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Like it or not, underneath every suc-
cessful framer (that includes making
money) is somewhat of an accoun-

tant. When you get done with all of the
beautiful framing, the customer service and
the great looking stores, you have to make
sure there’s a profit left. Since this topic
could take up hundreds of pages and most
people won’t read it anyway, I’m going to
focus on the biggest expense a frame shop
has: purchases.

While we are in a very labor intensive
business, material costs are probably the
greatest portion of a frame shop’s expenses.
Depending on whether or not you buy all
chop, some chop, length, or volume, your
cost of materials probably runs between 24
to 40 percent. This number is also affected
by the type of framing you specialize in (i.e.
high-end framing or poster framing).

The biggest problem, unless you
belong to a franchise that has some guide-
lines as to where you should be, is most of
the industry is in the dark as to what this
number should be. If you want to make
more money, and your cost of materials is
in fact your biggest expense, it’s worth some
time to try to reduce that number. I’m
going to cover some basic strategies in how
to do that.

The first one is the question of,
“Should I buy chop or length?” This is a
complicated question that depends on
many variables, such as space, volume and
the amount of capital you have. In some
cases, buying chop is the only option. But
in many cases, some combination of chop
and length is appropriate. What you need
to do is look at your purchases from the
previous year to see if it’s practical to stock
particular mouldings for better margins.

Since this is very dependent on your
particular situation, I’m going to focus on
the second way to reduce your cost of

materials that is more universal: Less is
more.

Less suppliers that is. It’s basic capital-
ism; buy as low as you can. The question is,
how do you do that? My answer is by giv-
ing your suppliers some reason to give you
a better price. When you buy frames from
twenty different suppliers, you are not very
important to any one of them. As a result,
you probably aren’t getting the best price
you can from any one of them. There is
certainly a need, if you want to provide a
good selection, to buy from more than one
or two suppliers. However, is it in your best
interests to buy from every supplier that
shows up on your doorstep?

A good chop supplier already has put
together a collection of mouldings from
numerous vendors. If you’re buying length,
it might require more effort on your part to
come up with a mix of suppliers to give you
a well-rounded look.

I think you will find that if you sit
down with your favorite suppliers and offer
them a commitment to buy more and show
more of their product, they will give you an
incentive to do so. If they don’t, you should
make it clear that you gave them the oppor-
tunity first, but if they “can’t” do anything
for you, you will be forced to move on to
other suppliers who are more willing to
participate in your growth. They do the
same thing to their suppliers, and some of
your customers do the same thing to you.
It’s called good business. If you successfully
reduce your number of suppliers, you will
not only benefit by pricing, but cost savings
in shipping, ordering time, and accounting.

Less work, more money. Get tough!
If you’re getting into this making

money thing through better purchasing,
and would like to receive more information
on better buying, drop me a note: 1915 N.
Clybourn Ave., Chicago, IL 60614.  ■
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