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BY WILLIAM A. PARSONS, ASSISTANT EDITOR

he landscape of the con-
tractor trade is changing.
The once clearly defined
lines between the remodeling
and the home building
contractor are blurring.
As tight credit, stagnant
e »  wagesand tax pres-
7 sures make large con-
struction and home building
projects scarce, contractors are
turning to the oft-neglected remodeling
market to survive.

[LLUSTRATION BY RICHARD McNEEL
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The home maintenance and repair
market, historically less affected by eco
nomic downturns than home building,
has given many contractors a safe haven
to wait out America’s current economic
crisis.

Retailers willing to cater to the shift
toward remaodeling could gain a loyal
and committed clientele that will
make their business thrive
when the economy does

recover. The remodeling
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| ing it hard for all but the
strongest and most
committed contractors
to survive. And just as a
wolf will trail a herd of
elk or deer and pick off
the weak or sick, only
the strongest, smartest
and best organized con-
tractors will control the
marketplace by the time
the recovery arrives.

I'he emerging breed
| of contractors are stir-
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CREDIT
Vithout credit,

contractors are
forced to tie up large
sums of their own
cash while they
build. But for many
contractors whose
business is mainly
remodeling, credit
can be hard to find.

Most remodeling
contractors today,
says Stoppelwerth,
have only one-man
crews. Since their
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house or redo a bathroom. They may
even be computerized.

Industry expert Walter Stoppelwerth
estimates the sales volume of America's
remodeling industry will rise 3 percent
to 5 percent annually during the 19905,
The National Association of Home
Builders (NAHB) agrees that the remod
eling and repair business is on the verge
of significant grawth,

By 1993, Stoppelwerth predicts that
remodeling will exceed new single-fami-
ly construction, with professional con-
tractors doing 80 percent of the work,

I 1991, major building projects like
home additions fell 8 percent to $51.]
billion, the NAHR reported, while the
home maintenance and repair market
1ose 6 percent 1o $54.6 billion. By the
year 2000, the NAHB predicts that
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way fo encourage
purchases. Retailers
employing this policy
set target goals for
their customers based
on the previous year's
sales. Contractors
who meet or surpass
TN the goals receive
contractors. rebates.
DELIVERY
Transporting mate-

rials to the job site is
almost a necessity if retail-
ers want to attract the
home building contrac-
tor. It's also a service
desired by the remod-
eling contractor.
Having to send a man to
fetch supplies on off-hours or
having a crew stand idle while waiting
amp for materials to arrive from the lumber-
yard costs contractors a lot of money.
Retailers can eliminate contractor
down time by encouraging them to fax
or phone in their orders early and by
offering 24-hour delivery. The new
breed of contractors desires a delivery
service that is fast, efficient and helpful.
‘To make sure they get their trucks to
where they are supposed to be, on time,
her Strait & Lamp has a radio dispatcher.

Determining what (o charge for deliv-
ery service can be a tough matter to
resolve. Cleaver's SERVISTAR, which
runs its tractor-trailers as far as 75 miles
from their store, charges by the distance
and the size of the load. Jay-K Lumber,
on the other hand, charges $7 per load
whether the delivery is a few blocks
away or 75 miles away. Other retailers,
like Bob's Ace Home Center in Rockford,
1L, do not charge for local delivery but
do so for trips of considerable distance.

GOOD SERVICE

Like the old saying goes, “It doesn't
cost anything to be nice.”

But giving contractor/remodelers
good service goes beyond simply having
friendly employees. Contractors need a
room and sales desk set aside just to
handle their business.

Retailers also need to cultivate the
contractors in their area so that they will
be able to survive the heightened com-
petition of the '90s.

To teach their contractors how to be
more successful, Jay-K Lumber sponsors
all-day educational seminars at a cost of
$30 to the contractors, Collecting the
money in advance ensures that the con-
tractors attend, Kelly says. “Once some-
body pays they're committed.”

The focus of the seminars is to make
the contractors more professional and
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productive, which pay:
Lumber in the long run, Kelly s

Putting a store's entire stock on cata-
log is another move that some retailers
have done to cut time out of finding and
ordering materials. Instead of driving to
the store and waiting while an employee
locates the desired item, the contractor
simply finds the item in the retailer’s
catalog. They then call or fax in their
order, and the retailer has it waiting for
them when they arrive.

FINDING AND KEEPING ACCOUNTS

To find new contr r customers and

p up with current ones, retailers

need a helping hand. That helping hand
is an outside salesman.

The outside salesmanisac
between an agent and a troubleshooter.
Ideally, whether part-time or full-time,
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“We don't have an exclusive outside
salesman; Jlains Walter Dowd, presi-
dent of Beverly Sentry Lumber Co. in
Riverside e're all outside sales-
men.”

Dowd says that he and his managers

: time to visit job sites during the day

and fraternize with contractors and their

employees after work,

Working the roughing
approach that Dowd heljgy,
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Contractors need to get in and out of the lium
beryard quickly. Retailers shouled organize their
veaard operations to make the pick upr process
run smaootfly

chairs. Sitting in the store all day equally
bored him, so ( deaver's put him on the
road

“(Our outside salesman) works two or
three days a week at his pace,” Hughes
explained. He takes care of local
accounts and pays visits 1o work sites.
['he arrangement works well for both
sides—Cleaver's gets the benefit of his
industry knowledge, while he does
something rewarding with his time.

Newsletters and direct mailings are
another method to keep builder/remod-
eling customers informed. Because sim-
ple, direct mailing ad sheets or inserts

can sometimes end up in the trash,
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l h{|\~, [0 use g nes
fifiess, he explains,

(Rl -

I i N.A. Mans & Sons
ows he needs to
ie1n tront of his con-

oes this is to host o
froctor customers.

f. Pierre and Mans

1 planning such a spe-

e outing ot least six
Ince with o country
e of providing o

Jout customer list to determine
rers. Then figure up what it
A 16 event, (psl', include:
“etrentals, door prizes, dinners

In Ejl.l:l'urun:,; its 1989 outing,

; I would cast them $472.75

" 144 intended players and

. hey estimated the

e
110t on 1f

A56

ir;I g
£0sts, Mans went to its sup-

0 MANS TEES 1T UP WITH CONTRACTORS

pliers and asked for donations.

3. Mans has found that it is best to ask
for funds eight to 12 weeks in advance. Man-
agement approval sometimes takes extra
time. Mast firms, though, hove set aside
money specifically for such events or can
authorize it through co-op advertising
occounts.

Mans allocates advertising space in the golf
auting’s program according to haw much the
compony gove. It is o good idea, Mans says,
to invite o supplier's representative to the
event. If a refailer plays his cords right, he
can raise enough from suppliers to pay for the
whole event.

4. Invitations should be sent out two to
three weeks prior fo the event. The confractor
is asked fo call in fo request his desired fee-
off time. Mans' staff follows up all tee
requests by phone.

Mans sends a nofe fo everyane with a con-
firmed tee time, thanking them for planning
to attend. The letter also clearly sets the loco-

tion and the date.

The ployer is given his
program when he regis-
ters. Programs should
include: sponsor’s adver-
fising, your company’s
information and o door
prize number. Including
the door prize number in
the program insures the contrac-
for keeps it throughout the event,
Maons hos discovered.

5. After all the porticipants have fin-
ished, a dinner is served af the golf club and
awuords ore given and door prizes drawn.

Mans gives awards for high score, low
scare, closest to the pin and longest drive.

&. While the retums to the retailer are fun
memories ond increased business, Mans says,
the best part is that retailers can defer most
or all of their costs through careful planning.
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