
modate everything from minor
repairsto major overalls,
including computer controlled
paint booths and quality
control stations. All work is
done completely in-house.

At the juncture of this

important personal milestone,
McLaughlin looks back on the
past 20 years and discusses the
challenges and opportunities
that have helped establish
Mickey as the largest and most
advanced service and recondi-
tioning provider in the
business today .

Asapoint of historical
interest, McLaughlin actually
succeeded his brother, Steve,
asMickey’'slean manin
recon. But Steveisstill very
much a part of the “family.”
Read on.

SPIRIT: Wasthere aplan or
vision that recon would be
where it istoday, or were you
hired just to maintain the
Thomasville facility?

McLAUGHLIN: Basically

Mickey President Dean Sink, left, congratulates Greg
McLaughlin on 20 years with the company, all in the recon and
service area.

to run and expand the one
location in Thomasville. We
really didn’t decide to expand
to a second location until
about 1988.

SPIRIT: So from 1983 to
1988, you focused on the one
facility — expanding the
physical plant, adding capa-
bilities, and improving service.
What was the operation like
back then that made Mickey
pursue the recon business so
aggressively?

McLAUGHLIN: When
Steve got herein 1980, we had
an influx of business because
Coors was coming east of the
Mississippi for the first time.
Mickey was inundated with
converting existing beer trucks
to accept Coors products,
meaning they had to be
insulated and modified to
accommaodate the Coors “slip
sheet.” Steve even stretched
bodies and converted them,
and then they all had to be
repainted or decaled because a
lot of wholesalers changed to
Coors or added it as aflagship
brand. So we were busy
handling the Coors business
alone for about a year to 18
months.

SPIRIT: What happened
immediately after the Coors
onslaught?

McLAUGHLIN: Steve
decided he wanted to go out to
the West Coast to sell new
equipment for Mickey and
Mickey was very supportive.
But they did say he had to find

(To page 2)
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Key to Mickey Service & Recon
Success Has Been ‘Localization’

(From page 1)
someone to replace him before
he left. So | took over.

SPIRIT: What were you
doing before Mickey?

MCcLAUGHLIN: | wasa
Branch Manager in Lakeland,
FL for Miller Trailers— over-
the-road — which was head-
guartered in Bradenton, FL.

SPIRIT: You had agood
job; you were in agood place.
Other than helping your
brother get out West, what did
you see in the Mickey job that
was compelling?

McLAUGHLIN: I[twasa
great opportunity to get in
early on such an emerging
business as recon and service.

SPIRIT: Why do you say
compelling?

McLAUGHLIN: Mickey
was always a very entrepre-
neurial company and | could
see theywanted that entrepre-
neurial spirit in their employ-
ees as they were growing their
business. This was an opportu-
nity for meto virtually run a
business. My initial focus was
taking the business to the next
level after the Coorsinfusion.
| started with the basics —the
reconditioning process and
equipment, calling on new and
existing customers, and
building up the used equip-
ment business. In fact the used

equipment business grew very
fast, faster than recondition-
ing. And probably 50% of
what we reconditioned were
trucks we had bought and
were going to sell.

SPIRIT: When did you
decide you could run the
business successfully from
regional satellite plants?

McLAUGHLIN: Wedidn't
really decide we could, we
decided we wanted to try. You
have to remember the Mickey
family had never really been
sold on the idea of multiple,
local facilities, which iswhy
we have invested so much and
so consistently over the years
in expanding and updating the
main manufacturing complex
in High Point (NC). They
thought many times about
having another production
plant, but always came back to
centralized manufacturing.

But in this case, we figured
since reconditioning was a
much smaller operation that
really had to be localized, and
was something we could keep
close reins on, we decided to
go forward with a second
location in New Jersey. This
wasin 1989.

SPIRIT: Isthat when Steve
came back to the service side
of the business? (Seve
McLaughliniscurrently
General Manager of Mickey's

Northeast Regional recondi-
tioning & Service Center in
Famingdale, NJ.)

McLAUGHLIN: Steve was
hired even before we opened
up the center to go up and
scout out potential locationsin
the Northeast. He really got
the ball rolling and he has
been up there ever since.

SPIRIT: How
soon did you know
the expansion into
NJwas a home run?

McLAUGHLIN:
We went into the
market with 5,000
square feet initially,
and within ayear
we doubled that
space. Then we
decided we needed
even more space so
we went ahead and
built our own
facility from the
ground up to match
our needs for now and in the
future. Today we have 24,000
square feet in NJ, almost five
times more than when we
started.

SPIRIT: By then you were
pretty well embroiled in your
national expansion plan.

McLAUGHLIN: Abso-
lutely. We were accelerating
the business at full throttle. By
the time we built in New
Jersey we were already open
in both Florida (1991) and
Illinois (1993). And since then
we opened in Texas (1998).

SPIRIT: At what point in
the journey did you realize a
national network of recondi-
tioning and service centers
would fly? Or wasit a
particular event or trend that
helped create the vision?

McLAUGHLIN: Weredly
followed the lead of our
salespeople. We had great

Before ...

Much of Mickey' s reconditioning these
days still comes from accident damage ...

representation in NJ, in
Florida. lllinois has aways
been a strong market for us.
When he hired our first
salesperson for the southwest
we decided we needed to
support him and have a place
in Dallas. So weredly doit to
support our sales people and
give them atool to sell the
turnkey Mickey package of
products and services.

SPIRIT: Wasthere aturning
point in the industry that you

(To opposite page)

Mickey Mid-Atlantic
298 West Triad Blvd., Thomasville, NC 27360
Phone: 800-334-9061 ax: 336-472-5521
Dee Miller, Sales Manager
dkmiller@mickeybody.com

Mickey Northeast
600 Okerson Road, Howell, NJ 07731
Phone: 800-938-5181 Fax: 732-294-9920
Joel Garnick, Sales Manager
jrgarnick@hotmail.com

Mickey S

601 N.W. 24th Coul
Phone: 800-276-589!
Sid Merrill, Ge
112224.1007@c
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‘By Far’ the Largest Recon Network in Beverage Field

(From opposite page)
would say helped fuel the
early need for, and growth of,
anational reconditioning and
service network?
McLAUGHLIN: Most of it
started when we began
phasing out the steel equip-

... After

... which was the case with this 16-bay
trailer that came out looking like new.

ment and turning to all-
aluminum bodies and trailers.
In 1983 we came out with the
20/20 line, for example, and
that was just a great piece of
equipment, available in bodies
and trailers, which we knew
would last for along, long
time —four or five chassis
lifetimesif they were just
served and reconditioned
properly. So we knew the
equipment would be there, and
we knew it would have to be
reconditioned to keep it
looking and operating prop-
erly, and we figured we should

be the company to do the
work.

SPIRIT: So most of the
equipment you service today
is al-aluminum.

McLAUGHLIN: Everything
isaluminum. There'svery
little steel left in the
pipeline. | have a
steel unit in here
right now and it's
probably the first
onel’veseenin
twoyears. It'sa
1976 body. Of
course we are going
to service it because
we service every-
thing. Wejust do
not like saying “no”
to a customer.

SPIRIT: Have
you identified your
next geographical
target for expansion?

McLAUGHLIN: This
summer | will be traveling
through the West Coast with
our Beverage Sales Manager
for that area to scout out
possible locationsin that part
of the country, most likely in
Cdlifornia.

SPIRIT: Why California?

McLAUGHLIN: Again,
really to support our sales
efforts. We also have avery
strong base of equipment in
use out there. No other
manufacturer has afacility in

that market, so we feel thereis
aneed there.

SPIRIT: When you started
inrecon, it was primarily a
service offered and embraced
by the beverage community.
How has that evolved?

McLAUGHLIN: First of all,
today our facilities are more
service centers than recondi-
tioning centers. Recondition-
ing is part of the service
package we offer. And while
beverageis probably still the
lion's share of our service
volume, we by no means
exclude any segment of the
business. Beverage is about
75% of our business, and the
restisin avariety of dry
freight van bodies like Fed EX,
and over-the-road tractors and
trailers.

SPIRIT: Are all thefacilities
fully equipped to handle any
type of service or repair?

McLAUGHLIN: They are
all modern new facilities with
complete turnkey capabilities.
They al have factory- and
company-certified welders and
everyone who works in one of
our centersisafull time
Mickey employee. All of the
facilities have their own in-
house state-of-the-art painting
booths operated by trained
Mickey technicians. Every-
thing is done in-house so that
we control the scheduling, the
costs and, most importantly,

the quality. That fliesin the
face of conventional trendsin
our industry because most
service providers and new
equipment manufacturers sub
contract al their work to third
parties, because the cost of
starting up and operating a
full-line service like this can
be very high.

SPIRIT: Do you specidize
in Mickey unitsin your
service centers?

McLAUGHLIN: We service
any make or model from any
year. In fact, we recondition
more Hackney units than
Hackney does. We recondition
more Centennial units than
Centennial does, and right
down the line. We are by far
the largest reconditioning
network in the beverage
industry and all of the related
segments.

SPIRIT: Over the past 20
years, can you characterize
how the actual reconditioning
and service jobs have changed
or evolved?

McLAUGHLIN: Much of
the work has been dictated by
labor costs. Originally we
mainly rebuilt doors and then
paint. But as labor costs rose
much faster than material
costs, it became more eco-
nomically feasible to replace
the entire door rather than try
to save aluminum panels with
alot of costly labor. Y ou get

(To page 4)

Mickey Midwest

Mickey Southwest

t, Ocala, FL 34475
| Fax: 352-620-0403
neral Manager
ompuserve.com

14661 Old Colonia Rd., Bloomington, IL 61704-7311
Phone: 800-791-6965 Fax: 309-827-7822
Mike Parker, Sales Manager
mkparker@earthlink.net

511 W. Commerce St., Dallas, TX 75208
Phone: 877-664-2539 Fax: 214-752-7189
Eric Whitney, General Manager
112234.31@compuserve.com
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Mickey Truck Bodies
Sales Directory

Bill Brown, NC
800-334-9061
bbrown@mickeybody.com
Wayne Childress, NC
800-334-9061
wechildress@mickeybody.com
T.J. DoVale, GA
770-650-1574
tdovale@mickeybody.com
Harold Faulkner, NC
800-334-9061
hfaulkner @mickeybody.com
Steve Mason, IL
309-661-1262
smason@mickeybody.com
Jim Thomas, FL
904-613-8015
jthomas@mickeybody.com
Jim Hiatt, NC
800-334-9061
jhiatt@mickeybody.com
Charles Cranford, NC
336-210-6127
ccranford@mickeybody.com
Doug Pitkin, FL
407-543-3398
papadmtown@aol .com
Kent Lopp, NC
800-334-9061
klopp@mickeybody.com
Gary Remley, CT
203- 746-8253
gremley @mickeybody.com
Greg McLaughlin, Recon
800-334-9061
gmclaughlin@mickeybody.com

Please contact any of the
above Mickey Salespeople
for more informatiuon on
the company’ s products
and services.

The Mickey Spirit
is published by Mickey Truck
Bodies Inc, P.O. Box 2044,
High Point, NC
800-334-9061
www.mickeybody.com
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IN-*SINK’

Turning Something Old Into
Something New in 5 Locations

By Dean Sink, President

& Reconditioning Division that reflect this company’s overall

There are severa aspects of Mickey’s modern-day Service

approach to business in general.

First of all, this division represents the best of Mickey’s entrepre-
neurial spirit and drive. As Greg McLaughlin put it in hisinterview,
he joined us in 1983 because “It was a great opportunity to get in

early on such an emerging business as recon and service ... This was an opportunity for me to

virtually run a business.”

Absolutely. We have always empowered our employees to take ownership in everything they
do. By taking ownership, they also make decisions, express ideas, and constantly ook to
improve the processes we have in place. Most importantly, if they take ownership of their work,
they also take pride in their work.

The growth of our Service & Recon Division over the past 20 years also underscores our
commitment to meeting our customers’ needs with products and services that alow them to run
their businesses more efficiently and more profitably. We could have stopped at one major
center in NC, but that really wasn’t best for our customers in the Northeast. Once we opened in
the Northeast, we knew we could offer the same valuable service in the Southeast, and then the
Midwest, then in Texas, and next ... (read the story beginning on page 1 to find out where we

may go from here!)

At Mickey, we have always invested back into our business - regardless of the state of the
economy - in order to better serve our customers. We opened more than one company-owned
and -operated Service Center in “flat” economies, and even though the economy ismired in a
slump currently, we are still actively pursing our next location. Our philosophy on this matter is
simple: Our customers need to keep their businesses running on al cylindersin any and all

economic climates, and we need to be there to help them do that.

Expanding our service division so successfully and so expansively over the past 20 years has
certainly been exciting. It’s been fun — hard work - but fun. It has absolutely given us a sense of
great accomplishment and of course it has been a good business for us. We only hope it’s been
as good for you asit’s been for us.

From 110 to 2,600: Mickey Recon Grows Up and Out

(From page 3)

much better life out of the
doors when they are brand
new and you get a much better
paint job on the new doors
than you could on arepaired
door. We can also turn the
units quicker by doing that,
which isimportant to the
customer because they’re not
making any money off atruck
whileit’sin the shop.

Other than that, it's conven-
tional repair work from minor
repairs to major overhauls.
And of course, we still get a
lot of accident work. But
whatever we do — regardless
of the size of the job — our
goal isto make every unit we

work on look as good as new.
We have the most stringent
quality requirements of any
player in this business.

SPIRIT: Looking back,
would say Mickey’s modern-
day Service & Reconditioning
Division has turned out the
way you planned?

McLAUGHLIN: In 1983 we
reconditioned atotal of about
110 units, and in 2002 we did
2,600, including used equip-
ment. We started of course
with five dedicated recondi-
tioning employees back in
1980 and today we have close
to 100, about an average of 20
per plant. I'm not sure anyone

envisioned that kind of
growth.

We have an excellent new
equipment sales force, and if
you' re a customer or a
prospect, just knowing if you
ever have a problem with a
unit you can take it to one of
our factory-owned stores and
we'll take care of it, isa pretty
good selling tool. So our sales
guys have really done a great
job of building up the busi-
ness.

We also realized the need to
have a dedicated service sales
team because the potential is
there. Now, every one of our
centers has its own dedicated
Sales Manager.
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