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JELD-WEN offers a wide range

of windows and doors

that include Low-E glass.

For years, builders have relied on JELD-WEN for energy efficient windows and doors. Now Low-E glass comes standard

in our wood windows and patio doors, and in our Courtyard Collection steel doors. It’s also an affordable option in our

vinyl or aluminum windows, and in our Premium Wood doors. Low-E glass is just one of a variety of energy-saving choices

you can offer from a company that’s been an ENERGY STAR® Partner since 1998. To learn more about any of our reliable

windows and doors, call 1.800.877.9482 ext. 4015, or go to www.jeld-wen.com/4015.
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Windows with Premium

Wood French Door
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Courtyard Collection Steel Door Vinyl Geometric Window Premium Wood French DoorWood Casement Window

®

Exterior Steel Doors–Courtyard Collection

JELD-WEN offers a wide range of
windows and doors that include

energy efficient Low-E glass.

In warm weather, Low-E glass reflects the sun’s

energy and reduces heat gain in the home.

In cold weather, Low-E glass reduces the amount of

heat loss by reflecting it back inside.
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Get Associated

join either NARI or the NAHB Remod-
elors Council today. 

An even better idea would be to join
both associations and take advantage of
the unique programs that each one
offers its members.

It’s been argued by more than a few
people that the remodeling industry is
actually done a disservice by the exis-
tence of two trade associations, with
each one effectively undermining the
authority and relevance of the other.

These detractors would have you
believe that both associations are weak
because the membership count in nei-
ther organization is above 8,000, while
the industry totals more than 370,000
firms. Even further, they would like you
to believe that by eliminating one asso-
ciation, the other would grow stronger
and thus provide better leadership
industrywide.

Not only do I believe this assertion
to be false, I would point out that the
existence of two associations has 
created a fairly intense competition for
new members. This competitive envi-
ronment forces the leaders of these
organizations to continuously try to
upgrade the number and quality of

their services and member benefits.
I would take this a step further and

suggest that having two associations
also allows the the industry to have
greater influence in areas such as gov-
ernment affairs, building codes, prod-
uct innovation and technology. For
remodelers, having two associations
provides more opportunities for certifi-
cation programs, continuing education
and peer networking.

At NARI’s recent spring board of
directors meeting, for instance, the
association discussed its plans to add
green remodeling certification and uni-
versal design certification programs in
the not-too-distant future. While the
universal design initiative will be simi-
lar to the Remodelors Council’s Certi-
fied Aging-in-Place Specialist designa-
tion, by definition it should end up
being a more extensive program. 

The green remodeling program,
however, stands to be the first of its kind
in the remodeling industry and is cer-
tainly going to raise the bar that much
higher in the competition between the
two associations.

And isn’t that a great situation to be
in for the industry?  PR

If you’re not a member of one of

the two trade associations that

directly serve the remodeling

industry, you’re missing out on

beneficial resources that can

help differentiate your business

from the competition. At the

bare minimum, I’d suggest you
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Referrals are the bread and butter
of the remodeling business, but
not all referral leads are created

equal. Whether a prospective client
finds a contractor via a friend or a phone
book, the remodeler has the responsi-
bility of choosing projects that will fit
the company’s schedule and resources
and be most profitable. Jud Motsen-
bocker asks Tom Lykos and Chuck
Russell how they choose their clients.

Jud: How do you qualify leads?
Tom: We have what we call a lead sheet.
When somebody calls our office, typi-
cally our office manager answers the
phone. That happens to be my mother.
She will go through a quick list of ques-
tions that we ask all our sales leads —
name, address, phone number, if
they’re in a single-family home or  a
condominium. We get a quick defini-
tion of the scope of work. 

And — something that’s very impor-
tant to us — we ask them where they got
our name. If it’s from advertising, we
know what advertising is working. If it’s
from a past client or vendor, then we
make sure we express our appreciation
to that referral source. 

We pass that lead on to one of our
two salespeople and they get into more
detail on the scope of work. They ask
about the client’s desired schedule and
budget. Then we make an appointment.
We let the client know on the first phone
call what the remodeling process is.
Chuck: We have a lead qualification
form, but where we differ is I want that
initial call to be the initial qualifying call.
We have spent a lot of time training our
office manager, and she’s the only one
who takes those calls. She does a pretty
extensive question and answer with the
client. Some of the things she talks about
are the job, financing, budget, time
frame. A lot of our qualifying is more on
personal and cultural fit than on any
other criteria. She does a fantastic job at
that. Our form has several red flags that
can be checked. 

At that point, she passes it on to our
sales manager, unless it’s something she
knows just flat won’t work, like if it’s on
the other side of the state, a do-it-your-
selfer or a shopper.

The sales manager fills out the lower

section of the form. He makes the final
decision on whether we’ll pursue that
lead or not. If there are too many red
flags when he gets through, then he’ll
politely refuse to do the job. Otherwise,
he passes it off to sales and we continue
to qualify throughout the sales process.

During the first meeting, we have a
client survey that the salespeople are
required to go through to get to know
the people better and find out where
they’re coming from. It’s one of the first
things he does after the warm-up, get-
to-know-you introduction. He tells
them in order to service them better, we
need to ask them a few questions. By
the time he gets there, we’ve decided
geographically it works, and it fits into
our schedule. Now we’re qualifying fit,
personality, culture and budget. By the
time you’ve asked all 11 questions, you
have an idea if it’s a good fit. We con-
tinue qualifying past the first two phone
calls right into the actual sales process.
Jud: Do you set priorities on leads? In other
words, is it a one, two, three, four system?
Chuck: Yes. When the office manager’s
finished with it, she gives a 1 to 5 rating
on several topics that can be red-flagged
— enthusiasm, price-shopping, opinion,
detail-oriented, agreeable, realistic. Also
geographic location and lead source. So,
we do a 1 through 5 grade and that num-
ber is the priority she comes up with.
The sales manager does the same thing
when he reviews it, and the final number
is our priority number.
Tom: We have a more informal process
for that, and we usually do it after the
first sales call. The salespeople will
come back with their notes on the jobs,
we’ll look at our current backlog of
work and at the location of the project.
Then, we make a decision as to whether
or not we have an interest in the job.

This remodeling firm in Naples, Fla.,
is in its 16th year of business and
should close $5 million in sales in
2006, says co-owner Tom Lykos. The
Lykos Group focuses primarily on
condominium remodels, but also
works on single-family homes.
About 90 percent of its projects are
residential and 10 percent commer-
cial, with no new construction.
Photo by Bob Thompson

Tom Lykos, CGR, CAPS, President
The Lykos Group Inc.
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Jud: What is the salesman’s closing word
after this first meeting? At that point you
may not do this job.
Tom: Typically, at the end of our first
meeting, we are asking the client to
commit to a design agreement. That is
an analysis of the project in terms of the
scope of work, the schedule, the budget.
Our goal at the end of the first sales call
is to get the design agreement, which for
all intents and purposes takes them off
the market. Now we start our working
relationship. I try to get that commit-
ment from the client as quickly as I can.

We sell 50 to 75 percent of our busi-
ness during a three- to four-month peri-
od every year, so we have to figure out
very quickly what jobs we will or won’t
do. We try to get as many clients to
commit to a design contract as quickly
as possible. That allows us to build up
our backlog for the whole year and still
work through the qualifying as well.
Chuck: We do it a little differently.
We’re set up for a two-call close. The
first call is a little more qualifying. The
sales people have the design budget
development contract with them, and
it’s already got the people’s name on it.
Probably 20, 30, 40 percent of the time
they get their signature. But we focus on
a second-call close. I don’t want to
commit to any kind of contract until that
salesman comes back with the survey
and he and the sales manager agree that
we’re going to proceed with this.
Jud: Chuck, how do you set the priorities
for that lead? 
Chuck: Probably our highest priority
is the lead source. Most of our market-
ing effort is relationship marketing with
our past customers, so if the lead source
is coming from them, we’re going to
service that source. We have to keep
that momentum going. We have a refer-

ral program with our past customers
that’s mentioned in our newsletter. We
don’t want to let anybody down.  

Our number two priority would be
geographic location. If it’s too far out of
our area, then we obviously can’t do it.
We have a network of other contractors
that we pass it off to. 

Sometimes it’s just a feeling. We have
red flags about Boeing engineers. They
have a terrible reputation to work for.
I’ve always believed that there are dia-
monds in the rough. We give every-
body the benefit of the doubt, and we
will really try to service a call, even if
it’s to make a second call and hand
them off to someone else. We don’t say
just because they don’t fit a certain set
of numbers that we’re done. We spend
a little time with everybody who calls.
Jud: Tom, how do you prioritize calls?
Tom: We take the referral source as our
primary deciding factor. Past clients are
automatic. Most of our work is by refer-
ral, and they’re a big referral source for
us, so anything they want us to do, we
find a way to get it done. When we get
a lead from a past client, we consider that
a pretty solid lead. It’s almost like the
client has to do something to make me
not want to work for them.

The second thing is the job type.
Unfortunately, because most of our
clients are part-time residents, they typ-
ically don’t know who else to call. They
might call us for handyman work or a
single-trade project. If a past client has
referred us to somebody who needs to
have a room painted, we’re not going to
take that job and manage it — we’ll refer
them to someone who does painting.

We work in a pretty small geograph-
ical area, so location isn’t a factor.
Jud: Do you accept any job when the client
specifically wants you?

Tom: Yes, if it’s a referral from a past
client. If it’s a condominium building
we do a lot of work in, we won’t neces-
sarily take that job hands down, but
we’ll certainly consider it a qualified
lead and give it a high priority. If the
lead was out of a magazine, we proba-
bly wouldn’t take that job.
Chuck: Generally, we would consider
it a very high priority job if someone
says, “We want you to do our kitchen,
and we’re not talking to anyone else.”

Located in Woodinville, Wash.,
near Seattle, Westhill has been in
business for 32 years and employs
between 30 and 35 works depend-
ing on the season. In 2006, Russell
plans to do about $7 million in
design/build remodeling volume.
The company also builds a custom
home or two each year. 
Photo by Gary Benson/Getty Images

Chuck Russell, CGR, CAPS, President
Westhill Inc.

Jud Motsenbocker
Contributing Editor
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Past clients have our trust and confi-
dence, so they deserve our best effort.
We’re ready to help them even if we
have to disqualify someone new who
might be a pretty good candidate in
order to fit them in. Probably 20 to 25
percent of the jobs we have going at any
one time are for past customers. That
takes some of the peaks and valleys out
of the equation.

For past customers, we do everything.
We have a small jobs division, and an in-
house architect and design division. We
also have painting crews. If it’s a past
client, I don’t care if it’s adjusting a door-
knob, we’ll be out there because I don’t
want anyone else in my client’s houses.
Jud: What other specific questions would
you ask?
Chuck: We start out asking about plans
and drawings and if they’re working with
an architect. If they have an architect on
board, that’s a red flag. We don’t often
work with other architects, and normally
they don’t work out that well for us.

We ask if any other companies will
be looking at the project. If they say yes,
we’ll ask who’s on their bid list. They
need to answer those honestly. They
could get half a red flag if there’s hedg-
ing in the answer. Some of these ques-
tions are just to see how open people
are. We’re a very open company and
we want our clients to be the same.
Tom: We have three big issues at the
beginning of the relationship. One, we
ask about schedule. With our part-time
residents, everybody wants the work to
start when they leave to go back home
and want it done by the time they return.
It’s important that we find out from the
client what their expectations are. If
somebody calls us in January and wants
us to start in February, that’s not realis-
tic. If they haven’t set their expectations,
then we have the opportunity to set them.

Budget’s also very important. A lot
of people here have a home up north
that they’ve lived in for decades, and
they may or may not have had work

done on it. They get a little bit of stick-
er shock when they find out how much
it’s going to cost. It’s important for us to
find out as quick as we can what their
expectations are for budget. If they’ve
bought property down here recently,
they understand that things are pretty
expensive down here compared to up
north. That’s a good sign. 

One thing I hate to hear is when peo-
ple say, “I remodeled my kitchen 15
years ago for $17,000.” Those clients we
know we’re not going to be able to work
with. If they have a realistic schedule or
are open to talk about schedule, or if
they’re open to a reasonable budget,
those are good signs.

We also want to find out if they’re
familiar with our work. We do work in
condominium buildings and typically
we find that other residents in the build-
ing look in on our project. By the time
they call us, they’ve met our employ-
ees, they know the caliber of our work
and we’re already established with
them. Those are really our ideal clients.
Jud: What information do you absolutely
have to have, and what would indicate to
you what the red flags are?  
Tom: Expectations for schedule and
budget. If I can’t get that information
up front, then I know I’m going to have
trouble with them later. Those are the
two key things before I even go out on
the first sales call.
Chuck: Time frame or schedule for the
project is required. If they don’t want to
answer or if it seems like it’s going to be
a problem, then the grade will be lower.
Budget information is required. If they
don’t feel comfortable giving it, it’s not
something we’d totally throw the lead
away over, they would just get a little
lower score. 

We require at least three phone num-
bers and an e-mail address. The cell
number is a more personal way to get a
hold of them. That’s a sign that they’re
serious and ready to talk.
Jud: Give me three or four of your red flags. 

Tom: Number one would be an unrea-
sonable expectation of schedule. If
they’re waiting until the last minute to
call us — that means they’ve already
called someone else and for some rea-
son they weren’t happy. Now they’re
reaching for straws to get something
done before they leave. 

When it comes to budget, if clients
are unsure, it doesn’t necessarily mean
they can’t afford it. They might not
know how much it will cost. Our sales-
people are trained to discuss numbers
with people on the first sales phone call.
If a client doesn’t have a budget in
mind, we’ll discuss that with them prior
to the first on-site visit. 

We tell them, “If you can’t tell me
how much you want to spend, then we
can’t design a project for you that meets
all of your needs at your budget.” We
tell them, “In a design/build relation-
ship, our job is to get you the most for
your money.” That’s where value engi-
neering comes into play.
Chuck: I think the first red flag is the
openness of the people that call. It could
be about budget, schedule, anything. If
they have an architect already on
board, that’s a flag. If they’re having
more than two companies review the
project, that’s a flag. If it goes to three,
four or five, that’s several flags. Time
frame, schedule would be a flag. Budget
issues. There are some jobs we don’t
feel we can do efficiently to make the
people happy. You know, do a little
over here, a little over there. Those are
red flags for us. We call those the scram-
bled eggs jobs.

Some of the questions we ask refer to
when you purchase projects, what do
you look for for, quality or price? Flags
can come out of those questions.  PR

For more red flags,
stories about what happens
when you ignore them, and 
more Best Practices, visit

www.HousingZone.com/PRbestpractices
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heart and skill, but nothing was accom-
plished because people dug in their
heels.

Many family businesses are run on an
emotional family structure rather than
an agreed-upon business structure. In
this situation, business growth can be
slowed, stopped or even destroyed.

When my father passed away in
December 1994, we had a construction
company, seven franchise companies,
and a real estate company with apart-
ment complexes, strip malls and single-
family homes. Managing the business
transition was a great undertaking for
our family of six adult children, a for-
mer brother-in-law who’s like a step-
brother, and my mother, who was not
active in the business.

We hired many top consultants to
help us through this evolution. Bonnie
Brown Hartley, president of Transition
Dynamics (www.transitiondynamics-
inc.com) in Eugene, Ore., helped us
understand the different meanings and
responsibilities of our roles as a business
owner, family member and manager.

This is where Brown Hartley’s Family
Business Bermuda Triangle comes into
play. The issues of power, love and
money make up an inner triangle that
can cause major problems if not handled
correctly. The outer triangle — planning,
communication and relationship man-
agement — helps to counteract the poten-
tial negative effects of the inner triangle.
The three circles represent the manage-

ment system, ownership system and
family system. You can’t opt out of the
family, to which you belong by blood or
by marriage. Business ownership is on a
percentage basis. Being a manager
requires having the drive, talent and

skills that match a necessary position.
In 1998, we had to move one family

member out of the role of president and
CEO over all divisions to a role as exec-
utive vice president of franchise sales
and president of a newly acquired divi-
sion. Then we had to choose another
family member for the role of president
and CEO. We wanted the best match
for each position, not only to get the
highest return on investment but also to
allow individuals to use their natural
gifts and to shine. It was a difficult tran-
sition, but it went much smoother

because we understood the Family
Bermuda Triangle ahead of time. It can
be challenging to make these kind of
changes, but it is really the only way to
create a true win/win. Change is neces-
sary for healthy growth, both personally
and professionally. 

Whether you have a family business
or are in business with a partner, the
same principles apply. Decide who will
be president, vice president and depart-
ment heads. Make sure the skills match

the position. With one
person in charge, meet-
ings can be held for all
to give input. Then the
one chosen to lead can
make a final decision.
Lack of a clear leader
will create duplication
of effort and waste in
your company and
cause it to suffer if not
fail. This applies to large
and small companies.

One thing to
remember when you
choose a leader: It is
critical that you

respect, honor and stand behind the
individual’s decisions. He or she will
not be perfect — no one is — so let him
or her learn from mistakes and in the
end you will achieve better results. PR

Doug Dwyer is president and chief steward-
ing officer of DreamMaker Bath & Kitchen
by Worldwide, one of the nation’s largest
remodeling franchises. He can be reached at
doug.dwyer@dwyergroup.com.

For more Best Practices,
visit www.HousingZone.com/
PRbestpractices

Escape the Bermuda Triangle

Professional Remodeler
B E S T  P R A C T I C E S

Doug Dwyer
Contributing Editor

Have you ever experienced emotions running high or

out of control in a family business meeting and won-

dered what happened? You invested time, energy,
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Planning, communication and relationship manage-

ment counter the pull of power, love and money. 
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It’s a no-brainer: Every house has at least
one kitchen and one bathroom. Homeowners
spend a lot of time in these rooms, and they get
heavy use. Trends come and go, but kitchens
and bathrooms will always be big sources of
remodeling business.

The part that’s not so obvious — at least, not to home-
owners — is how to go about getting a kitchen or bath

remodel done. Perhaps even more so than other types of
remodeling, the kitchen and bath market is crowded with
competition. Potential clients have the option of begin-
ning their journey at an interior designer, cabinet shop,
kitchen or bath designer, plumbing showroom, architect,
appliance store or home improvement retailer – let alone
a remodeling contractor. And those are just the profes-
sional competitors.

By Kimberly Sweet

Editor

Kitchen and bath business demands 
that remodelers elevate their game
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Stakes
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To win business at a time when consumer interest in
kitchen and bath design and products has added the
phrase “remodeling porn” to the lexicon, remodelers
need to understand design trends, space planning, prod-
uct differences, customer care and sales presentation at a
high level to stay ahead of their clients. That said, there
are many ways to structure a remodeling company for
kitchen and bath success. Three industry leaders shared
their advice with Professional Remodeler, allowing us to cre-
ate this FAQ, which continues online.

JoLynn Johnson, CMKBD, CAPS, president of Crys-
tal Kitchen Center in Crystal, Minn., has been trying to
perfect the art and science of the kitchen and bath busi-
ness since buying her company 12 years ago. Founded in
1975 by Crystal Cabinet Works as a retail outlet, Crystal
Kitchen Center (CKC) mainly offered cabinetry to home
builders when Johnson acquired the company, with just
20 percent of its business coming from remodeling. 

As her homeowner clients began asking for more prod-
ucts, installation and design, Johnson focused the business
toward design/build, kitchen/bath remodeling. Now
CKC’s average kitchen sale is $82,000 for a complete
package and $57,000 just for cabinets and counters. Ear-
lier this year CKC moved to an 8,800-square-foot build-
ing, half of it occupied by a showroom and the remainder
by a selections center, conference room, offices and ware-
house space. CKC subcontracts labor.

At Case Design/Remodeling, headquartered in 
Bethesda, Md., kitchen and bath remodeling is broken out
as a separate division of the full-service firm. Associate
vice president John Audet serves as general manager of
that division, which handles any kitchen/bath jobs that
stay within the home’s existing footprint. That adds up to
more than 200 jobs annually. 

Many of the additions and whole-house remodels that
run through Case’s design/build division include kitchens
or baths. Audet’s division partners on those projects.
Much of the construction is done in house, including
plumbing and electrical. As at CKC, the designers at Case
double as salespeople.

D&J Kitchen and Baths, located in Sacramento, Calif.,
operates as an interior-only, design/build kitchen and
bath firm. CEO Darius Baker, CR, CKBR, who does the
design and sales himself, will take on structural work such

as moving walls or vaulting the ceiling, but leaves addi-
tions and whole-house work to other remodelers.

Should I have an in-house designer?
Partnering with a kitchen/bath studio, plumbing show-
room or designer is always an option. When Baker started
remodeling 21 years ago, he often built from plans 
created by interior designers, kitchen designers or archi-
tects. Too often, he says, they looked pretty but didn’t con-
sider function or lacked complete information. 

“My personal preference is to design in house. I’m
more of a control freak,” admits Baker. “Who better to
build something than the person who conceived it? Who
better to have an idea of how to design it within a stated
investment figure?”

Audet recommends checking references before work-
ing with an outside designer. “You have to know the prod-
ucts and what you’re working with,” he says. “There’s a
huge difference between stock cabinetry and a full custom
line. If you’re not familiar with it, you can be in trouble.”

What kind of training should a kitchen/bath
designer have?

Keeping abreast of trends is the least of the knowledge
a designer should have. As Johnson puts it, “You could
lose your butt with someone who doesn’t know how to
measure down to 1/16 of an inch.”

Three of CKC’s designers, Johnson included, have
NKBA credentials. Certification isn’t a must for hiring,
but potential design employees need some kind of formal
training and a desire to continue their professional devel-

Designers Valerie Stuessi, CKD, JoLynn Johnson and Serena

Rebechini-Hilton, CKD, of Crystal Kitchen Center take

measurements and design and sell jobs, working with an in-

house project manager to prepare estimates and schedules.

Photo by Steve Woit

The Kitchen/Bath Outlook
According to architects, the market for kitchen and bath
remodeling continues to grow. A recent survey of 600
residential architects revealed the following:
� 30 percent report improving conditions for

kitchen/bath remodeling
� 41 percent report the number of bathrooms per home

is increasing
� 44 percent report the size of residential bathrooms is

increasing
� 25 percent report the number of kitchens per home is

increasing (this includes butler’s pantries, outdoor
kitchens, beverage centers and the like)

� 41 percent report the size of residential kitchens is
increasing

Source: February 2006 AIA Home Design Trends Survey
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opment. For instance, the company’s receptionist has a
certificate in kitchen and bath design from a local com-
munity college and wants to be a kitchen designer. John-
son plans to have her learn on the job about product lines
and pricing and then spend time shadowing Johnson.

Case, too, encourages employees to achieve NARI or
NKBA certification. Some of the designers, Audet notes,
also have professional backgrounds or academic degrees
in interior design.

“That helps them in the customer service end, where
you sit down and pick colors,” he says.

Baker, who comes from a more typical remodeling
background than Audet or Johnson, recommends a range
of coursework and practical experience to be sure the
designer can address electrical, mechanical, plumbing
and code issues as well as space planning, room function
and aesthetics. That’s why he led the development of
NARI’s Certified Kitchen and Bath Remodeler program. 

How should I charge for design?
That’s right: The question is not whether to charge for
design, it’s how. Baker used to design on sales calls in
prospect’s homes. It created buy-in, cemented the rela-
tionship and drove sales, he says, but soon proved unpro-
ductive. He then switched to only doing design after
clients had committed to a construction contract. For the
past year, he’s used what he calls a scope of work program.
For $1,000 to $2,500 upfront, Baker measures the home,
develops a conceptual floor plan, creates a takeoff and
produces a complete line item bid with some allowances.

Once they sign a construction contract, he requires $1,000
to put them on the production schedule (California con-
tractors can’t ask for more than a $1,000 deposit). At that
point, he puts the scope of work fee toward the job.

Case uses a variation on that approach, charging an
upfront fee that ranges from $800 to $1,800 depending on
the size and scope of the project, according to Audet. The
fee includes all space planning and selections. Half of that
amount, he adds, gets credited back when the client signs
the construction contract.

CKC charges a lump-sum design retainer that depends
on the designer and the project scope. Johnson’s fee starts
at $1,500. Most of the time the retainer is applied toward
the construction price, but not always — in fact, her design
contract says it won’t. That way she can recoup the cost
of her designers’ time when an extra-demanding cus-
tomer requires more service than usual. If the customer
doesn’t go to contract, CKC charges an additional $1,000
to buy the plan. In 2005, the company did $41,000 of
business just in design.

Is a showroom necessary?
While the Internet is a great source of information, noth-
ing replaces seeing and touching products in person. That
doesn’t have to mean building a showroom, though.

“Having some way to show product effectively is essen-
tial, whether it be your own showroom or you’re aligned
with local showrooms or if you have a number of samples,”
says Audet. Two of Case’s four Washington, DC-area loca-
tions have showrooms that display kitchen cabinetry, and
one is being renovated to incorporate counter, faucet, tile
and lighting samples, as well as more cabinet options. 

“The product itself is probably the smallest cost to the
showroom,” Audet adds. “The space to have the show-
room is probably the most expensive.”

Johnson felt having a showroom was important enough
to move to a larger one in a more prominent location. “We
were lucky if we got eight new people through the door in
a month,” she says. “Here we get eight to 10 in a day.”

It’s too soon to tell how many of the walk-ins are tire-
kickers, but already the showroom is helping to educate
consumers that CKC can do more than just kitchens,
Johnson says. The showroom leads will be a good way for
new designers to begin building a client base and grow-
ing sales, she adds.

Is a design program necessary? 
In a word, yes. Consumers need some kind of help visu-
alizing the end result. But in software, as in kitchen design,
there is no “right” answer — it all depends on the user’s

c o v e r  s t o r y

Design software allows Serena Rebechini-Hilton to help

clients visualize their project. CAD skills are a must for new

CKC hires in sales and design. Photo by Steve Woit
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needs. CKC uses 20-20 Design, pop-
ular in the kitchen/bath industry
because many cabinet manufacturers
support it. Johnson also likes Planit
Fusion, and plans to introduce Auto-
CAD or Chief Architect in the next
two years.

Case uses a combination of 20-20
and SketchUp for renderings and
visualization, says Audet, turning to
VectorWorks for final construction
drawings. Baker prefers Chief Archi-
tect as an all-purpose product, using
it for conceptual design, drawing the
existing structure and creating new
floor plans or rooflines.

Is pricing different in kitchen/
bath remodeling?
With prices for kitchen and bath
products readily available to con-
sumers from retailers or the Internet,
high markups can be hard to achieve.

“Appliances are maybe a 20, 25
percent markup,” says Johnson. She
prefers using high-end professional

brands because they use UMRP —
unilateral minimum retail pricing.

“People aren’t price shopping,”
she says. “Otherwise there are places
that go dirt cheap, and we do all the
work of selling it but don’t make the
money.”

Baker views UMRP more nega-
tively because this strategy doesn’t
offer a price break to professionals.
He chooses not to mark up appli-
ances at all, instead adding an instal-
lation fee as a line item for each appli-
ance. Overall, D&J averages a 67
percent markup and 40 percent mar-
gin per project, but Baker varies the
markup as he feels appropriate per
line item. For example, on a recent
$200,000 remodel, he marked up
$23,000 worth of plumbing fixtures
by only  25 percent.

How important is fast turnaround?
“The kitchen and bath are the two
most lived in and used rooms in the
house, so our time there is as short as
possible,” Audet comments. Minimize
down time with lots of planning. “The
scheduling, because of the different
trades that are involved, is critical. Be
focused on systems and processes to
keep the project going smoothly.”

He recommends presenting home-
owners with an individual job “fore-
cast,” a word he prefers to schedule,
that includes a brief description (dem-
olition, rough-in) of what is going on
each day as well as key milestones.

Case also might make suggestions
or assist in putting together a tempo-
rary kitchen with counter, microwave,
coffeemaker  and a water source
somewhere in the existing space. “Try
to get them running water as soon as
possible,” Audet advises.  PR

For more kitchen/bath 
Q&A and more 
Best Practices, visit

www.HousingZone.com/PRbestpractices
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Top Eight Items on High-End
Kitchen Remodel List
1. Countertops

2. Cabinetry

3. Plumbing fixtures

4. Wall finishes

5. Flooring

5. Lighting

7. Cooking appliances

8. Dishwasher

Top Eight Items on High-End 
Bathroom Remodel List
1. Faucets

2. Flooring

3. Showerhead

4. Wall finishes

5. Lighting

5. Toilet

7. Basin

8. Vanity

Source: 2005 HIRI Kitchen & Bathroom Remodeling Study

For FREE information circle 10

F R E E  P O W E R .

The Power Of YellowSM: Buy Pella®

windows and doors; get FREE 

DEWALT®* power tools. 

Visit www.powerupwithpella.com 

or call 877-95-PELLA for details.

© 2006 Pella Corporation
* DEWALT is a registered trademark of the DEWALT Industrial Tool Co.

For FREE information circle 10

prxads0604.indd   21prxads0604.indd   21 3/29/2006   3:43:52 PM3/29/2006   3:43:52 PM



There is no such thing as a rough opening. 
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The food at Fiorentino’s outclassed the
building the way grilled brie outclasses melted
Velveeta. Rob and Rose Billas had opened the
family-friendly Italian eatery in 1999, immedi-
ately after buying the 200-year-old building —
once a restaurant, most recently a biker bar.
From the start the Lancaster, Pa., restaurant
and bar was a hit. The great food and warm
atmosphere made Fiorentino’s a happening
place. What was not to like?

Well, how about that the restaurant was rundown and,
at 1,350 square feet, too small? With two obscure entries
(neither one handicap-accessible), the old restaurant had
no sense of arrival. Inside, patrons crowded into a smoky,
congested room, and hovered over diners while waiting

for a table. Noise and smoke spread throughout the space.
The kitchen and wait staff were tripping over each other
in a cramped, poorly laid out cooking and food prep area. 

The Billases placed an order for a major upgrade with
Earl King Inc. in late 2004. The Leola, Pa., contractor
dished up a four-star remodel that more than tripled the
size of the restaurant and resolved the building’s problems
— yet enabled the restaurant to stay open for all but seven
weeks of the five-month project. 

A phased schedule allowed Earl King to triple the size of this restaurant
in five months while closing it to business for just seven weeks.

By Wendy A. Jordan

Senior Contributing Editor

Commercial Success

Architect Tom Weaver retained the building’s old-style

character and scale by designing a stepped structure

that flows from entry to new dining room to existing

building. Paired porch and vestibule bump-outs flank

and help identify the entrance. Photos courtesy of Earl King

s p o t l i g h t
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Winning the job
When the Billases moved to town several years earlier,
architect Tom Weaver of Ephrata, Pa., designed a new
house for them and became a good friend. They asked
Weaver to design the restaurant redo and recommend
contractors. He provided a few names, as well as straight-
forward advice. 

“He said a big company may provide less specific
attention,” recalls Rob Billas, “and a small, mom and pop
company may not be very professional.” Conversely,
Weaver told Billas, a mid-size company like King would
have the benefits of being small but still be professional
and “likely to be very accommodating of all the little
things we wanted to do. In the end you’ll probably end
up going with King.”

Architect Connie King does Earl King’s in-house
design work, but the firm typically works with architects
retained by customers. Weaver has been a partner on sev-
eral projects.

The Billases talked to a few companies but liked Earl
King best from the start. In the initial meeting, company
president Ron King and project manager Chuck Lewis
made a good impression with their honesty.

“They did not promise to build the restaurant in a day,”
says Billas, “and they did not promise to be cheapest.” 

The Earl King estimate was a little higher than the ball-
park figures provided by the other contractors. Still, the
Billases requested a detailed estimate only from Earl
King. King and Lewis brought two of their subcontrac-
tors, the plumber and electrician, to a second on-site
meeting to gather information for the proposal. (The com-
pany subcontracts all labor except carpentry.) Lewis then
called Billas several times with questions while he worked
up the numbers.

“They weren’t messing around,” says Billas. “They
really cared.”

The scope of work included a 3,250-square-foot addi-
tion on the west side and a 220-
square-foot dishwashing room
and service entry on the north-
east corner of the existing build-
ing. The large addition included
a welcoming entry with vesti-
bule and waiting area, a new
bar, a second dining room,
handicap-accessible bathrooms
and a dining porch. It also fea-
tured an office, food prep area
and storage on the lower level.

About 60 percent of Earl King’s work is remodel-
ing, with 40 percent new construction. Commer-
cial projects add up to 50 percent of the compa-

ny’s remodeling revenue, says president Ron King,
because the commercial jobs are bigger despite being
fewer in number. Because of their high dollar volume,
King says, commercial projects have a lower markup
than Earl King’s residential jobs. The Fiorentino’s remodel
was about medium size for the company.

King uses a lump-sum or fixed-price contract. Trade
contractors visit sites to aid in preparing a detailed esti-
mate, which is provided free to clients. On this job, the
company even subbed out the finish carpentry in order
to meet the tight production schedule. 

“We have working relationships with 90 percent of
the subcontractors,” Ron King says. “When we go out
for budgeting and pricing, they understand us, and we
know what they’ll do.” That means the subs’ estimates
are informed and on target.

Gross profit on the Fiorentino’s project was budgeted
at 20 percent. It came in close to plan at 18.6 percent, off
by $8,775.36.

“The owner got hammered with unforeseen struc-
tural problems,” says King. “We chose not to aggres-
sively go back to him with change orders for everything.
We try to treat our clients fairly.”

Labor overruns to deal with problems in the old
restaurant building caused the cost bulge. For example,
the double floor — a barn floor topped by joists and
another floor — meant that whenever wiring or conduit
had to run from the upper level to the basement it had
to go through 16 inches of floor, beams and joists. 

“We didn’t charge the owner for that,” says project
manager Chuck Lewis. Change order charges included:
� 150' ADA-approved metal handrail: $4,352
� excavation and paving along state roadway:

$15,192 
� re-roofing with dimensional shingles and

creating 8-inch gable overhangs: $4,024
� additional plumbing for pasta cooker, bar

sink, prep sink, icemaker: $5,962
� additional wiring for recessed fixtures, dim-

mers, equipment outlets: $3,595
� concrete retaining wall to protect exposed

foundation at front of existing building:
$4,249.

Budget History
Initial estimate $513,838

Add-ons $15,303

Final estimate $529,141

Change orders $55,883

Final price of job $585,024

Cost to produce $476,500

Gross profit $108,524

Budgeted gross profit 20%

Actual gross profit 18.6%

THE FINANCIALS
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Fast service
The rule according to Rob Billas: “There had to be as lit-
tle down time as possible, so I could generate the income
to pay for this.” He also told Earl King that while the busi-
ness was open during construction, restaurant operations
and customer comfort could not be compromised.

“If they had to shut down the water or electricity they
had to do it before 11 or at least before 4,” Billas says. “On
our busiest days — Friday and Saturday — they could not
do that at all. They were very considerate of that.”

Lewis delivered by approaching the project in two
phases. During the longer first phase, from January 10 to
April 26, 2005, the restaurant remained open and Lewis
concentrated on building the two additions. 

As for the site, Earl King placed the Dumpster in an
out-of-the-way spot on the grass so as not to clog the park-
ing lot. The crew kept the site meticulously clean. A huge
sign announced that the restaurant was still open, and
fencing kept access both clear and safe.

Only when it was time to break through to the existing
building did the restaurant close. Lewis budgeted six
weeks for the intensive second phase. 

During this time, Earl King planned to remodel the old
structure by replacing the wiring and plumbing systems, rip-
ping off unsightly bump-outs that had been added over the
years, adding an ADA compliant ramp, rearranging the exist-
ing dining room and upgrading the existing kitchen area. 

2 8 PROFESSIONAL REMODELER APRIL 2006 www.ProRemodeler.com

Billas and Lewis kept the new dining room cozy with an

island of booths, walnut-stained pickwick paneling, sponge-

painted walls and acoustic wall tiles.

s p o t l i g h t

Before After

Before
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boot is made with leather chosen specifi cally for the work you do. And each boot’s sole is designed for 
different workplace conditions. If you work in the rain, there’s waterproof. In the cold? Get insulated. 
Hazardous work? Try steel toe. All of the above? We build those, too. Get exactly the right tool for the 
job. Red Wing Shoes. Built to fi t. Built to last. For a dealer: redwingshoes.com or 1-800-RED-WING. 

For FREE information circle 8
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Flies in the soup
Major structural problems threatened to blow the sched-
ule and the budget. The new west wing of the building sits
in a flood plain, so it was designed to be built with rein-
forced concrete walls. But Lewis soon learned that sub-
stantially more structural support would be required. 

“When we excavated along the existing west wall for
the addition we found the stone foundation to be in poor
condition,” he says. “It began to crumble. So we poured
a new concrete wall against it and pinned it with rebar to
shore it up.” 

Lewis ran into the same problem while excavating for
a 70-foot, handicap-accessible ramp along the front of the
building, requiring Earl King to pour a reinforced con-
crete retaining wall to support the foundation. That added
$4,249 in costs. “There was quite a bit more concrete
work than anticipated,” says Lewis.

The walls of the original wood building held more
problems. Built like a post-and-beam barn, the structure
had posts where Earl King planned to create large new
window openings. Lewis removed five intermediate posts
along the front wall, adding a 3ply 91/4" LVL beam to sup-
port the attic floor and roof loads, thereby clearing the
way for windows. 

Extensive deterioration of the wood framing also had
to be addressed. Lewis replaced rotted floor joists with

new lumber and inserted treated lumber where the wood
structure came into contact with the foundation. 

The front wall bowed 4 inches end to end and was 5
inches out of plumb. Lewis couldn’t remove the wall with-
out affecting the roof structure, which was staying in place,
so he sandwiched it between new exterior and interior
walls. The result is a 10-inch-deep front wall with room for
extra insulation.

He also discovered that the floor of the above-grade
restaurant was out of level by 5 inches. Lewis finessed the
connection between the old and new dining rooms with
a paneled half wall, linking the floors with a little rise.

To keep the remodel moving along despite changes and
surprises, Lewis chose to add more labor to the project.
As a result, the restaurant was closed only one week
longer than planned. 

“Framers worked some long days to get the building
ready for rough-ins,” says Lewis. “Plumbing and electri-
cal subs put additional manpower on the job. At one point
we had carpenters, electricians, plumbers, mechanicals,
metal workers, concrete workers, and siding installers all
working on the project at the same time.” 

Billas says, “I’m amazed that it went that quick.” That
kind of problem-solving is one of the things Billas liked
about Earl King. “There were lots of surprises” along the
way, he says. “They rolled with it.”  PR

For more Solutions, visit 
www.HousingZone.com/PRsolutions

A glass partition contains the smoke and noise of the

bar, but lets light and views shine through. Lewis

inserted a 6-inch plastic pipe behind the bar; bottles

are dropped into a recycling bin in the basement.

Bar backsplash: Formica. Countertops: granite. Cultured stone

veneer: Quality Stone Products. Decking: Trex. Microlam beams:

Louisiana-Pacific. Truss joist: Louisiana-Pacific. Roofing: Tamko

dimensional shake shingles. Windows: Marvin.

PRODUCTS LIST

SNAPSHOT
Ron King, Chuck Lewis
Earl King Inc.

Location: Leola, Pa.

Type of company: Design-build general

contractor, residential and commercial

work, remodeling and new construction

Staff model: 4 office, 5 field

Years in business: 68

Sales history:
2002 $2,851,600

2003 $2,503,900

2004 $2,856,600

2005 $3,645,100

2006 $3,000,000 (projected)

Annual jobs: 17 to 22

Workweek: 50 hours office, 45 hours field

Software: Sage Timberline, AutoCAD,

Microsoft Office, Microsoft Project

Contact: www.earlkinginc.com

s p o t l i g h t
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LandmarkTM Series Shingles featuring WideTrack QB.TM

For better roofs. And unbeatable confidence. At 11/2", the

WideTrack nailing area is, well . . . huge. Installers get a dramatically wider

target to apply fasteners quickly and accurately. Plus, the sealant placed low

on shingle backs prevents nail guns from gumming up and provides superior

resistance to wind uplift. All resulting in more roofs going on right, fewer

callback worries and more confidence in CertainTeed. Learn more at 

800-233-8990 or www.certainteed.com.

Forget your margin of error.
Here’s your margin of accuracy.

For FREE information circle 16
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TIMELESS BEAUTY

TRUMPS TRENDY.

1-800-BUY-MOEN • www.moen.com
© 2005 Moen Incorporated. All rights reserved.

Your customers want beauty and they expect quality that endures. So, it’s no wonder that when it comes to reliability,
durability and appealing styles, research shows your customers think we’re the best. And who could argue? Moen
has built a trusted reputation for offering a wide range of designs backed by a lifetime guarantee. So, when you want
to choose the brand that builds customer loyalty, there is only one choice. It begins with the letter M.To find out
more about the specialized tools and services we’ve designed specifically for you, visit us online at moen.com.

MCMOEN0002 M Bath ProRemodeling : Bath

Cyan Magenta Y e l l o w B l a c k
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Twenty years ago, Benvenuti and
Stein had designed the kitchen
of this home on Chicago’s North

Shore. The new owners liked its basic
form and function, especially the center
island. But the homeowner, an art col-
lector, wanted the space recast in the
modern, minimalist Scandinavian
design she loves. She also sought more
storage space and natural light, and the
ability to keep an eye on the kids while
cooking and managing family finances.

In moving the kitchen to the back
corner of the home, Benvenuti and
Stein architect Jeff Herberholz pre-
served the dining room and also created

Real Simple, Real Clean
k i t c h e n

Remodeler and architect: Benvenuti
and Stein, Evanston, Ill.
Project location: Winnetka, Ill.
Age of home: 80 years
Scope of work: Relocated the kitchen and
doubled its size,adding a pantry,work nook,
breakfast area and wet bar.

The balance of wood and glass give this kitchen
Scandinavian sophistication

Benvenuti and Stein designed both

versions of this kitchen. The new one

features a picture window, 61/2-foot-

square glass skylight and under-

cabinet windows (at right) for views

and sunlight. Seating six, the granite-

topped island includes a cooktop and

a warming drawer. Photos by Paul Schlismann

www.ProRemodeler.com APRIL 2006 PROFESSIONAL REMODELER 3 3
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a sensible flow throughout the first
floor, avoiding adding hallways. A 200-
square-foot addition allowed the home-
owners to nearly double the size of their
kitchen and to have a new family room.
With no second floor above the new
kitchen location, Benvenuti and Stein
raised the 8-foot kitchen ceiling another
10 inches without affecting the existing
second-floor windows. 

That added space made room for full
44-inch upper cabinets topped with
lighting detail. Too many uppers would
have made a large picture window
unworkable, so Herberholz designed a

floor-to-ceiling column of cabinetry
around the refrigerator. Cantilevered
shelving on the ends of the upper cabi-
nets and open glass shelves in the cabi-
nets serve as display areas. In- and
under-cabinet lighting and above-
counter, under-cabinet windows help
keep the kitchen open and light.

Benvenuti and Stein duplicated the
cantilevered shelving in the work nook,
located off of the kitchen and breakfast
area. A column of square glass-block
windows over the desk repeats the win-
dow pattern of the kitchen but provides
privacy for getting work done. 

“We didn’t put the side supports 
in because it would make the sink and
desk areas look too closed,” Herberholz
says. “The actual cabinet construction
was streamlined because we have an 
in-house cabinet shop, and whatever
we think of they can do, so we’re not
limited to ideas that come out of 
catalogues.”

The resulting 483 square-foot
kitchen (increased from 230 square
feet) has defined areas but still
embraces open space. It can be
accessed from both the dining room
and new family room. 

“You can literally connect people in
any of the three rooms, which is much
more desirable for entertaining for-
mally or simply having the swim team
over,” Herberholz says. The kitchen
represented approximately $120,000
and four month’s work of this whole-
house project.  PR — Meghan Haynes

For more Solutions, visit 
www.HousingZone.com/
PRsolutions

Before After

Appliances: Miele, Sub Zero, Viking. Faucets: Grohe,

Kohler. Lighting: Valli and Valli. Paint: Sherwin-

Williams. Sinks: Franke. Windows: Andersen, Pella.

PRODUCTS LIST

Professional Remodeler
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P O R T F O L I O

Storage drawers beneath the dual-fuel (wood and gas) fireplace in the break-

fast area/work nook, as well as the desk drawers and built-in shelves, repeat

the form and style of the kitchen cabinetry. The door leads to a new pantry.
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Hurricane Marge
changes course. Again.

8:34 AM

It’s impossible to predict exactly where this charming, but chronically indecisive homeowner 

will go. This morning, she’s decided her foyer needs to be a little more “open.” Which means, for 

the umpteenth time, you have to rethink the window package. Fortunately, you thought ahead, 

and chose StormBreaker Plus™ windows and doors from Simonton. StormBreaker Plus™ not only 

gives Marge the ultimate in hurricane protection, it gives her dozens of tasteful, contemporary designs to

choose from. Which means you can give Marge exactly what she wants. Even if she’s not sure 

exactly what that is. To learn why hundreds of coastal remodelers trust StormBreaker Plus,™

call 1-800-simonton or visit www.simonton.com.
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W ho wouldn’t want to spend
his late 30s working part
time, savoring time with his

wife and three children in the Southern
California sunshine, building a new
home, and enjoying the income of a
profitable, growing business? Jason Lar-
son, CR, certainly did. So at a time in his
life when many remodelers are still put-
ting in backbreaking hours building
their businesses, Larson, owner of Lars
Construction in San Diego, has pulled
back to 15 to 20 hours a week.

Part of the reason Larson can do that
is he’s already put in years of effort,
having opened the business in 1991 at
age 22. Another piece of the puzzle is
his staff: three project designers/sales-
people, three project managers, four
field workers, an office manager and a
controller. Where Lars Construction
sets itself apart, however, is in its use of
technology to increase customer satis-
faction and productivity while allowing
staff to stay closer to home.

Digital cameras and CAD are old hat
here, with the project designers all tak-

By Kimberly Sweet

Editor

Professional Remodeler
I N N O VAT I O N S

Productivity Push
Lars Construction 
goes wireless to save time

I N N O V A T O R S

www.ProRemodeler.com APRIL 2006 PROFESSIONAL REMODELER 3 7

New Department
This month Professional Remodeler
begins Innovators, a department that
profiles the new generation of remod-
elers: men and women introducing
fresh technologies, ideas and business
models to our industry. To suggest a
subject, e-mail Kimberly Sweet at
ksweet@reedbusiness.com.

Jason Larson

Photography by James Aronovsky
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ing digital pictures at the first site visit
and using Chief Architect for their 
conceptual designs. These positions
require a wide range of skills and traits.
The success of these individuals — 
including Jason’s father, Gary, younger
brother, Seth, and brother-in-law Bran-
don Spann — is what allows Larson to
get rid of the sales hat that so many busi-
ness owners find impossible to doff.

“I’m looking for someone with great
people skills and passion for the busi-
ness. Computer skills are a must,” says
Larson. “If they don’t know that,
they’re not going to succeed.”

Though each project designer has a
laptop on which to present designs,
Lars Construction also offers clients the
option of viewing 3-D models on a
large plasma television in the office.
Located on a main street near the free-
way in La Mesa, Calif., the building 
just holds the current staff, with a large
open room that includes a conference
table and a small working kitchen
vignette. Clients can make changes
with designers on the spot and imme-
diately visualize them.

To keep the project designers
focused on sales, Lars Construction out-
sources working drawings to a
draftsperson. Using Adobe Acrobat to
create PDF versions of the CAD files,
the project designers can e-mail docu-
ments back and forth to the drafter. Tak-
ing this strategy one step further, Lar-
son recently began “sending out” some
of the design, too. The new designer
lives a one-and-a-half hour drive from
the building, making in-person meet-
ings a challenge.

San Diego traffic is one of the rea-
sons Larson implemented Verizon
Wireless BroadbandAccess in his com-
pany this March. With the wireless

technology, the new designer will be
able to participate in client meetings
from her home. It will also allow proj-
ect designers to access the company
server from their laptops, eliminating
time wasted waiting for the office to
return a phone call about a schedule,
contact number or e-mail. 

Just one of the project managers has
a laptop at present, making him what
Larson terms “the IT guinea pig” for the
production department. In the more
hands-on realm of the field, few work-
ers — especially trade contractors —
have the desire or see the need to com-
puterize all operations.

“I know it’s going to be a slow tran-
sition,” says Larson. “I can visualize the
outcome, but mapping out the process
is the challenge.”

For example, Larson knows that
many of his trade partners do not have
e-mail, or if they do, they don’t check it
every hour. So Lars Construction has
installed eFax software that will allow
project managers to send change orders
or approved bids straight to a trade part-
ner’s fax, rather than letting a piece of
paper get lost in a stack back in the office.

“It will increase productivity,” says
Larson. “We have one guy who lives in
North county who has to drive in 30 min-
utes every day just to check his e-mail.”

Getting a strong scheduling tool in
place also will help. Lars Construction
has been using a simple Gantt chart
method, but is trying out Master
Builder’s scheduling module. Use of 
the accounting module has already
become standard practice.  PR

For pictures of the Lars 
Construction office and more
Innovations, visit

www.HousingZone.com/PRinnovations

Jason Larson, 37
Company: Lars Construction 
Personal background: Grew up in
Minnesota helping his father on job
sites. Did high school work-study
program. Moved to California with
family. Tried business school before
founding Lars Construction in 1991.
Employees: 12, including dad
Gary, brother Seth and brother-in-
law Brandon Spann
Typical job: $120,000 room addi-
tion and/or kitchen remodel
Market: San Diego metropolitan
area south to Chula Vista and north
to Carlsbad and Escondido
Sales: Nearly $6 million in 2005; on
pace for $7 to $8 million in 2006
Strategy: Delivering a “No-Tears”
remodeling experience and spe-
cializing in the “Art of Blend” —
completed homes where the new
and the old blend seamlessly.
Company goals: Stabilizing wire-
less technology systems in the pro-
duction department. Moving into a
larger building. Improving cus-
tomer satisfaction systems. 
Personal goals: More date nights
with his wife and more baseball
games and cheerleading with the
children.

Professional Remodeler
I N N O VAT I O N S

I N N O V A T O R S

I can visualize the outcome, but
mapping out the process is the challenge.
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A little flexibility makes all the difference when you are bringing together form, function

and fit into a design. Custom Choice™ from HomeCrest is a unique approach that allows

you to integrate modified cabinet options with standard cabinets to create a custom look,

for far less than the cost of custom cabinets. Whether your design calls for a customized cabinet depth,

an integrated wine rack, custom oven sizes or more, give your plan a new “twist” and

see the difference HomeCrest cabinetry makes.

Learn more about HomeCrest
Custom Choice™ cabinetry 
by visiting our Web site at 
flexibilitymatters.com.

F L E X I B I L I T Y  T H A T  M A T T E R S.

www.flexibilitymatters.com Pictured: Rainier Maple Natural Kitchen
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KitchenAid
Steam-assisted cooking is now
offered in KitchenAid’s 30"
four burner and 36" six burner
dual-fuel ranges. The ranges
provide the option of using
steam automatically, manually,
with convection or not at all.
These free-standing models
require no special plumbing
for installation. The range fea-
tures an easy-to-fill 2-liter
water reservoir near the front
control panel with green, yel-
low and red lights to indicate
water level. There are pre-pro-
grammed auto steam settings
and several manual settings for
cooking and warming foods.

800/422-1230
www.KitchenAid.com 
Circle 126

Thermador
The Universal Cook ‘n’ Vent
downdraft ventilation system
features smooth, quiet move-
ment as well as an integrated
obstruction sensor for safety.
At 15 inches high, the intake is
positioned above the tallest
pans to protect against splat-
ters and increase efficiency in
capturing steam and smoke.
The system includes a three-
speed electronic touch control
and a delayed shut-off for
unattended air cleaning. Also
available is the 10" Cook ‘n’
Vent 2 version that integrates
into the cabinetry and disap-
pears under the counter.

800/656-9226
www.thermador.com 
Circle 129

TMIO
The 30" ConnectIo stainless
steel professional series, dou-
ble-wall “intelligent” oven is
programmed to cool, connect
and cook. Using TMIO con-
trol technology, the oven can
be activated remotely using a
cell phone or office computer
to log onto the Internet. Food
placed in the oven will stay
refrigerated until the remote
command is given to start
cooking. Includes a dynamic
3M Clear Tek touch-screen
control panel for intuitive
operation.

800/881-TMIO (8646)
www.tmio.com 
Circle 128

Bosch
The Integra dishwasher series
with concealed controls offers
a variety of class options —
300, 500 and 800. The 800 is
the top of the line with the
most options. SensoTronic
technology checks the soil
level of the water and adjusts
the water level accordingly.
The OptiDry system auto-
matically adjusts the wash
cycle and final rinse tempera-
ture to optimize drying. The
sensor touch control panel is
multifunctional, trilingual
and features a full-text LCD
display.
Available colors: Black, white, stainless

steel and biscuit

800/921-9622
www.boschappliances.com 
Circle 127
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Home Appliances and Electronics

The 72", three-door, multizone
refrigerated cabinet has three sep-
arate compartments, each with its
own door and temperature con-
trol. Perlick offers the option to
specify the configuration of each
compartment using any combina-
tion of freezer, refrigerator, freez-
er and/or refrigerated drawers or
wine cellar. It features adjustable

cantilever shelves, maintenance-
free defrosting, reversible doors
and door locks. The cabinet is
available as a stand-alone in stain-
less steel or built into surrounding
cabinetry.

800/558-5592
www.bringperlickhome.com
Circle 125

Perlick

State-of-the-art technology adds to the convenience,
comfort and security of the home

prx0604products.qxd  3/28/2006  6:14 PM  Page 41



Jenn-Air
The oiled bronze finish is
Jenn-Air’s latest alternative to
stainless steel. Featuring stain-
less steel handles, the new fin-
ish will be available on select
refrigerators, dishwashers,
wall ovens, cooktops and
hoods starting in mid- to late
2006.

866/385-4370
www.jennair.com 
Circle 130

De’Longhi
This one-piece, built-in double-
oven combination features
both gas and electric in one
Italian-styled unit. The upper
electric oven offers natural con-
vection with a fan and a broil-
ing element. The lower gas
oven offers gas broiling, elec-
tric ignition and safety devices
on the oven and broiler. The
vertical unit requires no sup-
port between ovens.
Overall dimensions: 24"W x 40"H x

211/4"D

866/844-6566
www.delonghimajorappliances.com 
Circle 132

Frigidaire
The Affinity line of front-load
laundry products features
“intelligent” care systems for
gentle washing and drying.
TimeWise technology allows
customized wash times to
equal drying times for fewer
trips to the laundry room.
Available colors: Glacier blue (shown),

platinum ice and arctic white

800/374-4432
www.frigidaire.com 
Circle 131

Miele
Miele’s MasterChef speed
oven offers the flexibility of
cooking in microwave or con-
vection baking modes or an
optional program that com-
bines the two. The flush inter-
active control pad is pre-pro-
grammed with hundreds of
menu items. Users can also
select by food type and
weight. Customized cooking
times can be stored or saved in
the favorites program.
Available colors: Black glass or stain-

less steel with optional stainless steel 

trim kits

888/346-4353
www.miele.com
Circle 135

Sub-Zero
The all-steel Pro-48 is the larg-
est combination unit offered by
Sub-Zero, with a storage capac-
ity of 18.4 refrigerator cubic feet
and 11.4 freezer cubic feet. The
exterior digital temperature dis-
play allows for easy monitoring
of temperature conditions in
three separate areas — refrigera-
tor, freezer and refrigerator
drawers. The product is avail-
able with solid stainless steel
doors or with a glass door on
the refrigerator side.

800/222-7820
www.subzero.com 
Circle 134

Viking
Viking’s professional induc-
tion cooktops provide instan-
taneous heat transfer to the
cooking vessel and its con-
tents, resulting in a cooktop
surface that remains relatively
cool. MagnaQuick induction
elements utilize magnetic
energy, which draws power
only when cookware is on the
element, making it 90 percent
energy efficient. Available in
30" and 36" widths and black
or white glass with brass trim
option.

888/845-4641
www.vikingrange.com 
Circle 133
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Call 800-775-5039 to request your copy
 of our Hydronic Radiant Heating Brochure

901 N. Vanguard St., McPherson, KS 67460 • www.vanguardpipe.com

Comfortable 
Living

Hydronic Radiant Hydronic Radiant 
HeatingHeating

Homeowners, installers, and builders will 
appreciate the convenience Vanguard’s Hydronic 
Radiant Heating Systems offer.

• Superior Comfort and Efficiency
• Ideal for New Construction, Add-Ons, or Retrofits
• Snow and Ice Melt
• Easy Installation

The ease of handling our flexible Vanex® PEX tubing makes it ideal for 
new construction and remodeling projects in homes and commercial 
buildings. You can also heat driveways, sidewalks, greenhouses, and seed 
beds with Vanguard’s HRH System.

Vanguard’s HRH Systems can pay for themselves. The systems radiate 
even, comfortable heat at energy savings up to 40% compared to forced-
air systems. Homeowners will enjoy increased comfort and superior, 
quiet performance year after year.

HRH AD2 3.375x4.625 4clr.indd   1 2/28/06   2:03:21 PM
For FREE information circle 42
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Visit milgard.com or call 1-800-MILGARD.

©2006 Milgard Manufacturing Inc.
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®

The Strongest Composite Decking

withNOW
antimicrobial product protection

TM

®

S T R O N G E S T  M A T E R I A L
Made from polypropylene and hardwood fiber to form the strongest composite
decking material.

S T R O N G E R  P R O T E C T I O N
Microban® antimicrobial product protection provides an added layer of defense against
the damaging effects of mold and mildew.

Durable co-extruded finish provides maximum protection against color fade and staining.

w w w. c o r r ec t d e c k . c o m   •  1 - 8 7 7 - D E C K - 8 7 7

Now Features the Strongest Protection.

C o r r e c t D e c k  C X  i s  a  t r a d e m a r k  o f  C o r r e c t  B u i l d i n g  P r o d u c t s ,  L L C  ©  2 0 0 6 .  M I C R O B A N  i s  a  r e g i s t e r e d  t r a d e m a r k  o f  M i c r o b a n  P r o d u c t s  C o m p a n y  ©  2 0 0 6 .

Ask about our FASTENATOR™ Hidden
Fastening System for a clean, finished look

(no unsightly nails and no nail-popping)!

For FREE information circle 23

The lyriQ Audio System provides finger-
tip control for whole-house, multi-room
audio. One keypad location can control
the volumes of all keypads in the system.
Using the On-Q Universal remote, one
can make adjustments for all keypads
without leaving the room. The system

transmits audio, power and infrared data
via one Cat 5 cable. Keypad controls are
designed to match the decorator-style
wall plates of On-Q Intercoms.

800/321-2343
www.onqlegrand.com
Circle 136

Eaton
Home Heartbeat is a wireless, plug-and-
use home awareness system to remotely
monitor issues around the home. It fea-
tures a home key that provides an all-in-
one glimpse at the status and condition of
the home, including problems such as
water leaks and flooding, the status of
doors and windows, and routine mainte-
nance schedules. The system can send 
e-mails or text message alerts to cell
phones when a problem is detected.

800/386-1911
www.eaton.com 
Circle 137

CentraLite
The StarLite lighting control system for
existing homes uses wireless radio fre-
quency technology and the home’s exist-
ing electrical wiring. The unit has a range
of 125 feet but can be extended to 500
feet. Programming is easy with StarLite’s
voice commands and intelligent system
feedback. It’s capable of handling up to 96
devices, 288 buttons and 100 scenes,
including one-button vacation/alert and
all on/all off modes. 

800/537-8827
www.centralite.com 
Circle 138

On-Q/Legrand

White

Ivory

Light
Almond

Almond
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20% Energy Savings Guaranteed.

Advisory: CedarMAX delivers up to 
4 times the R-Value of regular siding.

Starring CedarMAX Thermal Siding.R

www.heartlandsiding.com

•  Adds up to an R-Value of 4.0 to Existing Walls
 -  Seals the Energy Envelope Around Your Home

•  5X the Resistance to Impacts
 -  Over 300 Lbs. Per Square Inch

•  Stands up to Hurricane Strength Windloads
 -  Tested up to 165 MPH

• Excellent Rigidity
 -  Straightens/Corrects Wall Imperfections

•  Closes Off the Outside World
 -  Like Putting on Wall-to-Wall Earmuffs

•  Protects Against Mold and Mildew
 -  Helps Defeat “Sick Home Syndrome”

•  Repels Termites and Carpenter Ants
 -  Safe, Effective, EPA-Approved Additive

• Maintenance Freedom
 -  Never Needs Painting

Now playing on a home near you.
— A story that warms the heart.

For FREE information circle 24
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Victor e-Lok
The digital keypad burglar alarm lock is
completely keyless with a numeric keypad
that programs codes from four to six digits.
It stores up to eight codes. Three incorrect
code entries activates the burglar alarm and
blocks the keypad for two minutes. This
stand-alone wireless locking system uses
four standard AA batteries with a low-volt-
age warning indicator and an emergency
key override in case of electronic failure.
Available finishes: Stainless steel or brass

949/916-1200
www.victorelok.com 
Circle 140

HAI
The OmniTouch with video offers a color
touch-screen interface that works with the
entire Omni Home Control line of prod-
ucts. Able to see digital video of up to six
cameras, it automatically displays the
front door camera when the doorbell
rings and allows homeowners to let the
visitor in. The responsive icons provide
control of lighting, security, temperature
and any other items under control of the
Omni system.

800/229-7256
www.homeauto.com
Circle 142

Control4
Control4’s 10.5" wireless touch screen pro-
vides portability and functionality,
enabling control of any aspect of home
automation at any time, from anywhere in
the house. Navigational buttons allow con-
trolled access to everything from music
and television to climate control and house
security. The wireless connectivity uses
Wi-Fi 802.11 networking and is pre-pro-
grammed to work right out of the box. On-
screen GUI guides the set-up process.

801/523-3100
www.control4.com 
Circle 139

Dacor
The DKEC24S digital entertainment cen-
ter features a 12" LCD flip-down touch
screen with a 180-degree viewing angle.
The unit also features a CD/DVD player,
FM radio, a waterproof wireless remote,
keyboard and two stylus wands. Search
the Internet or change channels by using
the remote, keyboard or by touching the
screen. Includes wireless or wired Inter-
net access (ships with wired card), video
and audio hookups and video monitoring
capability.

800/793-0093
www.dacor.com 
Circle 141

Professional Remodeler
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More Sales 
• Meet homeowner demands for aesthetics, control, convenience and energy savings. 

• Remarkably easy to install in new or existing homes, helps you grow your bottom line.

• Z-Wave™ Alliance* products are certified for interoperability and performance and
provide you with a wealth of product choices and upgrades to offer your customers. 

More Options
• Present your customers with a variety of contemporary finishes, colors, and designs 

from the award-winning Aspire™ Design System. 

• Our robust software and fully integrated smart dimmers, switches, duplex receptacles
and accessories provide endless possibilities.

More Reliability
• Expand your network with greater dependability and performance with our mesh 

network of devices featuring built-in repeaters.

• Simple and practical programming suite provides an intuitive set-up process that 
allows for a quick and one-time install. 

Experience more with the new Aspire RF Wireless Control System from Cooper Wiring
Devices. For more information, visit www.cooperwiringdevices.com/AspireRF or talk 
to your Cooper Wiring Devices distributor today. To become a Certified Installer, 
email us at CertifiedTraining@cooperwiringdevices.com.

*Z-Wave is a highly versatile and dependable RF-based technology that allows for effortless integration of lighting,
appliances, security, HVAC, and much more. 

Experience More
With our robust, reliable, and expandable designer lighting control system.

Powered by

I N T R O D U C I N G

For FREE information circle 26
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STRENGTH MEETS STYLE

The scientific composition of SYMMATRIX

Composite Decking is designed for lasting

performance. The polymer matrix protects

the wood from moisture absorption and

insect damage. In addition, the advanced

composite material is enhanced with an

effective biocide that helps retard mold 

and mildew.

Dow has been trusted by

building professionals since

1948, when we first introduced

STYROFOAM™ extruded poly-

styrene insulation. Now we’re

breaking out, with an exciting new product –

SYMMATRIX™ Composite Decking.

A specialized blend of wood and polymer,

SYMMATRIX Composite Decking is formulated

and manufactured for optimal beauty and per-

formance. So your customers can spend more

time enjoying their decks than maintaining them.

Each board is reversible, with a wood grain

texture on one side and a brushed finish on

the other. And it’s available in three colors 

to complement your decorating scheme: 

redwood, cedar and driftwood. It’s the best

of nature and science – with no splinters.

Get on board with SYMMATRIX Composite

Decking from Dow. Available through 

select dealers.

1-866-583-BLUE (2583) | www.dowsymmatrix.com

®™Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow

Dow has worked hard around 
the house for nearly 60 years. 

We decided it was time for a break.

For FREE information circle 27
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ADVERTISEMENT

P R O D U C T  &  L I T E R AT U R E  D I G E S T
ORAC DECOR® CEILING MEDALLIONS

BY OUTWATER

With nearly 50 different designs 
from which to choose, Outwater’s 
ORAC DECOR® high-density 
polyurethane Ceiling Medallions 
can be used right out of the 
package as simple yet elegant 
ceiling ornamentation or can 
be easily adapted for use with 
chandeliers or other lighting 
fixtures by merely drilling through 
their centers. Factory primed, 
they are ready to be painted, 
glazed or faux finished the same 
day as installation.

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)

1-800-835-4400 (Sales) • Fax 1-800-835-4403
www.outwater.com

New Jersey  •  Arizona  •  Canada

FREE 1,100+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

Pro Remodeler Ad April Outlined.1 1 3/8/2006 11:38:34 AM

www.housingzone.com/research

Discover must-have, hard to find 
information at the Research Store 
on HousingZone.com.

Purchase the proprietary data you need 
to run your business — reports include:
Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study
Professional Builders' Internet Usage Study

  
Don’t miss your opportunity to 
advertise in the next issue of:
PROFESSIONAL REMODELER

Contact:
Shelley Perez at (630) 288-8022 or
shelley.perez@reedbusiness.com

YOUR TICKET TO MUST-HAVE,
HARD TO FIND INFORMATION

Professional Builders' Annual Giants Reports (99-03)
Professional Builders' Customer Satisfaction Survey
Professional Remodelers' Home Remodeling Study

Professional Builders' Internet Usage Study

Visit the Research Store
on HousingZone.com

to purchase 
proprietary data 
you need to run 
your business:

www.housingzone.com/research
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Don’ t  Forg e t  T o

A dv er t is e  in

Ma r ke tp l a c e

Place your ad in 

PROFESSIONAL 

REMODELER

Call 

Shelley Perez at  

630-288-8022

Fax: 630-288-8465
Promo Code: PROREMO-406

4840 Hytech Drive, Carson City, NV 89706
1-775-885-4900 Fax: 1-775-885-4949

Construction Master® 5 Construction Master® Pro
Feet-Inch-Fraction
Construction-Math
Calculator

Use in the field or office to
get fast, accurate solutions to
construction-math problems.
Work in Feet-Inch-Fractions;
convert dimensions and find
Linear, Area and Volume mea-
surements. Built-in functions
solve Right-Angles, Rafters,
Square-ups, Framing and Stair
layouts. Calculate Circular
Area, Diameter, Circumference
and more.
Available at Warehouse
and Home Centers.

Model 4050

Advanced
Feet-Inch-Fraction
Construction-Math
Calculator

Built-in functions save time and
assure accuracy. The Pro sets the
standard for advanced Feet-Inch-
Fraction construction-math tools.
Convert between dimensions,
including Metric. Solve Linear,
Area and Volume measurements;
Right-Angles, Rafters, Roof and
Framing. Calculate advanced Stair
layouts, Circles, Drywall, Polygons,
Compound Miters and more!
Available at Tool, Survey,
Reprographic and Lumber Stores.

Model 4065

THE TOOLS
PROS USE AND RELY ON!

Easy-to-use • Reduce Costly Errors
Save Time and Money

www.calculated.com

Call Toll Free 1-800-854-8075
for the nearest dealer

Includes
English/Spanish

“How-To”
Video-CD

Voted
#1 Quality

NAHB
Builder Magazine

Advertising Means Business
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AK, AZ, CA, CO, HI, IA, ID, IL, IN, MI, MN,
MT, ND, NM, NV, OH, OR, SD, UT, WA, WI,
WY, Canada
Jeff Elliott  
P 616/846-4633, F 616/846-4802
E jelliott@reedbusiness.com
Rebecca Breskman,Administrative
Assistant    P 610/205-1179
E rebecca.breskman@reedbusiness.com

AL, AR, CT, DC, DE, FL, GA, KS, KY, LA, MA,
MD, ME, MO, MS, NC, NE, NH, NJ, NY, OK,
PA, SC, RI, TN, TX, VA, VT, WV

Tony Mancini  
P 610/205-1180, F 610/205-1183  
E armancini@reedbusiness.com
Rebecca Breskman, Administrative
Assistant    P 610/205-1179
E rebecca.breskman@reedbusiness.com

Regional & Strategic Manager

KT McNamara  
P 630/288-8182, F 630/288-8145  
E ktmcnamara@reedbusiness.com

Regional & Strategic Manager

Michael Stein  
P 610/205-1181, F 610/205-1183  
E mstein@reedbusiness.com
Rebecca Breskman, Administrative
Assistant    P 610/205-1179
E rebecca.breskman@reedbusiness.com

Inside Sales

Shelley Perez   
P 630/288-8022, F 630/288-8145  
E shelley.perez@reedbusiness.com

Publishing Director

Niles D. Crum  
P 630/288-8160, F 630/288-8145  
E ncrum@reedbusiness.com

Associate Publisher

Tony Mancini  
P 610/205-1180, F 610/205-1183  
E armancini@reedbusiness.com

Advertising Production Manager

Carl Johnson  
P 630/288-8078 

Advertising Contracts

Jerilyn Schmitz  
P 630/288-8072

Director, Electronic Media

Karthi Gandhi  
P 630/288-8172, F 630/288-8145  
E karthi.gandhi@reedbusiness.com

Editorial & Publishing Office

Professional Remodeler
2000 Clearwater Drive 
Oak Brook, IL 60523  
P 630/288-8000, F 630/288-8145

To Advertise: See above for the office closest
to you, or write to the Publisher. For subscrip-
tions, inquiries and change of address:
Customer Service, Reed Business Information,
8878 S. Barrons Blvd., Highlands Ranch, CO
80126-2345; phone: 303/470-4445; fax:
303/470-4280; e-mail: subsmail@reedbusi-
ness.com

CONTACT INFO:Advertiser Index

M O R E  I N F O R M AT I O N

Advertiser Page No. Circle No. Phone No. Web Site

AZEK Trimboards 12 6 866/549-6900 www.azek.com

CertainTeed Roofing 31 16 800/233-8990 www.certainteed.com

Chevrolet Truck C4 800/950-2438 www.chevrolet.com

Cooper Wiring Devices 47 26 800/775-4802 marketing.cooperwiring
devices.com/aspire

Correct Building Products 44 23 877/DECK877 www.correctdeck.com

Delta 27 13 800/345-DELTA www.deltafaucet.com

+ Dow Chemical Company 48 27,28 888/668-3801 www.dow.com

Fypon 2 2 800/446-3040 www.stylesolutionsinc.com or 
www.fypon.com

Heartland Building Products 45 24 800/432-7801 www.heartlandbuilding.com

HomeCrest Cabinetry 40 21 574/535-9300 www.homecrestcab.com

Hurd Windows & Doors Inc. 22,23 11 800/2BE-HURD www.hurd.com

+ IWC - International 48 29 562/928-6411 www.WindowsForLife.com
Window Corp.

James Hardie Building 24 14 888/HARDIE-1 www.jameshardie.com
Products Inc.

JELD-WEN C2-1 1 800/535-3462 www.jeld-wen.com

Marvin Windows & Doors 14,15 7 800/435-0013 www.marvin.com

Milgard Manufacturing 43 22 800/MILGARD www.milgard.com

Moen Inc. 32 19 800/BUY-MOEN www.moen.com

Moen Inc. 35 20 800/BUY-MOEN www.moen.com

NAPCO 39 18 800/78NAPCO www.napcoproducts.com
or 800/786-2726

Panasonic Home Buildings Group 19 12 800/211-7262 www.panasonic.com/building

Pella Corp. 20,21 9,10 888/84-PELLA www.pella.com

Red Wing Shoe Co. 29 8 800/RED-WING www.RedWingShoes.com

+ Reico Kitchen & Bath C3 31 800/REICO-11 www.reico.com

Samsung Staron 11 5 800/795-7177 www.staron.com

+ SBR/Simonton Windows 36 30 800/542-9118 www.simonton.com

Therma-Tru Doors 6,7 4 800/THERMA-TRU www.thermatru.com

US Cellular 4 3 866/872-4249 www.uscc.com

Vanguard Industries Inc. 42 42 800/775-5039 www.vanguardpipe.com

Waupaca Elevator Company Inc. 46 25 800/238-8739 www.waupacaelevator.com

+ Regional

Professional Remodeler (ISSN 1521-9135) (GST #123397457) Vol. 10, No. 4 is published monthly by Reed Business Information, 8878 S. Barrons Blvd., Highlands Ranch,
CO 80129-2345. Reed Business Information, a division of Reed Elsevier, is located at 360 Park Avenue South, New York, NY 10010.Tad Smith, CEO; John Poulin, Chief Finan-
cial Officer; Jeff Greisch, President, Chicago Division; Circulation records are maintained at Reed Business Information, 8878 S. Barrons Blvd., Highlands Ranch, CO 80129-
2345. Phone 303/470-4445. Periodicals Postage Paid at Littleton, CO 80126 and at additional mailing offices. POSTMASTER: Send address changes to Professional Remod-
eler, P.O. Box 7500, Highlands Ranch, CO 80163-7500. Rates for nonqualified subscriptions: U.S.A., $77.90 1-year; Canada, $97.00 1-year; Foreign surface, $128.50 1-year.
Single copies are available for $10 US and $15 foreign. Please address all subscription mail to Professional Remodeler, 8778 S. Barrons Blvd., Highlands Ranch, CO 80129-
2345. Professional Remodeler is a registered trademark of Reed Elsevier Properties Inc., used under license. Printed in U.S.A. Reed Business Information does not assume
and hereby disclaims any liability to any person for any loss or damage caused by errors or omissions in the material contained herein, regardless of whether such errors
result from negligence, accident or any other cause whatsoever.
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Vital legislation promot-
ing affordable health

care for small businesses will
hit the Senate floor for the
first time in more than a
decade, thanks to a March 15
vote by the U.S. Senate
Health, Education, Labor
and Pensions Committee.

The Health Insurance
Marketplace Modernization
and Affordability Act would
allow professional associa-
tions to provide group health
insurance across state lines.
One report estimates this
could reduce health insur-
ance costs for a small busi-
ness by 12 percent.

An estimated 27 million
small-business owners
account for the largest seg-
ment of the uninsured popu-
lation in the country. (Small
businesses are defined as
those with less than 100

employees.) Those that do
provide health insurance
have faced double-digit rate
increases in recent years.

Dan Danner, executive
vice president of the National
Federation of Independent
Business, issued the follow-

ing statement in favor of the
act: “Small Business Health
Plans, combined with much-
needed competition for the
small-group market, will
bring more choices for own-
ers facing double-digit rate
increases and struggling to

afford health insurance for
their employees.

“SBHPs will level the
health insurance playing
field and give participating
small businesses the same
buying power as Fortune
500 companies and unions.”

5 2 PROFESSIONAL REMODELER APRIL 2006 www.ProRemodeler.com

Insurance Savings

The NAHB Remodelors
Council is calling for
remodelers to contact

the EPA requesting an exten-
sion of the comment period
on docket ID EPA-HQ-OPPT-
2005-0049 regarding lead-
safe work practices. NAHB
wants the extension so it can
finish its lead safety research
and present the EPA with an
alternative to potentially
costly regulations.

Lead Safety
THE POLL
How would you
describe the most
typical client your
company serves?
1. Couple with children

2. Couple without children

3. Single parent, female

4. Single parent, male

5. Single female

6. Single male

7. Three generations

8. Relative of owner
To cast your vote and view the 
results as they are tabulated, visit
www.ProRemodeler.com

THE RESULTS 

Senate bill could provide relief for rising healthcare costs

Professional Remodeler
5 - M I N U T E  U P D AT E
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Bob Fitton II, president of Equity Homes, builds dream homes, and his clients have pretty big dreams.

His clients demand the very best in workmanship, quality and service. So when it came to choosing a

partner to design and build gourmet kitchens, Bob chose Reico. In his words, “They effortlessly handle

the biggest projects I have, but most importantly, stand behind their product and their service like none

other.” Maybe that’s why more professional contractors and builders choose to partner with Reico.

20 Locations serving DE, MD, VA and PA
1-800-REICO-11 (1-800-734-2611) ~ www.reico.com

©
2006 Reico is a D

ivision of Reico D
istributors, Inc.

WHEN IT COMES TO consistency AND ON-TIME delivery,

THERE IS ONLY one choice. REICO.

For FREE information circle 31
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*Available on select 2006 Chevy Express 2500HD, 3500 work vans, and 3500 cutaway vans. Based on 2006 GM Large Van segment and latest available competitive information. Excludes other 
GM vehicles. †Dependability based on longevity: 1981–July 2004 full-line light-duty truck company registrations. Excludes other GM divisions. Vehicle shown with equipment from an independent 
supplier. See the Owner’s Manual for more information on alterations and warranties. ©2006 GM Corp. Buckle up, America! 
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