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Gnmmm.howpmﬂaﬂ M/R Bl Raxtord with TIMES
reporter John O'Reilly in front of Bond Plumbing Supply's
Tampa branch facility. Photos in the “film strip” were taken by
O'Reilly during his two-day sojourn with Rexford through his
Florida Wast Coast territory.
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is issue being devoted almost exelusively to
the manufacturers representative, we thought
it only appropriate that our "On The Road ...”
series now turn its attention to an sccomplished
MR and how he perceives and fulfills his role in
the marketplace. In previous "Road” articles, we
have investigated the techniques and philosophies
of varions types of distributor sales personnel, ob-
serving first-hand their dealings with the trade
either in the field or in the showroom. In this in-
stallment, however, we will move up one notch on
the chain of distribution to focus on the wholesaler
in his more privileged status as the customer of the
manufacturers agent.
Like his trade accounts, the wholesaler has cer-

| ON THE ROAD...

tain service demands which must be satisfied by his
suppliers and their representatives, if he is to per-
form effectively. One purpose then i= to discover
just what those needs are and how a successful pro-
fessional representative goes about the task of
meeting them. How does he balance the various
conflicting demands of his distributor customers,
most of whom are in constant and even heated
competition with one another, without alienating
their business or compromising his own basic integ-
rity?

We also hope to gain insight into the proper rela-
tionghip between the M/R and other "secondary”™
levels of the distribution chain, historically a pow-
erful source of contention in this industry. How
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“I'never hesitate to ask for the order—and repeatedly
in the same call, if necessary—just so I can get
the item in the hands of the customer. Once he has
seen it perform, then the momentum is all in my direction.”

does the Rep properly promote his products and
services to the contractor, engineer, architect or
builder, without undercutting the overall market-
ing efforts of his primary customer. the
wholesaler-distributor?

These are the kinds of difficult questions that a
manufacturers representative must confront every
time he enters his territory. Bill Rexford, 34-
year-old co-owner of MACO of Florida. Inc. in
Tampa, has spent 11% vears in the MR buginess
learning how to effectively cope with these prob-
lems, along with all the rest of the often frustrat-
ing, but always challenging, conditions of his pro-
fession,

This reporter recently spent two days traveling
with Rexford in his Florida west coast territory.
Here I was able to observe up close the specifics of
Bill's undemonstrative but highly productive sales

152
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style that has won him considerable regard among
his wholesaler customers.

To be sure, salesman Rexford is far from perfect,
and the complimentary remarks of several dis-
tributors I interviewed during my visit were occa-
sionally tempered by mild eriticism of certain as-
pects of his performance. But when I pressed them
for a straightforward comparison of Rexford to his
competition, nearly every one of these distributors
conceded that Bill deserved a place among the lead-
ing agents in his territory. For a transplanted Yan-
kee in a sharply competitive Southern market. this
is certainly no small accomplishment.

Beginning With Bond

As this magazine has so often reported, nepotism
need not be an unhealthy influence on the fortunes
of a company nor the people directly involved. The

SUPPLY HOUSE TIMES, August 1978
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OPPOSITE PAGE: M/R BIll Rexford (left) is shown hare
making & sales presentation on his new line of
kitchen dispasers for ganeral manager Gaorgs
Mahotski (right) and purchasing sgent Robert Kulchar

i
of Southern Supply Co. in Sarasota, Fla. ]
LEFT PHOTO: Rexford talks over his new valve iine -!.%

Bill Rexford story is a
living case in point.
The son of Elkay
Manufacturing Co.
vice president/mar-
keting Fred Rexford,
Bill got his start in
the M/R business 12
years ago when his
father arranged a
meeting for him with
Bob Bond, at the
time Elkay's repre-
sentative in southern
Florida. Due to retire
within the next de-
cade, Bond needed an
mssistant to groom as an eventual successor, and
found Bill to his immediate liking. And so, in
March 1967, Rexford and his wife Joyce. both na-
tive Midwesterners, bid farewell to the snow and
cold of their suburban Chicago home and set off for
the promise of a new career in sunny Miami.
Although he had spent the previous three years
working as an inside salesman for a Chicago-based
OEM faucet manufacturer, Bill was at the time ba-
sically innocent of the ways of this industry. He
therefore underwent the traditional initiation rites
of this business, serving & six-month stint in the
Miami warchouse of Bond Plumbing Supply, Inc.,
owned and operated by Bob's brother, 0. P. Bond

SUPPLY HOUSE TIMES, August 1978

PHOTO INSET: Rexford checis on some defactive
toilet seats with Coy Linzy of Paimetio Pump &
Irrigation Company, locaied in Bradenton, Fla.
PHOTO BELOW: Rexford makes a sales prasantstion
on Elkay's new lina of two-handie, washeriess fauceis
for Jimmy Crowell of Crowell Plumbing In Tampa.

g

Jr. Burviving the rigors of that ordeal intact, Rex-
ford was then dispatched to Orlando to begin his
MR career in earnest, selling Elkay stainless steel
sinks and Olsonite toilet seats to Florida west coast
CUStOMErs.

"Bob Bond really didn't have the time to properly
train me for selling,” Bill remembers, "so I had to
pretty much fend for myself. My dad alwaye coun-

(Continued on next page)
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® Complete Line . . . every type, size and
style, and bristle materia| you need to
provide fast, across-the-counter, one-stop
service for all your customer’'s needs. From
one source with one high quality standard
« « - Immediate delivary.

® Performance-proved. .. Mill-Rose “Clean-
Fit" brushes are engineered by the indus-
try’s leading brush manufacturer, Then field-
checked regularly to be sure they do the job.
® Name-branded . . . because you can con-
fidently sell a brush we're proud enough
to stamp with the Miil-Rose name. No
Brand X's . . . no fly-by-night trick names.
All Mill-Rose,

YOU PROFIT when you stock and promote
Mill-Rose Brushes. PHONE US today for
profit-building information on the Mill-Rose
Line. It's your profit-line . . . Mill-Rose.
Available in plumbing and refrigeration sizes.

“Clean-Fi Bariiah Condenser
Saatant Taps Brugh tube Brushes

Hauid ana ges procsks and lees Hees,
Serateh

hargwood handrs with hand-fitting grip.
Cordenser tubs

THE MILL-ROSE COMPANY

T885 Tylar Boulevard « Mentor, Ohio 44080
Phone: 218-255-9171

“Clean-Fit" Sealsnt Tape — Made of 1009 Tefion® to produce &
Clezn, gifizienl, camy-to-tightes thrasd ERESMbly 08 ail kinds of pipa,
including plestle. Simpiifies joint tightening and loosening, Use on

—Rugged sleel wirs Drushes Simmiy Imbeddad in 55 i
— Choice of four briatie wirss — stsinless

Bng high-Laren stoel. brass, or Nylon. Fouriesn Sidsaters *ram W~
%o 3. Can scoommodate Eny number of 38° sorow on extenslons.
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seled me that a good salesman cultivates first name ;
relationships with at least one of three groups: en-
gineers, wholesalers and contractors. T guess be-
cause the third group appeared less formidable to &
me, I began calling on plumbers, carrving a simple
wooden toilet seat under my arm to use as a prop
for my sales presentations, =

‘It actually was an excellent way to begin,” he i

continues. "The product could hardly be more

rudimentary, and [ found a much larger tolerance
for error and ignorance among contractors than I
did with the other two groups. I'd carefully enu-
merate all the special features of the seat—1-2-3-4.
right down the line until T had brought up abso-
lutely everything that could be discussed.

"l had trouble getting my story straight at times.
and was almost at a loss to answer any technical
questions, but eventually things began to fall inte
place. One day I suddenly realized that I had de-
veloped a little routine—and a preity good one at
that!"

Rexford worked six years for Bond & Associates,
leaving in 1973 with another Bond trainee, Jeff
Nelson, to form MACO. Representing Elkay sinks
and In-Sink-Erator disposers, the new agency’s
trade area was initially confined to northern
Florida, with Bond & Associates retaining the
southern portion of the state. Then, in 1975, the
pair re-merged with Bob Bond, with Bob becoming
a semi-retired consultant for the firm and MACO
acquiring representation rights to the entire state
for Olsonite, Powers Regulator and Garvin, as well
as Elkay and In-Sink-Erator. MACO econtinues to
represent all but In-Sink-Erator, whose contract
was discontinued this spring when Elkay intro-
duced its new line of residential disposers. In April,
MACO acguired the Milwaukee Valve line.

Although the firm achieved an approximate sales
volume of $4 million in 1977, MACO consists of
only four full-time employees, all of them agents in
the field. In addition to Bill Rexford on the west
coast and Jeff Nelson (based in Ft. Lauderdale) in
the south, the company has Bill's brother Doug
Rexford, who covers the Jacksonville Gainesville-
Talahassee area from his home in Jacksonville; and
Lee Talley, until recently a branch sales manager
for the now shuttered Horne-Wilson Co., who cur-
rently calls on wholesaler accounts in Leesburg, Ft.
Pierce, Daytona and his home base of Orlands.

Superior Sales Pitch

Although Bill Rexford has a number of strong
points as a salesman, casily his most formidable
fContinued on page 156)
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talent lies in the area of in-depth product knowl-
edge and marketing savvy (both on behalf of his
own lines and those of his competitors), az well as
in the ability to present an organized, effective
sales pitch that literally compels the customer to
buy.

As we shall see later in this article, the Rexford
approach is not the overblown harangue of vour late
night TV, used car huckster. His tone instead is
casual and conversational, but unwaveringly insis-
tent; laying fact upon fact upon fact to develop in
the customer’'s mind a clear and concise under-
standing of all a produet’s features. His objective is
to impress upon the client what he believes to be
the first rate quality of his lines. And while Rexford
will resurt to a variety of promotional strategies to
accomplish this, it is basically a case of one highly
determined personality leaning carefully but firmly
against another.

“Regardless of whom I am pitching—wholesaler,
contractor or engineer—inevitably they're going to
admit at the end of my presentation that they like
my product. What else can they say?" he asks in
mock exasperation. "All my lines are of excellent
quality, and these people are not going to tell me to
my face that they cannot stand what they know to
be self-evidently superior.

“The next step, once a customer has conceded his
preference, is to obtain as solid a commitment as
possible for (depending on whom I am calling) spec-
ification, inventory or job installation. In this situa-
tion, ] am very reluctant to surrender to a cus-
tomer’s ambivalence. I never hesitate to ask for the
order—and repeatedly in the same call, if
necessary—just so [ can get the item in their hands.
Once they have seen it perform, then the momen-
tum iz all in my direction,”

in Defense Of The Hard Sell

In our previous six "Road” articles, the hard sell
aspect of salesmanship has been judged a decidedly
inferior technique to the concept of personalized,
ever-ready customer service. Given the repetitive
nature of most sales relationships in this industry,
there’s no question that our priorities have been in
proper perspective. Of course, customer service is
also a crueial component in Rexford's formula for
sales success, although he acknowledges the va-
lidity of certain customer complaints that he occa-
sionally falters in this area (due mainly, he insists,
to his firm's total lack of a full-time administrative
staff).

But these are hectic times for MACO, with the

{Continued on page 158)
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MANUFACTURING
COMPANY, INC.

Circle No. 136 on card, p. 215

On The Road:
Bill Rexford

aforementioned introduction of several new product
lines to its offering. In addition to the disposers,
Elkay has also recently unveiled a totally new line
of two-handle, washerless faucets. Along with the
new valve line, this is a tremendous influx of new
product, and it has compelled Rexford and his three
associates to be far more active in the area of set-
ting up new distribution than would normally be
the case.

This of course afforded us an excellent opportu-
nity to witness and evaluate a much different type
of selling than we have previously observed in this
series. The remainder of this piece will therefore
consist of a chronological account of my two days in
the territory with Rexford, including at least a brief
description of the events of each call and a commen-
tary by Bill on his own performance. In a number of
instances, T interviewed the wholesaler on the call
(out of earshot from Bill) for his view on the MR in
general and the quality of Rexford’s performance in
particular.

158

The First Day

Qur first call on Tuesday morning, June 13, was
Palmetto Pump & Irrigation Company in Braden-
ton, located 45 miles south of Bill's Tampa home.
During our half-hour drive to this initial call, Bill
and 1 discussed the general nature of his daily sales
routine,

"While I drive 30,000 miles annually, about 60%
of my time iz spent in Tampa and the immediate
vicinity,” Bill remarks. "The rest i= split evenly be-
tween Lakeland, Ft. Myers, Ocala, Bradenton and
Sarasota, all within a 70-mile radius of my home.”

Bill devotes approximately half his sales calls to
supply house accounts, another 25% to engineers,
15% to contractors and the remainder to miscel-
laneous prospects such as school boards, industrial
plants, etc. At least this is the normal routine; al-
though lately—again because of the new
products—he has been spending much more time on
secondary calls, orying to get a toehold in the terri-
tory for these items.

“You really cannot break into a market with a
new item unless you have some feedback from the
field.” he comments. "Wholesalers like to see new
products, but after one of my presentations the first
guestion they'll invariably ask is: 'Is it approved?”’

{Continued on page 160)

Circle Mo. 23 on card, p. 215 B>




TRAEﬁION

SPM 5 much more 1

just a large SpAte housing the most

compranensve inventones of Stmnless Steel Fipe, Flanges, Fittings.
Valves and Nipples in the Midwast

OUT OF STATE
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"Bo, for example, when MACO obtained the Mil-
waukee Valve line, the first thing I did was ap-
proach the three largest engineering firms in
Tampa, to persuade them to specify the line. Find-
ing a receptive audience at one place, I was then
able to return to the wholesalers with the news that
such-and-such engineering firm is specifying the
line, so why not put in a stock?”

Rexford believes it is these secondary calls which
make or break a Rep in hizs market. A produet is

160

never fully established unless all three sectors—
engineer, wholesaler and contractor—have ex-
pressed more than a casual preference for the item.
Even then a Rep cannot feel totally assured.
"Obtaining zpecification for your lines and then
making that specification stick is a real battle,” he
remarks. "It used to be that an engineer’s job plans
would specify one and only one product for an ap-
plication, without mentioning any equivalent lines.
So, it was relatively easy to keep that spec in place.
"Today, project plans tend to permit ‘or equals’ in
addition to the specified line. Assuming one of my
products is specified, this listing of alternative
brands implants the notion in the engineer's mind
that a competitor's product is the equivalent of

{Continued on page 162)
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mine in terms of materiala, construction, engineer-
ing and performance, when in fact it isn't even
close.

"So, if I get bumped off the spec because my price
is too high, I'll have to pitch superior quality,” he
continues. "If that doesn't cut it, then I'll try to per-
suade him to consider the lower end of my line, I'll
tell him he's unfairly comparing a competitor's
Chevy to my Buick. If my Electra is too expensive,
he needn't go for an Impala. Why not try a
LeSabre?—he still gets his price and a Buick to
boot.

“If this argument is successful, then I have to go
out and persuade the contractor to use it on the job
and the wholesaler to put it in stock. Like | said. a
product iz never completely sold after one call.”

No-Show At Paimetto

The first call of the morning was & bit of a disap-
pointment. Although Rexford had called in advance

1562

to set up a meeting, his main contact at
Palmetto—sales manager Herb Bounds—had to be
out oh & customer service call himself, and so Bill
wasn't able to give his disposer presentation.
Nonetheless, he spent about 15 minutes on the
premises that morning, chatting with estimator
Norm Steinberg and checking defective merchan-
dise with ingide salesman Coy Linzy. He also
sought out purchasing agent Bob Wylie to at least
let him know that the new disposers were avail-
able.

The Palmetto visit was in many ways typical of
the kind of call Rexford makes on wholesalers.
especially in regard to the casual manner in which
it was conducted. While the Florida market is re-
puted to be highly competitive, the business atmo-
gphere is extremely low key and informal—from
the style of dress to the tone of the conversation.
Bill rarely wears a tie, and on especially warm
days, he may even forsake his sports jacket. While
in the case of the Palmetto call, he made an ap-
pointment with the sales manager, Rexford usually
just drops in on his supply house customers unan-
nounced.

You eall on the wholesaler so often over the

(Continued on page |64)

SUPPLY HOUSE TIMES, August 1578




[ITIVE PRICES y«

= | ! = [# ] e =

CHECK ALFY'S FRINGE BENEFITS!

* No
SPECIALISTS in s

Circle No. 139 on card, p. 218

DUNTON £

<2SOLDER

~—== ANDPASTE

——

“Emﬁ I'. SELF CLEANING PASTE FLUX
’r..... uwe.. U7 | SPECFICATION GRADE SOLDER

1 AVALABLE DMLY THACRICH FeGHEST
| you THAT |
| Sat MARGIN | THE M.W. DUNTON COMPANY

p 150 KINELEY AVENMUS » BOX s408
| oF SAFETY ! FROVIDENCE, B. 1, 32840

(401) 331-3800
Circle No. 141 on card, p. 215

GRAALIT T wmDLFRL) e

illl'fhelload:
ﬂ_ﬂaﬂord

years, that a very light and casual relationship in-
evitably develops,” he comments. "These people are
In essence my friends, and so I'll often walk into a
supply house without the slightest intention of sel-
ling anything. I might spend an hour and & half
just sitting around and drinking coffee, visiting all
the people 1 know: the manager, the purchasing
agent, the estimator or quotations clerk, and even
the counter personnel. These people at the middle
and lower levels of the company are potentially its
future managers. And since [ plan to be around
awhile, it's not a bad idea to establish a rapport
with them right now.”

However, if Bill does have to launch a sales pre-
sentation, it is usually in the presence of the branch
manager or his chief marketing man.

“This is because of the central buying arrange-
ments of a number of multi-location wholesalers.
whose headquarters are outside my immediate ter-
ritory,” ho explains. "The manager or the branch

164

buyer usually cannot make a major stock commit-
ment on a new product; but they can buy their
'shorts’ from me. If the results are acceptable, I—or
more likely one of my associstes—can then call on
the corporate sales manager, demonstrate the
branch manager's buying preference, and offer to
help arrange a central purchasing schedule.”

Although it followed the routine fairly closely,
the Palmetto call did possess one unusual aspect:
Bill came away with an order for 130 plastic seats.

"1 don't often leave a supply ‘house with an or-
der,” he remarks. "In fact. I don't especially like to
leave with one, and I'll usually suggest they send it
directly to the factory.

"Since I'm traveling constantly, I might not have
a chance to sit down at my office and process that
order for several days,” he explains. “And so unless
the order is for a new product, and I don't want to
give the customer a chance to change his mind: or
an emergency delivery, in which my handling the
order might expedite shipment, I would prefer the
wholeszler handle the order himself.”

A Successful Call

Bill made two other calls on Tuesday morning,
both of them consisting mainly of a sales presenta-
{Continued on page 166}
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tion on the new disposer line, and both resulting in
firm commitments on the part of the wholesalers to
buy.

At Hughes Supply Sarasota branch, Bill talked
briefly to manager Jerry Coleman and industrial
salesman Blair Evans in the warehouse. We then
moved to the office of plumbing manager Charlie
Reed for a concentrated 20-minute presentation on
the new disposer line. Bill began by spreading open
the six-page product pamphlet on Reed's desk, to
describe in detail the five different models available
in the new line. Having brought with him two
operating units (the top and bottom of the line), Bill
then plugged the low end unit into a nearby wall
socket to demonstrate its comparatively low noise
level. “If the competitive model is so quiet,” he re-
marked, "think how much better sounding the high
end model must be!”

Bill remarked to me ssveral times over our two-
day visit that the most difficult aspect of selling a
new product is moving it off the wholesaler's shelf
after the initial purchase. "With a decent product,

164

it is relatively easy to sell the wholesaler,” he
comments. “But if a contractor is used to installing
a certain item, it can be very hard to persuade him
to change.” Charlie Reed, who had been buying
Bill's old disposer line, was impressed enough with
the presentation to switch allegiance for the
minimum order.

To partially counter this problem, Rexford was
willing, if necessary, to personally fund contractor
advertising in the local media to help build momen-
tum for the line,

“Elkay’s a good company and Bill's a good Rep,”
he remarked. “T know they are not going to market
with a shoddy piece of merchandise. As for his pre-
sentation, Bill carefully took me through all the
unit's specifications, step-by-step, so I clearly un-
derstood what I was buying. That's a lot better than
just throwing the brochure down on my desk with-
out explanation, in which case I probably would
have ignored both it and the salesman.”

Selective Distribution

Ancther crucial element in Rexford's sales pre-
sentation was his promise of selective distribution.
He confided to each wholesaler prospect that he was
seeking to establish only two or three distributors
in the area, a selling point that sat very well with

i Continued on page 168)
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Charlie Reed.
| "We push new items very hard,” he comments.
| "And we don't think it's fair for us to do all the
work to establish an item in the territory, only to-
have the manufacturer permit competing supply

houses to come in and reap the harvest of our
labors.”
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: For Bill Rexford, selective distribution is a com-
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mon sense method of insuring the success of a new
item which, despite its strong potential, might ':f_"_f‘\':
otherwise lie stillborn on the warehouse shelf It vl

also servea as the primary antidote to this indus-

try's seemingly perpetual hassle over price and

what constitutes a justifiable markup for a

STAINLESS STEEL SINKS whaolesaler.

"If everybody is carrying the same item in a trade

area, then price becomes l:i-:ra sole distinguishing

factor among competitors,” Rexford remarks.

"Smart wholesalers will quickly lose interest in this

situation, leaving the rest of the market the un-

happy task of cutting one another's throat for the

business.

?“Hit p n ’”npa’q\f "The Elkay rljspm-ers: .thp fau_cets 1anu|:1 the valves

Ly um are new items,” he continues, "so I'd just as soon

limit distribution to encourage the chosen few to go

SAN FR ﬂNL i :'; K1 all out in their promotional efforts. Limited compe-

tition results in a greater opportunity for the

wholesaler to make money, which in turn is strong
incentive for him to work with you in getting a new il

product off the ground.”

{Continued on page 170)
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i We'd aven be prouder if yOu wera among them

2703 Peachtree Square, Atlants, Georgia 30340
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Bill Rexford

Later that morning, Bill struck pay dirt again on
the disposer line at Southern Supply Co. in
Sarasota. General manager George Mahofski
placed an order for 30, and there were strong indi-
cations that the company’s other two units in Ft.
Myers and Bradenton would also order 30 each.

PHOTO ABOVE: Bill Rexford has a few laughs with Pete Harris
mmumumuuwmm.wm.m
warshouse foreman Doug Matley.

Our first visit after lunch. however, failed to pro-
duce such beneficial results. Bill made another dis-
poser pitch to president Pete Harris, at the upen
air city counter of Mideoast Wholesalers in
Sarasota. The presentation was as thorough and in-
formative as any of the others that dav. But on this
sticky hot June afterncon, the gruff but affable
British emigré just didn't seem to be in the mood to
buy. But Pete did have time for a few complimen-
tary remarks on Bill's behalf:

"T've known Bill for a long time, and he’s a good
man,” comments Harris, who in 1955 immigrated
with his wife to the U. S. from Winchester, Eng-
land, where he worked as a bobby. “Bill takes care
of things for us verv well, although I do have to
prod him a bit at times. But he's consistent with his
calls, dropping by once a month or so, which is the
way a Rep should be. Some of these fellows come
around every two weeks or less, literally erying for
an order. | hate that! | see a couple of them so often.
| sometimes think they're on the payroll.”

Harriz admitted to me that he might eventually
take on Bill's new disposer line. But then, by way of
explaining his current refusal to buy, he echoed
Rexford's complaint that the trade is often the

(Continued on page 172)
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On The Road:
BillRe!iord_

toughest sale of all.

"T've sold Bill's old line for many years and with-
out any service problems to speak of And frank]y,
Mideoast has worked hard to convince the trade
that it's the best disposer on the market. Our Cus-
tomers are used to it, right down to the last nut and
bolt. If 1 switch brands. they're not likely to be
thrilled with my decision. ‘God Almighty! We get
used to one line and vou change to another!” No sir,
I'm not looking forward to that sort of problem at
all.”

Uur next call was on Rill Haase, manager of
Castle Supply Co. in Sarasota. Again Bill made a
disposer presentation, and for the third time that
day came away a winner. Like Hughes Supply's
Charlie Reed, Haase was impressed with the qual-
ity of the line, but more importantly with Bill's se-
lective distribution policy. “How can I sell some-
thing that everybody else in town is carrying?"

In our interview, Haase gave Rexford high marks
for salesmanship: “Even with that big Elkay sink
line, Bill doesnt rest on his laurels, waiting for

172

people to come to him with their orders. He does a
good job promoting his product, not only with the
wholesalers, but also with builders, contractors and
enghneers, too,”

Nonetheless, he judged him worthy of only @
"C+" on all those tedious but important customer
service tasks a salesman is constantly asked to per-
form: "We'll see how fast he gets back to me with
that catalog I requested today.”

Haase saved his sharpest barbs for the price-
cutting ways of our industry in general and how
certain Reps (not necessarily Bill) contribute to
these problems. His fretful remarks were prompted
by my question of whether or not he likes the Rep
to accompany his own salesmen on calls (a service
Rexford gladly offers).

"On a spec job, a Rep's specialized technical
knowledge can be very helpful in favorably in-
fluencing the builder or the contractor,” he re-
sponded, adding, "but it also opens the door for di-
rect selling. In these times of the large stocking
MR, that's pretty scary to me. Any time they want
to, these guys could change the market around and
become super-brokers direct to the trade for all the
lines they represent. In some cases, the trade is al-
ready buying direct from the factory at 5%, and the
plumber’s minimum order for this discount is

{Continued on page 174)
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Bernard J. Mulcahy
Co., Inc.
1125 East 79th 5t

Bloomingten, Minn. 55420
Phone (612) B54-3421
OUR49th YEAR!

Warehousing PHCNC
Representatives &
Distributors For:

Bell & Gossett
Hoffman Specialty
McDonnell & Miller
Domestic Pumps

Lawler Controls

Danfoss Valves

Weil Pumps

Marsh Instruments
Lochinvar Water Heaters
Thermo/Tech Connectors
Lindsay Water Softeners
Cox Radiant Heating
AHC Solar Systems

Providing The Upper Midwest
Plumbing-Heating-Cooling
& Industrial Markets With
Experienced & Knowledgeable
Engineering, Sales & Service

174

_ F&P
ASSOCIATES. Ine.
REPRESENTING HYDRONIC EQUIPMENT

MANUFACTURERS IN NORTHERN ILLINOIS
& LAKE COUNTY, IND. SINCE 1948

Y /-r:rr.-s_ facturers /’% R epresentatipe

3801 WARREN AVE. BELLWOOD, ILL. 80104
{312) 547-8300, 628-2928

13 ARDITH DR., NORMAL, ILL. 61751
(309) 452-4043

WAREHOUSE

6nTheBoad:
Bill Rexford

smaller than mine! What's the use of making an
inventory investment under these crazy condi-
tions™

Hexford shares Haase's intense dislike for the
MR warehouse. "T'm sure there are certain areas of
the country where Rep warehouses are essential.
But an agent with a warehouse has the opportunity
to provide what T believe to be unfair pricing ad-
vantages to certain of his customers.

"For example, if one of my wholesalers buys 500
Ib. of bronze valves from me, that entitles him to
the best discount available. Now a stocking Rep
with another line of valves could approach this dis-
tributor's competitor and also offer the 500 Ib. dis-
count. But this order might not only consist of
bronze valves, but all the other lines he inventories
as well. The distributor who buys from him—
perhaps 200 lb. of valves and 300 Ib. of his other
lines—has a smaller valve investment but a compa-
rable price. It undercuts the efforts of the stocking
distributor who has made a major commitment in
the form of inventory investment and marketing
programs.”

Haase was also critical of the M/R profession for
what he feels are its flagrantly inconsistent pricing
policies.

"A wholesaler never really knows for sure if a
Rep is giving him the best price available,” he re-
marked. "l might dicker to the limit with an agent,
believing 1 have obtained the best possible price.

(Continued on page 176)
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On The Road:
Bill Rexford

Then I'll get on the phone with one of Castle's other
branch managers, only to learn that the same Rep
has made him an even better offer! And among
M/Rs there are very few exceptions to this rule.”

The pricing problem is a very complicated one,
according to Rexford, and its roots are perhaps not
as deliberately conspiratorial as some wholesalers
would like to believe. "But I cannot deny that as
vou travel from one area of this state to another,
vou're going to encounter discrepancies on price for
the zame produet.

"It probably gets started when an M/R ap-
proaches his principals for permission to offer a cer-
| tain price to spring a large order or break a major
| aceount.” he continues. "The manufacturer might
‘ grant permission in this case, which isn’t so bad;

|

=, Ji : | but then will refuse to give the same price to the
b S next guy down the road, because they feel they
e don't have to.

"In this situation, the Rep is often guilty of being

o too greedy, trying to get all the business in town, no
: : matter the cost. In the end, he hurts himself worst
Thma‘amhmﬁum s At Westrep. of all. For the sake of a big order, he usually fails to

we concentrate on nothing but the huge So. protect all those good customers who give him the

Cal Wma specializing in “shelf” business on a regular basis. The one-shot-only

= mﬁl rtzﬂ'tﬂ;ﬁﬁ;ﬁﬁd DI‘E‘I:G!]:I!? include: wholesaler, who would screw him for a nickel, is
aral arvey Lo., nectorseal getting a better deal than the regular account.” g

Corp . Dearborn Brass and Swan Corp. If

 your firm could use a bigger share of this West- But what does Bill Rexford say to the wholesaler

S amm Westreg knows mm to ook, who wants a better deal }han the competition,
4 ! without any special purchasing commitment on his e
Westrep Co. part? =
3121 Bargiini Bivd, "I would probably tell him that it's against the .
mmw law, pure and simple,” he replies. "As a policy,
; ' MACO holds to set prices regardless of trade area.
{Continued on page 268)
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On The Road:
Bill Rexford

x 4T A

I'll admit a large commercial order might elicit a
special discount, but for stock orders it's all pretty
cut and dry—a truckload order brings a trucklead
price.”

The last stop of the day was a courtesy call on
Southern Supply's service branch in Bradenton.
There Bill dropped off some disposer literature and
informed the manager of George Mahofski’s favor-
able reaction to the new line.

All in all, it was a fairly productive day for Bill
Rexford. He started out looking for at least one
solid distributor for the disposers and ended up
with three.

"This line has the potential of $25,000 in annual
commissions,” he remarked to me, "and my initial
volume goal is 1,000 units per month. If all these
managers follow through on their expressed com-
mitments, I think I'll have this territory pretty well
under control.”

Selling The Valves

Our first eall Wedneaday morning was on Gor-
man Co.'s branch in Tampa. Here Rexford attempt-
ed to persuade manager Ed McFarland to put in a
supply of his new valve line, "to build a track rec-
ord which will prove to my principal that he is a
bona fide distributor,” Bill explained. "This way, [
will be able to extend him preferential discounts.”
McFarland, however, would make no firm commit-
ment other than to say he might be able to buy
later on.

Our next stop was the engineering firm of Healy,
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Hargan & Matten. Production manager Bob Bur-
ton ushered us into & small conference room, where
Bill launched a presentation on his new "Butfer-
ball” valve line. As with the disposer presentations
of the previous day, Bill carefully enumerated all
the features, functions and applications of the line.
Bob Burton is a registered engineer, so there was
no fear of Bill's talking over his head; if anything,
Rexford had to be far more thorough on his techm-
cal descriptions here than he would have been with
a wholesaler or contractor.

PHOTO ABOVE: Bill Rexford talks with Gorman Company's
Tampa branch manager Ed McFerland about putting in an
inveniory of bronze plumbing & indusirial valves.

As Rexford later termed it, he basically talked
“horse sense” to the engineer, emphasizing for
example the versatility of application of the But-
terball: "It permite full flow like a gate valve, while
you can meter it like a globe and balance it like a
ball valve." When Burton questioned the quality of
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the rubber seal (in contrast to a gate valve's metal-
to-metal seal), Bill showed him the federal specifi-
cation number in the product literature: "A very
important consideration for us with all our gov-
ernment work,” Burton acknowledged.

Bill then made an actual demonstration of the
seal’s effectiveness, using a portable pressure
tester. With it, he placed a model valve under 175
Ib. of gir pressure, air being the toughest test for
positive seal No leaks manifested themselves for
the duration of our visit.

At the close of the presentation, Bill—true-to-
form—asked Burton if he might substitute the But-
terball on a job already apecifyving globe and gate
valves. Apparently impressed by what he saw, Bob
replied that he was in the process of changing his
firm's basic specifications and that he would defi-
nitely consider using Bill's new line.

“T thought Rexford's presentation this morning
was a good one,” Burton told me. "The key is that
Bill understands that T have a limited amount of
time to handle my main respinsihilitp—designing
jobs—and how [ therefore dislike a Rep calling on
me without something specific to talk about. Famil-
iar with the extent of my knowledge. he knows how
much of his pitch to skip and that he's better off
getting straight to the point—the product.

“Of course, I've learned to look past the ‘pitch’
portion of every M/R's routine.” he continued.
"While they are always emphasizing the best fea-
tures in a product, I naturally seek out its limita-
tions. What 1 like about Bill iz his honesty. He
showed a great variety of valves this morning, and
their quality iz obvious. But there is an equally ob-
vious difference in the way the valves are con.
structed across the line, Bill didn’t try to bluff me
on this point by telling me the biggest valve izn’t
any different than the smallest one. I appreciate his
not insnlting my intelligence.”

Our next call—and the last one of substance dur-
ing my visit—was on Crowell Plumbing in Tampa.
where Rexford made a faucet presentation to owner
dJimmy Crowell. Rexford admitted to me that Reps
making solo calls on the plumber is hardly & popu-
lar activity among wholesalers.

"Bume agents work on the premise that the
plumber’s brand preference dominates the market,”
he explains. "Tn other words, he will inform the
wholesaler what he wants to install, and the
wholesaler will accommodate the contractor, even
though he might not be all that partial to the MR
involved.

"Well, I don’t agree that plumber preference al-
ways dictates, nor do I think the Rep should spend
too much time encouraging the plumber along
these lines. The problem is, once a Rep gets heavily
involved with the trade, he invariably finds himself
discussing price. Before long vou're quoting the
product direct, and therefore trimming the
wholesaler's margin, if not cutting him out al-
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together. If T do call on a contractor to sell him an
item, I'll inform the distributor of my intentions
and request a quotable price to pass along to the
trade.”

Selling around the wholesaler then wasn't on
Rexford's list of objectives for the Crowell call, In
fact, Rexford had already pitched the plumber on
the new faucets, but the distributor salesman had
failed to follow up on Bill's efforts.

“Initially, T went to Crowell, not to sell, but to
demonstrate the product, and Crowell expressed
considerable interest in it at the time” Rexford ob-
serves. Now that the wholesaler has failed to
capitalize on the lead, Fm back to square one. I'm
still enly demonstrating this morning, but this time
I'll add a few ineentives to get things rolling.”

The extra incentives were two in number. First,
Rexford offered to accompany Crowell’s son Bobby
to demonstrate the new line to builders. "The kind
of technical knowledge Bill has is very impressive
to the builder.” Crowell later explained.

Rexford also offered Crowell three or four sets of
the new faucet, free of charge, for use on his service
trucks. This common practice of Rexford's is ba-
sically an expression of confidence in the superior
quality of his lince. He reasons that a single appli-
cation will prove so overwhelming impressive to the
user, that he will be unable to resist huying

The Younger You Are
The Harder You Work

Our final two stops of the morning were essen-
tially courtesy calls on Charles Sales and Bond
Supply, both in Tampa, a welcome tapering off of
the energy level of these two very full days. As we
drove to the airport, Bill and I had a chance to re-

{Continued on next page)
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On The Road:
Bill Rexford

tlect both on the experiences of the past 30 hours as
well as those of the past [1% vears, All in sll, Bill
Rexford feels his hardest times are well behind
him.

"My father gave me an excellent opportunity to
get into this industry, and for this T owe & lot Lo
him.” Bill comments. "But those first vears were
not easy. You work a lot harder when vou are
young and new to the industry, strugghng to get to
know the right people and struggling to get the
right people to know you

"But once you have laid this groundwork, it all
becomes much easier, For instance, there's no way
in the world I could have walked into that en-
gineer's office this morning, cold off the street, and
even shown him those valves, let alone obtained a
specification commitment from him, But we have
been dealing with one another for a long time and
favors to each other have accumulated. T now have
his confidence so that he specifies my lines on a
regular bagis.”

Rexford =sees this kind of reciprocal lovalty as
crucial to his success. "1 depend upon my stocking
distributors to let me know what the competition is
up to in the marketplace. By simply informing me
of the latest deal proposed to them, I can then re-
port to my principals and perhaps put together a
counter offer. In return for these favors, T won't go
out and sell every jobber in the market.”

But such lovalty has to be carned by a Rep and
Rexford has garnered the respect of his customers
through his comprehensive sales approach. with its
accent on extensive product and marketing exper-
tise

"MACO can presently claim most of the major
wholesalers in thiz state as =tocking distributors.”
Rexford points out. "and with the additdon of the

)

three new lines, we have an annual volume poten-
tial of $10 million. With that sort of income, MACO
might be able to hire additional men based in mid-
sized towns like Ft. Pierce, Palm Beach or Sarasota.
Perhaps we might open clerically staffed offices in
our current larger base cities. Either one of these
ideas would represent a major advancement for us,
because field coverage and inside customer service
capability are two overriding considerations for
manufacturers in search of representation.”

PHOTO ABOVE: Here on the final call of my two-day trip, BIlV
Rexford discusses 8 possible future order with estimator Dick
Partow (center) and manager Joe Provenzano of Charles Sales’
Tampa branch.

As for his own career, Rexford hopes to continue
selling indefinitely. "1 just hope I never reach the
peint in old age where [ get piggy about money and,
wanting it all for myself, fail to provide for the
long-term growth and continuation of this com-
pany. By the time Jeff, Doug and myself are in our
50s, we should take on vounger people to learn the
business and to better relate to the yvounger per
sonnel moving up the management ladder in the
supply houses of pur market.

'T just want to be in a position 20 vears hence to
offer some young fellow the same chance my father
and Bob Bond gave me.” +
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