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WHAT'S WRONG WITH

PLUMBING INDUSTRY
MERGHANDISING?

O Fred Rexford, vice president-
marketing of Elkay Mfg. Co.,
thinks plumbing industry
merchandising is stagnant. Since
1957, Rexford has had a major
voice and been a mover in the
merchandising programs of the
plumbing industry, on an indus-
try-wide basis, as well as in the
interest of his own concern, a
leading manufacturer of stain-
less steel sinks, faucets and water
coolers. Few others are as exten-
sively familiar with the industry’s
merchandising and promotional
programs. DE/Journal recently
interviewed Mr. Rexford for his
current appraisal of plumbing
industry merchandising. Ex-
cerpts from the conversation
follow.

Q: You feel there’s a lack of ex-
citement in plumbing industry
merchandising today. What
about past programs, such as Pri-
vazoning, Sinkronizing, Water-
Right House, etc. Did they fail?
Rexford: “They didn’t fail, but
they didn’t succeed as they
should have because we didn’t
have a continuity of support from
the entire industry — the plumb-
ing contractor, the wholesaler
and the manufacturer. There was
not a uniform, long-term effort.
“Industry-wide programs are
not necessarily out-of-date. But
consider: There’s only one
organization in the plumbing in-

dustry that supposedly is sup- .
ported by all facets of the indus-
try, the Plumbing-Heating-Cool-
ing Information Bureau. Yet only
a few manufacturers,
wholesalers, contractors and rep-
resentatives participate. In my
term of office as president of
PHCIB, we took the basic idea of
Sinkronizing—which was an
Elkay program to sell not one sink
in a home, but four or five or
six—and we turned it around to
call it WaterRight House so the
entire industry could use it. We
had WaterRight Houses from
Dubuque to Alabama. It was suc-
cessful—but not consistently




successful because it was not
properly funded by everyone in
the industry who benefited. We
were talking about a water heater
that was big enough to do the
job, a better bathtub, more water
closets, etc. The Plumbing Fixture
Manufacturers Assn.’s Privazon-
ing campaign should have been a
tremendous success; it was only a
limited success for the same
reason. :

“There has been a residue to
many of these promotions; we
do sell more equipment in a
home today than we did 25 years
ago. But too often the industry or
a company has eliminated the
program they had last year to take
on a new one, when the last one
was probably better. And the in-
dustry has not been willing to
properly fund PHCIB. | can't tell
you what the funding method
should be—I'm sure it can’t be a
tax, it can’t be based on
manufactured units or something
of that sort. | do not think PHCIB
should be a training organization,
or merely a publicity organiza-
tion.

“Until my term as president of
PHCIB, it was basically a publicity
arm. They placed articles in
newspapers, .still do, and do a
pretty good job of it. This is a
service to the industry, but it
should also be the promotional
arm of this business to the con-
sumer. During my term of office,
we were successful in getting
quite a-few people to participate
in such an effort. We ran an ad-
vertising campaign to the con-
sumer. We had press parties, we
told the story. But it wasn’t car-
ried on to a successful conclu-
sion. One problem with PHCIB:
One vyear the president is a
manufacturer, the next year a
plumbing contractor and the
next year a wholesaler. It
becomes an ‘honorary’ situation.
Perhaps the biggest problem:

“We are basically promoting
the use of water, but all water is
public—usually provided by
municipalities. We don’t have
electric utilities and gas utilities to
provide direct support. In the

plumbing industry, the manufac-
turers, the wholesalers and the
plumbing contractors must do it
for themselves.

“The total dollar volume of our
national industry is huge. Yet we
can only raise a pittance for an in-
dustry promotion organization.
It’s ridiculous. It costs Elkay more
money to belong to ARI for the
water cooler industry than it does
to belong to PHCIB. We have the
vehicle, PHCIB, but we don’t
have any tires on it or any
gasoline in the tank. We've got
the body of the car but it's not
going anyplace. It's shameful—
and it’s not in the public in-
terest.”

Fred W. Rexford joined Elkay Mfg.
Co. in January, 1957, as director of
sales. He had served as vice presi-
dent of Globe American Co., was
with Tappan Stove Co. and was vice
president of Thor Corp. A long time
member of the Board of Directors
of the Plumbing-Heating-Cooling
Information Bureau, he has served
as president and then chairman of
the board of that organization and is
currently a director emeritus. He is
also a member of the board of di-
rectors of the Producer’s Council
Inc., a national organization of
building product manufacturers,
serving currently as first vice presi-
dent. A graduate of the School of
Journalism of the University of
Missouri where he majored in ad-
vertising, he also holds a business
degree from Davenport-MclLaugh-
lin Institute, Grand Rapids, Mich.
He entered business after service in
World War Il, as a Lt. Colonel air-
borne artillery with the XVIII Air-
borne Corps, serving in the Euro-
pean Theater of Operations.

Q: What do “people” have to do
with this current lack of excite-
ment?

Rexford: | believe one reason
for the problem is that we're
going through a devastating tran-
sition of people in the plumbing
industry. The family companies
that ran their own show, on the
manufacturing and wholesale
side of the business—and to
some extent on the contractor
side of the business—are being
purchased or combined with
other organizations. This can be
good in some ways, but it can
also mean too much centraliza-
tion to make this industry really
pop because there are fewer in-
dividual pocketbooks involved.
An example of problems with
people: We spent a lot of money
trying to get our representative
organizations to bring in qualified
younger people, and qualified
doesn’t mean you can hire them
for $10,000 a year. You've got to
get a man who can further a basic
organization; he must have a
piece of the action. If this isn't
done, the rep organizations are
going to die and they are an im-
portant factor in this industry.

“About five years ago we
agreed to pay one-half the salary
of anybody that our representa-
tives would hire if they would
get a junior or a sophomore in
college; we'd do it for two years,
if the man was a sophomore, to
hold him with our industry. It
was about 25 percent successful.
We had to drop the program. The
first thing we knew they were
saying, ‘My son, or cousin Pete, is
coming in, will you pay half his
salary?” That’s not what we were
looking for. We were looking for
fresh young men to come into
the sales profession. The plumb-
ing profession is not the most
desirable for young people and
the sales profession is one that is
degraded by our educational in-
stitutions.

“Plumbing contractors, the
wholesaler and the manufacturer
have the same problem. The in-
dustry must do a lot more with

continued on page 32
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FRED REXFORD ON
MERCHANDISING . ..
FROM PAGE 17

the recruiting sections of the
universities. If they don’t, we are
going to keep floundering
because we have not trained any-
one.

“The generation turnover that
we're having in all facets of this
industry, whether it be a
manufacturer, contractor or

wholesaler, is a problem. | note a
degree of less compatibility. The
youth, perhaps being more ag-
gressive, have lost the human
touch in relationships with their
counterparts.”

Q: You believe that wholesalers
should work “selectively” with
contractors. What do you mean?

Rexford: Basically we're a multi-
distribution industry other than
the fixture principals, although
even they have multiple situa-
tions where they have more than
one distributor per market. So
wholesalers are driving towards
the same contractor and bidding
against each other. The plumbing
wholesaler probably must quote
most contractors that ask. But to
get some excitement back into
this industry, he must also say to
himself, ‘Here is my core of cus-
tomers that I'm really going to
work with and help them adver-
tise and promote.” Elkay built its
success on limited distribution.
We didn’t try to sell everyone in
the market. The wholesaler

should have a nucleus so he can
counter the tendency to bid
shopping.

“Some people quote too many
people. The representative goes
to Dodge, gets all the jobs and he
quotes everybody that’s in the
wholesale business. Then every-
body puts out a quotation to the
five or six or seven plumbing
contractors that can get this job.
So the plumbing contractor gets
the job and then he can make the
decision on which wholesaler he
is going to do that business with
this particular time. Maybe
whoever is cheapest or whoever
he can get down in price. I'm not
advocating price fixing or any-
thing illegal, but saying that work-
ing with responsible sources of
supply is the best solution. If a
contractor or a contractor and
wholesaler should find them-
selves in difficulty because of
misinterpretation of specs, a
reliable manufacturer will sit
down and assist the contractor in
solving the problem.”

continued on page 68
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FRED REXFORD ON
MERCHANDISING ...
FROM PAGE 32

function is basically service,
sanitation and health protection.
They sell products to the con-
sumer in a different manner than
someone selling a refrigerator or a
stove. Such wholesalers as No-
land Co., or Bond Plumbing Sup-
ply Co., in Miami, who has built a
$165,000 showroom to service
the contractor, are filling a void;
and of course there are many
others who are doing a great job.
How many of the prime man-
ufacturers with their downtown
showrooms have closed? Prac-
tically all. How many are there in
the city of Chicago? Not one. |

am fully aware that some con-
tractors and some contractor as-

get a better price — they've got a
big investment in manpower and
space, etc. But the same line is
available from a man who
doesn’t have this overhead, so he
will sell it cheaper. This is what
forces showrooms to close. If the
average plumbing contractor
does not support the wholesalers
that have showrooms, they're
making a -serious mistake, be-
cause it’s the lowest merchandis-
ing investment they can possibly
make — nothing.

“I wish | could say that in every
major city across the country
there were showrooms. But as a
matter of fact there are more
showrooms in small town than

Q: What about wholesaler
showrooms? Are they good, bad
or indifferent?

Rexford: “I'm very pro whole-
saler showrooms simply because

sociations do an excellent
merchandising job, but not
enough on a national basis.

“Still, some wholesalers are

there are in big cities. If
showrooms were dotted across
the country, in big cities as well as
the small towns, we could adver-
tise a toll-free number for indus-

of the nature of the majority of
plumbing contractors. Many of
them, and rightly so, feel their

questioning the value of their
showrooms. Those that invested
in a showroom obviously must

try product information. But we

can’t — and that’s a shame.”
continued on page 70
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PROTECTUB
DE LUXE COVER

The best tub cover you can use for
protection after installation to pre-
vent damage.
and water repellent, this deLuxe
cover by PROTECTUB is CUSTOM
MADE to fit.
provides:

PROTECTUB PLASTIK* — 2-piece
prefab. Easy to install, shockproof,
waterproof; made for 14” and 16”
models.

5 % %
COAT-A-TUB—PIlastic, vinyl liquid, %E“%

flexible peel-off film.
TOUCH-UP — porcelain enamel

*U.S. Pat. #D206145

PROTECTUB, INC.

93 Seige! Stree!l Brooklyn N Y 11206

Thick corrugated

PROTECTUB also

* * =

Easy

Controls Noise

Between Floors  Bravents sweating pipes.

Write For Prices, Samples, Details

1460 Industrial Pkwy., Akron, Ohio 44310

USE BETTER PIPE COVER

For economy of fuel and faster, easier installation.

= FOAMEDGE ["

Vinyl Clad Polyurethane Foam

Applied over bare pipes, FOAMEDGE
PIPE COVER reduces heat loss as
much as 80%. Withstands heat to
325 degrees. Not harmed by oil,
grease, or paint. Neat, durable, clean.

“»™ TELEDYNE MONO-THANE
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PRE-FAB m :
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for DUCT BOARD

>CO0op.
yv:fze’-" 19b ’equirs
instayy es,

ADJUST. E55M
TAKE-OFF
7" to 6”

TOP TAKE-OFF
4” to16” dia.

[ ADJ. 6x10x6”
TAKE-OFF  6x12x7"”
6x14x8"

DUCT BOARD requires these new fast &
firm fittings by McCurdy. 3 standard
shapes in wide size ranges for rigid
round, flex or gal. pipe. Tabs fold easily
by hand for solid fit. With or w/o dampers.
SPECIAL SIZES TO ORDER
WRITE FOR SAMPLES & PRICES!

EXCLUSIVE WITH
m
doomer

M i
\“ FPHONE. N 1138 CAMDEN AVE. S.W
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DO YOU CUT METAL?
YOU NEED THE IMPROVED

WILDER
SLITTING SHEAR

SPEEDS WORK
SAVES $ $ %

MODEL

This fast, accurate and inexpensive
slitting shear will pay for itself in a
short time. Available in 5 models, all
with 24%2" throat, cuts from 20 to 10
ga. mild steel and is ideal for copper
or stainless. Leaves no marks on metal.
Can be taken to the job if necessary.

WILDER MFG. CO., INC.

1143 Terven Ave. Salinas, Calif. 93901

Proven and accepted by
the Sheet Metal Industry

for the past 16 years.
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FRED REXFORD ON
MERCHANDISING ...
FROM PAGE 68

Q. What about selling across-the-
counter?

Rexford: Do-it-yourself is here to
stay. People are going to put
faucets in themselves; they're
going to put sinks in themselves;
they’re going to put in a lot of
things themselves. And as long as
we force them to go to home
centers or the lumberyards, this is
where they're going to buy. We
can’t survive on new construc-
tion alone. The plumbing con-
tractor must be willing to give ad-
vice, hire somebody to be there
in front, rent or sell the tools. The
people that have been loyal to
this industry are going to have to
recognize the reality of the ‘home
center’. We cannot die on the
vine. Of course I'm not talking
about the area of sanitation.
Where codes are involved and
the health and welfare of people
is at stake, this is and always
should be the special province of
the plumbing contractor who has
the expertise and is licensed to
perform this vital service.”

Q: Does this mean all contractors
must be salesmen?

Rexford: “Not in the extreme
sense. The contractor is selling
service and | think that’s a little
different animal. Yet he must be
more conscious of merchandis-
ing. We get our business by
default because people must
have a toilet or a bathtub or sink
to live. We don'’t tell them about
our superior products. The
average contractor doesn’t need
to be a super-aggressive sales-
man. But if his journeyman enters
the home on a service call and he
sees the sink, he probably doesn’t
say, ‘‘Hey, you need a new sink,
lady.” He fixes the pipe and he
goes home. That's not smart.
Why can’t he at least have a de-
cent piece of literature on a new
sink, or faucet, etc. to leave?

continued on page 72

TRUSTWORTHY
DRAINAGE
SYSTEMS

Sealite Bell & Spigot premium quality
joint caulking for all types of service,
at affordable prices. Prompt delivery
nationally. Recommended uses:

1— Cast iron soil pipe drainage lines.
White Oakum 110, or new Uni-
pac 130, (leadless). Good chemi-
cal resistance.

2—V.C. or concrete sewer lines. Use
Unipac 130, or White Oakum
110.

3— Industrial waste sewers. Use Uni-
pac 130, or Acid Resistant No.
310-A. Very good resistance.

4— Duriron or Ceramic chemical
wastes. Acid Resistant No. 310-A,
very good resistance; or 310, ex-
cellent chemical resistance.

5 — Refinery or Petro-chemical
wastes. Oily water wastes, or
petro-derivative wastes, in water
enhances joint performance. Uni-
pac 130 or No.310-A.

6 — Water mains. White Oakum No.
220 or 220-A.

7—Joints in buildings or structures.
Fire resistant caulking yarn No.
420.

Sealite makes a joint for every purpose.
If you need technical help, ask for our
recommendations.

SEALITE, INC.
SAN LEANDRO, CA 94577
Tel. (415) 568-1018
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versatile
vermette
material lifts

= Meets or exceeds
Underwriters
Laboratories safety
standards

* Modular design—
Fast, easy Set-up,
take down and
transport

» Two handle winch—
Self energizing Brake
locks load in place

» Model 5124 lifts 500 Ib.
loads to 12/, Easily
converted to 9, 8 or 5/
maximum lifts

» Model 520 lifts 500 In.
loads to 20’. Easily
converts to 16, 15, 14,
11, 10, 9 or even 5/
maximum lifts

OSHA Accepted

e

»"”'ﬁ Model 512A
ook

VERMETTE

MACHINE COMPANY, INC.
No. 7—143rd St., Hammond, Ind. 46320
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FRED REXFORD ON
MERCHANDISING . . .
FROM PAGE 70

“Who's selling the latest
showerheads? Outfits that use TV
and market them in a department
store. One of the hottest items is
the hand-held shower. We're los-
ing that one by default, again to
the department stores. This
doesn’t need to happen!”

Q: What about the “economy
home?” Is this going to affect us
in the coming year? Are there
going to be fewer sinks, fewer
baths?

Rexford: 1 don’t think we'll see
fewer baths or fewer sinks, fewer
anything. It's basically a size situa-
tion. The bedrooms will be
smaller, the living area will be
smaller. But there will be more
pressure for low-end products —
another reason we must revive
merchandising.”

Q: What about industry associ-
ations? Are they doing their job?
Rexford: ““Some are, but too
often they fail to really act on
basic problems. Some are ex-
cellent, super-excellent and
some are worthless. It largely de-
pends on the executive secretary
and his staff, how he handles his
group, what he does. Take
NAPHCC. This is the most
powerful organization in our in-
dustry, potentially. It was the
nucleus of the plumbing industry
when | joined it. But, too often,
the sons and the new employees
of plumbing contractors don't
participate. Too often, it's only
mom and dad that go to the con-
vention. It has become more of a
social situation. When this hap-
pened, only manufacturers that
are really loyal to the plumbing
industry participated and a lot of
people dropped out. They must
get the younger generation to ap-
preciate this organization and
perform more services. Maybe

they have to fund themselves in
such a way that they can do na-
tional advertising on the Water-
Right principle in the consumer
magazines. That’s one possibility,
but that’s not the total answer.”
Q: You're very interested in the
Producers Council. Why?
Rexford: “It's the type of
organization that can develop an
overall effort with other segments
of the building industry. There
are 53 local chapters, it costs a
local wholesaler representative or
factory salesman about $200 a
year to belong. This is an
organization of building
manufacturing companies. Our
distributors can belong to their
local area chapters to be face-to-
face with builders, engineers,
architects. We asked our reps to
join, but we probably have only
60 percent as members.

“It seems that this industry
wants to keep itself segregated
from the rest of the building in-
dustry. Why don’t we participate

" Ameri-Flow
energy-saving
attic ventilators

=

- Rugged all-metal construction * Quiet operation
- Easy one-man installation

Ameri-Flow now offers you 2 fan models to meet your
attic ventilating needs:

Model AF2000, 1100 CFM @ .03 SP

Model AF1000, 560 CFM @ .03 SP
Ask your local supply house to show you these fans or
write us for catalog information.

American Metal Products Co.

Division of Masco Corporation

6100 Bandini Blvd., Los Angeles, CA 90040  (213) 726-1941, (213) 723-9211
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There were few promotions;
thers were few advisory boards.

There was almost no merchan- BUiId your own air

dising effort in the industry. It

wassortoraamiywherepeople | | @OIUtiON control system ! ;

bought and sold and that was

P.O. Box 607 e Bryan, Ohio 43506 e Phone: (419) 636-1194 ¢ TWX: 810-443-2993

about it. Today the majority of in- Youtcaln notw design aKn%(igst;all onucrj.owcr; air pollutiotn ;
control system using standardized component parts

dependent manufacturers do for industrial air systems. Every K & B component is sphop fabri-
have sales meetings and they do cated to rigid standards to provide years of trouble free service.
have a promotional effort. A Whether your requirements is dust control, ventilation, e’
number of wholesalers and con- exhausting or materials handling, K & B offers you S
tractors are making substantial components in all materials and thick-
efforts in merchandising. ness through %2 plate. Most items

Ye A 2 are immediately available from stock or

But we have big questions quickly produced to order, delivered to

that we must face — or we will your plant on time as your require-

lose a great share of our markets ments dictate.

to more aggressive people ..."” )
ENE Write for Catalog No. 77015.
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What do you think? Do you nt
agree or disagree with the opin- -
I

ions on plumbing industry
merchandising expressed in this
story? DE/ Joumal encourages
comment from any qualified

person — manufacturer,

wholesaler, representative or . Manufacturers and Distributors Since 1865
contractor — on the subject.

Write The Editors, DE/ Journal, 1952 KIENLEN AVENUE

110 N. York Rd., Elmhurst, IIl. INC

60126. i " Phone 314-385-5900 ST. LOUIS, MO., 63133
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