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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.

Steel 8-Panel Center Arch Door

Premium Vinyl Single-Hung
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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introduction

THE TRIED AND TESTED HAVE
PARTNERED WITH THE BOLD
AND INNOVATIVE.

Welcome to iLevel™, a new business from the three most respected names in
residential framing: Trus Joist, Structurwood and Weyerhaeuser. They’ve made
the latest product technologies and design services available under one roof,
helping you manage costs while minimizing jobsite waste. It’s an entirely new
way of thinking, and one that adapts to your business on every level. So let’s
get started. Go to iLevel.com today, or call 1-8888-iiLevel8 (1-8888-4453-88358).

© 2006 by Weyerhaeuser, all rights reserved. iLevel™, Silent Floor®, Structurwood®

and Trus Joist® are trademarks of Weyerhaeuser Company. 

For FREE information circle 2
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Breaking the Rules  p 16
Five remodelers tell how straying from the occasional rule of remod-
eling can work for you. By Alicia Garceau, Contributing Editor

spotlight

Growing Up Green  p 24
A remodeler takes an energy-efficient approach to his own second-
story addition. By Wendy A. Jordan, Senior Contributing Editor
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business and serve your needs. See
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then log on and respond.
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Market Your Company
with a Design Award
Professional Remodeler’s 2006 
Best of the Best Design Awards 
recognize outstanding design and 
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designawards
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When
Mother Nature

kicks up a storm.
Don’t let her in.

FIGHT BACK withG WEATHER BARRIERS FOR ROOFS, WINDOWS, DOORS AND DECKS.
F ind out  how at www.graceathome.com

Water is the worst enemy of every house. Be certain yours

is properly protected with high performance Grace Weather Barriers.

Even in the most extreme weather, Grace provides protection for the

whole house by keeping the water out and reducing the risk of rot,

mold and corrosion caused by moisture.

For FREE information circle 16
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Questions & Answers

Dear Mike: I read many of the trade pubs
to further my education, including Profes-
sional Remodeler, but there is one topic that
I have not found much help on. I am having
a little trouble understanding the murky
waters of liability insurance. Do you know of
any literature, classes or experts that I could
use to better understand what coverage I
need for my business? Any guidance you
could provide would be greatly appreciated.

Todd Drury, TR Building & Remodeling,
Redding, CT

Dear Todd: Check out “What to do
About Rising Insurance Rates” ( Janu-
ary 2003 or www.HousingZone.com/
proremodeler/article/CA462201.html
?text=liability+insurance). The NAHB
also has a wealth of information on its
web site (www.nahb.org).

Dear Mike: Sometime in the recent past I
read an article with average markups and
gross profits for remodeling contractors. Did
you folks do anything along these lines? 

Steve Jacobson, Turn of the Century 
Construction
Dear Steve: The article you are refer-
ring to is titled “Numbers Game” (Feb-
ruary 2006 or www.HousingZone.com/
article/CA6304115.html).

Dear Mike: I have been reading Profes-
sional Remodeler for several years and have
kept all my back issues. I would like to devel-
op a customer satisfaction survey. Can you
tell me if any back issues of your magazine
have dealt with this subject? I’m looking for
how-to advice: how to put together the sur-
vey, questions to ask, etc.

Bob Flynn, Flynn Construction Inc. 
Chanhassen, Minn.

Dear Bob: A few pointers: always ask
if a client would refer you to family and
friends and how many recommenda-
tions the client already has made. Sur-
vey the customer at more than one
point during and after the project — feel-
ings can change with time. Use a third
party to conduct the survey if possible.

Articles include “Constant Feed-
back” ( July 2000 or www.HousingZone.
com/topics/pr/management/pr00ga00
8.asp), “Make the Most of Customer Sur-
veys” (October 2001 or www.Housing-
Zone.com/topics/pr/management/pr01
ja013.asp), “A Study of Exceptional Stan-
dards” (September 2002 or www.Hous-
ingZone.com/pr02ia017a.asp) and “The
Golden Rule” (November 2005 or
www.HousingZone.com/article/CA628
2143.html). PR

Every once in a while, I like to

respond to remodelers who

have requested information on

important topics so the rest of

you can benefit as well. If there’s

a subject you’d like to know

more about, just send me an 

e-mail or pick up the phone.
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American Style Collection ™
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Our AccuGrain™ Technology does a beautiful thing for your business. It gives

Classic-Craft® fiberglass entryways, and any home, maximum curb appeal.

Therma-Tru invented the first fiberglass door and continues to lead the industry

with an ever-expanding Classic-Craft® family of entryways. 

From new products to providing you with research-based

marketing tools, Therma-Tru helps you better understand and satisfy

your customers. Learn more at: www.thermatru.com

all the way to the curb.

®

© 2005 Therma-Tru is a Fortune Brands Company
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As America’s population ages,
especially the large baby
boomer generation, the oppor-

tunities for remodeling projects suited
to their changing needs grows. Tom
Swartz asks designer Pat Nunan and
remodeler Rob Baugher how to make
the most of this growing market.

Tom: Rob, define aging in place for me.
Rob: Aging in place came out of the
idea to get away from using the term

handicapped or special needs. From
there it went into universal design, and
that has merged with aging in place. We
use the terms universal design and
aging in place interchangeably now
because it’s not about aging in place for
all of our clients. Typically it is an older
individual and we’re trying to get that
home to fit all of their needs so they can
stay in it. But the project we’re doing
right now — the young man is 16 years
old — so it’s about meeting his needs
because of his infirmities. 
Pat: I find it has to do with younger
people in their 50s and 60s who are car-
ing for their older parents now and they
realize how hard it is to take care of
them in older homes. So they’re not
only modifying the homes for their
parents, but they are starting to make
some changes in their own homes.
Even if it’s just small changes — maybe
when they’re remodeling their bath-
room, they’re not putting in the big
shower wall, they’re putting in the
threshold shower. They’re starting to
make some changes now because they
know they don’t want those problems
down the road when their income is
limited. Right now they have the
income to spend on it.

I work for private pay and I also work
for the government. I work for the state
of Pennsylvania and for local counties
doing home modifications. There it’s a
very specific need, and these people are
desperate to stay in their homes — they
don’t want to go into a nursing home. So
we’re just changing limited things so
they can take care of their daily living.
So I find it’s two different worlds, and
it’s struggling to try to meet the needs of
both of those clients.
Tom: So give me your typical customer.
Pat: My typical customer is 60 to 70

years old. This is both government and
private pay. They’re still working,
they’re still active, but they’re starting
to slow down and they realize they have
to make some changes. They’ve had a
stroke in the family or something like
that. They’re typically doing bath-
rooms — that’s the majority of my busi-
ness. I modify the bathrooms, take out
the bathtub, put in a no-threshold area
for a shower. I have a case study in the
CAPS training manual —one of my very
first clients was that typical client that
needed to get into the bathroom. It was
the older lady.
Tom: Rob, tell me your typical customer
and your most asked-for changes and how
you handle those.
Rob: It’s a family decision that’s being
made. The children, who are in their
50s, are doing something to help their
parents. In many of the projects, we are
actually moving the parent in with the
children, so we are finishing out living
space in the house or adding on to the
house. We did one last year where we
added about 1,000 square feet and cre-
ated an entire suite for the older parent.
Typically it’s more along the line of
adding an extremely large bathroom
or closets or revamping one end of the
home, tearing out everything, creating
what was two baths, a bedroom and a
closet — turning that into one bedroom
with big walk-in closets and a large
bath area. The projects are running
from $50,000 to $140,000. We’re mar-
keting this to those clients as changing
their homes so that their parents can
move in with them, protecting their
equity, giving their parents privacy so
they can all live together — but not
throwing the money into a nursing
home system.
Tom: Pat, you might have different views

8 PROFESSIONAL REMODELER MAY 2006 www.ProRemodeler.com

Aging in Place Opportunities
Baby boomers are driving this growing market

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

R E M O D E L E R S ’  E X C H A N G E

Located in rural Perkiomenville,
Pa., which has a population of
about five hundred, LifeStyles
Design’s focus is to work with the
elderly and people with disabilities
— clients who make  up about 50
percent of the firm’s business. Pat
Nunan has been in the business
about 15 years — 5 years as owner
of LifeStyles Design.
Photo by Ed Wheeler

Patricia Nunan, CKD, CKBR, CAPS
Lifestyles Design 
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on that.
Pat: Actually I agree on one point —
bringing the families together so that
they don’t lose their equity. That’s one
of the things that I see is the hardest for
the families — having to sell out every-
thing and basically give up your life to
an assisted living or nursing facility.
And once you’re in there, you’re stuck.
You can’t come back out again because
you’ve given up all your equity and
your finances. There’s a lot of other
things that are tied to this — it’s not just
remodeling and doing the physical
changes — it’s all the services that are
attached to it. When you’re in your 70s
and 80s and still very active, you may
still need services like home care or
cleaning or transportation. 
Tom: Just as a follow-up, Pat, give me your
average cost for a normal, average project.
Pat: Doing a bathroom is my typical
project from about $30,000 to $45,000
for a gut and replace or converting a
large bedroom into a bathroom. The
majority of my jobs, especially with my
government projects, are working with
the 5-by-7-foot bathroom, and maybe
we can take a little bit of a closet. We’re
able to gut and redo those bathrooms
for under $20,000. That’s basic with no
frills. It’s getting a little tough to stay
under that but we’re still able to find a
few contractors willing to work with us
to keep the price down. But once you
get into the large projects, we’re up into
the $45,000 price range. 
Tom: Rob, does your sales presentation dif-
fer for aging in place or universal design ver-
sus your typical remodeling project?
Rob: No, it typically doesn’t — it’s a
very consultative sale: sitting down and
discussing the options that they have.
We have found that aging in place and
universal design actually fit the needs of

all our clients. We’re putting certified
aging in place techniques into our reg-
ular remodeling jobs because they
make so much sense when it’s done
properly. You don’t feel you are walk-
ing into a hospital setting — a white, ster-
ile room where everything is chrome.
You can plug in all of this knowledge
and information on a regular job
because it makes sense.
Pat: Universal design is just good
design — it’s not handicapped design.
Tom: Do you use the same presentation or
do you do remodeling, Pat, outside of this?
Pat: I do some remodeling. I’m mostly
designing and working with other
remodelers and then some projects I
take on myself. I don’t have any
employees; there’s just me.
Tom: How important is certification for
CAPS, which stands for...?
Rob: Certified Aging in Place Special-
ist. I was extremely pleased with it. I
really got a lot out of the course. I was
really surprised at the information that
I didn’t have until I attended the course.
We have two or three other people from
the company that are now pursuing
their designation — they’ll have that fin-
ished up in June. But it’s something that
immediately gives — for those clients
who have heard about it — a deeper
comfort level. It’s someone who is
specifically trained to meet those needs.
And that has opened several doors for
us. We have a lot of opportunities to
speak to local colleges, design classes,
churches, civic groups that we wouldn’t
have otherwise and to get this informa-
tion across to them.
Pat: I think CAPS brings a little more
awareness to other people’s needs.
When you go into the CAPS program,
you learn a little more about compas-
sion, about the people you are serving.

Their needs are a little bit different, the
products you use are going to be differ-
ent, how you approach the project is
going to be different. It’s just becoming
aware of other options out there.
Tom: How does a remodeling contractor get
CAPS certified?
Pat: Sign up for it. I took the training at
the Remodeling Show. It’s three days.
People who are already certified in
something don’t need to take the third
day, because the third day is about

Tom Swartz
Contributing Editor

Baugher Design & Remodel is locat-
ed in Homewood, Ala., a suburb of
Birmingham with a population of
just over a million. The focus has
been on design and remodeling
but began aging in place projects
about 15 or 20 years ago. This is
Baugher’s 33rd year in business. The
company does $1.5 million a year
and has 10 employees.
Photo by Marc Bonderenko/Getty Images

Robert Baugher, CGR, CGB, CAPS
Baugher Design & Remodel
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ethics and business practices, and all of
us have had that training already. 
Rob: You could go to the National 
Association of Home Builders Web site
(www.nahb.org). We’ve had many of the
teachers come to the Birmingham area. 
Tom: I just did Working With and Mar-
keting to Aging in Place People and Home
Modifications. I thought they were two of the
finest courses that NAHB has put together in
their whole continuing education. It was
thorough, it wasn’t redundant, it had good
examples. It was very statistic minded and
this is a very statistical business. 

It sounds to me like we agree that this is
a market that is going to grow, not shrink.
Where would you suggest that someone go to
take advantage of the opportunity?
Rob: One of the simplest things to do
is to write up a press release and submit
it to your local paper. You need to get
this information out to the public. I
would also contact some of the edito-
rial staff of the real-estate section of
your newspaper, or the lifestyle section
or living section, and let them know
what you’ve done. We were contacted
recently by an extremely popular mag-
azine saying that they’ve been flooded
by people asking about this and they
don’t know what they’re talking about.
You’ve got magazines and newspapers,
radio programs, even local television
news stations that are always hungry for
stories.

You have to change your perspective
— instead of coming in as a beggar,
you’re coming in and solving their prob-
lem, bringing them this information. 

As soon as you do a project, you
need to get pictures of that and get that
out in the media. We actually had one
of our projects picked up off AP wire.
They took the same pictures, rewrote
the article, stuck it in their magazine for
another group up in Indiana. There’s a
hunger for it.
Tom: Pat, a contractor is coming to you and
saying he wants to network with you. How
does he get started?

Pat: How I got started was working
with my local college and making con-
tacts with the people at the college. I
was very involved with their local
human resources department because
they were the ones who were in con-
tact with families. Local chambers of
commerce, Rotary. I also network a lot
with people in different agencies —
agencies for cerebral palsy, MS, the
blind. Every county has an office on
aging. Those are the people who are
calling for help, and they don’t know
where to send them. So I’ve been very
successful marketing in a whole differ-
ent arena than what Rob has been
marketing to.
Tom: It looks like we might have two com-
pletely different areas that we’re looking at.
Pat: There’s a strong need for educa-
tion with these agencies because they
don’t know either. They know about
how to treat the disability or the aging,
but they don’t know how to physically
help these people. 

What I’ve been doing is teaching
small seminars in our area on aging. We
go in and give little talks at senior cen-
ters. Our Age in Place Council has been
setting up classes at high schools. They
have continuing education classes that
are free. They will publicize for us,
they’ll set everything up and we’ll go in
as teams. I’ll go in with a remodeler and
somebody that handles the technology
part, somebody who handles the lifts
and the glides. Most people don’t real-
ize that things can be changed and it
doesn’t cost a fortune. 

I do a lot of government work but I
also get a lot of referrals from other
people who have heard about me
through the government. The one
opportunity that has been really help-
ful has been working with the local
county — it’s called an access program,
and it’s funded by the state. Because of
that program, I’ve been able to get my
name out into the public and then I
end up getting private pay clients

because of it.
Tom: We went to the local hospital to the
physical therapist, but what we found was
that in a lot of cases, most of these people 
didn’t know where to go for government
assistance and they didn’t have any money
for private pay. The physical therapists get
very attached to their clients, and so we were
being asked to do a lot of the small stuff pro
bono. How can a remodeling contractor or a
designer set this up so it’s profit-centered and
you can make some money at it?
Pat: I do so much government work,
and that’s paid for by the government.
I have a set fee — sometimes it’s a 
win, sometimes it’s a lose, but it sort of
washes out.
Tom: You’re okay with the pay schedule of
the government?
Pat: They’re not the greatest. This is
not Medicare in Pennsylvania — it’s a
totally different program. We have a
set, fair price, and it’s OK. It’s not the
greatest but for me, there’s a different
kind of satisfaction out of it. I get some-
thing out of those projects that I can
never get out of the biggest, fanciest
remodeling project. You’re filling a
need for somebody who desperately
needs something — not somebody who
just wants something.

There are so many heartbreaking
stories of people who have been taken
advantage of. Central Pennsylvania is a
very depressed area, and these people
have had contractors come in there and
tell them horrible things. So you just
have to come in and reassure the peo-
ple, “We aren’t taking advantage of you,
and we’re trying to do the best thing for
you.” It’s basically just common sense.
These contractors have come in and
done outlandish things, and we’re try-
ing to fix it.  PR

For the rest of the discussion
on aging in place opportunities
and more Best Practices,
visit www.ProRemodeler.com/
PRbestpractices
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New Cedar Impressions Double 9" Rough-Split Shake Siding. Detect an air of

superiority? Well, consider this. Our Double 9" Rough-Split Shakes are cast from wood for

amazing realism. But since they’re not wood, they have big advantages: They won’t rot, warp

or need paint. Ever. Add to that 16 color choices, plus an array of new easy-install features. 

To learn more, call 800-233-8990, code 1211, or go to www.certainteed.com/ct1211.

(Wood snobs are, of course, welcome.)

Wood snobs, you are officially on notice.

ROOFING • SIDING • WINDOWS • INSULATION • FENCE • DECKING • RAILING • FOUNDATIONS • PIPE
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Innovative solutions come from the heart
www.heartlandsiding.com

Generate pro  ts with Cedar Peaks.
Designed with mother nature in mind, Cedar Peaks withstands winds 
up to 187 mph. Now available in 25 colors and in 16' 8" and 25' lengths for 
custom cut capabilities.
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“I am finished studying and learning!”
For those with that mentality, gradua-
tion actually is the beginning of the end.
Although these people may have grad-
uated from school, they have not grad-
uated to the next level of growth in life
or business.

How does this relate to you and your
remodeling business? We experience
the same stagnation when we get to the
point when we think we have finally
arrived and can go on autopilot. Most of
the time when I have fallen into this
trap, I didn’t realize it until it was too
late. The business suffered for lack of the
influence of new knowledge, and we
drifted away from some of the basics.

About five years ago, I was thinking
about whether or not to attend an annual
association meeting and educational
event. “I have been in this business for
almost 20 years,” I thought to myself.
“Will I hear anything new and will it be
worth the time invested?” At the last
minute, I decided to go.

Some of what was presented was
new and exciting, while other sessions
were covering the basics. Even the
basic classes reminded me of things to
reinforce and gave me time to think
about areas that needed improvement.
If the event had stopped there, it was
still well worth the trip. 

The thing that really caught my
attention and gave me new inspiration
to go to the next level, however, was
meeting a guy who had tremendous

results with his company. The sales it
was achieving per location for a niche
business were very impressive. It
stopped me in my tracks, and I thought
to myself, “Wow! If they can achieve
that in their business, then in the
kitchen and bath remodeling niche, we
could double or triple that!”

We don’t always know what we are
going to learn at an event, but one thing
is for sure: if you don’t go, you’ll never
find out. The most successful people I
know in business and life are continu-
ously learning.

Besides being active in the remodel-

ing industry, I am also heavily involved
in the franchising industry. At the recent
International Franchise Association
convention, I was talking to the presi-
dent and co-founder of Subway restau-
rants, Fred DeLuca, and I asked him
why he continues to attend every year.
He stated, “Simple. To see old friends
and catch up on what’s been going on.”

It’s not always pure educational ses-
sions (although that’s a huge part of it)
that brings value to attendees and our
businesses. Networking and finding
one great contact can save years in the
development of our next innovation.
Making new friends to bounce ideas off
of and to discuss the pros and cons with
is an invaluable experience and makes

events more enjoyable. Another bene-
fit of attending industry conferences is
the chance to prospect for your next
hire by asking for referrals or finding
someone who wants to make a change
and would be a great match for your
business.

Here is a list of different ways to be a
student of business and life: read mag-
azine articles and books; listen to edu-
cational CDs; attend local, regional or
national association training or other
specialized training events; network.
For a quantum leap in your business
and life, hire a coach or consultant, or
find a mentor.

Make the investment of time, energy
and money in continuous learning. As
leaders, when any of us stops learning
and growing, so will our business. The
old saying is, we are either ripe and

rooting or green and growing. The illu-
sion is that there is a neutral spot.

As far as education is concerned,
becoming a student of life and of busi-
ness is the most valuable course to
enroll in for ourselves, our families, our
friends and our businesses. In addition
to reading this magazine, what will you
do this quarter to grow and learn?  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.ProRemodeler.com/
PRbestpractices

Student of Business and Life

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

Doug Dwyer
Contributing Editor

Seniors will graduate from high schools, technical

schools or colleges this month. At this point, many

people throw their mortarboards in the air and say
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L E A D E R S H I P

The most successful people I know 
in business and life are continuously learning.
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Beautiful windows attract attention—and 

future remodeling jobs. That’s why at Marvin, 

we hand-craft our windows and doors 

using only the highest quality cladding—so they 

withstand the rigors of construction, weather 

and time. Whether you need to match or 

replace existing windows, replicate historic 

details or create smart new design solutions, 

Marvin has the products to make you look 

like a hero. Call 1-800-241-9450 (in Canada, 

1-800-263-6161) or visit marvin.com
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Break-
ingthe
Rules

c o v e r  s t o r y
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By Alicia Garceau

Contributing Editor

Five remodelers tell how straying from the occasional 
rule of remodeling benefits their companies

As children, rules were put in place for
our safety. If, for example, you ever had a close
call with a car while crossing the street, you
realized why your parents warned, “Look both
ways before crossing the street.”  Similarly, the
tenets of remodeling exist for the welfare of the
industry as well as the success of an individual’s
business. 

A remodeler, unlike a young child dashing blindly
across a street, can weigh the risks and rewards associated

with breaking the rules. Whether a remodeler adheres
strictly to the industry’s tenets or picks and chooses which
remodeling rules to follow is a matter of personal 
prerogative. 

So do you follow the rules of remodeling, flout them or
fall somewhere in between? The following five remodel-
ers stick to the rules of remodeling most of the time; how-
ever, they don’t hesitate to bend the occasional tenet if
doing so benefits their companies. 

“I don’t think you have to be a maverick,” says Andy
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Poticha, co-owner of Northbrook, Ill.-based Design Con-
struction Concepts. “I think you have to be very cautious
about what rules you chose to break, and you have to
understand the consequences.” 

Rule #1:
Never allow clients 
to provide materials
Rule-breaking remodeler: Andy Poticha 
Company: Design Construction Concepts 
Location: Northbrook, Ill.
Years in business: 15
Sales volume: Averages between $2.5 million
and $3.5 million 

It’s a familiar story: a client gets a great deal on tile, a
pedestal sink or a soaking tub and wants the remodeler to
use it as part of a project. Then when the time comes to
install the product, something goes awry. The load of tile
comes up short. The sink can’t be found. The tub has a
scratch. 

Poticha is no stranger to this remodeling nightmare.
One time he agreed to install marble countertops pro-
vided by the client, whose child happened to be on a base-
ball team with the child of a marble fabricator. The fabri-
cator promised Poticha’s client a great deal on kitchen
countertops and bathroom vanities. But when the coun-
tertops weren’t on site the day they were supposed to be
installed, the savings quickly disappeared for the client.
Their absence also caused a domino effect of delays for
Poticha’s company. 

The episode caused Design Construction Concepts to
revise its policy on client-supplied materials. No longer
will they allow a client to supply standard materials used
during a remodeling project. So anything integral to the
execution of the project — for example, recessed can
lights, pipe, wire, framing materials, windows, doors, 
tubs, toilets and tile — comes through Design Construction
Concepts. However, items that are not integral to the
functionality of the project — such as wall sconces, chan-
deliers, towel bars, toilet paper holders and mirrors — are
another story; clients supply decorative items on just
about every project. It keeps them happy and gives 
them a feeling of control, Poticha says.

“I don’t need the chandelier up so that I can do some-
thing else and something else after that. Whereas if the
countertop, sink, or worse — the tile — is not there, I can’t
set the cabinets, I can’t set the countertops, and I can’t do
anything after that,” Poticha says.

Though a delinquent sconce or damaged chandelier
isn’t likely to set off a snowball of delays, they will require
extra subcontractor hours. Design Construction Concepts
covers that in its contract. 

“We have them be responsible for having it delivered
to the site, placed in the room where it’s to be installed.
They have to inspect it. If they’ve done all that prior to
installation, then we have no issue. If they haven’t done
any of that and we go to install it and there’s a problem
with it, then they are subjected to being billed for addi-
tional charges,” Poticha says. While Design Construction
Concepts will warranty the labor for the installation of a
decorative item, they won’t cover material defects.

Of course, the policy on client-supplied decorative
materials benefits the company, too. 

“If this $20,000 chandelier comes in brass and it’s sup-
posed to be nickel, I don’t have to worry about it,” he
says. “I don’t have to worry about fighting with a factory
that I don’t typically deal with because these are one-of-
a-kind pieces, and we don’t have relationships with those
vendors.” 

Rule #2:
Never let clients do work
Rule-breaking remodeler: Dennis Gehman,
CR, CLC, CKBR  
Company: Gehman Custom Remodeling 
Location: Harleysville, Pa.
Years in business: 16
Sales volume: $3.1 million (2005)

What’s the No. 1 rule for Gehman Custom Remodeling? 
“I feel [a project] needs to be a win-win for both our

Andy Poticha is choosy about the types of products

he’ll allow a customer to supply.  Photo by Marc Berlow
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client and us,” says Dennis Gehman, company president
and co-owner. With that in mind, Gehman is willing to
allow a client to do some of the work — but only if it makes
sense for the project and the company is able to make its
margins. He estimates that clients do some of the work on
about 35 percent of the company’s jobs.

On a recent kitchen renovation, the client happened to
be a licensed electrician who worked for a local manu-
facturing plant. When he proposed that he wire his own
project, Gehman agreed to the plan — with a few condi-
tions. First, the electrician had to pull his own permit and
schedule the inspection for the work. Gehman’s contract
also included a clause that would have imposed a $500-
per-day penalty if the electrician failed to complete his
end of the project on time.  

“Oftentimes it scares people off and we really want the
liability to be on them and the work that they’re doing. It
certainly has made some people say, ‘Nah. It’s not worth
it. You guys take care of it.’” Gehman says. “Other people
have done it and done it well.”

The electrician was one who did it well. Gehman Cus-
tom Builders gutted the kitchen and gave the electrician
three days plus a weekend to complete his portion of the
job. The electrician came in ahead of schedule. 

Rule #3:
Find your niche
Rule-breaking remodeler: Bob Peterson,
CGR, CAPS 
Company: ABD 
Location: Fort Collins, Colo. 
Years in business: 16
Sales volume: $3.2 million (2005)

“Our rule is ‘If it’s remodeling, it’s our niche.’ We spe-
cialize in kitchens, basements, additions, great rooms,
exterior, windows, siding, roofing ...” says Bob Peterson,
co-owner and founder of ABD. “We’re a company where
75 percent of our business is repeat business or very, very
qualified referrals so we are not going to let those people
get away.” 

By casting a wide net, Peterson’s sales volume, which was
$3.2 million in 2005, is on-target to be $5.5 million in 2006.

“I believe it increases volumes but can reduce margins
slightly. It seems that if we give a bit in some areas, we are
able to make it up in other [ways] due to the trust bend-
ing [the rules] creates,” Peterson says.

Peterson isn’t afraid to venture outside of his compa-
ny’s comfort zone if it means pleasing a repeat or referral
client while turning a profit. 

“It means we do projects once in a while that we may

not have down to an exact science,” he says. In one case,
a repeat customer called ABD to do a basement job.
While Peterson’s company is well versed in finishing
basements, this project called for creating the basement
from the existing crawlspace — something ABD had only
done once before. 

Peterson was upfront with the client about his limited
experience with a project of this type, but he promised the
client that if they were patient with ABD, they would be
as pleased with the basement as they were with the pre-
vious project ABD had completed for them. 

Peterson balanced his enthusiasm with experience by
hiring a subcontractor engineer who came highly recom-
mended by colleagues and an excavating subcontractor
who had several similar jobs under his belt. 

Peterson acknowledges that venturing into new terri-
tory can cost him a few points on markup (although he
never gives more than five percent) but he feels it’s worth
it if the clients become part of the company’s referral net-
work. It ends up paying off in the long run, he says. Peter-
son only bends the rules if he feels the project is exciting
and visible enough that it will result in future leads — espe-
cially ones in desirable neighborhoods.

Rule #4:
Don’t mix business and family
Rule-breaking remodeler: Tim Sweeney
Company: Sweeney Construction Co.
Location: Madison, Wis.
Years in business: 60
Sales volume: $3.2 million (2005)

“Nepotism is alive and well in our company,” jokes
Tim Sweeney, a partner of Sweeney Construction.  The
company roster includes his brother and sister-in-law as

c o v e r  s t o r y

Some Rules 
Should Never be Broken
� Put everything in writing — contracts, change

orders, warranties, punchlists and so on. 
� Never proceed without a signed contract and

down payment.
� Pull all required permits. 
� You, not the homeowner, are the general 

contractor.  
� Payments must be received on-time. 
� Track the cost of doing business and the cost of

each job.
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well as his wife, Linda. Linda joined the company as a
partner five years ago after the animal hospital she had
managed for 20 years came under new ownership. She
left the practice and took a year off to figure out what she
wanted to do next. 

“The whole time I’m raising my hand and going ‘over
here,’” Sweeney says. He knew Linda had grown the ani-
mal hospital from a one-vet practice to one with multiple
doctors and a national reputation with a client base to
match. Sweeney thought her experience would be an
asset to his remodeling company. 

“I knew her talents and skills coming in,” he says, “and
I knew that she was going to very easily show what she
could bring to the table.” He proposed the idea to Linda,
who expressed interest but had concerns. First, there was
trepidation over the fact that both husband and wife
would be drawing income from the same company. Also,
the couple worried that too much togetherness might
strain their marriage. They sat down and openly discussed
potential pitfalls. Linda’s main concern was that she 
wanted real responsibility — not just busywork because
she was an owner’s wife.

Her primary responsibility is what Sweeney calls the
company’s “first client touch.” All new clients are filtered
through Linda. She also designs projects for clients and
works closely with the company estimators to help them
come up with accurate numbers for each project.  

“She’s quite passionate about what she does,” he says,
calling Linda a driving force for the company. “My wife
has folded nicely into our company.”

Rule #5:
Never start a project 
before you’re ready
Rule-breaking Remodelers: Jeff Jertberg and
Bob Jertberg
Company: VanBerg Construction 
Location: San Diego
Years in business: 18
Sales volume: $3 million (2005)

For VanBerg Construction, a design-build firm that
works collaboratively with several independent architects
and interior designers, the typical time frame between an
initial client consultation and the start of construction is
about six months. So when an interior designer
approached co-owners and cousins Jeff Jertberg and Bob
Jertberg with a condo conversion and said her clients
wanted to start in just six weeks, they ran in the other
direction, right? Wrong.

The Jertbergs had partnered with the interior designer

in the past. A previous collaboration with her had been
prominently featured on the glossy pages of a regional
home and garden magazine. The article garnered plenty
of buzz for the company, and VanBerg repurposed it for
company marketing materials. 

“It was a really sweet project,” Jeff says. 
This time around, the project was located in a high-end

community and the homeowners wanted to convert the
Tuscan-inspired interior into something more contempo-
rary. It also needed “soft” universal features to accommo-
date the husband, who suffered from a neurological dis-
order. Thinking that this might be another plum project,
the Jertbergs agreed to meet with the homeowners. 

“You read your clients when you meet with them, and
it just seemed that they had the potential to be picture-per-
fect clients,” Jeff says. They agreed to take on the project. 

One of the strengths of VanBerg Construction — and
one that it markets to potential clients — is that the com-
pany does thorough planning before breaking ground 
to maximize efficiency and minimize additional costs.
With the accelerated start date on this project, that 
wasn’t possible. 

“The design package wasn’t nearly as complete as we
would like,” says Bob, and that resulted in a “design-as-
you-go” approach. Because of that, they made sure the
clients were aware that costly change orders were likely.
The original budget for the fixed-price project came in at
around $300,000. Since then, there have been two change
orders for more than $100,000. A third substantial change
order is in the works. 

While the Jertbergs were flexible on start date, they had
to reset the clients’ expectations about project completion.
The company’s completion date was a couple of months
farther out than the clients originally wanted, and the
change orders have added to the project’s timeline, but
the homeowners’ only concern was to occupy the condo
as soon as possible. 

“We let them know upfront that we’re not going to tell
them what they wanted to hear because obviously that
sets us up for failure and sets them up for disappoint-
ment,” Jeff says.

In the end, the project will add somewhere between
$500,000 and $1 million to the company’s coffers. In
addition to turning a profit on the job, VanBerg Con-
struction will have another magazine-worthy project to
add to its portfolio.  PR

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

c o v e r  s t o r y
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Back in 2000, clients of Classic Homeworks,
the Denver residential remodeling company
Rick Pratt founded, were not too excited about
green remodeling. Yet he had always consid-
ered himself an environmentalist and wanted
to introduce energy-saving, environmentally
friendly designs and products to his business.

So he did a green remodel on his own house, a 1912
bungalow in an old, in-town neighborhood. Pratt pur-
chased the single-story home in 1991, intending to fix it
up and sell it. After modernizing the 900-square-foot base-
ment and 1,170-square-foot first floor, then adding a
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A remodeler takes an energy-efficient approach 
to his own second-story addition

By Wendy A. Jordan

Senior Contributing Editor

Growing Up Green

s p o t l i g h t

A small house on a tight lot, the bungalow was a perfect

candidate for a second-floor addition. The trim, roof pitch,

harmonizing colors and a chimney extension made from

matching bricks complement the architecture of the 1912

house.  After photo by Fotoimagery.com

Before
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garage, Pratt designed a pop-top addition with a master
suite, laundry room and two bedrooms for his teenage
children. The 1,050-square-foot second floor would make
room for a family room and spacious office on the main
floor where bedrooms had been.

“We finally had a house my wife really loves,” Pratt
says. “She was not going anywhere.”

Pratt seized the opportunity to build the addition with
green products and systems he’d rarely been able to try.
The end result: 90 percent more aboveground square
footage (50 percent more total square footage), with no
increase in electricity usage and only a 28 percent rise in
the heating bill.

Green product options
As he designed the pop-top, Pratt considered energy sav-
ings, environmental conservation and health. For energy
efficiency, Pratt selected a 90 percent efficient sealed com-
bustion furnace; double-pane, argon-filled low-E win-
dows that reduce solar heat gain; and a washing machine
that uses three or four times less water than conventional
models — it has a high rpm spin cycle that gets so much
water out that the dryer doesn’t have to run long. All of
the new lighting uses compact fluorescent bulbs, which
provided one of the project’s biggest net energy gains.

Other product picks saved water: The after-market
showerheads use less water than typical fixtures and the
bathroom switch activates the hot water recirculation
pump when someone wants to take a shower. 

He chose the fiber-cement, stucco-look
siding panels for their long lifespan. They
look great, he says, and hold paint and fin-
ishes “far better than natural wood prod-
ucts.” Some products, such as the solvent-
free construction glue and the low-phenol
formaldehyde OSB panels used on the
exterior sheathing and part of the sub-floor,
are environmentally friendly because they
don’t off-gas as much as standard materials.

Pratt selected other products because
they save resources by using recycled
materials. Take the roofing made from old
tires. “You can see the texture on the
underside and patches from flats on some,” he says. Also
noteworthy: the cellulose insulation made of recycled
newspaper, and the drywall, composed of gypsum creat-
ed from power plant waste material. Pratt conserved
resources himself by putting the home’s old roof rafters to
work as nonstructural ceiling framing. 

He also took all lumber scraps, copper pipe cuttings

and cardboard boxes from the construction site to a recy-
cling center.

Progressive framing and energy efficiency
Typical of older houses in town, Pratt’s bungalow had
double masonry exterior walls without a speck of insula-
tion between them, says energy retrofit specialist Dennis

www.ProRemodeler.com MAY 2006 PROFESSIONAL REMODELER 2 5

Pop-tops are popular in Denver, where homeowners
want to add space without sacrificing their yards.
In 2000, housing values in Pratt’s neighborhood

could support a $210,000-plus addition, which is what
Pratt would have charged a client. (Today housing val-
ues would support a $250,0000 addition.) Classic Home-
works uses 35 percent as a standard gross profit target.

That said, because this was an “inside job” — Rick
Pratt’s own house remodeled almost entirely by his com-
pany’s own crew — Pratt chose to focus on learning
about building green rather than on building profit. 

For example, he had the framing done by Classic
Homeworks crews instead of a subcontractor so that
they could become proficient in the new methods.

“It was more complex than we had expected and took
much more time,” Pratt admits. “We would not have
been able to charge clients for the labor overruns.” 

As with many clients who opt for a “green” remodel,
price was not a top priority for Pratt in choosing prod-
ucts. Instead, he looked at conservation, health, home
performance and life-cycle cost. As long as he was
installing low-E windows in the new second floor, he
replaced the first floor windows with energy-efficient
units. This was an unplanned investment of about
$10,000, but a smart one from an energy-efficiency and
comfort standpoint. The tire roof cost more than other

recycled rubber roofing products
Pratt priced out, but he preferred
it. The wool carpeting? “We paid
easily twice as much for that car-
pet” compared to synthetic car-
pet, Pratt says, but it’s all-natural,
it “cleans magically,” and “it
should last many times longer”
than other carpeting. “If I had
sold these [upgrades] to a client,
they would have paid for them
with full markup.”

Budget History
Estimate: $210,000*

Estimated cost to produce: $135,000

Add-ons and overruns: $25,000

Final price of job: $240,000*

Actual cost to produce: $160,000

Gross profit: $80,000*

Estimated gross profit percentage: 35%*

Actual gross profit percentage: 33.3%*

*If this project were billed to a client
All figures represent 2000 prices.

THE FINANCIALS
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Brachfeld. Even some newer houses in the area aren’t
insulated, says Brachfeld, a certified home energy rater
whose Denver company, About Saving Heat Co.
(www.aboutsavingheat.com), participated as insulation con-
tractor and consultant in this remodel. Wall insulation did
not become a Colorado code requirement until 1979.

For that reason, Pratt needed a plan to segregate and
control energy use in the pop-top. Rather than open the

existing building, he built the second floor on top of the
existing first-floor ceiling. He left the furnace in the base-
ment to heat the existing home, then added a new energy-
efficient one in the attic to use exclusively for the addition.
He created a tight envelope around the pop-top to prevent
air leaks, gluing the wall plates to the sub-floor and caulk-
ing and sealing all lumber connections. 

An overly tight house can seal in toxins, but Pratt did-
n’t need to worry about that. “Half of my above-grade
house is old,” he points out, “so there still is plenty of ven-
tilation, and the bathroom fans still allow ventilation.”

The biggest challenge of the job, says production man-
ager Jim Wilkinson (then a lead carpenter), was the fram-
ing. “This was the first house I’d framed with TJIs for
rafters,” Wilkinson says. Pratt specified the I-joists because
they are resource-conserving, straight and lightweight. But
because each joist rafter was not a solid wood”, explains
Wilkinson, “We had to put plywood on each side of the
ends before we could install them into the hangers.”

A carpenter since 1981, Wilkinson also faced a learn-
ing curve with optimum value engineering (OVE), which
calls for framing with 2x6s 24 inches on center, with open
corner framing, ladder blocks for interior wall connec-
tions, and open headers. OVE uses fewer studs and more
open wall connections, which seemed to go against com-
mon sense.

“The natural mindset of most carpenters is that bigger
is better,” Wilkinson says. 

Now Wilkinson’s a convert to the OVE framing sys-
tem. “It saves trees and creates more insulation space,” he
says. “We do this on every project now.” 

Heating and cooling package
Pratt and Brachfeld put their heads together to design an
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In the master bedroom, low-E windows with accordion

blinds allow light and views but cut glare and heat gain. A

glass-block wall at the head of the stairs, behind the

bedroom’s partial wall, draws in natural light, illuminating

the stairwell.  Photo by Fotoimagery.com

After

Rick Pratt, founder and former owner of

Classic Homeworks

Location: Denver

Type of company: Full-service design-

build remodeling 

Staff model: 4 office, 4 field

Years in business: 20

Sales history:
2002 $1,300,000

2003 $1,550,000

2004 $1,550,000

2005 $1,350,000

2006 (projected) $1,600,000

Annual jobs: 15 to 20

Workweek: 45 hours

Software: BIS Professional, Chief Archi-

tect, Microsoft Office, Microsoft Streets &

Trips, ACT!

Contact: www.classichomeworks.com or

Rick@BridgemanEndeavors.com

SNAPSHOT

s p o t l i g h t
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Centennial SlateTM Luxury Shingles. From CertainTeed, of course. 
Blended slate has a one-of-a-kind look. A look we’ve found a way to match with 

remarkable accuracy. Thanks to our patented Color Precision Technology,TM Centennial

Slate features random variations of color and intensity that appear quite natural to the

eye. Plus, deep shadow lines give this ultra-durable Luxury Shingle striking shape and

dimension. To learn more, call 800-233-8990, or go to www.certainteed.com.

Observe:
The Luxury Shingle in its natural habitat.
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Pella quality at a price competitive with vinyl. Introducing Pella® Impervia® windows and patio doors. 

They’re made from Duracast® — the strongest, most durable material available in windows and patio 

doors.* Duracast is twice as strong as aluminum and nine times stronger than vinyl.* Learn more about 

Pella Impervia products and other ways The Power Of Yellow SM can keep your business going strong. 

866-829-9047 www.pellaimpervia.com

* In testing performed in accordance with ASTM testing standards, Pella’s Duracast® has displayed superior performance in strength, ability to withstand extreme heat and cold, and resistance to dents and scratches.                                                   © 2006 Pella Corporation
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insulation plan that covered all bases. Typ-
ically pop-top plumbing is run in the18-
inch cavity between the first-floor ceiling
and the second floor. In Denver’s cold cli-
mate, Brachfeld says, “Poorly built pop-
tops can sometimes see pipes freeze.” To
prevent problems in the Pratt house, he
blew a 24-inch-wide ring of insulation
around the perimeter of that cavity, help-
ing to define and seal the second-floor
envelope. His company also filled the
addition walls and roof with densely
packed cellulose insulation.

The attic has minimum R-40 insulation
and good roof and soffit vents. The fur-
nace occupies a small, fully insulated room
in the attic, so no heat is wasted. All heat-
ing ducts are insulated with a minimum R-
15 blanket insulation and then covered
with cellulose. On Brachfeld’s advice,
Pratt runs the furnace fan continually.  

“A furnace wastes the most heat when
it is cycling on and off,” Brachfeld says. “If
the fan is running, you deliver more of the
heat you pay for.” 

The house is not air-conditioned, yet
remains comfortable even in the summer.
“The warmest it gets inside is 78 percent
of the outside temperature,” Pratt says.
“Most pop-tops are 90 degrees if it’s 100
degrees outside.” A whole-house attic fan
runs all night during the summer, while
open windows draw cool air into the bed-
rooms and expel hot attic air. Each bed-
room has a ceiling fan with curved, pro-
peller-like blades that push 50 percent
more air than other ceiling fans, says Pratt.

Weighing the results
Though the house practically doubled in
size, Pratt’s electrical usage did not
increase at all. He attributes most of that
achievement to the lighting, because the
savings from the extra-efficient washer
and dryer were probably offset by the
installation of the whole-house fan.

Post-remodel, Pratt’s heating bills rose
only 28 percent on average despite the
home’s increased size. He was delighted. 

After 6 years living in the remodeled

home, Pratt wanted to test its perform-
ance. He brought Brachfeld in to conduct
a blower door test to measure air leakage
in early 2006.

“It was very eye-opening,” says Pratt.
“There were some leaks in the heating sys-
tem; we should have installed fully ducted
return air rather than using the framing
bays as ducts.” 

Most air leaks, however, were occurring
on the main floor, at the front door, around
the fireplace, around some windows, at an
old rear addition and in the exterior
masonry walls where there are cracks.

In retrospect, Brachfeld and Pratt real-
ized they should have paid more atten-
tion to the existing structure instead of
focusing all their efforts on the additions.

“I have a lot of caulking to do on the
exterior and interior of the [original]
house,” Pratt says. 

In hindsight, Pratt notes a few other les-
sons learned. If he had to do it again, he
says, he wouldn’t bother salvaging the old
rafters: “It took too much time and ener-
gy to prep them for use.” He’d choose a
different recycled rubber roofing —
although the hail-proof rubber material
earned Pratt a $450 annual discount on
his homeowner’s insurance, this particu-
lar product is fading — “failing cosmeti-
cally” — and the manufacturer is no longer
in business. 

He’d also test the whole house at the
outset. “Everybody should test every
house they work on,” he says. “They will
learn a lot from this process.”  PR

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

Cabinetry: Merillat. Ceiling fan: Hampton Bay.

Ceramic tile: Dal-Tile. Construction glue: Franklin

Titebond. Deck: Weyerhaeuser ChoiceDek.

Faucets: Delta. Furnace: Rheem. Housewrap:

Dupont Tyvek. I-joists, roof framing: Louisiana-

Pacific. Plumbing fixtures: Kohler. Siding: James

Hardie Hardipanel stucco. Windows: Weather

Shield Custom Shield. Washer, dryer: Asko.

PRODUCTS LIST

For FREE information circle 13

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.
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Imagine finding a breathtaking par-
cel of lakeshore property a mere 
80 feet from Minnesota’s Lake

William, cousin to the greater Lake
Minnetonka — and the area of the home
closest to the lake is the garage. Brian
Jones, owner of Jones Design Build,
planned to turn the tiny rambler into a
home for his own family. 

Jones, who has a master’s degree in
architecture, envisioned a contempo-
rary house with a cottage or cabin feel
that took advantage of the lake views.
The remodel converted the existing
900-square-foot, three-bedroom struc-

ture into a 3,000-square-foot, four-bed-
room home with a vaulted great room
and lakeside screened porch and deck.
A three-story addition made room for a
walk-out basement playroom, first-
floor children’s rooms and a master
suite — bedroom, balcony, bathroom

and walk-in closets — on the top floor. 
The focal point of the master suite is

what Jones calls the window wall,
which celebrates the beauty, imagina-
tion and range of variety within core,
basic shapes. 

“It’s the first thing you see when you

Let the Sunshine In
m a s t e r  s u i t e

Remodeler and architect: Jones Design
Build, Shorewood, Minn.
Project location: Shorewood, Minn.
Age of home: Approx. 25 years old
Scope of work: Create a loft-like, 650-
square-foot master suite with plenty of light
in an update of a 1950s lakeshore rambler

A wall of built-ins houses the

television, bookshelf, dresser drawers

and a fireplace. Dividing the space

with a low center wall provides

privacy while retaining the loft feel.

The window above the bedroom door

allows light from a window on the

opposite side of the home to enter the

master suite.

A master suite radiates by capitalizing on roof lines 
that seem to reach for the clouds

Professional Remodeler
S O L U T I O N S

P O R T F O L I O
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come in,” Jones says. “The circle draws
your eyes upward, and the contrast of
how the other panes are laid gives the
wall its own presence. It brings in great
fall colors, and in the winter it opens up
and lets you see the lake.” 

To create consistency with the rest of
the home, Jones carried the same
woods into the master suite. Instead of
mahogany with maple highlights, he
used the reverse template to make the
space light and airy.

The mahogany accents — window
and door trim, cabinetry moldings, the
ceiling fan, a cross band in the floor
inlay — anchor the sun-strewn space
and give it sophistication and personal-
ity. Each square of the floor inlay
echoes the directional variation of each
of the window wall’s smaller squares. 

The master bathroom features  his-

and-her sinks, a whirlpool tub and a
walk-in shower accented with a band of
glass tile that was also used to create a
tile pattern against the shower’s back
wall. The walk-in closets are accessible
from both the bathroom and bedroom.
The cost of the entire space is between
$100,000 and $150,000.

Clean, crisp and coaxing, the subtlety
of the suite’s style shows that using qual-
ity, high-grade materials can make a
simple space stand out. The finished
product is a voluminous yet clearly
defined space that doesn’t feel over-
whelming or impersonal.  PR

— Meghan Haynes

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

After

Bathroom fixtures: Grohe, Kohler, Toto. Ceramic

tile: Casa Dolce Casa. Exterior doors: Marvin.

Interior doors: Woodharbor. Paint: Benjamin Moore.

Lavatories: Kohler. Windows: Marvin.

PRODUCTS LIST

Italian ceramic tile gives the look of

stone at a lower price. Using pocket

doors to separate the toilet area and

the closets saves floor space. The

built-in above the linen closet houses

a television that Jones uses for quick

weather updates in the morning.

Inspired by a previous project with a vaulted ceiling, Brian Jones of Jones
Design Build knew using one in his own home would allow more sunlight
inside and capitalize on the lakefront views. The long spans of the roof

rafters, however, required a support post to be exactly where Jones wanted
a circular window.

To provide the needed support, Jones built a header above the round win-
dow and split the post from there, running the split post through post pock-
ets that were fitted on the adjacent windows at the manufacturer. Because
the jambs of the adjacent window wrap around the support post, Jones knew
he’d have to space those windows closer to the circular window than he nor-
mally would. He was able to accommodate both the post and the window
framing in a 3- to 4-inch space.

Hiding Posts and Beams
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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
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Professional Remodeler’s 2006 

Best of the Best Design Awards 

recognize outstanding design, quality

construction and exceptional value 

in remodeling. 

The Best of the Best program distinguishes remodelers' work by

region, ensuring that entries are judged against the work of

companies in similar markets. Projects are eligible to receive a

Gold, Silver or Bronze award in each category entered. 

Gold winners are eligible for a National award. 

To be eligible for this year's program, projects must have been

completed between January 1, 2005 and May 15, 2006. Mark

your calendars: completed entry forms and fees are due 

May 31, 2006. Entry notebooks are due June 1, 2006.

Winners will be recognized in Professional Remodeler magazine,

on HousingZone.com and at the Remodeling Show in Chicago.

For more information and to enter, visit 
www.HousingZone.com/designawards/ or call 630.288.8184.

Brought to you by:

ENTER TODAY! 

Entry
Deadline

EXTENDED
to 

May 31st!
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Late last year, my wife and I con-
tracted with a full-service home
improvement company to redo

the small, dark kitchen in our 1950s-era
Maryland rambler. Having worked as a
designer and consultant in residential
and commercial energy efficiency for
many years, efficiency was a priority.

The 130-square-foot kitchen still had
its original exterior door and single-
glazed, aluminum frame window. We
planned to expand the kitchen by
removing the wall separating it from a
120-square-foot bedroom, building an
island and converting the bedroom
closet into a small pantry.

Three months later, when the last
cabinet door was adjusted, I realized
remodelers who build to code-pre-
scribed efficiency standards are missing
golden opportunities — and leaving
money on the (kitchen) table.

The five ingredients
Probably more than any other room,
kitchens have evolved dramatically
over recent decades. Beyond accom-
modating contemporary trends and
tastes, kitchen remodeling also looks to
available technologies to help combat
rising energy and water costs.

Here are the five ingredients of an
energy- and water-efficient kitchen, no
matter its layout, size or amenities.
They are all easy to find and install. 

1. Add insulation
Because we were replacing all the cab-
inets and counters along the outside
wall, the remodeler recommended
replacing the drywall rather than patch-

ing and repairing it after demolishing
the cabinets. Code did not require us to
upgrade the insulation, but I knew that
as long as the studs were exposed we
should re-insulate, both for comfort and
to reduce heating costs. 

After tearing out the existing, poorly
installed R-3 batts, the contractors filled
the 2x4 stud cavities with R-13 fiber-
glass batt insulation. As in most 1950s
homes, the original insulation had been
installed with gaps and compressed
portions, and the vapor barrier was not
flush with the wallboard. With this sin-
gle step, our outside wall was now bet-
ter insulated by a factor of four. 

2. Install more efficient lighting
Our goals for lighting were to improve
the overall lighting level and quality,

install high-efficiency lighting and
increase natural daylighting. We met all
three with stock products.

For general lighting, we installed a
high-efficiency Energy Star-qualified
ceiling fan and light. We took care of
task lighting with three different fix-
tures. We used directional three-fixture
track lighting to light the main counter
and provide warm, atmospheric light-
ing. With directional four-fixture dim-
mable track lighting, we lit the new
island space. Finally, we lit the sink with
a T-5 fluorescent tube mounted under

www.ProRemodeler.com MAY 2006 PROFESSIONAL REMODELER 3 5
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A Taste of Energy Efficiency

Energy Star doors replaced a single-

glazed window and wood door for a 

vast improvement in daylighting, 

energy efficiency and ambiance.

Spice up kitchen profits with five key ingredients

By Glen Salas

PATH Partners

C O N S T R U C T
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the cabinet. The T-5 provides excellent
light and uses less electricity than stan-
dard T-12 fluorescent tubes and even
less than the newer T-8s. Though T-5s
are often avoided because the light tube
causes glare, in its out-of-sight location,
it directs ample light toward the work
area without the glare.

We increased general overhead
lighting efficiency fourfold while main-
taining the same lighting level by
replacing the incandescent bulbs in the
central ceiling fixture with Energy Star-
qualified compact fluorescent light
bulbs. The new CFLs provide much
more natural-looking lighting than the
CFLs of just a few years ago, and they
last five to 10 times longer than con-
ventional incandescent bulbs. 

3. Bring the outdoors in 
Increasing the daylighting meant
increasing the window area. Besides
replacing the existing window with an
Energy Star-qualified unit, we swapped
out the original solid wood door with a
low-E, solid glass door. In the former
bedroom, we replaced the existing sin-
gle-glazed, aluminum window with a
low-E, solid-glass French double door
with sidelights on both sides. 

Although these energy-efficient
doors cost 10 to 20 percent more than
standard doors, we controlled the price
by sizing the new door to fit it into the
same wall space as the old window.
That way, we could use the original
header and avoid the cost of structural
work. 

The total glazed area in the converted
bedroom and kitchen increased from
29 to 75 square feet. 

4. Use Energy Star appliances
Our original kitchen didn’t have room
for a dishwasher, so we installed a new
Energy Star-qualified model, which
uses less water and energy than hand
washing, according to research from
Ohio State University and the Univer-

sity of Bonn. We kept our 5-year-old
Energy Star-qualified refrigerator
because it still works well. When we
bought it to replace our 15-year-old
model, our electrical bill dropped
almost $10 a month. Standards are
more stringent now, so a new Energy
Star model would save another few dol-
lars per year, but this one was good
enough for a few more years.

Energy Star does not qualify
microwaves, but we bought one of the
more efficient over-the-stove models
with a vent fan, which we vented out-
doors. This was a space- and money-
saving alternative to buying a micro-
wave and a separate ventilation hood.
An Energy Star hood would save a few
dollars a year in electrical costs and
probably be a little quieter, but it would
have cost almost $100 more and would
have taken away cabinet space. 

The only problem with choosing a
microwave unit that doubles as a vent
fan is that it is difficult finding pub-
lished noise levels. I recommend hav-
ing clients listen to the fans in a store
before purchasing a microwave.
Remember to vent the fan outdoors. It
does no good to return humid, smoky
air to the kitchen.

5. Install intelligent heating
Here is where the importance of some
simple Manual J calculations became
clear.

Tearing out an interior wall to
expand the kitchen and most of an out-
side wall to install the French doors
required removing that portion of the
baseboard heating. We didn’t have
much wall space left on which to relo-
cate the baseboard heat. 

Manual J calculations based on the
new and improved kitchen showed that
we could replace the original 17 lineal
feet of baseboard heating with about 6
lineal feet and still have adequate heat-
ing. A remaining kitchen wall had plenty
of space for that.

We also made our domestic hot
water system a little more efficient by
adding a small tankless water heater
under the new kitchen sink. Our exist-
ing hot water heater is very close to all
the other plumbing fixtures — in the
basement almost directly below both
bathrooms — but about as far as it can get
from the kitchen sink. Any time we
wanted hot water in the kitchen we
turned on the tap and waited ... and
waited. With this local tankless heater,
hooked up to a separate fixture, we get

Removing the dividing wall opened up the room. Better insulation and high-

performance windows and doors allowed most of the baseboard heating to be

eliminated.

Professional Remodeler
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hot water immediately — saving water, time and energy —
and we can brew a cup of tea without having to heat a pot
on the stove. It’s a great addition.

Everyone wins
Now our once dark, cramped kitchen is open and well-lit.
Our electricity bill is down slightly, even though we added a
dishwasher, a microwave, a tankless hot water heater, two
light fixtures and a ceiling fan with a light. Our fuel oil use is
down despite the greatly increased window area. 

We do not measure our well-water consumption, but it’s
probably reduced because of the dishwasher and the instant
hot water heater.

The remodeler saw his sales increase, thanks to the addi-
tional cost of the energy-saving products. And we were so
thrilled with the results that we asked him to come back to
do more work in other parts of the house. 

Did we convert our remodeler? Probably not. The team
was fine with all our efficiency suggestions and we had a great
relationship, but having been in business for 75 years, they’re
pretty much set in their ways. 

All the more opportunity for you to blaze a new trail.  PR
The Partnership for Advancing Technology in Housing (PATH,

www.pathnet.org), is administered by the U.S. Department of
Housing and Urban Development.

For more Solutions, visit 
www.ProRemodeler.com/PRsolutions
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Less Broken Collation
Fewer Tool Jams

More Completed Drives
Highest Withdrawal Values
Absolute Code Compliance

how MANY REASONS 
do you need 

TO BUY the best?
You may think off-brand fasteners save you 
money. Truth is, if you knew how many ways 
those fasteners actually cost you more, you’d 
always demand SENCO® no matter what brand of 
tools you own. Why? Because SENCO fasteners – 
especially those with our exclusive easy-drive, 
stay-put Sencote® coating – routinely set industry 
standards for quality, performance and value. And 
in the long run, anything less will cost you more.

TO DEMAND GENUINE

SENCO FASTENERS

©2006 SENCO Products, Inc.

Win $1,000 worth of Senco tools and fasteners 
@ www.sencosweepstakes.com/pr

800-543-4596  •  www.senco5reasons.com
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PATH Tech Sets are designed to show builders
how bundles of proven technologies and tech-
niques can enhance home performance. The

Lighting Tech Set helps improve comfort and energy
efficiency through daylighting strategies and artifi-
cial lighting techniques:
Daylighting Techniques 
1. Low-E glazing on windows 
2. Seasonal window shading, including overhangs,

shading with deciduous trees, and reflective 
window treatments

3. Tubular skylights
Supplemental Lighting 
4. Energy Star qualified fixtures
5. CFLs and full spectrum fluorescent lamps
6. Dimmer switches
7. Motion sensors

PATH Lighting Tech Set 
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Many remodelers and builders
donate time, money and
materials to housing-oriented

charities such as Habitat for Humanity.
That’s exactly what John Gonsalves
planned to do after watching a news
report about an American soldier who
lost both of his legs in a rocket-
propelled grenade attack on a convoy
in Iraq.

“It got me thinking about what hap-
pened from there,” he says. 

Assuming there was some kind of
organization that modified homes for
injured servicemen and servicewomen,
he wanted to donate two weeks of time
to it. Then he realized no such organi-
zation existed.

At that point, Gonsalves made a leap
that few ever do: he quit his job to
devote himself to doing the right thing.
“As soon as I made the decision to do
this,” he says, “I knew it was going to
take my life over.”

Two years later, Homes for Our
Troops (www.homesforourtroops.org), the
nonprofit organization he founded, has
built or remodeled homes for eight vet-
erans of the war in Iraq and has plans
for another 11 in the works. Most of the
first year was spent raising funds and
establishing Homes for Our Troops as a
nonprofit corporation. 

“I think it was easier to learn how to
structure a nonprofit than to start up a
nonprofit and have no idea about the

By Kimberly Sweet

Editor

Professional Remodeler
I N N O VAT I O N S

Homes for Our Troops 
remodels for veterans

I N N O V A T O R S

www.ProRemodeler.com MAY 2006 PROFESSIONAL REMODELER 4 1

John Gonsalves

Photography by Dave Bradley

Doing the 
Right Thing
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building process,” he says. As a con-
struction superintendent for a commer-
cial contractor, he knew how to coordi-
nate big jobs and how to build in
compliance with the Americans with
Disabilities Act. Plus, during his days as
a general contractor, he’d done a few
handicapped-accessible homes. Two
law firms, Holland & Knight and Mintz
Levin, worked pro bono to help set up
the business side.

Choosing which soldiers to help gets
harder all the time, Gonsalves says.
“We try to look at who’s most severely
injured and the family situation and pri-
oritize as best we can,” he adds. “The
biggest roadblock is raising the money.
If we had unlimited funds, we’d help
everyone.”

To narrow down the applicants,
Homes for Our Troops uses the same
criteria that the U.S. Department of
Veterans Affairs uses to determine who
qualifies for a $50,000 specially adapted
housing grant or a $10,000 special
housing adaptations grant. Most indi-
viduals have lost two or more limbs or
the use of two or more limbs, or are
blind in both eyes. The grant money
doesn’t go far in modifying or building
a home to meet their needs.

“Around here, $50,000 is a down
payment for a house lot,” Gonsalves
says. “We coordinate our efforts with
the VA to allow the veteran to apply for
the grant, and we step in and bring the
process to the local community.”

The organization’s first house went to
Sgt. Peter Damon of the Massachusetts
National Guard. Damon, his wife and two
children received the keys to the house
this past October. The VA gave Damon,
an aircraft mechanic whose hands and
forearms were lost when a Blackhawk
helicopter tire exploded, $10,000 to put

toward the home.
Rather than selling projects to clients, 

Gonsalves now has to sell his projects to
the contractors, suppliers and manufac-
turers upon whose donated labor and
materials Homes for Our Troops
depends. The process, says Gonsalves,
starts with sending press releases to
newspapers and television stations near
each soldier’s hometown. Once word
gets out and a few contractors or sup-
pliers contact Homes for Our Troops,
he asks them to start networking with
their colleagues, customers and staff for
other volunteers.

Fifty-nine companies donated labor
or materials to Damon’s house alone,
notes Gonsalves. “My hats are really off
to the people in the construction indus-
try,” he says. “I didn’t realize until they
did this how generous they are. They
come onto our jobs after working all day,
and then work all night. A talented con-
struction person, their time is very valu-
able when you start putting a price on it.”

Though two of the Homes for Our
Troops projects have been done in 
conjunction with “Extreme Home
Makeover,” which remodels or builds 
a home in a week, Gonsalves’ group
usually works at a more normal pace.
“The house we did in Massachusetts
took us about six months,” he says.
“When you’ve got people donating
time and materials, I think that timeline
is pretty good.”

The houses aren’t over-the-top,
though they tend to have nice finishes
such as granite counters. It all depends
on what’s donated.  PR

For more details about 
Homes for Our Troops and
other Innovations, visit 

www.ProRemodeler.com/PRinnovations

John Gonsalves, 39
Organization: Homes for Our
Troops
Personal background: A contrac-
tor since 1984. Ran his own, prima-
rily residential, general contracting
firm. Became construction superin-
tendent for commercial contractor.
No military background. Married
with a 6-year-old son.
Employees: Four office staff and
countless volunteers. 
Typical job: Renovate house to
make it handicapped accessible
(ramps, bathroom, kitchen) or
build new accessible home.
Market: Anywhere in the United
States.
Projects: Eight homes completed
to date, with 11 slated for 2006.
Strategy: Uses media appearances
and high-profile partnerships to
increase awareness and raise more
money.
Organization goals: To provide
homes for at least 50 percent of the
severely injured veterans who qual-
ify for specially adapted housing
grants from the VA.
Personal goals: To have Homes
for Our Troops outlast him.

Professional Remodeler
I N N O VAT I O N S

I N N O V A T O R S

As soon as I made the commitment
to do this, I knew it was going to take over my life.
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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.
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Low-Maintenance Lifestyle 
Drives Decking Market
By Meghan Haynes

V
ariation in climate and con-
ditions, lot size and zoning 
restrictions make it diffi cult 
to normalize decking trends; 

however, whether a deck is 350 square 
feet or 1,500, there is one driving force 
in all markets, and that’s maintenance.

Maintenance is the one common 
factor in decking projects for two key 
reasons: 

1. The busy, multifaceted lifestyle of 
today’s homeowner necessitates a virtu-
ally maintenance free deck. “The trend 
in society is less maintenance. There are 
so many things to do with your time, so 
for customers, it’s like, why spend time 
on your deck when you could be doing 
something else?” says Pat Nicholson, 
CR, CEO of Deckmasters Technolo-
gies, which is based in Upper St. Clair, 
Penn., but has additional franchises 
throughout the state and in Ohio, do-
ing close to 800 decks annually.

2. With the emergence of the trend 
toward all-season, year-round usabil-
ity, clients need versatile materials and 
applications that can successfully with-
stand multiple conditions.

A universal objective of good deck 
design is to balance the ability to ac-
commodate larger groups of people 

while still being intimate and private 
enough to woo the homeowner outside 
even when there’s no party. “The goal 
is to create a nine-month family room 
where you have both cooking, eating, 
entertaining, games, etc., but also have 
it so people just spend their weekend 
or evenings in the backyard,” Nichol-
son says.

A Deck of a Different Color
Material choices obviously vary by 

region, availability and price, but with 
composite decking gaining market 
share (up to 20 percent a year over 
the last 3-4 years in some markets), 
the wood deck of yesteryear is not the 
only option for today’s customers. Paul 
Vosen, CR, president of Degenhardt 

The emergence of low-maintenance decking materials has meant a spike in outdoor living projects in colder, 
wetter climates. Photo courtesy of Archadeck.

“The trend in society is less maintenance. There are so many 
things to do with your time, so for customers, it’s like, why spend 
time on your deck when you could be doing something else?”

— Pat Nicholson, Deckmasters Technologies Inc.

prxmi0605DECK_supp.indd   3prxmi0605DECK_supp.indd   3 4/21/2006   4:26:50 PM4/21/2006   4:26:50 PM



T R E N D S

4 
A 

SU
PP

LE
ME

NT
 TO

 R
EE

D 
BU

SI
NE

SS
 P

UB
LI

CA
TI

ON
S 

MA
Y.0

6

Home Improvement in Madison, Wis., 
and Bob Barker, owner of Archadeck 
of South Puget Sound, in Gig Habor, 
Wash., both confi rm composites’ in-
creasing popularity, saying the material 
is used in the majority of their projects 
(each company does approximately 
20 projects annually). “The only time 
we’re pricing out wood is when people 
just want a comparison price,” Vosen 
says. “They know the composites are 
much more expensive, but the main 
reason they’re even redoing their deck 
in the fi rst place is because they’re tired 
of wood, so I can’t remember the last 

time we did a wood deck. And the nice 
things about composites are that the 
colors still weather the way that wood 
would, and using a wood grain com-
posite can keep the look authentic.”

In a rainy climate like Washington, 
customers often opt for the low-main-
tenance composites because they are 
thought to better withstand the ele-
ments. Barker says the variety in com-
posite color is also a big part of the at-
traction for his clients, and it’s usually 
their most diffi cult choice. Using com-
posites also makes it easier to create 
a bold, innovative two-tone deck in a 

wide range of colors. While Barker says 
two-tone decks are not common in his 
market and are often cost prohibitive, 
his company has done some of them. 
“My customers love the idea of not 
having to refi nish a wood deck and just 
being able to wash the composite off; 
it’s a great benefi t to people who just 
don’t have the time,” he says.

A greater variety of options isn’t 
limited to composites, though; as new, 
“exotic” wood species become more 
readily available, they make viable 
choices, too. Dave Tibbetts, owner of 
Atlanta Decking & Fence Co. of Cum-
ming, Ga., says around 80 percent of 
his company’s approximately 500 an-
nual projects are done in wood, mostly 
using the southern yellow pine that is 
readily available in his market. Tibbetts 
has also incorporated Brazilian Ipe 
wood and old-growth Siberian larch, 
noting their respective resistance to wa-
ter and strength.

Decking That’s Inside-Out
Kitchens are often viewed as the 

“status” project of choice, a chance for 
people to really show off to friends, 
family and neighbors; however, decks 
have an even greater potential to make 
a statement because they’re outside and 
readily visible, automatically available 
for the “how does my deck compare to 
so-and-so’s” scrutiny and jockeying that 

To keep the decking space unencumbered, straightforward 
and adaptable:

� Keep decks to one level. Though it’s tempting to think of 
multi-level decks as more sophisticated and clever, one-levels 
often best serve the client in terms of function and cost; un-
less the deck is quite sizeable, anything more than two levels 
becomes confusing and affects fl ow rather than appearing as 
a sharp and clever design.

� Use built-ins smartly and sparingly. While they tend to 
be popular for some customers — Barker says many of his 
customers like built-in benches and planters because of the 

functionality and simplicity they bring — too many built-ins 
can look contrived and limit the homeowner’s placement of 
furniture and accessories.  

� Reserve design statements for the augmenting structures, 
such as the railings, steps and balusters. Using a copper, 
aluminum or steel-framed cable rail systems or even glass 
produces a slick, inexpensive look that avoids the feel of what 
Tibbetts calls an “adult playpen.” Trellises, decorative pickets 
and tree workarounds also help to individualize a space, and 
incorporating fl oor inlays, or waterfalls and fountains large or 
small, can also give a deck personality. �

Design Do’s and Don’ts

Adding visual interest to a deck is as simple as creating angled stairs or running decking horizontally. 
Photo courtesy of Deckmasters.

prxmi0605DECK_supp.indd   4prxmi0605DECK_supp.indd   4 4/21/2006   3:52:00 PM4/21/2006   3:52:00 PM



With Eon® Decking, the quality is guaranteed, and so are the referrals. 

• Eon is not a composite. Unlike most composites, Eon won’t rot or mold and resists common decking 

stains from drinks, condiments and food grease. 

• Very low-maintenance and never needs painting or staining. 

• Available in six natural colors and features four matching railing styles.

• Backed by one of the most comprehensive warranties on the market today.

To find out more about Eon outdoor living products

and how to receive Eon referrals, please call 

1-866-DIAL-EON or visit eonoutdoor.com
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sometimes fuel remodeling projects. 
“You want to have a deck that’s nicer or 
bigger than your neighbors; It’s outside 
and everyone can see it, so customers 
really want to fl oss,” Nicholson says. 

In this vein, it’s imperative that the 
same considerations given to the inte-
rior be adapted for a deck to success-
fully create the “9-month family room.” 
“What I really try for, and what works 
for most people, is if you can give them 
a graceful transition from the deck to 
the house, where you never feel like 
you automatically hit a staircase and 
you cheat the height of the deck down-
ward,” Tibbetts says. “I like to concen-
trate on widening the steps and impact-
ing or creating views — fi gure out where 

ugly views are and buffer those, but also 
fi nd the pretty views and focus around 
them. With a decking project, you are 
trying to give customers solutions they 
didn’t even know they needed.” 

Creating enclaves, such as pergolas, 
gazebos and nurseries, and incorporat-
ing focal point and signature structures 
like swings, fi repots and fi replaces, 
also brings an inside-out feel to a deck. 
“Roofs, screenings, columns and glass 
enclosures all help to create special-
ized/designed spaces within a deck,” 
Nicholson says. “The idea is to do the 
deck “stage-built,” leaving room and 
options to add or adapt later on.”

Lighting — elaborate in number and 
programming schemes or simple inset 

structures — is also a way to make an 
inside-out presence in a decking area; 
for example, Barker incorporates light-
ing in the fl oor and posts to create a 
mood befi tting evening cocktails. Ad-
ditionally, giving a deck multipurpose 
functionality by building an adjacent 
carport or storage barn or allowing for 
storage underneath a raised deck gives 
it relevance and practicality even in the 
off-season.

All Decked-Out?
Unlike many other types of remod-

eling projects, which are driven by the 
technology and desire for the bells and 
whistles created by various shelter and 
appliance industries, decks shine when 
they are approached simplistically, 
with primary consideration for spatial 
relationships rather than features and 
functions. “A small deck doesn’t have 
to be a crummy box,” says Tibbetts. “It 
can be very cut up and interesting, with 
angles and such.” 

“Without a doubt, angles are the 
key to everything — octagons, clipped 
corners, diagonal fl ooring,” Nicholson 
says. “For example, you make three oc-
tagons versus one big square.” 

Another trend that‘s consistent 
across markets is that customers are 
opting to enlarge their decks during the 
remodeling process, making them 20 
to 40 percent larger than the existing 
footprint. Even though most customers 
already have the space, it’s also impor-
tant to identify less obvious areas such 
as hillsides or portions of a driveway 
that can be converted into deck space, 
says Nicholson. 

Maybe, then, the best test of a suc-
cessful decking project is size over sub-
stance — though hot tubs and elaborate 
entertainment systems are great if the 
customer has the space and budget. At 
the end of the day, however, the deck 
is a gathering place — and the more, the 
merrier.

    “A deck is primarily about access, 
outdoor cooking and entertaining,” 
Vosen says. “It’s that simple.” �

Customizing a decking project by adding specialized spaces gives the customer perceived added value. 
Photo courtesy of Deckmasters.
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With graceful 
features like 
low-profile 
metal balusters, 
Latitudes decks 
never detract 
from the view.

Latitudes offers everything you need
to design and build truly extraordinary
decks. Enhance any outdoor living
space with these long-lasting, easy-to-
care-for products. Latitudes composite
decking and railing products come in
a range of styles, colors, and finishes.
Finish your Latitudes project with your
choice of ornamental options like metal
balusters and post caps. The designs
are virtually endless, which make
homeowners very happy – and
interior designers a little jealous.

888-270-0750
www.latitudesdeck.com/pry

UFP Ventures II, Inc.
A Universal Forest Products Company

LATITUDES
COMPASS PROGRAM

Earn great rewards
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www.evergrain.com
800-253-1401

The look of it, the feel of it,

everything about an EverGrain®

deck leaves an impression.

That’s because our proprietary

compression molding process

creates a deep lasting grain in 

rich colors that age beautifully.

Something that will definitely

impress your customers.
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Timesaving Deck-Building Tips

T
he stay-at-home trend coupled 
with the home-improvement 
boom continues to bode well 
for contractors who specialize 

in deck building and outdoor living 
areas.

 One way to operate the most profi t-
able business possible is to implement 
highly effi cient systems. So we asked 
some of the best deck-building special-
ists to offer their tips for top-notch proj-
ect management and construction.

Boosting On-the-Job 
Effi ciencies

Be process driven. Barry Klemons, 
owner of Archadeck of Charlotte, N.C., 
the largest U.S. Archadeck franchisee, 
manages 23 crews and a total staff of 
50. “From the lead generation to the 
fi nal sweeping off of the deck we try 
to be as effi cient as possible, putting 
as many trigger points as possible in 

our processes to make sure people are 
doing their job,” Klemons says.

Archadeck employs four staff mem-
bers to fi eld all the initial calls, using a 
system of prepared questions to guide the 

information-gathering process. “They 
ask a lot of detailed questions so when 
the crew goes out to build, all the infor-
mation is known and all the material is 
ordered in advance,” Klemons says.

 
Managing Time and Costs

Monitor production hours. George 
Drummond, president of Casa Decks 
in Virginia Beach, Va., advises deck 
builders to closely monitor production 
versus non-production hours among 
carpenters and laborers. “We expected 
each worker to have about 32 hours of 
production hours with the remaining 
eight hours per week in travel time, set 
up and take down time,” he says.

Sub out labor as necessary. Drum-
mond suggests contractors employ 
temporary or contract labor to perform 
jobs requiring less skill such as haul-
ing materials or demolition to increase 
yields. “If we have to carry lumber a 
long way, we’ll use a temporary con-
tract person to move the pile,” he says.

By Marcia Jedd

By implementing efficient, company-wide project-management processes, you’ll save time and drive more 
profit to the bottom line. Photo courtesy of Archadeck of Charlotte

Job-site walk-throughs keep everyone involved in a given project on the same page. Photo courtesy of 
Archadeck of Charlotte
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Communication & 
Management Strategies 

Perform job site walk-throughs. 
From carpenters to administrative staff 
to sales managers, Casa Decks main-
tains open lines of communication 
among all those involved on a project. 
“Everybody on the team and the job 
site knows what they’re doing.” Drum-
mond says.  “When we arrive, we take 
a few minutes to walk the site and talk 
our way through it. Having a copy of 
the CAD drawing or building plan 
helps so everybody knows what you 
are trying to accomplish.”

Set goals. Casa Deck team members 
at each job site openly communicate 
daily goals. “Take three minutes each 
morning to relay what the team will be 
doing and suggest benchmarks such as 
by noon having posts installed,” Drum-
mond says.

Create lines of reporting. Sales man-
agers at Archadeck of Charlotte coor-
dinate regularly with operations, and 
sales managers are ultimately respon-
sible for overseeing each project. “The 
sales person is responsible to watch 
the entire job from start to fi nish.” Kl-

emons says. “He talks to the carpenter 
to discuss everything and oversees the 
start of production, performing checks 
along the way.” One outgrowth of the 
fi rm lines of communication is better 
accuracy in estimating construction 
time. “What annoys the homeowner is 
telling them the job will take 10 

days and you’re there for a month,” 
Klemons says.

Archadeck has fi rm procedures 
in place for review and approval of 
project work depending on the size 
and complexity of each project. Small, 
simple projects have less involved 
approval processes, while larger, more 
complex projects require the designer 
and sales manager to go out to the 
site with involvement by a building 
superintendent in addition to the 
required municipal inspectors. 

Perform project audits. Informal 
post-project assessments drive future 
project success. “Take time to review 
the job and what you did right and 
what could have been done better 
and use that information to improve 
the next time,” Drummond says. “By 
doing so, employees or independent 
contractors will buy in that it’s a team 
process and they can take ownership of 
their work.”

Better Building Procedures
Install temporary supports. For el-

evated decks, Rick Shore, president of 
Rick Shore Deck Builders in Brooklyn, 
Mich. recommends locating temporary 
stanchion posts on the ground to sup-

Temporary supports were used in the construction of this elevated deck. Photo courtesy of Rick Shore

Communicating with the customer during the process helps avoid problems later. Photo courtesy of 
Archadeck of Charlotte
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port the framing. The temporary measure helps avoid hav-
ing to readjust posts later or having to keep posts perfectly 
plumb during the framing process. 

“We start from one side of the deck framing and build 
across using the temporary built-in-the-air supports made 
out of a T-frame from two 2 x 4s nailed together and rest-
ing on a block of scrap cut from a framing member.” Shore 

says. “After the deck is all built, we then square it to locate 
the permanent posts. You can use angle braces on top or un-
derneath the deck to keep it all from shifting right or left and 
a plumb bob to properly locate the footing. Then, we dig 
a hole and the footing is poured. After the concrete is set, 
we place the post under the framing, plumbing the post and 
level the deck as we go.”

Adjust joist spacing. When using wood plastic compos-
ite materials as opposed to pressure-treated or natural wood, 
Shore places joists every 12 inches on center versus the con-
ventional 16 inches. “Composites can show a little bit of sag 
over time, so we use joists every 12 inches. We’ve found the 
cost of a few extra joists is a whole lot better than having to 
explain away a sag in the decking,” he says.

Materials Matter
Use a small group of suppliers. Franchisor Pat Nichol-

son, CEO of Deckmasters Technologies, Inc. of Pittsburgh, 
Pa. suggests sticking with your most reliable suppliers and 
keeping suppliers to a minimum. By partnering with select 
distributors and product lines, deck builders benefi t because 
their fi eld crews gain product familiarity and expertise. He 
recommends using only those manufacturers with Interna-
tional Code Council-approved products. 

“Find products you have confi dence in and that have good 
warranties.” Nicholson says. “Pressure-treated wood is still 
number one without a doubt, used by 60 percent or more 
builders in most markets, so build a relationship with wood 
distributors. Likewise, develop relationships with one or two 
composite material distributors and several baluster fi rms.” 

Stay fully equipped. Drummond avoids down time by 
having a van on site with the appropriate tools and mate-
rials, pre-stocked in advance. “We keep a tool van around 
with everything in it for each of our two job sites,” he says. 
“Preplanning and set-up before you get to the job site avoids 
wasted time.” �

“Find products you have confi dence in and that have good 

warranties.” Nicholson says. “Pressure-treated wood is still 

number one without a doubt, used by 60 percent or more 

builders in most markets, so build a relationship with wood 

distributors. Likewise, develop relationships with one or two 

composite material distributors and several baluster fi rms.”
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The most popular vinyl and composite systems.
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www.certainteed.com

Panorama™
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40” Baroque

Traditional

Scenic Contour

It's all about 
the baluster. New for 2006.

Imagine a deck without Deckorators and what do you see?  Straight, boring, wood pickets that make the rail 
seem more like a fortress than a component of expression.  Deckorators turns decks into beautiful, distinctive 
and desirable outdoor living spaces.  Deckorators is adding to its already differentiated line with one new 
baluster - Traditional, a sleek square edge baluster and two new shapes - Scenic Contour Balusters, a curve 
that is all about style and a 40" baroque that installs top rail to band board in a snap.  All new for 2006! Place 
your signature on your work with Deckorators!  Remember, without Deckorators balusters, all you have is a deck.

 deckorators.com   800-332-5724

Signature Spaces
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Options Abound for 
Railings and Balusters
By Marcia Jedd

M
aterials such as glass, wire 
and engineered compos-
ite products are winning 
over traditional wood of-

ferings in railings and balusters. Con-
sumers are interested in the new prod-
ucts with an eye toward durability and 
design.

Deck railings and balusters have the 
capability to turn a ho-hum deck into 
a showpiece, or discretely carry out 
their purpose of offering support and 
preventing falls while meeting building 
codes. “Railing materials also depend 
on geographical location,” says Kim 
Katwijk, president of Olympia, Wash.-
based Deck Builders Inc., pointing 
out the enduring popularity of white 
hand railings on the East Coast and 
the modern looks such as glass and 
cable found in the Pacifi c Northwest 
and California.

Form Meets Function
When offering customers railing and 

baluster options, Katwijk advises deck 
builders to consider both the use of the 
deck and design of the materials. “Find 
out what the customer plans to do on 
the deck,” Katwijk says. “If it doesn’t 
need railings, don’t necessarily try to 
sell the customer railings. Some areas 
require railings for decks 18 inches off 

Composite balusters and railings offer design options wood doesn’t. Photo courtesy of CertainTeed.

Deck railings and balusters have the capability to turn a ho-hum 

deck into a showpiece, or discretely carry out their purpose of 

offering support and preventing falls while meeting building codes.
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the ground, while other areas are 30 
inches. When you design, design for 
function fi rst and then form.” 

“With some 50 to 100 different rail-
ings on the market today, the learning 
curve can be steep, and you don’t want 
that every day,” advises Pat Nicholson, 
CR, CEO of Upper St. Clair, Pa.-based 
Deckmasters Technologies Inc. “That’s 
where only having half a dozen prod-
ucts you work with from the low end to 
the high end helps.”

George Drummond, president of 
Casa Decks in Virginia Beach, Va., 
recommends builders closely follow 
installation instructions. “Most manu-
facturers require you to install sup-
ports beneath the bottom rail every 
24 inches or so. Don’t cut that corner 
because your rail will sag over time.” 
He notes that some new products have 
glitches. “A couple of manufacturers 
have had problems reported to them 
on installation, and as a result, some 
have changed their instructions to im-
prove them.”  

Drummond further advises deck 
builders to make sure they pre-drill 
when working with composite mate-
rial. “You can split some of the com-

posite materials if you don’t pre-drill at 
the ends.”

Composites Gain Ground
Reclaimed vinyl as well as wood 

and plastic composite products can 
translate to a higher-end deck design 
with less maintenance and added col-
or options. These materials represent 
popular railing and baluster choices 
today. “We’re seeing more diversity in 
product choices,” says Barry Klemons, 
owner of Archadeck of Charlotte, N.C. 
“Eighteen years ago, pressure-treated 

wood railings were common. Now, vi-
nyl and composite railings are gaining 
popularity.”

Be prepared to quote a higher price 
to your clients when including vinyl 
and composite products, among other 
materials, on railings because they are 
more expensive than pressure-treated 
wood. Plastic wood composite materi-
als render skid-free and splinter-free 
surfaces that don’t require painting, 
staining or sealing, ultimately mak-
ing these products maintenance-free  
besides occasional cleanup. When 
treated with UV inhibitors and impact 
modifi ers, these products can with-
stand heavy impact and take a beating 
from the sun or other harsh weather 
elements, rendering longevity.

Cost Considerations
“Pressure-treated railing can be one-

fi fth of the cost or less than composite 
rail, which can run around $50 to $60 
per linear foot,” Klemons says. Also 
adding to builders’ costs is the addi-
tional time involved in working with 
these materials. “There’s more pieces 
to these products which often come in 
boxes in 6- or 8- foot lengths,” Klemons 
says. “If a carpenter drops a piece or 
cuts it short, these products aren’t as 
forgiving. The average carpenter may 
not have the profi ciency or even the 
ability to work with these products, 
which can slow down production.”

Glass allows for an unobstructed view. Photo courtesy of Deck Builders Inc.

Plastic-wood composite materials 

render skid-free and splinter-free 

surfaces that don’t require painting, 

staining or sealing, ultimately making 

these products maintenance-free 

besides occasional cleanup.

prxmi0605DECK_supp.indd   16prxmi0605DECK_supp.indd   16 4/21/2006   3:54:25 PM4/21/2006   3:54:25 PM



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.
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Drummond says consumers are usu-
ally willing to spend more on railings 
to get a great look accented by deco-
rative balusters.  “In the last two to 
three years, manufacturers have made 
major improvements in composite 
railing systems,” he says. “Cost runs 
anywhere from $27 to $63 per linear 
foot installed in this region versus up 
to about $16 per linear foot for treated 
wood.”

Balusters Make the Difference
Spindles or balusters can set the de-

sign tone of an entire deck. “Seek only 
ICC-approved products and follow 
spacing recommendations to the T,” 
says Nicholson, noting local building 
codes also dictate the maximum gap 
between balusters.

Both Drummond and Klemons cite 
innovations in balusters such as Deck-
orators’ Architectural Series; its Arc 
and Baroque styles feature balusters in 
a wave shape. The balusters, available 
in black or bronze, resemble hand-
forged wrought iron but are made of 
powder-coated aluminum. “These rail-
ings aren’t ho-hum,” Klemons says. 

“Tubular balusters are very popu-
lar,” Nicholson adds. “They’re less 
view-restricting, and people consider 
the fact they won’t have to stain or 
seal all these tubes, which are made 
with aluminum with a powder-coat 
paint fi nish.”

For markets with particularly sce-
nic views, such as mountain or lake 
homes, tubular-shaped balusters can 

help preserve the view, as do other 
materials. “Some people pay millions 
for a view and they don’t want a rail-
ing system that blocks their view,” 
Katwijk says. “So you’re left with glass 
or cable.”

Many customers prefer an open 
view and choose tempered or lami-
nated glass. Glass railings are rela-
tively new and can be integrated with 
wood, bronze or steel to achieve a 
custom look. Entire panels of ¼-inch 
tempered glass, for example, impart 
a clean look while keeping dogs and 
children out of harm’s way and with-
standing high winds. Klemons recom-
mends using laminate glass because 
plastic can turn yellow over time. 

Rick Shore, president of Rick 
Shore Builders in Brooklyn, Mich., 
installs Deckorators’ Scenic Glass 
Frontier Style balusters because he 
says they exceed ICC load require-
ments and withstand more than 350 
PSI. “It might be triple the expense of 
other balusters, but with the glass you 
get 100 percent of the view,” he says. 
With regular cleaning, glass products 
can provide a clear view for years. 
Shore recommends that his customers 
clean glass balusters with a surfactant 
cleaner such as Rainex, which allows 
water to run off. �

Tubular balusters offer low-maintenance and design variation. Photo courtesy of Casa Decks.

“Tubular balusters are very popular. 

They’re less view restricting, and people 

consider the fact they won’t have to 

stain or seal all these tubes, which 

are made with aluminum with a 

powder-coat paint fi nish.”
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Satisfy your next client
with Wolmanized® lumber

Wolmanized® Residential Outdoor® Wood
has earned the Good Housekeeping Seal.

Wood Treated RightTM

For decks, fences, docks, and commercial projects, ask your dealer for 
Wolmanized® wood. Wolmanized® Residential Outdoor® wood 

contains StabilyzrTM additive for resistance to moisture 
damage. Compared with artificial wood products, you can 
offer more deck for the money, along with the natural beauty 

of real wood. And, you can take advantage of consumers’ 
confidence in the Good Housekeeping Seal. 

Ask your lumber dealer for details, or visit

w w w. w o l m a n i z e d w o o d . c o m
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Private Screening
By Ann Matesi

T
he same way a thoughtfully 
chosen frame enhances a work 
of art, the landscaping that sur-
rounds this spec-built luxury 

ranch creates a lush, secluded setting 
for this Wallace Neff-inspired beauty in 
Irvine, Calif. The home’s courtyard de-
sign is intended to pay homage to the 
character of the traditional Southern 
California hacienda of the 1920s, says 
architect Robert Hidey.

Landscape architect Mike Dilley 
worked closely with both Hidey and 
Newport Beach, Calif.-based luxury 
home builder John McMonigle from 
the outset of the project to transform 
what was originally a sloped and open 
corner lot into a peaceful oasis for the 
owners of this outdoor-oriented home.

“Every room in the house is meant 

Photography by Toby Ponnay

(Left) The fountain in the home’s central courtyard 
was custom designed using hand-crafted art 
tiles in a cobalt blue palette that defined the 
color scheme for the other outdoor spaces. 
The fountain adds welcome noise to the space, 
says landscape architect Mike Dilley. “People 
are encouraged to gather around it, sit on the 
edge and touch the water.” 

(Above) Stand-alone pots and planting beds 
bring elements of the perimeter landscaping 
into the home’s courtyards and soften the exterior 
architecture. Half pots and a mosaic-tile fountain 
accent the perimeter privacy wall as it forms a 
backdrop for the pool and spa.
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Project Specs
Style of Home: California Ranch
Location: Irvine, Calif.
Total Square Footage: 6,838 sq. ft.
Estimated Market Value: $4.5 million
Architect: Robert Hidey Architects, Irvine, Calif.
Builder: Monarch Estates, Newport Beach, Calif.
Landscape Architect: MDZA Landscape Architecture, Corona del Mar, Calif.
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Chaparral flagstone in rustic brown tones was 
used for the home’s entry walkway and driveway. 
“The color grounds the home to the site and 
complements the exterior,” says landscape 
architect Mike Dilley. Drought-resistant plants and 
trees were selected to give the home a relaxed look 
without a desert feel. “The whole purpose of the 
landscaping was to screen the lot from the street 
and make the grounds appear to be very lush.”

The mix of native and non-native plants, 
shrubs and trees blend well with the rural character 
of the home’s setting and create a drought- tolerant landscape 
that requires minimal maintenance for the homeowner. Landscape 
architect Mike Dilley’s landscape plan includes California oak, 
sycamore, camphor and strawberry trees that provide height, color 
and texture variation and screen the home from the street. The color 
palette that Dilley chose for the shrubs and flowering plans is primarily 
green, white and blue to complement the home’s exterior. A perimeter wall 
provides a backdrop for the street-side plantings as well as privacy and noise 
reduction for the home’s interior courtyards.
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to draw you outside,” says McMonigle. 
The home features nine outdoor ter-
races accented by fountains, fi replaces, 
sitting areas and a swimming pool. 
“The landscape design is extremely im-
portant in the way that it connects the 
home to the site and softens the build-
ing structure. I consider it to be the ic-
ing on the cake.”

“The timeless grace and beauty 
evident in this 6,838-square-foot home 
were born from a clever solution to 
a challenging site,” says Hidey, refer-
ring to its wedge-shape corner loca-
tion. Special consideration had to be 
given for the setback lines that created 
a triangular buildable pad surrounded 
by two streets, a 14-foot incline from 
front to back, and a mandatory one-
story height limit requirement set by 
local codes.

Hidey’s solution was to design the 
home and roofl ine to step down to fol-
low the topography’s slope. “The tick-
tack-toe grid of the home’s exterior 
walls created numerous interior court-
yards that chase the sun and shade at 
different times of the day, changing 
the mood as you explore from one 
courtyard to the next,” says Hidey. 
“The understated, casual elegance of 
the landscaping promotes the natural 
relationship of land and house and 
encourages an atmosphere of relax-
ation.”

Using multiple terraces, a wide 
range of native plants and a 6-foot pe-
rimeter wall that enhances privacy at 
the street level without affecting the 
view of distant mountains, Dilley’s 
design complements the home’s archi-
tecture and rural surroundings.

“As the landscape architect, I de-
signed and selected all of the materials 
for the exterior spaces, including the 
hardscape,” says Dilley. “Every ma-
jor room opens directly onto either a 
courtyard or terrace. These actually 
become different outdoor ‘rooms’ in 
and of themselves. In each of these 
areas, I varied the pattern of the quar-
ry tile on the fl oor in order to create 

unique decorative ‘carpets’.”
Dilley selected a variety of drought-

resistant native plants and trees, in-
cluding California oak, sycamore, 
camphor and strawberry to create 
a varied canopy that would alter the 

pattern of natural light on the outdoor 
spaces throughout the day as well as 
seasonally. Trees incorporated into 
the courtyards provide a ceiling to the 
spaces, he says, as well as frame the 
architectural elements. �

®

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)!
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Alfresco Attraction
By Ann Matesi

L
iving space dedicated to outdoor 
entertaining continues to be on 
a meteoric rise in popularity 
across the country, particularly 
in the warm-weather climates 

where the outdoors can be enjoyed year-
round. More often than not, this outdoor 
living space includes an open-air kitchen 
complete with top-of-the-line appliances 
and high-end fi nishes designed to be both 
functional and beautiful.

“We include an outdoor kitchen in lit-
erally every home that we build,” says 
Houston based custom builder Brian 
Thompson, whose $2.7 million showcase 
home in Piney Point Village features a 
charming pool-oriented loggia that fea-
tures its own amenity-packed grilling sta-
tion and hearth-side dining area.

“Our mild climate is conducive to out-
door entertaining,” says Thompson, “so 
this type of space is a must-have for our 
clients. And they are willing to spend a lot 
more money customizing their outdoor 
living areas these days than ever before. 
It is not at all uncommon for them to an-
chor the space with a high-performance 
grill that costs thousands of dollars. In our 
market, we are also doing a lot of built-in 
crab or shrimp boilers, custom vent hoods, 
and complete plumbing packages includ-
ing garbage disposals and wet bars.”

“We typically plan outdoor entertaining 
space to be at least partially under roof in 
order to provide protection from the hot 
summer sun,” says Thompson. “But when 
you cover a space, you always have to 
worry about ventilation. You don’t want 
it to become uncomfortably warm. We 
make every effort to position an outdoor 
room so that it has at least two open sides 
on it. This will promote natural breezes 
that help to cool the space.”

The key element in a great outdoor kitchen 
is a high-performance grill.
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Climate Doesn’t Matter
Although a northern climate may limit its practical use 

to six to eight months of the year, the demand for outdoor 
cooking and entertaining spaces is on the rise in the north-
ern states as well, says Charles Page, one of the Chicago 
area’s premier architects.

“I am seeing more and more interest in outdoor kitchens 
all the time,” says Page, who designs high-end residenc-
es for some of his market’s most discriminating buyers. 
“I would say that nearly 100 percent of my clients want 
outdoor space where they can cook and entertain friends 
and family. For those that don’t start out with it, I fi nd that 
they’re coming back to me to add it on later because they 
wish they had it.”

Page uses the concept of a traditional screened-in porch 
to extend living space to the outdoors in the homes he de-
signs for his upscale clients. “I include a screened porch on 
almost every home that I design because this is an element 
that is ideally suited to this area. They provide sun control, 
rain control, bug control and a sheltered space for an out-
door kitchen. If a client wants to be able to use the room 
all year round, removable window panels can be used to 
replace the screens and radiant heating installed in the fl oor 
will provide extra warmth on chilly days.”

A Page-designed screened porch is anything but run-
of-the-mill. Most feature beautifully detailed trim, volume 
ceilings, remotely operated gas fi replaces and custom-built 
masonry grill centers complete with granite countertops.

Water features such as ponds and waterfalls have replaced 
swimming pools as the focal point for outdoor living space 
in his market, says Page. “Pools were much more popular 
back in the ‘80s in this area than they are today. Homeown-
ers who have them installed these days really want them.”

In situations when a client’s outdoor living space is not 
covered, such as for a terrace surrounding an in-ground 
pool, the cooking area is generally developed as an exten-
sion of the overall landscape plan, says Keith Appelhans 
of Wauconda, Ill.-based Apple Landscaping, which builds 
an average of 150 outdoor kitchens annually in Chicago’s 
northern suburbs and southern Wisconsin. “Freestanding 
masonry islands that include a top-of-the-line grill, refrigera-
tor, storage cabinets and even a sitting area or rounded pen-
insula at one end are very popular,” says Appelhans. “We 
typically use granite for the countertop because it stands up 
well to all kinds of weather and still looks beautiful.”

Appelhans says that some clients protect their high-end 
investment from the elements during the winter by install-
ing a custom-built cover. “There are some appliances that 
are specially designed to handle the temperature extremes 
that we have in this area,” he says, “but many times we will 
design the island so the appliances can be removed and 
stored elsewhere when not in use.” �
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New Ideas for a Hot Market
“The outdoor living area is really the focus of explosive 

growth for the industry today,” says Carol Kaplan, me-

dia and public relations manager for the Hearth, Patio 

& Barbecue Association. For contractors who want to 

keep pace with the newest trends in products, materi-

als and installation techniques for outdoor living spaces, 

the HPBA Web site (www.hpba.org) is a good place to 

check out. 

The international trade association’s membership in-

cludes manufacturers and their representatives, retail-

ers, distributors, service and installation fi rms, and other 

companies and individuals with business interests in 

the hearth, patio and barbecue products industry. The 

HPBA also sponsors an annual Hearth & Home Expo 

where more than 500 exhibitors showcase and demon-

strate the latest innovations and technology in hearth, 

patio and barbecue equipment and accessories. The 

2007 HPBA Hearth & Home Expo is scheduled for 

March 14-17, 2007 in Reno, Nev. �
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The Scenic Contour balusters for decks, porches and rails feature an hourglass 

shape. Made of tempered glass that is 5/16-inch thick, the hourglass shape is five 

inches at the widest and three at the thinnest. The balusters can be installed on 

either straight runs or stairs with four screws. Made with corrosive-resistant fit-

tings that are ideal for humid or salt air environments. Available in two tints: clear 

and autumn.

800/332-5724
www.deckorators.com
Circle 100

Trex Seclusions privacy fence is a composite system 

with a wood-like appearance that won’t splinter 

and never needs painting. The line includes a 6- by 

6-inch post, decorative post caps (flat or pyramid), 

an aluminum channel at the base covered with “C”-

shaped pickets that slide together, and a crafted top 

rail supported by brackets. Made of recycled plastic 

and reclaimed wood, the plastic shields the wood from 

moisture and insect damage. Available in four colors: 

Winchester grey, Madeira, saddle and woodland brown.

800/BUY-TREX (289-8739)
www.trex.com
Circle 101

Walpole Woodworkers, using Azek material, has 

created the Freeport Collection. The collection 

includes pergolas, cupolas, window boxes, planter 

boxes, lattice panels, lantern and mail posts, gates 

and more. Walpole engineers and craftsmen can 

custom build to plans or drawings. Azek material 

can be milled, routed and mitered using standard 

woodworking tools and can even be heat formed 

into curves and arches.

800/ASK-AZEK (275-2935)
www.azek.com
Circle 102

Alcoa is introducing four new colors for its Oasis 

composite decking and railings: Carolina pine, New 

England grey, Pacific redwood and teak. The Oasis 

plank surfaces are reversible, with natural wood 

grain texture on one side and a brushed finish on 

the other. Crafted of high density polyethylene and 

reclaimed wood fiber through Alcoa’s proprietary 

encapsulation process, which fully coats wood fibers 

with polymer before the planks are formed, Oasis 

routes, cuts and nails like real wood.

800/962-6973
www.alcoahomes.com
Circle 103

Alcoa Azek Trimboards Trex

DecKorators 

Form and Function of Decking
New and innovative products turn 
decking into an art form
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CorrectDeck introduces the DCL (Dimensional Com-

posite Lumber) Connector. Made of polypropylene, the 

connector has been designed to attach Correct-Deck 

DCL 2- by 4-inch or 2- by 6-inch railings to a 4- by 4-

inch post eliminating the need to toe screw. Designed 

in cooperation with Deckorators Inc., it produces a 

consistent color match with the rails and planks. 

Available in mahogany, coastal grey, cedar and acadia.

877/DECK-877 (332-5877)
www.correctdeck.com
Circle 104

The EverNew glass baluster railing system is made of 

strong tempered glass 3/8-inch thick and 4-inches 

wide. Designed with a standard angled edge that 

works in both 31/2-inch flat and stair applications. 

The one-size-fits-all design can be used on vinyl, 

composite or wood deck surfaces and the routed 

rails eliminate the need to fasten and screw the 

balusters. Available in either clear or smoked glass. 

800/233-8990
www.certainteed.com
Circle 105

Symmatrix composite decking is a blend of wood and 

polymer that does not require sealing or staining. 

Resistant to water absorption, cracking, splitting and 

warping, it requires less maintenance than conven-

tional wood decking. Each board has two textures and 

is reversible with a wood grain texture on one side 

and a brushed surface on the other. Available in three 

colors: Redwood, cedar and driftwood.

866/583-BLUE (2583)
www.dowsymmatrix.com
Circle 106

Dow Chemical CompanyCertainTeedCorrectDeck

For FREE information circle 87
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The new Harmony Select composite decking 

system is manufactured with Celucor, a material 

that blends the beauty of wood, the flexibility of 

composites and the weather resistance of vinyl.

To make Celucor, natural fibers are encapsulated 

with cellular PVC, then capped with an advanced, 

weather-safe thermoplastic resin. Harmony Select 

is available in two colors: Sunset and Seaside.

800/488-5245
www.royalcrownltd.com
Circle 107

Eon Outdoor Living is a full line of alternative deck-

ing, fencing, railing, spa cladding and accessories. 

The product is made from engineered polymer 

manufactured from 100 percent virgin polystyrene 

with the addition of proprietary colorants and the 

look and feel of stained wood. Eon can be drilled, 

cut, sanded, and cleaned with water from a garden 

hose. Available in six colors.

866/DIAL-EON (342-5366)
www.eonoutdoor.com
Circle 108

Illuminations LED lighted deck balusters are made 

from aircraft grade aluminum and available in 

20 powder-coated colors. Up to 250 LEDs can 

be installed using the 12v DC power supply. The 

LEDs have a 25,000-hour life. The balusters can 

be customized to any length and are available in 

both round or square versions. Includes a key chain 

remote with a 200-foot range.

800/258-0344
www.de-kor.com
Circle 109

De-KorCPI Plastics Group Ltd.Royal Crown Limited

For FREE information circle 88

Other deck brands pale in comparison.

Visit www.geodeck.com/pr
to request your FREE GeoDeck 
Sample Kit or call toll free
1-877-804-0137.

© 2006 LDI Composites Co.

That’s because GeoDeckTM is made with Biodac®, a unique patented

ingredient that makes it virtually fade resistant. Whether it’s Cedar,

Driftwood, or Mahogany, homeowners will enjoy the rich color year after

year and you will enjoy fewer callbacks. With GeoDeck’s Tongue &

Groove board and hollow profile, it’s lighter and much easier to handle

and install than other composite boards. They’ll get a beautiful deck with

a fastener-free look that was installed in half the time. With GeoDeck,

you’ll have everyone looking good.

GeoDeck. First choice for long-lasting beauty, 
performance, and overall value.
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The RadianceRail System from TimberTech delivers 

the attractiveness of white vinyl with the sturdy, 

structural feel of a wood railing. Each piece of 

deck railing is made from precision-engineered 

TimberTech composite, capped with durable, pure-

white vinyl. It has no exposed hardware or mounting 

collars. RadianceRail is available in Coastal white 

in both 6-foot and 8-foot kits. Additional items, 

including post cover, post cap and post skirt are 

available separately.

800/307-7780
www.timbertech.com
Circle 110

The Designer Post Cap Series comes in three dif-

ferent lines: Merritt, Vero, and Cocoa. The Cocoa is 

the best-quality line and comes in three profiles: 

Cocoa silver high point, Cocoa copper high point 

and Cocoa Tiffany high point (shown above). All of 

the 4- by 4-inch cap profiles are available in cedar, 

driftwood or mahogany and can coordinate with any 

GeoDeck decking or railing product. The post caps 

are part of GeoDeck’s new Designer Series, which 

will also include more railing options.

877/804-0137
www.geodeck.com
Circle 114

GeoDeck

A new oil-based coating Life Extender has been 

added to Sherwin-Williams’ DeckScapes line of 

deck protectors. The Life Extender technology 

binds loose wood fibers to form a sound, smoother 

substrate with better adhesion for topcoating 

with DeckScapes semi-transparent or solid color 

Waterborne stains. Ideal for weathered wood, cedar, 

redwood or new construction. Easy to apply with a 

brush or roller.

800/524-5979
www.sherwin-williams.com
Circle 111

Boral Pavers all-natural clay composition — with 

colors ranging from deep brown and burgundy to 

light tan and grey — ensures the color will not 

fade. Available in 13 colors and three primary 

styles: 4- by 8- by 21/4-inch standard straight edge, 

4- by 8- by 21/4-inch standard beveled edge and 

4- by 8- by 21/4-inch standard antique. Modular 

pavers measuring 35/8- by 75/8- by 21/4-inches are 

available for mortared applications.

800/5BORAL5 (526-7255)
www.boralpavers.com
Circle 113

Boral

Latitudes ornamental railings feature composite 

handrails and posts combined with crafted metal 

accents and include balusters, post caps and cen-

terpieces. The balusters are made of heavy-gauge 

aluminum with a powder-coated enamel finish that 

is resistant to chipping, peeling, cracking and cor-

rosion. Designed to imitate the look of traditional 

wrought iron, the balusters are available in black, 

white, stainless and bronze. The coordinating cast 

aluminum centerpieces attach to the balusters.

877/463-8379
www.latitudesdeck.com
Circle 112

The TC-P hidden deck fastener is designed for PVC 

decking to create a smooth “nail-free” surface 

and reduce splitting, splintering, cupping and 

rotting.  Stainless steel with black oxide coating, 

the TC-P fasteners are smaller in size than Tiger 

Claw’s original products and take into consideration 

the specific properties of cellular PVC material. 

The prongs have also been modified to meet the 

requirements of cellular PVC.

800/92-TIGER (928-4437)
www.deckfastener.com
Circle 115

Tiger Claw

Universal Forest ProductsSherwin-WilliamsTimberTech
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Garapa Gold from Cecco Trading, the Iron Woods 

company, features a honey to golden brown hue. 

Each piece is hand-inspected to ensure the absence 

or knots and sapwood streaks. Garapa resists 

rot, decay, splinters, scratches and fire without 

any chemical treatment; doesn’t need sealers; 

and naturally weathers to a silvery gray patina. 

Available in most common deck and railing sizes.

414/445-8989
www.ceccotrading.com
Circle 116

The most recent collection of Stone Forest products 

is the Old World Collection of fountains and 

planters. Fountain styles include the three-tiered 

shown above, Etruscan urn, Alpine Planter, French 

Rosette and Provençal wall. Each object is hand-

carved from single blocks of natural materials such 

as granite, marble, onyx and travertine. The stone is 

obtained from quarries located around the world.

505/986-8883
www.stoneforest.com
Circle 117

Vixen Hill, manufacturer of modular Western Red 

Cedar structures, offers a full line of gazebo 

designs. Combining computer-aided technology 

and cabinetmaker-quality joinery, Vixen Hill can 

customize a gazebo for any environment. All modular 

gazebos are prefabricated of kiln-dried Western Red 

Cedar and are available with or without wooden floor 

systems and concealed electrical wiring.

800/423-2766
www.vixenhill.com
Circle 118

Vixen HillStone ForestCecco Trading

For FREE information circle 89
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Introducingfiberon
®

Tropics decking — the first exotic composite designed with as many advantages for you as your
customers. Its infinite, subtle color variation from board to board looks like tropical hardwood, while eliminating
color risk and graying. Both our Tropics and our Professional decking are made to give your business a decided 
edge. Their looks are impressive. Installation time is decreased by 30 percent because they require 40 percent fewer
fasteners. No special blades or fasteners are needed. Our products are more dimensionally accurate and reversible,
reducing waste by 15 percent. And our decking is one of the hardest composites made, so customers won’t 
complain about wear patterns. Along with our value-oriented Home Select line and three lines of railings, 
we have something for all tastes and budget levels. Go to www.fiberondecking.com or call (800) 573-8841. We’ll help
you look at the decking business differently, starting with new Tropics.

Composites made to impress deck builders? 
fiberon

®
decking is turning the world around.

Species shown: Jatoba

For FREE information circle 90
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Technical Concepts
Technical Concepts’ Radius
Technology features state-of-
the-art, touch-free sensors.
The dual infrared sensor sys-
tem  can be configured to flush
and provide water on demand.
This technology is designed to
work with most faucet and toi-
let manufacturers. All parts
are housed in the spout for
fewer parts and simple instal-
lation. Automatic toilet clean-
ers, soap dispensers and other
products are also available. 

877/3-RADIUS
www.technicalconcepts.com or
www.touchfreeradius.com
Circle 129

MGS
This shower column and tub
combination is offered as an
exposed and in-wall thermo-
static mixer. The valve incor-
porates a volume control that
is operated independently of
the temperature control. The
shower set includes a match-
ing shower head and arm.
Engineered from stainless
steel, there are no welded
seams or fastening screws used
in the construction.

323/908-7618 
www.mgsdesigns.com 
Circle 126

Kohler
The new sōk overflowing bath
provides seating for two aver-
age-size adult bathers to sit
deeply submerged in the slow-
moving water. A continuous
stream of water flows into the
sōk and over the infinity edge
into the surrounding tub. Cus-
tomize the experience by
incorporating chromatherapy
and bubbles. 

800/4-KOHLER 
www.kohler.com 
Circle 127

Kitchen and Bath Fixtures
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Faucets, sinks, showers and tubs for every 
taste and situation

Lasco Bathware has partnered with
the Los Angeles design firm Blue
Design to develop five contempo-
rary baths for its new Contours lux-
ury brand. The Radius Series baths
feature an air-and-water hydro-
therapy system, an inline heater
and one-touch functionality.
Includes ergonomic details, such as
lumbar support and head-and-arm

rests. The surface is high-gloss,
non-porous Lucite acrylic.
Metallic Colors: Alba luster, lilver luster and

ocean blue

Classic colors: White, biscuit, linen, almond,

bone/natural and black

714/993-1220
www.lascobathware.com
Circle 125

Lasco Bathware

Rohl
The Country Bath Collection
AKIT36 shower trim package
is made in Italy and designed
exclusively for Rohl. Included
in the complete trim set are four
massaging body sprays, a hand-
shower set and an 8-inch
shower rose. A thermostatic
valve and individual volume
controls adjust water flow and
temperature. Matching lavatory
faucets, Roman tub fillers and
accessories are available.
Metal finishes: Polished chrome, satin

nickel, polished nickel, Tuscan brass and

Inca brass

800/777-9762 
www.rohlhome.com 
Circle 128
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The Avado collection of undermount
kitchen sinks feature square and rectan-
gular bowl designs with “zero-radius” cor-
ners. Hand-fabricated from 16-gauge
stainless steel with a satin finish, the
underside is fully coated to dampen
sound and prevent condensation. The

collection includes single-, double- and
triple-bowl designs. One model incorpo-
rates a beveled drainboard.

630/572-3192
www.elkayusa.com
Circle 130

Moen
Lancelot, Moen’s new undermount sink,
is suitable for gourmet kitchen designs.
The sinks are constructed from 16-gauge
stainless steel and feature a 10-inch bowl
with SoundShield, a sound-deadening
undercoating. The Lancelot is available in
polished satin and comes in four size con-
figurations. 

800/BUY-MOEN
www.moen.com 
Circle 131
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VERSATEX and Anything wood can do,  I  can do better  are t rademarks of  Wolfpac Technologies.  © 2006.

Visit our website www.versatex.com or call (724) 266-7928 to find out just how versatile we can be.

•  C E L L U L A R  P V C  •  W O R K S  L I K E  W O O D  B U T  W I T H  G R E AT E R  C O N S I S T E N C Y  •

B E N D A B L E  •  I N S TA L L S  D I R E C T  T O  M A S O N R Y  •  D E S I G N  F L E X I B I L I T Y  •  R E S I S T S

M O I S T U R E ,  I N S E C T S  A N D  R O T T I N G  •  L O W  M A I N T E N A N C E  •  3 0 -Y E A R  W A R R A N T Y

Take it along to any job. Versatex™ has so many uses and can be

transformed into such a variety of accents and design features that it

is your all-in-one trimboard choice.

A n y t h i n g  w o o d  c a n  d o ,  I  c a n  d o  b e t t e r .

Ve r s a t i l i t y  D e f i n e d .

SM

Engineered  forever.

For FREE information circle 24

Brizo
Pascal, Brizo’s culinary, touch control elec-
tronic faucet, can activate water flow by
either tapping the faucet or using the hands-
free option. While in hands-free mode,
water will run continuously as long as there
is something (hands or plate) in the water
work space. Sensors determine when or if
a part of the body touches the faucet. Water
turns off by tapping or with a built-in, auto-
matic time-out. Pascal features a pull-down
spout for added convenience.

877/345-BRIZO 
www.brizo.com
Circle 132

Elkay
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The Danze Parma Dual kitchen collection
now includes a faucet with a single-handle
on a low, side-mounted valve. A sensor
allows the user to operate the faucet man-
ually or in a hands-free mode. The faucet
starts automatically when hands are
placed close to the sensor and shuts off

when hands are placed in front a second
time and can be programmed to turn off
automatically.

877/530-3344
www.danze.com
Circle 133

With graceful 
features like 
low-profile 
metal balusters, 
Latitudes decks 
never detract 
from the view.

Latitudes offers everything you need
to design and build truly extraordinary
decks. Enhance any outdoor living
space with these long-lasting, easy-to-
care-for products. Latitudes composite
decking and railing products come in
a range of styles, colors, and finishes.
Finish your Latitudes project with your
choice of ornamental options like metal
balusters and post caps. The designs
are virtually endless, which make
homeowners very happy – and
interior designers a little jealous.

888-270-0750
www.latitudesdeck.com/pry

UFP Ventures II, Inc.
A Universal Forest Products Company

LATITUDES
COMPASS PROGRAM

Earn great rewards

For FREE information circle 25

American Standard
American Standard’s Lakeland kitchen
workstation offers a removable second
bowl and a bamboo cutting board as part of
its accessories collection. Lakeland’s large-
capacity 33- by 22-inch single bowl fits into
a standard double-bowl cutout. The remov-
able second bowl has its own drain and
instantly converts to a double-bowl sink.
The board acts as a storage cover.

800/899-2614
www.americanstandard-us.com
Circle 134

Price Pfister
The Ashfield Collection was inspired by
the collaboration between Price Pfister
and Kwikset. This vintage décor, single-
control kitchen faucet features a country
pump handle, matching side spray and
soap pump. Available in a variety of fin-
ishes, including polished chrome, satin
nickel, rustic pewter, rustic bronze and
Tuscan bronze. Each finish carries a life-
time anti-tarnish warranty.

800/Pfaucet 
www.pricepfister.com
Circle 135

Danze
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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 26
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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

Since 1964, Finlandia Sauna has been nationally 
recognized as a manufacturer of Saunas without equal. 
We design and build custom, precut, and prefabricated 
rooms of any size and shape. Our pre-planning assistance 
and customer service is unmatched in the Sauna business.

Call 800-354-3342 for a free brochure or browse our web 
site www.finlandiasauna.com for complete information. 
Finlandia Sauna for your health!

Finlandia Sauna

prx060501_litUDA.indd 1 4/4/2006 10:14:38 AM
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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

The Highest Quality Yet Lowest Cost Balustrade System Ever Offered!

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

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

BALUSTRADE SYSTEM BY  OUTWATER

Weyerhaeuser ChoiceDek� 
A low maintenance decking and
railing product that combines the 
classic appearance of wood with the 
durability of modern engineering. 
ChoiceDek� requires no additional 
sealing, staining or painting. Its 
resistance to moisture, insects and 
splinters makes it ideal for decks, 

docks, walkways, ramps and other outdoor applications. ChoiceDek� 

comes with a fully transferable, limited lifetime manufacturer's warranty 
and is available through Lowes Home Improvement stores nationwide. 
877-235-6873 or www.choicedek.com. Weyerhaeuser Company
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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

Advertising
Means Business

The
Toughest
Glue On
Planet
Earth.

The
Toughest
Glue On
Planet
Earth.

Bonds:

Wood,
Stone, Metal,

Ceramic,
& More!

1-800-966-3458 • www.gorillaglue.com1-800-966-3458 • www.gorillaglue.com

TM

TM

www.gorillatape.com

Extra Thick. Extra Stick.
New Gorilla Tape sticks to things
ordinary tapes simply can’t.

www.gorillatape.com

The Toughest Tape On Planet Earth.The Toughest Tape On Planet Earth.

For FREE information circle 252

For FREE information circle 251

Advertising Often

POXYWOOD�
Super Putty Wood Paste

–A fill that will stay put!–
Advance wetting agents LOCK into repaired wood!!!

     ● NON SHRINKING and PROVEN by manufacturers for over 35 YEARS!
     ● Formulated specificially for WOOD!
     ● MOLDS like conventional putty!
     ● WEATHERPROOF
     ● Works EASY. FAST setting. SMOOTH texture.
     ● STAINS, and FINISHES like wood
     ● Can be sawed, planed, drilled, sanded, and finished!
     ● Natural soft light reflections LIKE WOOD (no "shiners")!
     ● Available (with hardener) in 2 lb. cans!
     ● Stainable/Paintable UNIVERSAL COLOR!

● 2 LB. TRIAL KIT DELIVERED for $39 ●

● PPD or COD (add $7 for COD) ● Sorry, no credit cards
The cost of the Trial Kit will be CREDITED to first case lot order!

"Poxywood� for EVERY WOOD PRODUCT"

Poxywood� Co., L.L.C.
P.O. Box 4231, Martinsville, VA 24115-4231

Phone: (276) 638-6284   Fax: (276) 638-8950
E: poxywood@yahoo.com

Mail ad within 30 days with $29  
Complete TRIAL KIT: Save $10!  ✂
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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,
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M O R E  I N F O R M AT I O N

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

Atrium Windows & Doors 22,23 10 800/421-6292 www.atriumwindows.com

AZEK Trimboards 21 9 866/549-6900 www.azek.com

CertainTeed Roofing 27 20 800/233-8990 www.certainteed.com

CertainTeed Siding Collection 11 5 800/233-8990 www.certainteed.com

CPI Plastics C-4 27 416/798-9333 www.cpiplastics.com

Grace Construction Products 4 16 617/498-4994 www.graceconstruction.com

Heartland Building Products 12 6 800/432-7801 www.heartlandbuilding.com

+ International Window Corp 44 23 562/928-6411 www.WindowsForLife.com

James Hardie Building Products Inc. 38 28 888/HARDIE-1 www.jameshardie.com

JELD-WEN C-2,1 1 800/535-3462 www.jeld-wen.com

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

MI Windows & Doors 37 11 888/376-4230 or www.miwd.com
800/949-3818

Moen Inc. 30,33 14,15 800/BUY-MOEN www.moen.com

NAPCO 40 17 800/78NAPCO or www.napcobuildingproducts.com
800/786-2726

Pella Corp. 28,29 12,13 888/84-PELLA www.pella.com

Red Wing Shoe Co. 19 8 800/RED-WING www.RedWingShoes.com

+ Reico Kitchen & Bath 48 26 800/REICO-11 www.reico.com

+ SBR/ Simonton Windows® C-3 18 800/542-9118 www.simonton.com

SBR/ Simonton Windows® 43 21 800/542-9118 www.simonton.com

SenCo.Products Inc. 39 19 800/543-4596 www.senco.com

+ Dow Chemical Company 44 22 888/668-3801 www.dow.com

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

Universal Forest Products Inc. 47 25 800/598-9663 www.ufpi.com

Versatex 46 24 724/266-7928 www.versatex.com

Weyerhaeuser 2 2 800/887-0748 www.weyerhaeuser.com

+ Regional Ad

Decking Supplement Advertisers

Arch Wood Protection 20 85 770/801-6600 www.wolmanizedwood.com

CertainTeed Decking 12 80 800/233-8990 www.certainteed.com

Correct Building Products 23 86 877/DECK877 www.correctdeck.com

CPI Plastics 5 76 416/798-9333 www.cpiplastics.com

Global Dec-k-ing Systems 27 87 800/804-6288 www.dec-k-ing.com

Deckorators Inc. 14 82 800/332-5724 www.deckorators.com

Epoch Composite Products Inc 8 78 800/405-0546 www.evergrain.com

Fiberon 31 90 704/463-7120 www.fibercomposites.com

Kadant Composites Inc 28 88 877/804-0137 www.geodeck.com

Metwood, Inc. 30 89 866/638-9663 www.metwood.com

Procell Decking Systems 11 79 330/697-2263 www.procelldeck.com

Royal Crown Ltd 19 77 800/488-5245 www.royalcrownltd.com

Tendura 13 81 800/TENDURA www.tendura.com

Dow Chemical Company 17 83 888/668-3801 www.dow.com

Trex 32 91 800/BUY-TREX ext. 620 www.trex.com

Universal Forest Products Inc. 7 84 800/598-9663 www.ufpi.com

Western Red Cedar Lumbar Assn. 2 75 604/684-0266 www.wrcla.org
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Harvard’s Joint Center for
Housing Studies says the

estimated recent growth of
homeowner remodeling
spending has eased substan-
tially but still remains near
its long-term rate of 5 per-
cent. According to the
Remodeling Activity Indica-
tor devised by Harvard’s
JCHS, homeowners spent
an estimated 155 billion dol-
lars on home improvements
and repairs over the past
four quarters, representing a
4.5 percent increase.

“Rising interest rates and 
a cooling housing market
have started to impact spend-
ing on home improve-
ments,” said Nicolas P. Retsi-
nas, director of the JCHS.
“Delays in initiating major
improvement projects are
likely to moderate spending
over the next year.”

“Remodeling contractors
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Remodeling Expenditures Drop

Professional Remodeler
5 - M I N U T E  U P D AT E

Harvard releases RAI results showing slow first quarter 

The EPA has extended
to May 25 the public
comment period for

its proposed Lead Renova-
tion, Repair and Painting
Program rule, which the
NAHB Remodelors Council
had requested in order to
continue testing exposures
caused by renovation activi-
ties and the effectiveness of
the EPA’s proposed lead-safe
work-practice ruling.

NAHB contends that the
rule will not accomplish the
intended goal of reducing
lead paint exposure among
small children because it
applies only to professionals
paid to make renovations
and not to homeowners,
who do the work themselves
more than half the time.

As they are passed on to
consumers, the extra costs 
of materials and training 
needed to comply with the
proposed lead-safe work
practices is likely to encour-
age more unregulated do-it-
yourself renovation, accord-
ing to NAHB.

“The unintended conse-
quence of making it more
difficult to hire a remodeler
may leave even more chil-
dren with the potential for
exposure,”said Remodelors
Council chairman Vince 
Butler, CGR, CAPS.

EPA Extends
Lead Deadline

THE POLL
What is the primary
advertising medium
you use to market
your business?
1. Radio/Television Ad

2. Job-Site/Truck Signs

3. Yellow Pages Ad

4. Direct Mail

5. Magazine/Newspaper Ad

6. Web Site

7. E-Mail

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

THE RESULTS 

recently have reported a
slight decline in hours
worked by their employees,
and more modest growth in
their payrolls” said Kermit
Baker, director of the
Remodeling Futures Pro-

gram of the JCHS. “This
points to remodeling follow-
ing home building into a
period of slower growth in
the months ahead.”

The next RAI release date
is July 20.
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It used to be that window installer Reggie Neilson got very frustrated putting in

those heavy, bulky hurricane windows. But now, thanks to new integral frame

options on Simonton’s StormBreaker Plus™ windows, it’s quick. Which means less

adjusting. Less hassle. And a whole lot less aggravation. And once the windows 

are installed, they’re even more impressive. Because not only are they stunningly

beautiful, they meet the strictest hurricane codes. Simonton StormBreaker Plus™

windows are available with masonry flange for masonry construction, box frame for retrofit, fin for brick,

and fin with J-channel for siding. So choose StormBreaker Plus.™ Not only will you

improve productivity, you’ll improve the disposition of workers, like Reggie. To learn

more, call 1-800-simonton or visit www.simonton.com.

Masonry 
Flange

Box 
Frame

Fin with
J-Channel Fin
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With Eon® Decking, the quality is guaranteed, and so are the referrals. 

• Eon is not a composite. Unlike most composites, Eon won’t rot or mold and resists common decking 

stains from drinks, condiments and food grease. 

• Very low-maintenance and never needs painting or staining. 

• Available in six natural colors and features four matching railing styles.

• Backed by one of the most comprehensive warranties on the market today.

To find out more about Eon outdoor living products

and how to receive Eon referrals, please call 

1-866-DIAL-EON or visit eonoutdoor.com
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