equipment brought to their shops for
service. Faster, more profitable
options to service are being sought.

Distributors are not satisfied to act as
service and parts suppliers to manufac-
turers when equipment is sold directly
by the manufacturer to large buyers.
Half the distributors said manufac-
turers they represent also sell direct to
government or other large buyers
within their territory. The assumption
that the service business will make up
for the loss in the sale is incorrect. A
fifth of the distributors reported man-
ufacturers also sell parts directly to
equipment owners.

Advertising support

Overall, distributors of chemicals and
equipment indicate a general satisfac-
tion with support provided by man-
ufacturers. Distributors receive a
variety of sales incentives from man-
ufacturers; including product bro-
chures, advertising aids, show
support, early order programs, and
inventory financing packages. Man-
ufacturers back up regional dis-
tributors with national advertising
and marketing programs.

More than 80 percent of the 150
distributors responding said man-
ufacturers share advertising costs.
The most common assistance is direct
mail and show pamphlets. Dis-
tributors use direct mail and show
exhibits more than other marketing
tools to support sales efforts. Half the
distributors don’t use these tools
despite assistance from manufac-
turers.

One third of the distributors use
newspaper and telephone directory
advertising. One out of nine buys
radio time and one out of 20 buys tele-
vision time.

District sales managers of some
manufacturers have promotional
budgets and supply artwork and copy
foradvertising in regional newsletters
and magazines. A marketing
allowance, based upon sales by the
distributor, is another way manufac-
turers help distributors pay advertis-
ing and show costs.

Nearly 90 percent of the dis-
tributors believe national advertising
by manufactureres helps them sell in
their area.

Manufacturers often help dis-

tributors finance inventories. The
best deal seems to be a no-interest, no-
payment floorplan program offered by
a major equipment manufacturer. If
the distributor commits to an inven-
tory by August 1, he will not have to
start payinginterest on the equipment
until the following August.

Early order programs are common
for both chemical and equipment dis-
tributors. Reductions of ten percent or
more are offered to distributors who
order equipment in the fall instead of
the next spring.

Delayed billing up to five months is
offered by many chemical manufac-
turers. For example, a distributor may
extend customer billing 60 days and
the manufacturer will extend the dis-
tributor 90 days.

Seventy percent of the chemical dis-
tributors polled are concerned about
their liability in case of misuse of
pesticides by their customers. Half pro-
vide seminars to help prevent accidents
by customers. They feel pesticide cer-
tification is an adequate test of safe
pesticide use, but they (80 percent)
believe all applicators of restricted use
pesticides should be certified. WT&T

No need to own, load, haul and use
plows, discs, rotary tillers, blades, drags
or harrows to do the job.

Just one implement, the Roseman Tiller-
Rake does the complete job quickly,
efficiently and perfectly. Adjust pitch
control wheel to scarify hardest ground,
to till, pulverize, grade spread and finish-
rake.

From rough construction sites to perfect

seedbeds at tremendous savings in
time, labor, equipment and cost.

Thousands of satisfied users.
Order yours today.
312-864-1842
Roseman Tractor Equipment Co.

2620 Crawford Avenue, Evanston, lllinois 60201, USA
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See Showughbed of Lawwre Grasses

Finelawn 1 Turf-Type Tall Fescue is a new standard of excellence when com-
paring fescues for turf use. It has a brighter green color, narrow tapering
leaves of uniform quality plus im-
proved resistance to heat, drought,
and disease. Beauty and toughness
of a stallion — it's what makes
Finelawn 1 the preferred choice for  J1RF TYPE TALL FESCUE,
home lawns, commercial lawns and " o
recreation facilities. TR Rk |
Available at your local Lawn Seed Dealer.
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A powerful combination with
beautiful results. When you
combat troublesome weeds and
grasses with a tank-mix of
Surflan®and Roundupy’ you
knock 'em down and keep ‘em
down. So tree and ornamental
plantings, landscapings, fence-
lines, roadways and other non-

cropland areas stay clean, neat-
looking all season long.

The one-two punch starts with

Roundup delivering a quick,
complete kill. It follows with
Surflan delivering six to eight
months of dependable residual
control of 22 different weeds—
including such unsightly, seed-

germinating species as crabgrass,
barnyardgrass, fall panicum, pig-
weed, johnsongrass and foxtail.
Surflan and Roundup in power-
ful tank-mix combination.
Immediate kill plus long-lasting
preemergence control. You just
won't find a more efficient,
economical way to get un-
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wanted weeds out of sight, out of
mind. For Surflan, see your
Elanco distributor. He also can
show you the advantages of
other cost-efficient Elanco
products: Rubigan® fungicide,
Balan® and Treflan® herbicides]
Extra convenience for effectiv:
season long weed control in

Introducing
the new Quick Quart. . ' ‘
smaller areas: Surflan is now avail-

able in a one-quart container
for quick, easy tank-mixing
with Roundup.
Elanco Products Company,
ivision of Eli Lilly and
Company, Dept. E-455,
Indianapolis, IN 46285,
USA. wuua

g

Surflan®—(oryzalin, Elanco)
lyphosat

Turf and omamental
products with benefits that
make the difference.

e, Monsanto)
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Selling Service

From humble beginnings, Michigan-based distributor
Don Benham has built a $3 million company

on the premise that service, not volume, is the

key to staying on top of the heap in the

highly competitive chemical market.

by Ron Hall, assistant editor

Don Benham stands in the warehouse where he began
his chemical business five years ago. He now uses three warehouses to
supply his clients in Michigan and Ohio.

One idea and just five short summers
ago Don Benham found himself with a
used metal desk and a pair of card
table chairs—one for him, the other
for his sole salesperson, Paula Dietz.
He housed his office in a warehouse
behind a neat but small office complex
near the scenic community of Walled
Lake, MI, just outside of Detroit.

He'd put up everything he and his
wife owned to start Benham Chemical
Co., a chemical distributorship. In
fact, he, his desk (which had been
given to him by a friend), and his
entire company occupied only half
the warehouse. The other half was
used by another company.

His idea was bold; to sell products
from every major chemical manufac-
turer.

What he had going for him was 18
years experience in the chemical
business (he had headed L & E Chemi-
cals of the Long Equipment Corp.) and
faith he could build a business based
on the idea of service.

But, he had to convince the large
chemical manufacturers he could
serve them too, even though he would
also be handling products from their
competitors.

Benham, a large man with sharp
blue eyes and streaks of silver in his
hair, is a good businessman. He's also
persuasive.

Gaining support

Although several manufacturers bal-
ked at his idea to represent all the
major companies, he eventually
gained their support, both in the form
of selling him their products and
extending him the credit to do so.
First he reached an agreement with
Estech, then with Mallinckrodt, pick-
ing up the Diamond Shamrock (now
SDS) line of products shortly there-
after.

Benham was in business.

This August, Benham Chemical
Co. celebrated its fifth year in busi-
ness, its sales and office staff has
grown from two to seven people, and
the young company is anticipating a
dollar sales volume of $3 million dur-
ing 1984.

Benham and his close-knit staff
have built the company to the point
that it receives annual recognition
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@mecfamﬁonof Imfepen dence

Freedom of Choice with ISC Controllers

The ISC family of controllers allows specifiers, contractors and property owners
unparalleled freedom to design, program and operate an irrigation system without
compromising any one element for the good of another.

Independent Station Control means just that. . .total design independence. The Rain
Bird ISC-16, 24 and 32 station controllers free you to design an irrigation system to
meet every precise watering need.

These revolutionary new microcomputer controllers feature:

* Independent Station Control.. .precision control to program operating days,
starting times and running times per station. . .independently.

* Water Budgeting. . .watering times can be changed in 25% increments for all
stations simultaneously at the touch of a single Water Budget Key.

* Preprogramming Capability. . .set the program in your office for field installation
up to 24 hours later.

* Open Access Keyboard. . .accepts instructions in any order and at any time—

even during operation. k 35
® Back-up Program. . .waters every station two times per day, five minutes per time. AI” IRD

The Rain Bird ISC family of controllers means independence. . .it's a good feeling.

For a brochure on the ISC-16, 24 and 32, write:
Rain Bird Sales, Inc. Turf Division, 145 N. Grand Ave., Glendora, CA 91740
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General Manager Frank Forier also serves as Benham Chemicals’ credit

manager and has been active in the Green Industry for 25 years.

from most of the major manufacturers
it represents as one of the top, if not
the top, distributors in the entire
nation; all this in a service area that
covers southern Michigan, extending
well into the centrol portion of the
state, and all of northwestern Ohio;
and all of this in a remarkably short
time.

Benham credits several factors for
the success of his company, not the
least of which was his initial decision
to sell service as well as products.

The best, not cheapest
“Everybody is out trying to sell chem-
icals cheaper,” Benham said. “Of
course, we want to be competitive,
but we want to sell the proper chemi-
cal for the proper job and for a proper
profit. We are not always the cheapest
place. We feel that service to the cus-
tomer is more important than price
and we feel most of our customers
realize this.

“It takes time sometimes to con-
vince people that they need service.
Golf course superintendents recog-
nize they need the service, but many
lawn care customers take awhile to
realize it. We didn’t build this busi-
ness because we could sell it
cheaper.”

In line with this philosophy,
Benham keeps modest stores of chem-
icals at small warehouses at his home
office in Walled Lake and also at
Grand Rapids in Western Michigan as
a convenience for customers who
have jobs that need immediate atten-
tion. His main warehouse is in Dear-
born where his company shares
shipping facilities with Terminal
Sales Corp. which serves retail outlets
with many of the same products.

His sales people drive vehicles,
either station wagons or vans, that can
haul small emergency shipments. The
sales staff keeps in contact with the
home office with portable “beepers.”
This is probably more of a con-
venience to his smaller customers
who might need small supplies of a
particular product to meet an emer-
gency but Benham said he provides
them the same service as the bigger
accounts. The reason—as he dis-
covered firsthand—is obvious.

“Five years from now the one-man,
one-truck customer might be a major
company,” he pointed out.

Experienced staff

Another factor in the successful
Benham equation is the experience
and quality of his sales staff which

includes just about everybody on the
payroll. Everybody sells, even the
boss.

Frank Forier is the company’s gen-
eral manager. Prior to joining
Benham'’s team he headed Terminal
Sales Corp. and served as president of
both the National Lawn and Garden
Distributors Association and the
Michigan Turfgrass Foundation
(MTF). Paula Dietz is a former state
turf extension agent, while Vic Ben-
nett, who handles Toledo and north-
ern Ohio, and Marvin Dominick, who
operates in the Flint-Saginaw area,
were both golf course superinten-
dents and former customers of
Benham. David Phillips, Benham'’s
western Michigan representative,
operated the lawn care division of
McDonald Nursery in Saginaw.
Rounding out the staff is Office Man-
ager LuAnne Susick who, although
not technically a sales person, proba-
bly takes as many orders over the tele-
phone as anyone, Benham laughed.
And the boss, Benham, is a board
member of the MTF and, on this par-
ticular afternoon, was knee-deep in
the planning of a regional Professional
Lawn Care Association of America
meeting.

All of the staff is active in various
industry associations, something
Benham insists is essential to the
health of his business and the indus-
try in general.

“The companies (manufacturers)
are getting smarter,” Benham said.
“They want to see the background of
the people selling their products.”

What’s ahead

Several major changes have occurred
in the chemical business in the past
five years and one of the most notable
has been the rapid growth of the still
relatively young lawn care industry.
“Our biggest increases in sales came
from the lawn care market,” Benham
said. “I didn’t expect it to be that
strong."” Initially 95 percent of
Benham's business was generated
from golf courses, and although that
continues to be a big part of his busi-
ness (about 50 percent), the lawn care
industry has literally taken off. What
is remarkable, he feels, is that it
occurred during the worst economic
period in the Detroit/Toledo area
area since the Depression.

“We grew during those periods
when the industry went kaput,”
Benham said. The company met its
first-year $550,000 sales goal and has
made ‘“‘significant increases’ each
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FULL LINE OF
REELMASTER
GANG MOWERS.
Now theres a new breed of
gang mower thats tough
enough to take on any turt.
From golf course to school
yard. Park grounds to ath-
letic field.

Our Reelmaster™ 5, 7
and 11 blade gang mowers
deliver a superb quality cut
and finished look. Whether
you need a short, super-
formal cut. Or a longer
informal cut. Or something
in-between. :

Yet all three also deliver
renowned Toro durability to |
keep you cutting.

We engineered all three
with the bedknife optimally
positioned in relation to the
center line of the reel.

Al i m’-ﬂ‘hn Vi w1
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from the finished look of your turf.

“Toro” is a registered trademark of The Toro Company,
8111 Lyndale Ave. So., Minneapolis, Minnesota ;
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All three were designed
to discharge clippings in a
high vertical arc, so they

| disperse and settle evenly.

! And all three reduce clip-

| pings accumulation and
clumping, for the cleanest

| possible finish, even in

| wet grass.

In addition, we incorpo-

| rated other great Toro
| features. Like our exclusive
| single knob bedknife-to-reel

adjustment to maintain the
quality of the cut. And seven
spiders for increased
durability. As well as Toros
proven gear drive for less
downtime and fewer repairs.
Want to know more? Call
your Toro distributor today.
Ask him to tell you about the
toughest gang on any turf:
Our gang.

SEPTEMBER 1984/WEEDS TREES & TURF 27



year since. “We passed my five-year
projection in the second year,” he
added. In more recent years he's been
more accurate in predicting sales.
“Last year we were within $14 thou-
sand of what we predicted. We spend
a lot of time working on our figures,”
Benham said.

There are no immediate plans for
territorial expansion for Benham
Chemical. “We’ve had to turn down
business from other areas because we
can't service them like we would like

o,” Benham explained.

But, he continues to seek control-
led expansion within his business
area. “We have a lot more expansion
and a lot more things to do in our own
area, but we're actually having to
watch a little that we don’t grow too
much and grow out of our location.”

The growing sales of bulk chemi-
cals to lawn care businesses seems to
fit Benham’s service philsophy per-
fectly and he is openly enthusiastic
about it. His company entered into a
unique agreement with Bulkkem Inc.,
Normal, IL, last fall to be that com-
pany’s exclusive representative in his

area. “We stopped being competitors
and started being the same company,”
Benham explained.

Although bulk chemical sales
account for only about 10 percent of
his company’s business now, he pre-

“The manufacturers
are getting smarter.
They want to see the
background of the
people selling their
products.”

dicts that by 1986 they will account for
40 percent. “It's changed this business
entirely,” Benham said. He predicted
a growing market for bulk liquid fer-
tilizer and revealed his company is
contemplating putting up its own bulk
fertilizer plant as well, perhaps as
soon as next year.

There are several reasons, eco-
nomical and ecological, why Benham

believes the bulk chemical and fertil-
izer markets will grow. Price is the
most obvious, particularly to com-
panies that would use the contents of
a 220 or 550-gallon tank of chemicals
in a season. Purchasing by bulk also
eliminates the problem of storage and
disposal of empty, potentially
harmful drums and containers. Some
of the company’s customers now have
permanent tanks for each individual
chemical.

The Benham Chemical Co. has
come a long way since occupying half
of the warehouse behind his present
office although he still uses the same
metal desk that was given to him by a
friend. And he still follows the same
business philosophy based first and
foremost on service.

Benham is entitled to flash a wide
smile when he relates how new
acquaintances not familiar with the
Green Industry react when hearing
about his business.

“The guy might look at me and
say, ‘Can you make a living doing
that? What do you do in the
winter?"."” WT&T

'S JET

THE JET SET IS “IN”’ —
WE WANT YOU IN T0O0!

Right now, people all over the country are asking for SOLO
quality sprayers, because they are:
INvaluable for agriculture, horticulture, pest control,
sanitary and industrial application, or just around the
house and campsite.
INdifferent to corrosion - made of high-impact plastic with
VITON seals.

INdispensable for applying many cleaning solutions, all
approved pest control and agri-chemical formulas,
including herbicides.

INcomparable in capabilities and service.

SOLO products, supported by strong marketing programs and
co-operative advertising support will boost your sales.

Contact us today for detailed information.

SOLO INC., 5100 Chestnut Ave P.0O. Box 5030, New

2454228 Telex B2
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THE PARENTS OF PENNCROSS

1. Pennlu 2. 9(38)5 3. 11(38)4 _

The production Distinctive stripes in the Penncross creeping bentgrass

production field above mean the seed produced is certified

ﬁeld piCturEd Penncross seed. When Burt Musser of Pennsylvania

State University released Penncross in 1954, he set up strict

prOduces the reproduction parameters for his three parent strains that
H assure uniformity, natural disease resistance and mowabil-
cert|f|8d Penncross ity that haven’t been matched in 30 years. Without the
stripes in the field you don’t have Penncross on your green.
bentgrass And don't let anyone tell you that you can mix Penncross
Y

that,s praised with something almost as good.
by the pros.

Warren Bidwell, Turf
Consultant, will speak to
your turf management or
superintendents group.
Call Tee-2-Green Corp.
for details.
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Ten years ago Howard Jenkins was
enjoying a successful career with a
Caterpillar Co. dealer as divisional
vice president, general manager. He
knew backwards and forwards con-
struction equipment distribution,
sales, and service. But, he had just a
homeowner’s knowledge of turf.

Within two years he owned a Mas-
sey Ferguson dealership east of
Oakland, CA, and soon was one-half
of Ransomes’ distributor network in
the U.S.

Today, Jenkins and his partner Ben
Fuller own one of 33 Ransomes dis-
tributorships in the United States.
Jenkins Machinery Company is put-
ting finishing touches on an office
addition to its Concord facilities,
located strategically among San Fran-
cisco, Sacramento, Stockton, and San
Jose. Jenkins also has a branch in Long
Beach, CA, and sales rep in Oahu, HL

As the oldest, continuously operat-
ing Ransomes distributor, Jenkins has
witnessed the development of the
Ransomes distributor organization as
the British manufacturer of reel
mowers and tractors fought to take its
place next to Jacobsen and Toro.

Earthmovers to mowers
Maybe it was the simplicity of a small
Massey Ferguson dealership in Con-
cord, then a sleepy rural community
35 miles east of San Francisco, that
attracted Jenkins away from his Cat-
erpillar job.

“This was a little country agri-
culture store in 1976,” Jenkins
reflects, “in transition from small agri-
cultural to industrial as Oakland'’s
and San Francisco’s population
spread eastward. Construction was
beginning to pick up. The two-lane
rural highway in front of our store
became a major highway."”

Then came the turf connection. A
company called Pengro in South San
Francisco needed tractors for its new
line of reel gang mowers from Great
Britain. The mowers were made by
Ransomes and it told its three North
American distributors at the time;

Jenkins Machinery Co.

One of two original Ransomes distributors, partners Howard Jenkins

and Ben Fuller switched from big equipment to turf.

Pengro, Turfco in Florida, and Duke
in Canada,; its reels were best adapted
to Massey Ferguson and Ford tractors.
Jenkins sold the Massey Ferguson
tractors to Pengro for its territory, the
western half of the U.S.

Ransomes was no youngster to the
mower business, having manufac-
tured the first reel mower in 1832. But
the company had confined its market-
ing to reel products and to British-
connected countries, such as Aus-
tralia, Scotland, South Africa and
Canada, until the 1970’s.

Jenkins observed the potential of
the Ransomes line and purchased
Pengro. He also took on a former asso-
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by Bruce F. Shank, executive editor

ciate at Caterpillar as partner, Ben
Fuller, to help him manage the com-
pany as it expanded.

A support network was created to
enable the company to service cus-
tomers in states as far away as Texas.
It is based upon a complete parts
inventory, an 800 telephone number
for service, travelling service semi-
nars, and mechanic-to-mechanic
phone support.

“If we have to fly a mechanic to a
customer in another state we will,”
Jenkins states. “Of course, we do all
we can over the phone to make sure
the trip is necessary. But, we believe
perceived problems are as important
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Jenkins and Ransomes/Massey Ferguson combo that put him in the turf
business orginally and now represents his growth market.
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