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power in the channel and make excessive demands upon the 

relationship, heightening the level of conflict. These 

observations are based on subtle differences, however, 

and are moderated by the fact that in ali but one size 

category the majority of the respondents indicated that 

relationships were improving. The highest level of 

improvement was reported by the smallest dealers. A 

subtle pattern again is noticed in the responses to 

question B-2, which indicates that the lower middle size 

group reports the lowest level of worsening, about an 

average level of improvement and a high level of little 

change, indicating the most stable relationship in this 

category. 

E-4 

0 to 

21 to 

41 to 

61 to 

81 to 

Question E-4: Approximately what percentage of your 
bu;iness in 1977 was in rnata1 
building sales? 

6-1: Conf 11 ct B-Z:: Relabonshlp trend 
Little 

Yes No Some: ImQroved Worse Change 

20% 11. 1 33.3 52.8 57.1 8.6 34.3 

9.8 35.3 52.9 58.8 1 3. 7 27.5 

60% 9. 1 38.6 52.3 56.8 11 .4 31.8 

9.8 25.5 64.7 52.9 1 3. 7 33.3 

100% 13.2 44.0 42.9 51.8 21 . 2 2 7.1 

This question attempts to delineate whether or not a firm's 

committment to metal building construction tends to reduce 

or heighten conflict. Responses to this question vary only 

a few percentage points in any direction. A weak trend is 



43 

noticed in question B-2 in that relationships are improving 

in the firms which do less metal building work and worsening 

in those which do more. 

Question E-8: What is the population of the area in 
which you sell most of your buildings? 

B-1 : Con f1 i ct B-2: Trend 
little 

E-8 Yes No Some Imo. Worse Change 

Over 1 million 25.0 35.0 40.0 35.0 30.0 35.0 

500,000 - l mill ion 18.9 26.4 52.8 48 . l l 7. 8 34.6 

250,000 - 500,000 5.3 28.9 6.8 63.2 7.9 28.9 

100,000 - 250,000 11.9 47.6 40.5 55 . 0 15 . 0 30.0 

50,000 - 100,000 4.2 37.5 58.3 57.8 22.2 20.0 

Less than 50,000 8.3 38.9 50.0 60.0 8 . 6 31.4 

Rural 7.7 41.0 51.3 60.5 7.9 31.6 

Rather clear trends are evident in this question in that the 

larger metropolitan areas report a higher level of conflict 

which has worsened. This could be due in part t~ factors 

beyond the manufacturer's realm of influence such as greater 

competition, more complex governmental controls and simply 

a higher level of construction activity. In any case, it 

should be beneficial for the manufacturers to be aware of 

this and concentrate more efforts so as not to lose good 

dea 1 ers. 

The reports of the same cross tabulations on the non

member respondents varied only slightly from those of the 

members. They are listed below for comparison. 
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Non-members' Responses 

C-1 

Yes 

No 

D-1 

Yes 

No 

E-2 

Question C-1: Does your primary manufacturing 
source have a field representative 
in your area? 

B-l : Conflict e-2: Relationship trend 
Little 

Yes No Some ? Impr. Worse Change 

11.4 47.9 1 8. 9 1.8 47.2 13.8 39.0 

23.1 38.5 15.4 23. 1 10.0 10.0 80.0 

Question D-1: Do you do business with a project 
coordinator in the plant or home 
office of your primary manufacturing 
source? 

B-1: Conflict 

Yes No 

10.7 

15.5 

47.1 

46.6 

Some 

38.8 

34.5 

? 

3.3 

3.4 

B-2: Relationship trend 
Little 

Impr. Worse Change 

50.4 

32.7 

9.7 

21.8 

39.8 

45.5 

Question E-2: What was the gross volume of all 
your construction work in 1977? 

B-1: Conflict 

Yes No Some ? 

B-2: Trend 
Little 

Impr. Worse Change 

Below 250,000 11.1 61.1 22.2 5.6 53.1 6.7 40.0 

251,000- 500,000 9.5 57.1 33.3 0.0 35.0 30.0 35.0 

501,000- 750,000 13.6 36.4 45.5 4.5 66.7 11.1 22.2 

751,000-1 million 9.1 63.6 27.3 0.0 52.4 19.0 28.6 

- 2 million 6.7 43.3 43.3 6.7 40.7 3.7 55.6 

2- 3 million 11.1 51.9 37.0 0.0 51.9 18.5 29.6 

3 - 5 million 17.6 35.3 41.2 5.9 29.4 11.8 58.8 

Over 5 million 13.6 36.4 45.5 4.5 36.4 4.5 59.1 
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Question E-4: Approximately what percentage of your 

business in 1977 was in metal building 
sales? 

B-1 : Conflict 

Yes No Some ? 

B-2: Relationship Trend 
Little 

Impr. Worse Change 

0 to 20% 18.8 44.9 30.4 5.8 32 . 3 9 . 2 58 . 5 

23 . 3 26.7 

7 . 7 34 . 6 

27.3 18.2 

7.7 42.3 

21 to 40% 6.5 58.1 35.5 0.0 50.0 

41 to 60% 14 . 3 42.9 35.7 7.1 57 . 7 

61 to 80% 8 . 0 48.0 44 . 0 0.0 54.5 

81 to 100% 3.6 46.4 50.0 0.0 50.0 

Question E-8 : What is the population of the area in 
which ycu sell most of your buildings? 

B-1 : Conflict B-2: Trend 
Little 

E-8 Yes No Some ? Impr. Worse Change 

Over 1 million 6.9 58.6 31.0 3.4 36.0 16.0 48 . 0 

500,000-1 mil l ion 7.7 38.5 53.8 0.0 38.5 7.7 53.8 

250,000-500,000 21.4 14.3 57.1 7.1 50.0 16.7 33.3 

100,000-250,000 14 . 3 57 . 1 28.6 0.0 50.0 5.0 45.0 

50,000-100,000 10.3 41.4 44.8 3.4 35.7 25.0 39.3 

Less than 50,000 17.2 58 . 6 20.7 3.4 46.4 7.1 46.4 

Rural 10 . 6 44.7 40 . 4 4.3 54.5 13.6 31.8 



Chapter 5 

Conclusions and Recommendations 

This chapter shall address the recommendations as 

presented by the respondents in Question B-12. 

1. DESIGN- It should be gratifying to the industry 

to find that improvements and innovations in design top 

the list of recommendations from the dealership community. 

It has been truly design innovation which has placed this 

industry where it is today. The market share of metal 

buildings in the construction industry (one and two stories, 

non-residential) has risen from twenty-four per cent (MBDA 

Fact Book 1979) in 1964 to over forty-seven per cent in 

1979. Much of this is due to a better product, a product 

which has improved consLantly in appearance, durability, 

quality and custom design adaptation. Judging by this 

recommendation, the market place is favorable for even more 

penetration, and the dealers are eager for even better 

tools with which to compete. The manufacturers should 

accept this recommendation not as a criticism, but more as 

a compliment, and of course, a challenge. 

2. PRICE - The often mentioned dealer complaint of 

too high a price or not enough competitive pricing is a 

natural functional feature of any market channel, and in 

46 
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most cases can be considered non-destructive. It does 

become more pronounced as the rate of inflation increases. 

but as long as the manufacturers are maintaining their 

market share and their demand. price analysis remains 

satisfactory and there is not much that can be done about 

the price complaint. 

3. TRANSPORTATION - Factory truck service was rated 

more favorably than common carriers in this study. It 

seems evident from advertisements in Metal Building Review 

magazine that some manufacturers are promoting the fact 

that they use their own trucks. and it stands to reason 

that factory operated transportation is going to be more 

dealer service oriented than that of independent carriers. 

The prompt timing of deliveries is important because 

metal buildings are not delivered to an existing point that 

has the facilities to unload. They are delivered to job

sites and a~e ~nloaded usually by the labor crew who is 

to erect the building. If the appointment to deliver is 

not kept accurately by both the truck and the unloading 

crew with their expensive. hourly. crane or forklift. it 

becomes expensive for either party which is delayed. A 

notable comment was made by one of the respondents wh~ch 

probably represents the extreme of this problem. He said. 

"Delivery schedules are so poor that we don't send the crew 

and equipment to unload until after the truck has arrived." 

Due to intrastate commerce regulations. expensive 

equipment. high operating costs and unions - to mention 
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some of the important influences on the trucking business -

it is not an in-house service which can be approached 

casually by any manufacturer. However, the study indicates 

that it is relevant to the harmonious relationship between 

dealer and manufacturer, and should certainly be on the 

list of each manufacturer to be considered when appropriate. 

4. DEALER SERVICE - The respondents made forty-five 

recommendations which this researcher felt could be cate

gorized as dealer service. Several were comments dealing 

with the speed of service, but the majority of recommenda

tions in this area dealt with weaknesses of the company 

field representative, and with his orientation to dealers. 

Examples of some comments are: more realistic approach 

to field, representatives more available, better handling 

of complaints and need help drafting. Of the membership, 

j~st over eighteen per cent said in Question C-3 that they 

would like to be visited by their field representative 

more often, and about twenty-nine per cent of the non

members expressed the same desire. 

The job of field representative is not an easy one. 

The endless miles of auto driving and the eating out of 

every meal, year after year, are hard on the family rela

tionships of average ~eople. A youthful, energetic, 

unattached man does not possess the valuable experience 

and depth of experience that an older man should have. 

Yet this person and the factory coordinator are the key 

links between the factory, with its v~st committed resources, 
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and its sales outlet. This position must be treated with 

utmost importance. 

5 . COMMUNICATION - Possibly the most manageable 

conflict area that has been revealed by this study is that 

of communication . Furthermore, many of the other areas 

mentioned, such as material shortages, field service and 

dealer orientation, can probably be traced to a basic 

communication problem. The dealers with more frequent 

contact with field representatives and favorable ratings 

of a factory coordinator reported fewer communication 

problems. In an age of super electronic communication, 

the inexpensive mini-computer is just outside the front 

door of the dealer's office . Direct links with manufac

turer's home office for a vast rapid flow of important 

information should help. However, one-half of any commun

ication effort is the receiver, and the system operates 

no better than the weakest half. 

A recent television commercial by Sperry Corporation 

indicates that this large national corporation has isolated 

"listening" as a weakness and is conducting specialized 

formal training to improve this area of com~unication. 

Some basic communication (listening) training could be 

promulgated by the manufacturer in various forms, not only 

for their in-house personnel and field representatives, 

but their dealers as well. The machines available car. do 

fantastic things to move information, but in most cases 

it still should be generated properly hy people in order 
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to be successful. The MBMA and MBDA could both take 

positive joint action on this subject; consulting outside 

experts on this subject, initiating education programs, 

forming a joint committee to study and make specific 

recommendations on the subject of communication are all 

possible projects. 
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liNif 
,\\ETAL IIIIILIIIIG IIEALEitS ASSti~IATitll 

1406 THIRD NATIONAL BUILDING DAYTON. OHIO 45402 15131 223-0489 

~L:ly 30, 1978 

Dear ~fetal Building Dealer: 

The ~fetal Building Dealers ,\ssociation is assisting one of our members, 
Patrick Daugherty, with a study he is conducting as a thesis for hi~ 
~L:lsters Degree in Business Administration at Florida Atlantic University. 

The objective of the study is to gather information pertaining to dealer 
relationships with their metal building ~Jnufacturer. 

The enclosed survey is provided to obtain the necessary in format ion on 
~ nationwide basis. We want your frank opinion5. You can praise your 
manufacturer and your relationship, or ycu can get off your chest some 
of the things which bother you. 

The information will be kept strictly confidential. so please be candid. 
The statistical analysis will be accomplished with the aid of a computer. 
and your identity will ~ot be known. 

Please return the ·:~mpl .cd questions at your carl icst: convenience in the 
posta~e-paid reply envelope provided. 

Thank you for your cooperation. 

Sinc~r'!ly, 

~~=~~~~ 
· Assistant ~L:lnag'.ng Director 

'IB/CSL:pmm 

Enclosures 

OFFICERS 

A . J. Sch ........ fii'..CI(J ... t 

""oeni•. AZ 

A . l... Willlen'IC.. ;t,..,der\t-EIKt 

ounone.NC 
Ha""'4!1'1 J. H.ntart.. VIa l',..ttdlf"t 

A.'liddlafOI'I. WI 

Jetrv Flory. S.-cr•u,..,. 'rrc:~w.-.r 
..... ,..~ . CA 

DIRECTORS 51 
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A Nationwide Survey of 
Metal Building Dealers 
Association Members 

This survey should be filled out by the person in the firm in charge of metal building sales. Please 
use the comment spaces as you wish. 

SECTION A 
I. Are you (or the company) a Factory-Authorized metal building dealer"! 

YesD, 

Comment: 

2. How many years have you been a metal building dealer'? 

less than I year .. . . . . . . D, 6to9 •. .. •.. . .. . D. 16to IlL . . . ..... 0 . 
I to3 .... .. .. . . ...... . 0 ! IOto 12 ......... D, 19to21. ....... . D. 
4 to 5 .. .. ..... . .. ..... 0, 13 to 15 .. .. ... · •. D. Over 21. .. . ..... 0. 

Comment: 

3. What do you like about the metal building business? 

Creativity of the construction . . . .. . . .. • ...•.....•. .. ......... . .... . • 0, 
The product itself . .. . ...•.. . ... . ....•... . .. . .. . ...•... . ........... D: 
The profits ..•. . .. . . . .. . •....•. . •... .. ........... : . .... . .. . •.. . . .. 0 • 
The support from manufacturers ... . .... . ... . ......... . . . .. . ........ 0. 
Simplicity of the construction .......... . ... . .. . ... . ..... . . .. ....... D . 
Worthwhile contribution to society .......... ... ........ ..... .. ... .. . D. 
Other. -----------------------------------------------------

SECTION 8 
I. Do you fer-! there is conflict between dealers and manufacturers? 

Yes D. Some D. Don 't know D. 
Comment: 

Please tum 
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2. Do you feel that in recent years relationships between metal building dealers and manu
facturers have 

lmproved01 Become worse D: Changed little D 1 

J . Rank the follov;ing items in the order which you feel is the most important (I). tc the least 
important (6). to thcsuccessfulsaleofmetal buildings in your area. P!c:aseaddany items which 
you feel are important and not mentioned. 

Brand of buildings .•. . .... . .... __ Construction sen.· ice ........ .. . __ 

:'Ybnufacturers· prices ... ... .. .. __ Finished job price . ...... . . . . • . . __ 

Local business reputation .. . . . . . __ Others:-----------

Dealer ~ales ability 

-'· Please check the items which arerequiremencsofyourprimary manufacturing source in order 
to be an authorized dealc:r. 

Have an outs ide office . .. . . .. . ... .. .. .. . •... . . . . . . ... .... .. . . .. . D 1 

Maintain a certain sales quota . .• .. . . . • ..•.. .. . . ... . .. . .. .. . .. . .. 0 , 

Have a secretary to answer phone (not a machine) ....... . . ... ...• . . D • 
Be a general contractor .. . . . ... . .• ..• •.... . . . . .. . ... . .. . ...... .. D. 
Other. 

5. Of these rc4uirements listed above. are any of them difficult to comply with'! 

YesD, :-ioO: 

If yes. which ones? Outside office . . .. .•. D . Sales 4uota . . .. . .. . . 0 , 
Secretary .. . • .. . . ... D, Contractor .... . .. .. . D. 

Comment: 

6. Do you refuse to comply with any of these or other requirements'! 

YesD~ :-ioO: 

If yes. which ones'! Outside office • .. . .• • 0, Sales 4uota . ..... . . . D • 
Secretary . . .. .. ..... 0 , Contractor ..... . • .. D. 

Comment: 
I " Please turn 

2 
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7. Within your primary manufacturing >ource. with whom <.Ju you per,unally dear! 

Manufacturers· representative .. 0, Engineering Department ...... . D . 
Project coord inator . ... . .... .. 0 ! Account ing Department ... . ... D. 

8. The lollowing is a list of possible prcblem areas between dealer-. and manufar.:turers. \Vhich 
areas cause you the mo>t problems"! Please rate each area. using the following >Calc: 

I -Serious problem area 
:! -Significant problem area 
3 -Occasional problem area 
4- Has never been a problem area 

a. Pricing policies ... • .. ... . .• .. . __ g. Advertising policies 

b. Credit terms . . .. ..... ... . . ... __ h. Per-.onality conflicts ........ . . __ 

c. Product quality . ..•.. .. . . .. .. __ 1. Dealership training ........... __ 

d . Specially designed build ings . .. . __ J. Sales quot:!s ........ . ....... . __ 

e. Availability of accessories .•.•.. __ k. Territory infringement ...... . . . __ 

f. . Delivery schedules ••... . . .. ... __ L Freight prob( .. m, 

Mention other problems if you wish. 

Comment: 

Rating--------

9. Have you ever discontinued sell ing a particular brand of building? 

YesU, 

If yes. · .. ·hich brandCsr! 

Ccmment: 

And fnr what rca>on or 
re-.I>On>·! I u,e l.:ttcr-. uf 
n:a>on' li,tcd in abo\C =:Sl 

Please turn 

J 



55 

10. Have you or other members of your firm aHended a sales training school gi\·en by your 
primary manufacturing source'! 

YesO, 

If yes. do you feel the school was: 

Very ltdpful 0, Somewhat helpful D: :o-:othelpfuiO, 

My primary manufacturing source has not made such a school available to me .... . 0, 
Comment: 

II . Docs your primary manufacturing source ship buildings via: 

Their own trucks? 0, Commercial carrier·!D: 

Comment: 

12. Putting aside minor gripes and complaints. if you could make two specific constructi\e 
recommendations to your manufacturer as to how he could impro\·eyourrclationship. what 
would you recommend? There is no check list for this question. we don 't want to prejudice 
your thinking. 

Recommendation .11 -----------------------------

Recommendation :::2-----------------------------

SECTION C 

1. Does your primary manuf:lcturing sourc~ h;n·e ;o field representati\e in your area'! 

YesO, 

Comment: 

If not. please skip to question D-l in the next section of this survey. 

2.. How often are you visited by your primary manuf:~cturing source representative'! 

More than once a month 0, 
Once a month . ..• • . . ... .. . D: 

Comment: 

Every 2 to 4 months • . ... ... . ... . 0 • 
Twice a year or less . . .. . .. . . . .... 0, 

Please tum 
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3. Do you feel he calis on you: 

ToooftenO, Often enough D: :'\ot often enough D. 

4. Appro .'\imately how long has the representati,·e of your primary manuf-..,uring source been 
in the metal building business? 

I to 5 years ... .. .... .. .. 0, 
6to 10 years . . . . •... . ... 0, 
II to 15years .• . .. . ... .. 0. 

16 to 20 years . . . .... . .. .. .. 0, 
o,·er 20 years . .. . .. . . .. . .. . 0 • 
Don"t know .. .. ... .. . .. . .. 0. 

5. Would you say the representative of your primary manufacturing source-

Is very competent • .. . .. . 0, Could be ~ore helpful .. .•. .•. ..•. ... .. ..... ... . 0 • 
Has adequate knowledge . 0, Does not seem to knew much about metal buildings. 0, 

Comment: 

SECTION D 

I. Do you do business with a project coordinator in the plant or home office of your primary 
manufacturing source? 

Yes D. 
Comment: 

If not. please skip to Question 5. 

2. Is your project coordinator easy to contact"! 

Usually D . YesO , 

3. Does your project coordinator return your calls promplty"? 

Usually D. YesO, 

Please tum 



57 

J Would yuu say your project coordinator -

ls \t:rycomp.:h:nl .. .. .. . 0 , Could be more helpful .. ... . .. ... .. . .. . . 0 • 
Has adelJUalc knowledge . 0 : Ooes not seem to know muc.:h about his job. D, 

Comment: 

5. Do you do businc~s with other people at the plant or home office·! 
( Engino=ers. Credit Managers. etc. ) 

YesO, 

If yes. would you say these people are: 

Very competc:nt .... ... . . . 0 , Could be more helpful ... . .. . . .. .... . 0, 
Ha'c: ade4uate knowlc:dge .. 0 , Don"t seem to know their job~ \ery ''ell .0 . 

SECTION E 
I. Do you engage in construction other than metal building:>! 

Yes D. 
Commc:nt: -------------------------------

2. What wa~ the gross \Oiume or the total of all your construction work in 1977"! 

BeiO\\ 250.000 .. ... . . . . . .. . . •. 0 , 
251.000 to 500.000 .. .. ..... •. . 0 : 
501 .000 to 750.000 .. .. .. . ..• . . 0' 

0\er I million to 2 million 

0\cr 2 miilion to J million 

Q,er J million to 5 million 

.. ... . D . 

.... .. D. 

.. .... D . 
751.000 to l million . ...... . .. . 0, Over 5 million . . ... .. ....... . . D. 

J . I! ow many people did you employ full tim'! (a,·cr.lgt:) during 1977"! 

1 . .••. . ... . .. . . . 0. 
2 to5 ..... . .. . .. 0 , 

Comment: 

6to 10 • •• •• • • •• • . 0 . 
11 to 15 .• • •• • • •. • D. 

16 to 20 

.!I to JO 

OverJO 

.. .. .. .. .. 0 . 

....... ... 0. 

.... ...... 0 -

Please turn 

6 
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~- Approximately what perce!ltage of your business in 1977 was in mc:tal build ing sales'! 

0 !0 2G<;i ------ -------- D. 61toHOC:( . •.•• • • . ..•.. 0 . 
21 to 40~o ......... .. .. 0 : HI to 100<;( ___ ____ ..... 0 . 
41 to 60Sii __ __ __ _______ o. 

5. Which brand was your primary source of metal buildings in 1977? 

----------------------------- ( 3rand :'\a me) 

Comment: --------------------------------

6. How many years have you sold this brand? 

I to 2 .. .. __ • __ __ 0, 6 to 9 - - - - . - . - - ... 0' Over 15 •••••. .• • _ 0, 
3 to 5 _______ . ... 0 : !Oto 15 ...... .. .. 0. 

7. If you sell more than one brand of metal buildings. which othc:r brands do you sell'.' 

Comment: 

<':(; of your total meul 
building sales 

Just one more question. please tum 

7 
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!1. What i' the population of the area in whtch you >ell mo,t of your build in~·! 

l . rban :\letropolitan 

0\er I million population ...... . .......... . .. .. .. . .... . . D. 
500.000 to I million .. ....... . .. . . . . . .... .. .... . ........ . D : 
.250.000 to 500.000 ..... . .... . . .. . . .... . ..... . .......... . D • 
100.000 to 250.000 .. . . ... . .. . . .. . ... .. .... . . ... .... . .... D. 
50.000 to 100.000 ...• .. .. . ... .. •.. .... .. . . . ... . ... . ... . . D. 
Less than 50.000 .. ..... ... . .. . ...... ... .. . . .. . . .... . ... D. 

Urban Non-Metropolitan 

Rural ..•.• . ..•. .. . .. ...... .. ... ... . . ... . . .. ..... . ... .. D . 

Thafs all. Thank you very much for ~· our help . If ~·ou "ish to make 
additional comments. please use the space below. 

\fl\. 11~4-· ..... , 

8 
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Section A 

1. Are you (or the company) a Factory-Authorized metal 
building dealer? 

Yes 
No 

Member 
97 . 8~ 
2.2 

Non-member 
96.0~ 
4 . 0 

2. How many years have you been a metal building dealer? 

Less than year 1.1% 2 . 2% 
1 to 3 6.9 5.5 
4 to 5 11.6 13.8 
6 to 9 26.4 23.8 
10 to 12 14. 1 22.7 
13 to 15 14.1 11.0 
16 to 18 6 . 5 8.8 
1 9 to 21 4.0 3.9 
Over 21 15.2 8 . 3 

3. What do you like about the metal building business? 

Creativity of the construction. 
The product itself ... . . . 
The profits ......... . 
The support from manufacturers. 
Simplicity of the construction. 
Worthwhile contribution to 

society 
Other . . . . . ... . 

Section B 

57.0~ 
49.5 
45. 1 
20.9 
59.6 

18.4 
11.2 

37.9~ 
47.3 
31.9 
18.7 
61.5 

18.1 
9.3 

1. Do you feel there is conflict between dealers and 
manufacturers? 

Yes . 
No 
Some 
Don't know 

10.9~ 
36.2 
52.2 
0.7 

12. u 
47 . 3 
37.4 

3.3 

2. Do you feel that in recent years relationships 
between metal building dealers and manufacturers have 

Improved 
Become worse 
Changed little 

60 

52 . 2~ 
14.9 
29 . 9 

45.3~ 
13.5 
41.2 
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3. Rank the following items in the order which you feel 
is the most important (1), to the least important (6), 
to the successful sale of metal buildings in your 
area. Please add any items which you feel are 
important and not mentioned. 

Brand of buildings .... 
Manufacturers' prices 
Local business reputation 
Dealer sales ability 
Construction service . 
Finished job price .... 

Member 
6 
5 
1 
2 
4 
3 

Non-member 

5 
1 
3 
4 
2 

4. Please check the items which are requirements of your 
primary manufacturing source in order to be an 
authorized dealer. 

Have an outside office . . . . 
Maintain a certain sales quota 
Have a secretary to answer 

phone (not a machine) .. 
Be a general contractor 

30.7% 
56.7 

20.2 
39.4 

27.5% 
44.5 

16.5 
41.2 

5. Of these requirements listed above, are any of them 
difficult to comply with? 

Yes . . . . 17.1% 21.6% 
No . . 82.9 78.4 

If yes, which ones? 

Outside office 1.1% 2.2% 
Secretary 0.4 1.1 
Sales quota 13.7 18. 1 
Contractor . . 0.7 1.6 

6. Do you refuse to comply with any of these or other 
requirements? 

Yes . . . . 10.4% 12.5% 
No . . . . 89.6 87.5 

If yes, which ones? 

Outside office 2.2% 4 . 4% 
Secretary 1.4 1.6 
Sales quota 6.9 7.7 
Contractor . 1.1 1.1 
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7. Within your primary manufacturing source, with whom 
do you personally deal? 

8. 

9. 

Manufacturers' representative. 
Project coordinator .... 
Engineering Department .. 
Accounting Department ..... 

Member 
ao .s:r; 
39.0 
55.6 
28.5 

Non-member 
81.3% 
22.5 
50.5 
14.3 

The foilowing is a list of possible 
between dealers and manufacturers. 
you the most prcblems? Please rate 
the following scale: 

problem areas 
Which areas cause 
each area, using 

a. 
b. 
c. 
d. 
e. 
f. 
g. 
h. 
i. 
j. 
k. 
1. 

1 - Serious problem area 
2 - Significant problem area 
3 - Occasional problem area 
4 - Has never been a problem area 

Pricing policies . 3 
Credit terms . 4 
Product quality . 3 
Specially designed buildings 3 
Availability of accessories. 4 
Delivery schedules . . 3 
Advertising po 1 i ci es . 4 
Personality confli~ts 4 
Dealership training. . 4 
Sales quotas . . . . . 4 
Territory infringement 4 
Freight problems . 3 

3 
4 
3 
3 
4 
3 
4 
4 
4 
4 
4 
3 

Have you ever discontinued selling a particular 
of building? 

Yes . . 90.6~ 9 . 4% 
No . . . . . 89.6 10.4 

If yes, which brand(s)? 

listed one name 38.0~ 47.0% 
Listed two names 9.0 10.0 
Listed three names 2.0 3.0 

Members' reasons for discontinuing first brand: 

First reason: Pricing policies 
Product qua 1 i ty 
Personality conflicts 

Second reason: Person-,l~ty conflicts 
Delivery schedules 
Specially designed buildings 

brand 
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Delivery schedules 
Personality conflicts 
Freight problems 

Members' reasons for di sconti nui ng second brand: 

First reason: Delivery schedules 
Product quality 
Pricing policies 

Second reason: Freight problems 

Non-members' reasons for discontinuing first brand: 

First reason: Pricing policies 
Product qua 1 ity 
Personality conflicts 

Second reason: Del~very schedules 
Personality conflicts 
Product quality 

Third reason: Personality conflicts 
Territory infringement 
Specially designed buildings 

Non-members' reasons for discontinuing second brand: 

First reason: Pricing policies 
Delivery schedules 
Personality conflicts 

Second reason : Product quality 

10. Have you or other members of your firm attended a 
sales training school given by your primary 
manufacturing source? 

Yes 
No 

Member 
97. a 
2.9 

If yes. do you feel the school was: 

Very helpful 
Somewhat helpful 
Not helpful ... 

My primary manufacturing source 
has not made such a school 
available to me 

64.5% 
34.0 
1.5 

Non-member 
93.3% 
6.7 

63.2% 
35.0 
1.2 
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11. Does your primary manufacturing source ship buildings 
vi a: 

Their own trucks . 
Commercial carrier 
Both ...... . 

Member 
33.21. 
50.4 
15.6 

Non-member 
37.61. 
44.9 
15.2 

12. Putting aside minor gripes and complaints, if you 
could make two specific constructive recommendations 
to your manufacturer as to how he could improve your 
relationship, what would you recommend? There is no 
check list for this question, we don't want to 
prejudice your thinking. (Numbers represent combined 
totals of both members' and non-members' responses.) 

1. Design- 65 recommendations. This category in
cludes recommendations toward more innovative 
design, improvement of product line, and design 
of special buildings. 

2. Product price - 47 ~ecommendations. 

3. Transportation improvement- 46 recommendations. 

4. General service- 45 recommendations. This includes 
speed of service to dealer and attitude of dealer. 

5. Communication - 43 recommendations. This includes 
both lack of and delayed communication. 

6. Field representative service - 37 recommendations 
for improvement. 

7. Quality control - 32 recommendations. 

8. Pricing methods - 30 recommendations. These 
responses differ from building price recommen
dations in that they dealt with estimating 
procedures and custom building quotations. 

9. Advertising assistance - 23 recommendations. This 
includes literature, ad campaigns and sales leads. 

10. Material shortages - 19 recommendations. 

11. Education- 11 recommendations. 

12. Sales territory protection- 8 recommendations. 

13. Direct sales - 6 recommendations. Dealers indicated 
disapproval of sales from manufacturer to consumer. 

14. Reduction of paperwork - 4 recommendations. 
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Section C 

1. Does your primary manufacturing source have a field 
representative in your a~ea? 

Yes 
No 

Member 
93.5% 
6.5 

Non-member 
92.8% 

7.2 

2 . How often are you visited by your primary manufac
turing source representative? 

More than once a month 20 . 0% 14.6% 
Once a month . . . 28 . 0 32 . 7 
Every 2 to 4 months . . 43.0 32.7 
Twice a year or less 7.5 18.7 

3. Do you feel he calls on you: 

Too often . . . . 4.9% 2. 3% 
Often enough 76.4 68.8 
Not often enough 18.6 28.9 

4 . Approximately how long has the representative of your 
primary manufacturing source been in the metal 
building business? 

1 to 5 years . 
6 to 10 years . 
11 to 15 years 
16 to 20 years 
Over 20 years 
Don't know 

24 . 1% 
28.5 
19.3 
10.7 
13.0 
4.4 

26 . 2% 
30 . 2 
14 . 0 

8.1 
11.0 
10.5 

5. Would you say the representative of your primary 
manufacturing source --

Is very competent . .. 
Has adequate knowledge 
Could be more helpful . 
Does not seem to know much 

about metal buildings .. 

Section D 

45.1: 
32.3 
19.2 

3 . 4 

50.9% 
24.0 
20.5 

4.7 

1. Do you do business with a project coordinator in the 
plant or home office of your primary manufacturing 
source? 

Yes 
No 

Member 
74.3% 
25.7 

Non-member 
6 7. 6% 
32.4 
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2 . Is your project coordinator easy to contact? 

Usually 
Yes . 
No 

Member 
46.a 
50.5 

3.3 

Non-member 
45. 7t 
50 . 1 

3 . 1 

3. Does your project coordinator return your calls 
promptly? 

Usually 
Yes . 
No 

44 . S% 
48.6 

6.6 

4. Would you say your project coordinator 

Is very competent ..... 
Has adequate knowledge 
Could be more helpful 
Does not seem to know much 

about his job . . ... . 

43.3% 
42.9 
11.9 

1 . 9 

39 . 1 t 
53. 1 

7 . 8 

41 .4% 
45 . 3 
10.2 

3.1 

5. Do you do business with other people at the plant 
or home office? (Eng;n~~~~. c~edit Managers, etc.) 

Yes 
No 

. . 96. 7% 
3.3 

If yes, would you say these people are : 

Very competent 
Have adequate knowledge .. 
Could be more helpful .. . 
Don't seem to know their jobs 

very well ...... . . . 

Section E 

54.8% 
35.0 
10.3 

0.0 

98.8% 
1.2 

50.9% 
37.6 
10.9 

0.6 

1. Do you engage i n construction other than metal 
buildings? 

Yes . 
No 

. 76.7% 

. 23.3 
90.1 ~ 
9.9 

2. What was the gross volume or the total of all your 
construction work in 1977? 

Below 250,000 •. . . 
251,000 to 500,000 
501,000 to 750,000 
751,000 to 1 million ... 
Over 1 million to 2 million 
Over 2 million to 3 million 
Over 3 million to 5 million 
Over 5 million ..•. 

3, 5:; 
7.3 
8 . 4 

12.7 
26.5 
15 . 6 
12.7 
13.1 

10.1: 
n .7 
12 . 3 
12 . .3 
15.8 
I 5. 1 
9.5 

12.3 
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3. How many people did you employ full tirr.e (average) 
during 1977? 

1 • • • • 
2 to 5 . 
6 to 10 . 
11 to 1 5 
16 to 20 
21 to 30 
Over 30 . 

Member 
2.9~ 

1 3.1 
17.8 
14.5 
10.2 
12.4 
29.1 

Non-member 
5.01; 

1 3. 3 
16.0 
15.5 
ll.C 
13.8 
24.9 

4. Approximately what percentage of your business in 
1977 was in metal building sales? 

0 to 20X . 
21 to 40% . 
41 to 60% . 
61 to 80% . 
81 to 100% 

13. u 
19.0 
16. 1 
18.6 
33.2 

38.U 
1 7. 1 
15.5 
13.8 
15.5 

5. Which brand was your primary source of metal 
buildings in 1977? 

Responses not listed since they are not significant. 

6. How many years have you sold this brand? 

1 to 2 
3 to 5 
6 to 9 
10 to 15 
Over 15 . 

12.8% 
22.3 
25.3 
20.1 
19.4 

14.8% 
26.1 
22.7 
22.2 
14.2 

7. ff you sell more than one brand of metal buildings, 
which other brands do you sell? 

Listed one brand .. 
Listed two brands . 
ListeJ three brands . 

22.0% 
5.0 
2.0 

16.0% 
2.0 
0.0 

8. What is the population of the area in which you sell 
most of your buildings? 

Urban Metropolitan 
Over 1 million population 
500,000 to 1 million 
250,000 to 500,000 
100,000 to 250,000 . 
50,000 to 100.000 .. 
Less than 50,000 

Urban Non-Metropolitan 
Rura 1 • . • • • • • • • 

7.2% 
19. l 
14. 1 
15.2 
I 7. 3 
13.0 

14.1% 

15.91; 
7.1 
7.7 

11.5 
15.9 
1 5. 9 

25.8% 
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