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“Say you drop
$30 on the
shirt and pants
and you get
the $3,000 job,
you’'ve made
$2,970 off your

new outfit.”

The Price of Success

Should the Cardinals drop $30 million on Albert Pujols? There’s the old
saying “You have to spend money to make money.” But 30 million? Really?

Spending money to make it doesn’t mean hand over all your company
profits to Neiman Marcus; it doesn’t mean get the $400 jeans if the $40
will do. It does mean, though, that the $4 jeans might not make the
statement you want.

We at Mugler Publications learned this recently—and we’ve invested
more into our business to create a better product. We had several custom-
ers ask us “what’s up with y’all being so cheap?”” So yep, money is tight,
but sometimes you have to empty your wallet a bit more now in order
to stoke it up later. We're spending the money it takes to produce bigger
issues, longer stories, take the trip to the National Hardware Show in Las
Vegas, be THE magazine that speaks for the industry.

At one time, someone here did spend too much, because we're still using
up stationery printed in 1995. Mail a letter? So last century. Who wants to
spend money they don’t have on things they don’t need to impress people
who don’t care? Apparently lots of us! With business, we try to spend on
what matters most.

When you make a presentation to a customer, are you going to wear
the old ratty armpit-stained t-shirt that smells like you did at 5 p.m. last
Tuesday, or will you buy a new set of painter’s whites? Say you drop $30
on the shirt and pants and you get the $3,000 job, you've made $2,970
off your new outfit. You don’t drop that $30, and you might walk out of
there with $0. Get some bleach, at least.

Sure, you can do the job just as well in the t-shirt. 1 know it and
you know it. Does your customer know it? Why not keep a set of first-
impression whites aside for whenever you need them?

What about the three brushes for a dollar? Try 'em once, or better yet,
send me the dollar and I'll invest it in a bagel. Invest the $30 on the good
brush, the results from one job might just get you the next. So an extra
$29.00 and you're looking square into another three grand down the
street. Sprayer? Paint? Same thing! What about image? Logo. Web site.
Wash your truck. Save money, of course, but invest enough that people
know you’re serious.

When I’'m looking for stores and painters to interview, I'll check the
web. Do you have an online presence? It isn't make or break, but it lets
me know what you're up to before | make the call. If | can't find you
online, that means a potential customer can't either. If a customer is only
searching for a painter online, will you get the call?

Now—rplease don’t go on a spending spree and put the blame on me!
Suppose you're chatting up a 21 year old inked ’'n pierced college guy and
he’s perky as Katie Couric and nerdy as John Cusack all at the same time,
yet confident enough to demand $5000 to design your web page. And
you're like “what major corporation do you think | own?” It’s the same as
a painter who wants $900 to paint a 10 by 10 room. Or a ballplayer who
wants $30 million a season even when he’ll turn 40 years old. Good luck
with that, Albert. Call New York.

So shop around a bit. Your homeowner is going to pick a painter who is
a good value, and at $900 a room, we'll try our luck with the 33¢ brush.
$5,000 for a web page? See ya. $30 mil for baseball? Not in St. Louis.

Maybe one day someone will write the perfect book on the minimum
investment for the maximum return. That would be money well spent. TPC
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never IetS me down .” Trevor O’Keefe - Pro Painter for 11 years

As a pro, you know that anything worth doing is worth doing right. And

that means beginning each job with proper preparation. KILZ® primer is a
brand you can trust to get started right. It gives you the solid coverage and
problem-solving ability to complete even the toughest painting jobs with
confidence and ease. You don’t need to take chances. You need KILZ primers.

IKII&®

www.Kilz.com
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“NO MORE THROWING GOOD MONEY
AFTER BAD WATER.”

LET'S BUILD

THE PAINT COMPANY
YOU'VE ALWAYS

WANTED-mThere's no escaping the environmental
impact of our actions today. Fortunately, the
new Glidden Professional™ Wash System helps
you clean your tools more responsibly. This
revolutionary system allows you to easily separate
waterborne paint into clear, reusable water and
solid waste. This means you not only minimize
the hassles and better manage the potential risks
of dealing with waste water, but actually gain
the benefit of knowing-and showing-you’re doing
the right thing. For a demonstration, call
1-800-984-5444 and select menu option 3.

To learn more, go to gliddenprofessional.com,
or visit the Glidden Professional Paint Center nearest you.

Always check with your state and local municipalities for proper disposal regulations.

Imagine your business tomorrow.™

2010 © Akzo Nobel Paints LLC
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Your experience
shows in your work.
It also shows all
over your boots.

At Cabot; we’ve been making premium wood stains
since 1877. We truly recognize the value of experience.
When you know what you’re doing, every part of the job is
finished at a high level. There is no mistaking a pro’s work
when the job is done. The quality of the finished project,
more than anything, is what sets the pro apart from the
amateur. And it's what sets Cabot Stain apart from the rest.

©2011 The Valspar Corporation.

» THAT’S

- Cabot -
= PRO
-

CabotStain.com
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By Shayne Butcher,
Calibre Coatings, LTD

“Long-term
thinking may
cost your
company a
little more

on the front
end, but the
dividends will
be reaped
down the
road.”

Shayne Butcher became a partnerin
Calibre Coatings Ltd. in 1997. Since then, he
and his business partner have grown into six

companies including three in the painting
industry; one a renovation business and one
a paint recycling business. For more info
please visit theculibregroup.cu.

Be an Alliance Builder,
not a Chiseler

Several years ago | wrote an article that decried the common painting
contractor as merely a tradesman trying to run a business, and not a
businessman running a painting company. | was frustrated with the state
of our industry and competing with contractors who failed to understand
the basics of profit and loss, marketing, and especially proper relationships
with customers, suppliers and employees.

Fast forward to now and | am again feeling like my competitors don't
appreciate the value of developing and maintaining mutually beneficial
relationships. Is it the weak economy that has businesses lining up to
squeeze every nickel they can from the poor guy below them on the food
chain? Should not businesses that buy and sell from one another be sup-
porting each other in tougher times, instead of beating each other up?

The problem, it seems to me, is company leadership that is more con-
cerned with the price of paint, for example, than their relationship with
the paint supplier. This hyper-sensitivity to price creates an adversarial
relationship between people who should otherwise have a common goal—to
provide a value-added product and service to the end customer and make
a profit by doing so. Perhaps | am completely missing the mark with this
idea; we are in a recession after all, so why shouldn't companies do their
very best to lower their costs on the goods and services they buy?

My answer points to longevity. Long-term thinking may cost your
company a little more on the front end, but the dividends will be reaped
down the road. If you think of your suppliers as partners in your business,
and support them by being reasonable and fair in your price negotiations,
allowing them to make a decent margin on their sales, you will create a
loyalty and willingness to help you out when you need it. Your employees
will be the first ones served when they walk in to the supplier’s store;
panicked rush orders will be handled when you are in a bind; if you need a
little longer to pay your account one month, it will be accommodated.

To be fair to yourself, pick the ten or twelve products that you buy the
most of and negotiate a good price with your supplier, but then allow him
to make a better margin on products you don’t buy as often. Sometimes
you will be bidding a job with a tightly specified paint product, and you
will ask your supplier to give you the best deal he can on that product, and
if you have created that mutually beneficial understanding, you should get
the best price in town.

Creating alliances with your suppliers—and employees and customers for
that matter'—will enable you to operate your business within an environ-
ment of cooperation and support, through good times and especially the
bad. To do this means you have to be willing to support your suppliers by
not chiseling or gouging at every opportunity. Be fair in your dealings and
you can expect to be treated fairly in return. This approach will have the
added benefit of increasing the enjoyment you receive from owning your
own business.

Distinguish yourself from the mere journeyman who thinks he’s a
businessman. Anyone can threaten or cajole a supplier to lower his price to
the point where he’s making nothing, but the long-term cost is resentment
and a motivation to stick-it-to-you later. Play nice and | guarantee you'll
be playing longer! TPC
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Help us make The Paint Contractor even better! Complete this readership survey and get it back

to us by... email to hmugler@paintdealer.com, fax to 314-984-0866, or simply mail it to Mugler
Publications, Inc. 111-A N. Kirkwood Road. Kirkwood, MO 63122 and you will be entered into
a drawing for the chance to win a CAPSURE™ color measuring instrument from X-Rite Inc... a
$600+ Value! The CAPSURE™ is a hand-held device that painters and contractors can use
on-site to match the colors of walls, drapes, flooring or inspiration items with an electronic fan
deck of thousands of popular, custom-mixed paints. (Drawing to be held June 30th, 2011)

Name

Company

Phone Number

1. What's your title? __ Owner/President
Other

___Manager

___Assistant Manager

2. Are you responsible for making business/product
buying decisions for the company? ___Yes __ No

3. How many people does your company employ, both
full- and part-time?
_ 15 _ 6-10

1115 __ More than 15

4. As a percentage, how much of your business is:

__ Residential ____Commercial ___Industrial
5. What months are your busiest months?

(check all that apply)

__Jan __Feb. __March __ April
__May _ June _July __Aug
__Sept. __ Oct. __Now. __ Dec.

6. How long have you been in business?
__Lessthan 1 year ___1-5years

___6-10years ___10+ years

7. What types of stores do you usually purchase your paint
and sundries products from?

___Independent Paint/Hardware Stores
___Company Stores (Sherwin-Williams, etc)
___Big Boxes (HD, Lowes, etc)

__Department/Discount Stores (Sears, Wal-Mart, etc)

8. Do manufacturer or retailer “Contractor Programs”
influence your purchase decisions?

__ Often __ Sometimes __ Never

9. What other industry magazines do you subscribe to?
(Check all that apply.)

___American Painting Contractor __JobSite

___Durability + Design  Other

10. Overall, which magazine do you prefer? (Be Honest!)
___The Paint Contractor ___JobSite
__Durability + Design ___American Painting Contractor
Other

Why?

11. How would you rate the usefulness of The Paint
Contractor?

___Indispensable

__ Useful

__Very Useful
__ Fairly Useful ~ __ Not Useful
12. How would you rate the editorial features and
columns you read in The Paint Contractor?

__ Excellent ___Very Good

__Good __Fair ___Poor
13. What columns, departments or types of articles do

you find most useful in The Paint Contractor?

14. How would you rate the graphic design (the look) of
The Paint Contractor?
_ Excellent
_ Good

__ Very Good
__ Fair __ Poor

15. If you were our Boss and could change ANYTHING
about the The Paint Contractor, what would it be?

16. Any other comments, good or bad, that you'd like to
add about The Paint Contractor magazine?




