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Most JELD-WEN® windows 
and doors with Low-E glass 
are ENERGY STAR® qualified.

For years, JELD-WEN has been known for creating energy efficient windows and doors. These products are available with 

standard or optional Low-E glass to keep homes warmer in the winter and cooler in the summer. Low-E glass is just one more 

reliable feature from JELD-WEN, an ENERGY STAR® Partner since 1998. To learn more about our energy efficient windows and 

doors or to find a dealer near you, call 1.800.877.9482 ext. 7015, or visit www.jeld-wen.com/7015.

Premium Vinyl Single-Hung Windows with Premium Wood Exterior Patio Door

Estate Series 86 Garage Doors
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   cool. Or hot. 

®

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 lost by reflecting it back inside.

IWP® Aurora™ Custom Fiberglass A1202 Door with Insulated Glass

Premium Vinyl 
Casement Window

Custom Wood Radius 
Casement Window

IWP Aurora Custom 
Fiberglass A252 Door

Custom Wood
Swinging Patio Doors

59942H_9130 EETG 16.75x10.875_PR1 1 3/21/0 10:12:52 AM

For Free info go to http://pr.ims.ca/5346-1
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1-800-BUY-MOEN • www.moen.com
© 2007 Moen Incorporated.  All rights reserved.

Moen. Buy it for looks. Buy it for life., MPACT are registered trademarks of Moen Incorporated.

STRIKING STYLE HAS FOUND ITS MODERN SIDE.

Common valve system
www.moen.com/mpact

It’s hard to know what will grab your attention first. For some, it may be Moen’s use of clean geometric
lines. For others, it could be that the M-PACT® common valve system makes it easy for consumers to change
out faucet styles, whenever they like. Regardless, there’s one thing everyone will agree on. Quality never
looked better. The Icon™ Widespread faucet from Moen. Designed for life. Yours.
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WHO IS YOUR NEXT CUSTOMER?

T
his year’s Kitchen/Bath Indus-
try Show & Conference in Las 
Vegas may have been the 
most innovative and trend-
setting trade show we’ve seen 

in years. With thousands of high-tech 
appliances, fi xtures and amenities, 
the manufacturers who displayed their 
products (see pages 57-59 for some 
of the best new products we saw at 
the show) showed they have both 
you and your customers’ needs and 
desires top of mind.

One of the most interesting things 
I found at the show, however, wasn’t 
a refrigerator with a television screen 
or a spa with an MP3 player. It was 
a research project conducted by 
Merillat that used 1,252 interviews 
with consumers to reveal key insights 
into homeowners’ attitudes and deci-
sion-making processes. The research 
was geared toward new-home buyers 
and focused on the kitchen, but the 
information can be extremely valuable 
for remodeling fi rms to formulate their 
sales and marketing strategies.

The results uncovered four distinct 
prospect groups: Luxury Leaders, 
Domestic Dwellers, Busy Bees and 
Career Builders. Depending upon your 
market, each is a hot target for remod-
eling services and each has a different 
way of viewing their home based on 
their lifestyles and interests.

The Luxury Leader is what many of 
you may call the high-end client. Their 
average annual income is $138,200, 
and they own a 3,000-square foot 
home valued at $370,000. They are 
highly educated, average 46 years 
old, and have grown children. Status 
is important to this prospect, so your 
marketing and sales should focus on 
providing pride and prestige through 
cutting-edge technology, fi ne fi nishes 
and trendy features.

Domestic Dwellers’ average annual 
income is $111,00, and they own a 

2,600-square-foot home valued at 
$289,000. They are mainly college edu-
cated, and average 46 years old, and 
their children are grown, too. This group 
is a bit more practical, making deci-
sions based on durability and effi ciency.

Busy Bees have an average annual 
income of $116,000, and they own 
a 2,800-square-foot home valued at 
$305,000. They are also college edu-
cated and average 43 years old, and 
their children mainly still live at home. 
Time is of the utmost importance to 
this client, so effi cient sales and com-
munication systems will differentiate 
you from the competition.

Career Builders’ average annual 
income is $110,200, and they own 
a 2,800-square-foot home valued at 
$294,000. They are college educated, 
and average 42 years old, and their 
children tend to still be living at home. 
Convenience, low-maintenance and 
especially resale value are important 
to this prospect, so selling on ROI can 
close the sale best.

For more information on the results 
of Merillat’s research, log on to www.
ProRemodeler.com. PR

Michael R. Morris
Editor in Chief
630/288-8057
michael.morris@reedbusiness.com

prx0706edit_ID   5prx0706edit_ID   5 5/23/2007   2:21:40 PM5/23/2007   2:21:40 PM



PRX070601-MAG   6PRX070601-MAG   6 5/16/2007   11:00:33 AM5/16/2007   11:00:33 AM

For Free info go to http://pr.ims.ca/5346-4

PRX070601-MAG   7PRX070601-MAG   7 5/16/2007   11:00:40 AM5/16/2007   11:00:40 AM



© 2007 James Hardie International Finance B.V.  TM, SM, and ® denote trademarks or registered trademarks of
James Hardie International Finance B.V.      is a registered trademark of James Hardie International Finance B.V.

OFFER JAMES HARDIE® FIBER-CEMENT SIDING AND 

WATCH YOUR BUSINESS GROW BIGGER, STRONGER, FASTER.

The James Hardie Replacement Contractor Program gives you all the sales tools
you need to gain a competitive edge.

 • Detailed market analysis and branding
 • In-home sales presentation 
 • Professional identifi cation
 • Brochures, videos and customized direct mailers

For more information, contact your local sales rep, call us toll-free at 1-866-4HARDIE
or visit us at www.jameshardie.com/remodel.htm

           What can the 

fastest growing
                 siding brand
        do for your business?

For Free info go to http://pr.ims.ca/5346-5

PRX070601-MAG   8PRX070601-MAG   8 5/16/2007   11:00:43 AM5/16/2007   11:00:43 AM



JUNE 2007 www.ProRemodeler.com PROFESSIONAL REMODELER 9

best practices Trade Secrets

A
s companies grow, one 
of the biggest challenges 
becomes keeping the lines 

of communication open. It can 
be tough to make sure sales is 
keeping up with what production 
is doing and that management is 
on top of everything.

Blackdog Builders in Salem, N.H., 
has tried to solve that problem with 
its “Weekly Job Jamboree Meeting,” 
where the management, sales staff 
and project managers discuss the 
status of each project.

“It’s a really powerful meeting 
for us as far as keeping everybody 
on the same page,” says President 
David Bryan.

In the past, sales and production 
had their own weekly meetings and 
then would get together for a joint 
meeting once a month, but Bryan 
found that wasn’t frequent enough 
for the teams to effectively com-
municate. Now people are aware 
of potential problems in time to do 
something about them, Bryan says.

During the meeting, participants 
go through each project that is in 
the design stage, has a contract 
signed, is under construction or is 
completed but still has payments 
pending. Sometimes the update is 
as brief as “nothing new” or it can 
be more detailed if needed. When 
the meetings started two years ago, 
they took about three hours but 
are now down to about an hour as 
everyone has grown used to the 
format, Bryan says. 

Everyone on the 
same page

What’s most important to you when 
hiring a new employee?
To participate in this month’s poll and view the results as they are tabulated, 
visit www.ProRemodeler.com

ONLINE POLL QUESTION

S
ometimes the best 

employees may not come 

from where you expect.

Philip Anderson, president of 

HDR Remodeling in Berkeley, 

Calif., has had great success 

adding employees who didn’t 

follow the traditional path into the 

industry to his 14-person fi rm.

His production manager 

has an electrical engineering 

degree and worked as a com-

puter consultant in Japan before 

coming on board four years 

ago. One of his project manag-

ers was trained as an engineer 

and spent the last few years 

fl ipping houses before joining 

HDR. And he just hired an MBA 

graduate to run the company’s 

handyman division. Their expe-

rience in the corporate world 

has made the three very skilled 

compromising with and man-

aging customers in a way that 

many traditional employees are 

not, Anderson says. 

“Instead of just getting 

a technician, we’ve gotten 

someone who was very well-

rounded in their experience,” 

Anderson says. 

Anderson says he’s probably 

drawn to nontraditional employ-

ees because of his own experi-

ence. He spent most of his life 

working in the corporate world, 

but when an employer wanted 

him to move, he quit instead. 

While looking for another job, he 

started doing small handyman 

projects. He found he liked it 

and started Honey Do Repair 

19 years ago, which grew into 

his current design/build fi rm.

Beyond the usual suspects
>> If you have a Trade 

Secret you would like to 

share, e-mail Senior Editor 

Jonathan Sweet at jonathan.

sweet@reedbusiness.com.

W
hen Case Design/Remodeling in 

Bethesda, Md., was looking for a way 

to increase repeat business, it looked 

outside the industry for inspiration and created 

a customer loyalty program.

“Case Dollars,” launched 

in December, rewards 

clients by giving them 5 

percent of their project 

price as a reward that can 

be credited to another project within one 

year. So, if a customer has a $100,000 remodel, 

they would receive $5,000. They can use the 

Case Dollars to pay for up to 10 percent of a 

future project. The Case Dollars can also be 

transferred to another person. 

The program has already 

resulted in at least $700,000 in 

work that can be directly attrib-

uted to the promotion, says Joa-

quin Erazo, Case’s vice president 

of marketing.

Building customer loyalty
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How does your team process work flow?

MANAGING THE 
BACKLOG

Remodelers’ Exchange
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Forward Designers & Builders is a design/build company located in Ann Arbor, 

Mich., that does not provide architectural design as a stand-alone service. 

Their current volume is around $1 million with an average job size of $130,000. 

Employees include a project manager, project manager’s assistant, two project 

designers, a general manager and a bookkeeper.

www.planforward.net
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Jef Forward, Owner
Forward Designers & Builders

Chevy Chase, Md.-based Wentworth Inc. design/build firm is driven by architec-

ture: the staff has two licensed architects — including owner Bruce Wentworth 

— two to three draftsmen and five field workers. The majority of work is sub-

contracted to an independent designer. The company does the carpentry but 

subcontracts framing. Job sizes range from $100,000 to $500,000.

www.wentworthstudio.com

Jacob Kirk, Director of Construction
Wentworth Inc.

prx0706remex_ID   12prx0706remex_ID   12 5/22/2007   11:58:25 AM5/22/2007   11:58:25 AM



JUNE 2007 www.ProRemodeler.com PROFESSIONAL REMODELER 13

With many jobs coming 
through the pipeline, who’s 
in control, and how do they 
manage the backlog? 

Jud: Our topic for today is managing the 

backlog. Jef, describe your process in 

managing backlog.

Jef: As a lead, a prospect comes into 

the offi ce, and they are entered into ACT, 

our contact manager software. As they 

go through our design process, they’re 

given different stages. That comes out on 

a report, which I can look at daily within 

ACT, to see how many clients we have in 

design, how many in pre-construction and 

how many we have in construction as well 

as the number of prospects. I’m trying to 

always keep certain limits on how many 

people we have in certain stages. 

Jud: You have three stages and you want 

to keep so many people in each stage?

Jef: Yes.

Jud: Jacob, how do manage the backlog?

Jacob: I meet with the director of architec-

ture weekly to discuss schedules for jobs that 

are currently in design. We have two design 

phases: one is design and one is construc-

tion documents. We’re paid a fee at both of 

those stages. Talking design as a whole, it 

can be about 3-6 months depending on the 

job to move it into construction. Our goal 

during this weekly meeting is to schedule the 

design work to allow for control over when 

these jobs are ready to build. Even at the very 

early stages of the job, it’s very important to 

us for a number of reasons. One is to pre-

vent multiple jobs starting at the same time, 

forecast schedules for our project managers 

to make sure the job and PM are a good fi t. 

Our project managers have different talents 

and, depending on the nature of the client 

or the job, we want to select who is going to 

run it. The other is hiring, as needed, for both 

architectural studio and production. When 

we’re looking 3-6 months out, it’s a very tight 

market here for hiring, especially for anyone 

skilled on the production side. Lastly, it’s for 

the cash fl ow so we can stage these jobs. 

Everything we design we move into construc-

tion or intend to move into construction. In 

fact, there is a penalty if the client decides to 

go with someone else. 

Jud: Jacob, what is an ideal number for 

your company to have in what you call 

“two phases” in this particular case?

Jacob: An ideal number would be about 

two projects per drafts. We have two draft 

persons on staff. So, 5-6 jobs would be 

about how many for our studio to stay pro-

ductive and not be spread too thin. 

Jud: How many would you be running 

and actually doing in construction?

Jacob: I’d say 4-5. That shows a little 

of our conversion ratio problem; we don’t 

always convert our design jobs to construc-

tion. Four to fi ve active jobs, we’ve noticed 

cash-fl ow wise, is what keeps things and 

business operating most effectively. The 

guys in the fi eld would probably disagree 

and say 3-4; I think they feel 

a little overworked. But that’s 

what we’ve noticed. 

Jud: Jef, what’s the ideal 

number for you?

Jef: In our design stage, 

we like anywhere between 

4-6 in design and working. 

Our turnaround for design 

time seems to be similar, 

between 3 and 6 months. 

Our ideal turnaround would 

be between 2 and 3. We just 

can’t get them to turn around that quickly. 

In pre-construction, which is where we’re 

doing our construction documents, getting 

the job ready to start, ideally I would like 

three. But, right now we have two. 

Jud: Jef, you were talking about  how 

many projects you have in the pipeline. 

You said two and you’d like to have three. 

What do you do if you’re in a situation 

where things are really popping and falling 

into place for you and you end up with six? 

How do you handle that? 

Jef: I wouldn’t let that happen; I wouldn’t 

want that to happen. I would push people 

back in terms of their start times. I would 

be able to forecast that by looking at the 

progress of the design projects. If I had 

people coming to me with their projects 

saying they want to start tomorrow, I would 

tell them I couldn’t do it. 

Jud: If you can’t stay in your comfort 

zone, I’m going to call it, then you will tell 

them they’ll have to wait or they’ll have to 

fi nd someone else. Is that a fair statement?

Jef: Yes. 

Jud: Do you ever have people who say, 

“OK, we’ll wait on you”?

Jef: Yes.

Jud: And is that largely because you 

have a reputation? 

Jef: Yes, I like to think so. We’re defi -

nitely working toward that. I also explain to 

people that in the design process it is very 

important to go through all the steps and all 

the decisions. We won’t start a project until 

we’ve gone through that process. And that 

process takes time. 

Jud: Jacob, the same question. How 

many do you have in the 

pipeline now? 

Jacob: We have six jobs 

in design and we have three 

pending design contracts 

that could, in the next week 

or two, go into design. Over 

the next month, we also hope 

to have two of these go into 

construction. So, we’ll keep 

six jobs in the pipeline. 

Jud: What about a situa-

tion where you end up with 

too many jobs? Would you run seven or 

eight jobs if if it falls that way? 

Jacob: The owner will push for that!  

He’s hungry to grow. It has to do with Bruce 

starting his business over in 2004. We’re 

growing very fast, and because of our 

growth, we’ve kept up with our backlog. 

Our backlog hasn’t gotten too big for that 

reason. Our volume is steadily increasing. 

What we do throughout is, again, we’re 

looking at a project and a schedule, and 

we set milestones throughout the design 

process. We let our clients know throughout 

that process where they’re at and where 

we think they’ll be. We’re trying to manage 

their expectations through that process. So, 

if internally we have the need to push them 

out, we can do that and let them know in 

advance. For the most part, as long as we 

Jud Motsenbocker 

Contributing Editor
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let our clients know upfront, it seems to go 

well. We have some clients who are very 

anxious to get going, and sometimes we 

can do that. We can expedite the process a 

little more and get them into construction. 

Jud: Because you want your company 

to grow, would it be fair to say that you try 

not to get a backlog because you would 

just increase the number of employees 

you have to handle that? 

Jacob:  Yes. I think a backlog allows us 

to be in the comfort zone. I think a larger 

backlog could have a negative 

effect when you put clients 

off or ask them to wait too 

long. So, we try to keep it so 

we don’t have a backlog or 

at least our backlog is man-

ageable within the design 

process. By the time we’re out 

of the design process, we never have more 

that a month or two before we’re starting 

construction. It has a lot to do with keeping a 

client’s enthusiasm going — the excitement 

for the project and everything else. We want 

these things to go from design to construc-

tion with no more than a month or two at the 

most lag time. We’ve managed that process 

through the design phase. Because the 

design phase can be up to six months long, it 

is manageable.

Jud: That’s a good point to bring out. You 

try to keep that enthusiasm in the client 

going and that’s why you don’t want that 

design-to-construction to get too long. 

What kind of situations disrupt your fl ow 

of the project from the pipeline into the 

construction phase? 

Jacob: The two biggest disruptions we 

have that have a negative impact on the 

fl ow of the design to production process 

are, No. 1, tight budgets with the clients. 

We do high-end remodeling. There’s a lot of 

money spent in architecture and the design 

studio to provide drawings with very elabo-

rate details in the high-end remodeling. 

When we have clients with budgets it really 

disrupts the process because of numerous 

repricing, optioning out things, and just the 

hesitation on their part — “sticker shock” 

that usually takes a little bit to get over. 

All the way through, it’s a lot of back and 

forth and a lot of hesitation on the client’s 

part. It delays our ability to move forward. 

Sometimes a job will even be held up for 

a week or two while the client considers 

things and looks things over. Even at the 

point where we’re at a fi nal price and ready 

to build, they’re wanting to go back and 

revisit the budget, work in a change and 

[ask] how can they do that. It takes a lot 

of revisions, a lot of revisits by me or the 

subcontractors to reprice. So, having a tight 

budget is probably the most destructive 

thing to the process. The other would be 

the permitting process. We work in Virginia, 

D.C. and Maryland. We have three different 

systems that we’re working with in terms of 

getting permits, with D.C. being the worst. 

Once we get into the construction docu-

ments stage, we will fast track a set permit 

that, hopefully, we can get out in two or 

three weeks to submit the permit. That is 

never in our control, and sometimes that 

will push the start of construction out past 

that month that we ideally want. That also 

prevents us from having that fi xed price, the 

fi nal price at the end of construction docu-

ments. Without having the permit set back 

and everything else needed, we really can’t 

provide what we tell our clients we’ll pro-

vide as a fi xed price, which is all-inclusive. 

Those would be the two biggest disrup-

tions. And along the lines of the permitting 

process is dealing with homeowners’ asso-

ciations and other things. There are a lot of 

historical districts in D.C. There are zoning 

waivers and a lot of other things that the 

architectural studio has to get through to 

get these projects going. 

Jud: Jef, what interrupts your fl ow of the 

project through the pipeline? 

Jef: I would say meeting times and client 

availability. We often struggle with getting 

my schedule to meet with their schedules. 

It can be a week or two between meetings 

and feedback meetings. That would be the 

biggest thing that we struggle with. 

Jud: Jacob brought up budget. Does that 

slow things down at all for you?

Jef: No, it doesn’t. In our process, we 

take people through design and we give 

solid budgets throughout. In terms of every 

design meeting, we’re talking money as 

well. If we don’t talk it at that meeting, then 

the next meeting is just about budget. When 

we get to the end of design, we actually 

sign our construction contract there. It’s a 

two-stage construction contract and if that’s 

for, say, a large kitchen and interior remodel 

for $130,000, we’ll get them to commit that 

they’re looking at a range between $130,000 

and $170,000. Depending on some of the 

fi xtures and materials they select in the pre-

construction process, and also from feed-

back from our trade partners, that will affect 

the fi nal price. When we get to the end of 

our construction documents, we will have all 

the options worked out for them. They typi-

cally want to see a couple of different things, 

so we’re presenting it like a menu. We’re 

building our markup into different areas so 

we can present a number of options. When 

they sign the bottom line we know we’re 

starting in two weeks. 

Jud: Jef, when you fi rst meet the client, 

at the fi rst or second meeting is there any 

point in there where you’re discussing the 

schedule, from design through build, so 

that would help you on your backlog or 

help you so they know what the schedule 

is? Does that conversation come up?

Jef: That conversation comes up on the 

very fi rst phone call. We talk about sched-

ule, what their expectations are, what’s 

realistic, as well as budget. 

Jud: Jacob, how about you? Where do 

“ We try to keep it so we don’t have a 
backlog or at least our backlog is 
manageable within the design process.”

best practicesRemodelers’ Exchange

prx0706remex_ID   14prx0706remex_ID   14 5/22/2007   11:59:07 AM5/22/2007   11:59:07 AM



Total privacy.

True beauty.

Unmatched durability.

Our fencing doesn’t just separate yards.

It separates builders.

Add beauty and value to your
development with Trex

Seclusions® Privacy Fencing

Now you can use a top consumer recognized 

brand to add value to your entire project.

BEAUTIFUL NO MATTER HOW YOU LOOK AT IT

Trex Seclusions Privacy Fencing is a

premium product that offers beauty from

every angle. Our good neighbor system

looks great on both sides while providing

your customers with complete privacy.

Just like Trex® decking, our fencing offers

a natural wood feel

with a non-reflective

surface. It’s available

in a variety of rich 

colors and sizes up

to eight feet tall.

NO FENCE IS TOUGHER THAN TREX

As you may know, Trex is an environmentally

fr iendly recycled product made from

reclaimed wood fi ber and polyethylene. This 

revolutionary combination results in a fence 

that’s not only beautiful, but also remarkably

durable. Trex fencing

won’t rot, warp, splinter 

or buckle. Its robust 

6x6 posts require no 

reinforcement.* I t ’s

resistant to insects,

including termites.  And i t ’ s  cert i f ied to 

withstand wind gusts up to 130 mph. Trex 

fencing is so durable, it even comes with a

25-Year L imited Resident ial  Warranty.

TREX MAKES THINGS EASY FOR EVERYONE

Trex fencing is easy to install and easy to 

live with. Neither you nor your customers

will ever need to stain or paint it. And

because Trex Seclusions is a “stick-built”

system, you can customize the design to 

meet your specs. Racking or stepping is no

problem, and damaged sections are easily

repaired. To learn more, visit trexfencing.com.

Visit trexfencing.com today or call 1-800-BUY-TREX, ext. 1108, to find an installer in your area.

*Gate posts should always be reinforced with steel or aluminum inserts.

See how Trex is being used in new

developments at trexfencing.com.

 ©
 2

00
7 

Tr
ex

 C
o.

 In
c.

For Free info go to http://pr.ims.ca/5346-7

PRX070601-MAG   15PRX070601-MAG   15 5/16/2007   11:01:39 AM5/16/2007   11:01:39 AM



 16  PROFESSIONAL REMODELER  www.ProRemodeler.com  JUNE 2007

you talk about schedule and the length of 

time the project is going to take? 

Jacob: It’s always one of the fi rst ques-

tions a client has: when can you do this and 

how long will it take? Just like: how much 

will it cost? Our salesperson meets with the 

homeowner, and they also come in for the 

initial design presentation. Talking budget at 

that time is vague until we get a good idea 

of the project and full scope of work. We’re 

not quoting any time at that point; there’s 

just too much and too early. Once we get 

actual design schemes developed 

and the job is brought to me, then 

we’ll start talking budget, refi ning 

the budget and talking schedule. 

Usually at that point, we’ll also 

give the client an outline on what 

to expect through the design and construc-

tion process, when we’ll look for key meet-

ings throughout the process, and when we 

can expect to fi nalize this. Then we’ll give 

it to them. It really helps the client to stay 

focused when we give that to them in terms 

of coming back with their selections and the 

homework they’re supposed to do as a cli-

ent. As we get closer to the end, we’ll actu-

ally hone in on a date for the start of con-

struction. That’s usually pending on permits. 

Jud: Depending on what city you’re in?

Jacob: Yes. 

Jud: Who oversees and controls that so, 

in your case, you don’t have backlog?

Jacob: Kevin and I. Bruce is the sales-

person. The three of us get together and 

talk weekly about this. We have company-

scheduled meetings every Friday where we 

talk about jobs that are currently in design 

or construction and any perspective clients. 

Kevin and I meet for an hour or two weekly 

— we call it the design/build meeting. We’re 

looking at these projects in design and try-

ing to manage them. At that point, some-

times Bruce will sit in with us, or at least 

we’ll get back to Bruce on where we’re at. 

That helps him give feedback to the clients 

when he’s meeting them, in terms of what 

type of jobs we’re trying to get and where 

we can fi ll the holes. When we see we have 

a hole, and we have a PM available, and it 

would be nice to get a kitchen or bathroom. 

Bruce could really focus on that. It allows 

him to pick and choose the clients a little 

more, too. There are a number of clients in 

the area that we’d just rather not work for. 

Once we get little bit of a backlog, we can 

do that. As far as who oversees the man-

agement, it’s the three of us. 

Jud: I think it’s important that you indi-

cate that you do it on a weekly basis. Do 

you also, in this process, notify the client 

as to just exactly where they’re at or what 

you’re doing? Do you have a process of 

getting a hold of the customer or client 

every two weeks or 30 days or some kind 

of a number?

Jacob: I wouldn’t say that there’s a pro-

cess. At that point, the design studio would 

e-mail, and communications to the client 

are almost daily. We have key meetings 

for design presentation, selections and 90 

percent CD review. Between all of that, I 

think that they just fi ne-tune things as they 

go through the process. Again, the com-

munications with the client at that point is 

almost daily sometimes and a lot of back 

and forth, at least every couple of days. A 

lot of the questions are thrown out more 

casually and answered more casually. 

Jud: Jef, how do you handle the back-

log? And I know you don’t have one, but 

how do you handle the workload?

Jef:  While we’re building a team; at some 

point in the next year we’re going to be 

moving into a growth period. We’re going 

to be aggressively trying to have up to fi ve 

and six projects at a time. Right now, I’m in 

the stage where I’m building the team and 

we’re getting our processes down. In terms 

of how we manage it right now and manage 

our workload, we have a weekly produc-

tion meeting. In the meeting, we have our 

project manager, our general manager and 

myself. We focus on the next job that’s com-

ing ready to move into pre-construction. We 

have weekly meetings on that as well. 

Jud: Again, we’re back to the team 

effort, just like Jacob said. Jef, you’re 

doing the same thing. Jacob made the 

comment that it’s almost a daily conversa-

tion with the client one way or the other. 

How about you? How often are you in con-

tact with the client? 

Jef: I’m not in contact with them enough. 

We’re currently trying to remedy that. We 

have a weekly e-mail that goes out with a 

schedule. Our project manager has a daily 

e-mail to certain clients. It’s often not initi-

ated; it may be answering questions or 

things like that. 

Jud: Does cash fl ow ever have anything 

to do with the project or the backlog of 

projects?

Jef: Yes, very much so! We’re always 

looking at that. We want to maintain a cer-

tain amount of projects in construction at 

one time. Right now we’re down to two. 

That became apparent to us about a month 

and a half ago, that we were falling behind, 

and we’ve quickly gotten two up; one start 

next week and the other starts two weeks 

later. We’re in a particularly busy time right 

now because twice a year there’s a large 

remodeling home tour in Ann Arbor and my 

own personal house is on the tour this year. 

I’ve been spending a lot of time with it. My 

general manager was actually able to pick 

up on this; we’re falling behind on this and 

need to get these projects up and out. 

Jud: Jacob, does cash fl ow make a dif-

ference when you’re trying to shift these 

projects around?

Jacob: It does, somewhat. But it can 

only impact cash fl ow so much when you’re 

looking at a job over the course of over 3-6 

months to get in construction and trying to 

bring that in.  PR

>> For the rest of the discussion 

and more Best Practices, visit 

www.ProRemodeler.com/bestpractices

“ Having a tight budget is probably the 
most destructive thing to the process.”

best practicesRemodelers’ Exchange
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best practices

MORE THAN TWO YEARS AGO I wrote 

about what I have determined are the six 

key attitudes to success in any area of life, 

especially business. The key attitudes are 

hard work, discipline, diligence, applying 

best practices, striving for excellence and 

faith. These are all still valid, critical and 

essential to being successful.  

Since writing about the key attitudes, 

I discovered one key attitude I took for 

granted, which is a missing piece for 

many people. The seventh key attitude 

to success is having a passion for what 

you do and accomplishing it passionately! 

This doesn’t mean you have to go around 

hyped up all the time; rather, you should 

maintain a certain intensity, drive and 

urgency about your day’s activities.

How do you know you have passion? 

It is recognized and, typically, others will 

notice this attitude in you. They will say 

things like, “Boy you really like what you 

do,” “You sure are committed,” “You get 

a lot done in a day,” or “I appreciate your 

positive attitude and willingness to go the 

extra mile.”

While at Christmas dinner in 2005, I 

spoke with my brother-in-law about a new 

technology business he started for ranch-

ers with game management programs. He 

was passionate about the new endeavor, 

which was a natural fi t for him because he 

loves the outdoors and hunting. This was 

the fi rst time I had seen him so excited 

about a business venture. My sister (his 

wife), who is chairwoman and CEO of a 

large national conglomerate of compa-

nies, reinforced my observation. 

While talking with my brother-in-law 

recently, I observed he still has the pas-

sion for his new business. Not only is his 

business growing, but he is enjoying the 

process. So, is his entrepreneurial under-

taking without all the ups and downs of 

growing a new business? No, it is not, but 

it’s better because it matches one of his 

passions in life. 

For me, my passion in 

business is helping to touch, 

change and transform other 

people’s lives for the better 

by providing an opportunity 

to achieve stronger profi t 

margins and a better quality 

of life. 

It’s a lot of work. It takes 

discipline to do everything; 

diligence not to give up; 

seeking and applying best business 

practices; striving to do everything with 

excellence; and having faith it can be 

done. But without a passion and a pur-

pose behind that passion, it would be 

just a job.

This not only applies to us as business 

owners but to our staff as well. If you have 

employees who aren’t passionate in their 

current position, then help them see how 

they could be or help them fi nd a different 

position where they can be passionate in 

your company or elsewhere, if needed. In 

the end, you and your employee will both 

be happier and you will have the right 

people on your bus in the right seat.

Like my brother-in-law, I believe we are all 

uniquely gifted to work in a specifi c fi eld or 

job type, or with a purpose that can apply to 

many different types of businesses.

If we can fi nd and accept our area of 

giftedness (without worrying 

about comparing ourselves 

to others) and if we can be 

secure in where we are, 

then we will fi nd freedom, 

energy and excitement to 

consistently do our jobs well. 

However, the opposite is 

true as well. I once, early in 

my career, sold fl oor clean-

ing equipment and had no 

passion for this. It was drudgery. I hated it 

and could barely get myself out of bed to 

go to work. I needed to make a change and 

eventually did. 

Don’t settle. Choose to live passion-

ately and encourage those around you to 

do the same.  PR

Doug Dwyer is president and chief 

stewarding offi cer of DreamMaker Bath & 

Kitchen by Worldwide, one of the nation’s 

largest remodeling franchises. He can be 

reached at doug.dwyer@dwyergroup.com.

“ The seventh key attitude to 
success is having a passion for 
what you do and accomplishing 
it passionately.”

AN OVERLOOKED 
KEY TO SUCCESS

>> For more Best Practices, visit 

www.ProRemodeler.com/bestpractices

Doug Dwyer 

Contributing Editor

The seventh key attitude goes beyond enjoying what you do

Leadership
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LLEARNING TO LET GO CAN BE ONE OF THE MOST DIFFICULT 

things for any business owner to do. Sometimes it needs to hap-

pen so a business can grow, sometimes so a company can outlive 

an owners retirement, or sometimes so an owner can explore 

other interests.

That’s how things started out for remodeler Danny Lipford 

when he started a small cable access television show in Mobile, 

Ala., nearly 20 years ago. Since then that side interest has grown 

into “Today’s Homeowner,” a nationally syndicated weekly home 

improvement show airing in more than 150 cities.

When Lipford started the show in 1988, it was a live call-in 

show he used as an effective way to market his remodeling fi rm, 

Lipford Construction. It did just that, with business tripling in 
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PHASING OUT OF 
ONE REMODELING 
ARENA ALLOWED 
DANNY LIPFORD 
TO FIND SUCCESS 
IN ANOTHER

By Jonathan Sweet, Senior Editor

Growing by 
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Letting Go
the fi rst two years the shows broadcast, Lipford says. Because 

of the popularity of the show, by 1997 it eventually grew to about 

25 markets in the Southeast. 

“I always intended it to just be a marketing tool, but then it 

became something important on its own,” he says.

Things really started to change in 1998 when the owners of 

Today’s Homeowner magazine asked to partner with him on a 

national show. Within six months of its June 1998 launch, the 

show broadcast in more than 100 markets. Lipford even began 

appearing as a regular guest on CBS’ morning show and The 

Weather Channel. But in 2001 things took an unexpected turn. 

That’s when the Times Mirror magazine group was sold to AOL 

Time Warner, which was also acquiring the This Old House 

Danny Lipford’s on-camera duties (above) 
take him across the country to cover proj-
ects and trade shows for “Today’s Home-
owner,” but he knows that Lipford Construc-
tion is in good hands when he’s away from 
his Mobile, Ala., headquarters. 
A strong management team (left) is impor-
tant for an owner looking to spend less time 
in his business. The Lipford team is (from 
left to right): General Manager and Estima-
tor, Bob Caron; President, Danny Lipford; 
Production Manager, Wiley Bullock; and 
Offi ce Manager, Barbara Johnson.
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brand. They didn’t need Lipford’s show anymore.

Rather than fold up shop, though, Lipford decided to make the 

risky move of going out on his own, putting his own resources 

behind the show. He licensed the “Today’s Homeowner” name 

and now has a staff of 15 people dedicated solely to the program. 

With Lipford’s new responsibilities, the show became a full-time 

job, so if he wanted to keep Lipford Construction going, he had 

to be willing to let somebody else run the company.

“I had to take a major step back if this was going to work,” he says.

MAKING THE TRANSITION
Three people now handle the day-to-day responsibilities of the 

company: General Manager/Estimator Bob Caron, Production 

Manager Wiley Bullock and Offi ce Manager Barbara Johnson. 

Danny Lipford not only manages his own weekly show, he also writes and produces all the content for his segments on The Weather Channel, along 
with video shorts on his Web site. He is also scheduled to make more than 20 appearances on CBS’ “The Early Show” and will be producing a DVD 
series later this year.

“I always intended it to just be a marketing 
tool, but then it became something important 
on its own,” Lipford says.
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Before deciding to launch the new show, Lipford had several 

talks with the three to make sure they were up to the job. 

“I told them I needed a commitment from them to stay here and 

work together to keep this company running,” he says. “They made 

the commitment, and they’ve really stepped forward in a big way.”

In fact, the company had its best year in 2006, with revenues top-

ping $2 million, a success Lipford credits to the management team.

The key to the successful transition was the training Lipford 

gave the staff for years to take on more responsibility. So although 

they were adding new duties, they were not unprepared.

“Our ability to make the change started several years earlier,” 

he says. “I’m a big believer in seminars and conferences, so I’d 

been sending Bob and Wiley to every single one they could go to.”

At the time, both were production managers, and Lipford 

was handling the estimating. As Caron took on more estimating 

responsibilities, he attended more seminars on topics such as 

markup and margins, which led to more company success.

“Honestly, he brought in better markups and more profi table 

jobs than I did,” Lipford says. “He wasn’t afraid to charge what 
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Kitchen projects are the most popular projects for Lipford Construction. 
Danny Lipford’s television appearances have improved the company’s 
profi le resulting in more high-end projects than before.

  Before
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we needed to charge, where I, as an owner, had been a little 

afraid to do that.”

Like many owners, Lipford had a hard time letting go.

“I think there’s a bit of paranoia there where I thought if I wasn’t 

there selling the job, I wasn’t going to get the work,” he says.

The transition was diffi cult at fi rst, Caron says.

“I think it was pretty tough for him to let go in the beginning,” he 

says. “It took us a year, maybe even longer, for him to be comfort-

able that we were working the way he wanted us to. We understood 

that, because the bottom line is it’s his name on the sign.”

Lipford adjusted and now the company is thriving. Much of 

that continued success is due to the systems Lipford put into 

place years ago, Caron says.

“Danny laid a pretty good foundation for everybody,” he says. 

“He set the standards for us so we know exactly what he expects.”

DELEGATING RESPONSIBILITIES
While Lipford is still the sole owner of the business, the manage-

ment team handles most of the major decisions. He receives 

 weekly printed updates of where the company stands and has 

short meetings with the team when it’s necessary. They have an 

annual planning meeting, and four times a year the team meets 

for several hours to check in on the business plan and how the 

company is reaching its goals for the year. Lipford also attends 

the three or four companywide meetings every year, although 

he lets the management team run them.

Lipford’s celebrity status occasionally has its own conse-

quences; sometimes clients are disappointed he won’t be doing 

their projects.

The company usually handles those concerns by explain-

ing that Lipford is still involved in the business, but that the 

management team runs the day-to-day operations. If necessary, 

Lipford will become involved in the occasional project, such as a 

$900,000 remodel and addition — the largest in company history 

— that the company did last year. In that case, Lipford met the 

homeowners and talked to them about the project but left the 

bulk of the work to the management team.

PLATFORM FOR SUCCESS
The most important part of being able to transition out of the daily 

responsibilities is having the right people in place, Lipford says.

“If I had not been fortunate enough to fi nd these three 

industrious employees, the transition would have been a lot 

harder,” he says.

Keeping an eye out for talent is important for any owner who 

wants to someday take a smaller role in his company. Owners 

need to constantly look for people who can someday run the 

company — even if that someday is years away — because mak-

ing a successful transition is a long-term project that takes care-

ful planning and training, Lipford says.

“The reason this worked is that we’d been moving in that 

direction for years and they were ready to take on the load when 

I needed them to,” he says.

As for the future, Lipford is confi dent that both Lipford Con-

struction and “Today’s Homeowner” can continue to grow; more 

projects for the company, a series of DVDs and a possible book 

deal are all part of the plan.

“With the people we have in place now, I think both compa-

nies are only going to be more successful,” he says.  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions
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KEEPING HIS DAYJOB

W
ith his success in television, it would have been 
understandable if Danny Lipford had given up 
his remodeling business Lipford Construction. 
But he says he never seriously considered it 

as his ratings grew.
“TV is a fickle business, and I’ve always figured I wanted 

this to fall back on if things didn’t work out,” he says.
The fact he runs a remodeling company also gives him 

credibility with his audience, he says.
“My experience is probably the biggest key to my 

success,” he says. “Consumers are educated. They know 
when somebody knows what they’re talking about. My 
credibility has helped me tremendously to build and main-
tain the show.”

He also didn’t want to let down the employees who had 
invested so much time and energy in building the company.

“I think they were worried I was just going to shut it 
down,” he says. “With the team we have in place, I knew 
we didn’t need to do that, and they really stepped up and 
proved me right.”

“The reason this worked is that we’d been moving in 
that direction for years and they were ready to take on 
the load when I needed them to,” says Lipford.
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By Jonathan Sweet, Senior Editor

AFTER RECORD REMODELING LEVELS for the last few 

years, 2007 and 2008 are predicted to be fl at or down slightly. 

Although conditions vary from market to market, competition 

is getting stiffer in a lot of places.

Every market, even a down one, has its opportunities, 

though. Here are fi ve ways remodelers are successfully 

taking advantage of a down market. 

IMPROVE YOUR LABOR FORCE
One advantage of a slower market is that many companies 

have to let people go. That means there may be some more 

talented people available that you couldn’t have hired a 

year ago. Even if the remodeling market is great in your 

market, the new-construction slowdown has probably 

resulted in plenty of good employees being laid off.
ILLUSTRATIONS BY ROBERT NEUBECKER
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Jason Levinson, president of Maryland Heritage Custom Build-

ers in Frederick, Md., has added three good employees in recent 

months that he says he probably couldn’t have hired if the new-

construction market was better.

“There are a lot of good people out there that would probably 

be doing something else if not for the slowdown,” he says.

If a company relies on trade contractors for most of its labor, 

there’s opportunity there as well.

“We use a lot of subs, and before this, I couldn’t get a trade 

contractor to call me back,” he says. “They like the regular busi-

ness of production building, but now they’re becoming available 

to spot builders and remodelers.”

GO SMALL
Most economists divide the remodeling market into two seg-

ments: improvements, and maintenance and repairs. Although 

improvements usually fl uctuate depending on the market, main-

tenance projects are a solid market that continues to grow. While 

someone may put off a new kitchen, small projects are less likely 

to be ignored.

Handyman divisions can be an opportunity in any market, 

but if the rest of your business 

is slow it can be a good 

source of steady income. 

4V Construction Corp., a 

design/build fi rm in New 

Rochelle, N.Y., started a 

handyman division last 

year and now has three 

full-time employees dedi-

cated to it.

“We’ve turned it into a 

profi t center on its own,” 

says company President 

Anthony Cuccini-

ello. “We don’t get rich off of it, but the branding is key for us.”

The average job is $250 to $300 for the division, but it can 

often lead to bigger work. Earlier this year, 4V signed a $250,000 

addition that started as a $700 door repair, Cucciniello says.

4V charges an hourly fee, plus a 15 percent markup on mate-

rials. Previous customers are billed for the service, but new 

customers have to pay at the time of the visit. The division also 

gives 4V an opportunity to serve past customers in a way it 

wasn’t able to before. In the past, the company tried to service 

them when they had a small repair, but that usually meant pull-

ing a lead carpenter off a job and possibly 

disrupting other projects.

“The reality is if we were doing remodel-

ing and trying to do handyman work, we 

were losing money,” Cucciniello says.

… OR GO BIG
On the other hand, aiming for the 

very top of the market can be 

a successful strategy as well. 

Four years ago, HP Builders 

in West Chester, Pa., made the 

decision to focus on “luxury 

remodels.” Since then, the 

company’s average job size has 

increased from $25,000 to more 

than $400,000. Company President 

Terry Keenan describes the new tar-

get market as “high net-worth people 

that expect the best.”

These are the type of clients who are 

less likely to be affected by the fl uctuation 

of the market but, because home sales are 

down, are more likely to remodel than buy 

a new home, Keenan says.

“The market that we’re in, it 

doesn’t matter what the econ-

omy is doing,” he says. “That 

was absolutely part of the deci-

sion. We didn’t want to get caught in the ups-and-downs 

of a middle market.”

Focusing on the high-end market requires an 

increased emphasis on customer service. It’s necessary 

to be very fl exible with time, because the clients are 

more likely to be busy working long hours. Protecting 

the house is important, too, because many of these 

homes are like “museums,” Keenan says.

HP has stopped advertising, and the company’s 
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most important marketing piece is 

a catalog mailed to homes valued 

over $1 million. It is also distrib-

uted to other providers of luxury 

services, such as high-end home 

theater installers.

PARTNER WITH REAL-
ESTATE AGENTS
With home sales down, many 

real-estate agents are looking 

for additional ways to improve 

business. Remodelers can 

offer their assistance 

in improving homes 

both before and after 

the sale. Homes on 

the market can offer 

a good opportunity 

for handyman services, and 

recently purchased homes 

are good targets for larger 

improvements.

Tim Frost, president 

of Peregrine Contracting 

in South Burlington, Vt., works with two local real-estate 

agents. He advises remodelers to seek agents that sell the 

types of home they typically remodel. 

“You need to show them that there is some sort of ben-

efi t of associating with you,” he says. “It’s very important 

to be highly professional and let them know you do quality 

work.”

Frost remodeled the home of one of the agents he works 

with. He formed his partnership with another by taking her to 

some of his best projects to show the company’s work. When he 

gets a project from one of their referrals, Frost is quick to thank 

the agents with a gift certifi cate or dinner at a nice restaurant.

“Let them know you value their help and 

work to keep in constant touch,” he says.

INVEST IN PROPERTY
Another way to keep a steady source of 

income is to purchase rental properties. 

Remodelers have an advantage over many 

landlords in that they can buy and 

improve — and then maintain — 

properties for less than someone not 

in the business.

The Basement Guys in Reynoldsburg, Ohio, owns 19 prop-

erties (35 total units) around the Columbus area. 

“The real-estate market in Ohio is really down now, so it’s 

the time to buy,” says company President Luke Secrest. 

Secrest targets properties that are in need of repair, partic-

ularly foundation work, which the company specializes in. 

“We look for properties that other people are afraid 

of,” he says.

Once the remodeling is done, the company 

turns management over to a local property man-

agement company. The Basement Guys handles 

all the regular maintenance but don’t have to 

worry about the day-to-day dealings with renters. 

That’s a step Secrest recommends other remodelers 

take.

“People need to realize where they make their 

money,” he says. “Trying to manage the renters your-

self is more trouble than it’s worth.”

Once you buy a few properties, it gets easier to fi nd 

more, Secrest says.

“You run across a number of deals once you 

start buying,” he says. “Neighbors start calling 

you, banks start calling you. Once people hear 

you’re in the market, there are always people 

willing to sell.”  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions
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THIS SPEC REMODEL WAS 
AS MUCH ABOUT MARKETING 
AS IT WAS ABOUT PROFIT
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metic improvements in the bathrooms and kitchen. Although 

that probably would have resulted in a more profi table project, 

once the design team got into the home it saw an opportunity to 

really showcase its work, Ettel says.

“We took it a lot further than we needed to,” he says. “We 

wanted to inspire other homeowners and show them what 

they could do. It was more about that than trying to make more 

money on it.”

That also expanded the timeline of the project, as what had 

originally been planned for a few months stretched into more 

than a year. Ettel suspects the project probably could have been 

completed in 10 months if fi eld crews had not been pulled to 

work on other jobs at times.

The fi nal project ended up adding only a few hundred square 

feet to the home but looks like a much bigger transformation. 

That effect was accomplished mainly through raising the roof and 

converting the attic space into two bedrooms, a bathroom and a 

sitting room that overlooks the ocean across the street. The plan 

originally called for just the bedrooms and the bath, but once con-

struction started, the fi eld crew told the design team it thought 

there was room to take advantage of the ocean view.

“That’s when we decided to add the ‘eyebrow’ to give us a 

little more room and allow for the arched segment-head win-

dow,” Ettel says.

The new addition was sided with James Hardie fi ber cement, 

and VB painted the existing brick on the fi rst fl oor to match. 

While that alone would have been enough to drastically improve 

the look of the home, the VB team made several other changes to 

improve its curb appeal.

The team added a circular drive that leads back to the base-

ment-level garage behind the house. The home sits on a hill, so 

the front yard sloped down to the street. VB changed that with a 

terraced lawn and stone retaining wall to provide a more attrac-

tive approach to the home. 

“We hadn’t planned on doing it, but it allowed us to do a lot 

more with the landscaping,” Ettel says. “Otherwise, we would 
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PRODUCTS LIST
Appliances: GE, Jenn-Air  Doors: Masonite, Therma-Tru  Faucets: Delta, Kohler  Siding: James 

Hardie  Windows: Simonton  

WHEN THE OWNERS OF VB HOMES saw this Virginia Beach 

home, they knew they had a project that would allow them to 

showcase their work.

“It needed an updated look, but it was in a great neighborhood 

of expensive homes close to the beach,” says company President 

Chris Ettel.

The simple brick ranch home had been owned for many years 

by an elderly person who had not invested much in the house. 

The building appeared to be structurally sound, and home values 

in the neighborhood could support a major renovation, Ettel says.

VB undertakes one or two spec remodels a year. When choos-

ing a home for a spec remodel, VB’s management team considers 

two major factors: if it will fi t into their schedule of other work 

and if it offers a good marketing opportunity. In this case, the 

home fi t both requirements.

“We knew we could make a pretty dramatic transformation, 

which is great for marketing,” Ettel says. “It was an opportunity 

to show what we could do in this neighborhood.”

GROWING SCOPE
Originally, VB was planning the remodel to be smaller in scale, 

with some exterior work to upgrade the curb appeal and cos-

By Jonathan Sweet

  Before

One of the major goals of the remodel was to drastically improve the 
curb appeal of the home, which was accomplished with a large front 
porch, a new color scheme and extensive landscaping.
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have just had a rolling hill down to the road.”

Finally, they added on a large front porch to once again take 

advantage of the ocean view.

“It makes the house a little more inviting and really gives you 

that sense of neighborhood,” Ettel says.

Inside, the company also made signifi cant upgrades. The exist-

ing home had three bedrooms on the fi rst fl oor. The team kept the 

bedroom in the front of the home with its own bath intact, but 

converted the two back bedrooms into a large master suite, elimi-

nating one bedroom and adding a bathroom. VB made the change 

with the idea of appealing to older homeowners who would want 

their living space on the fi rst fl oor, although it turned out that a 

younger family with children ended up buying the home.

The kitchen was also upgraded with new appliances and fi n-

ishes and redesigned to improve the fl ow by opening it up to the 

dining room and new family room. The family room was added 

where the enclosed porch had previously been and now features 

vaulted ceilings and a new masonry fi replace. Tearing down the 

porch was not part of the original plan but became necessary 

when VB discovered it was not structurally sound.

One of the more signifi cant changes was the moving of the stair-

case. The original home featured a hidden staircase right inside the 

front door that went up to the attic space. VB moved the staircase 

to the back of the home, facing the kitchen, which created extra 

space in the front hall that the company used to build a new half 

bath on the fi rst fl oor. Throughout the home, VB improved the 

energy effi ciency by adding insulation and replacing the windows.

The company also added a laundry room in the basement with 

the garage, as well as added a pump and new drainage to the 

basement to address previous fl ooding problems. In retrospect, 

that’s the one part of the project Ettel would have done differently.

“In hindsight, we should have just enclosed the basement and 

not used that space, and instead added an attached garage at 

THE FINANCIALS

N
ormally VB Homes would have 
a margin at about 38 percent, 
but this project was about 
more than making money.

“There’s a marketing opportunity out 
of this that we take into account as 
well,” says company President Chris 
Ettel. “Because of that, the margins 
were a little tighter than they normally 
would have been.”

Technically, the Virginia Beach, 

Va.-based company was only the 
remodeler of the home, not the 
owner. VB’s owners have a separate 
partnership that acts as the developer 
when they purchase homes to remodel 
or build spec homes. So in this case, 
that partnership paid $500,000 to 
VB, then sold the home for $1 million, 
resulting in a $50,000 profit above and 
beyond the $100,000 profit VB made 
on the remodeling.  

Estimated remodeling cost $375,000

Final remodeling cost $400,000

Price charged for project $500,000

Gross profit $100,000

Budgeted gross profit margin 25%

Actual gross profit margin 20%

Original purchase price $450,000

Final sale price $1 million

Budget History

The new family room featured a handcrafted masonry fi replace and 
vaulted ceilings. It was built on the site of the enclosed porch, which 
had to be torn down when structural problems were discovered.

PROJECT SPOTL IGHT

PROJECT TIMELINE
 Date Stage of Project

Dec. 15, 2004  Project start

April 15, 2005  Framing 

May 15, 2005  HVAC/electric/plumbing rough-ins

June 15, 2005  Insulation and wallboard

July 15, 2005  Interior trim

August 15, 2005  Cabinetry

Sept.  15, 2005  Painting

Oct. 15, 2005  Flooring

Nov. 15, 2005  HVAC/electric/plumbing finals

Dec. 15, 2005  Final painting, finishing of hardwood floors

Jan. 5, 2006  Project completion
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a higher grade,” he says. “It’s been a constant challenge to keep 

that garage dry, even with everything we did. There’s a reason 

you don’t see a lot of basements out here.”

FOCUS ON DESIGN
The project was a success for the company from both a market-

ing and a profi t standpoint, Ettel says. The home sold in about 

two months and has also helped land other work in the area. It 

also gave VB a chance to stretch and see just what it could do 

from a design and con-

struction standpoint.

“This is an example of 

the perfect design/build 

collaboration,” Ettel says.

The company is put-

ting an increased focus 

on design lately, with the 

addition of architects to 

the staff and a change in 

name from VB Contractors 

to emphasize it is not “just 

contractors.”

“Design/build gets 

thrown around so much now that we’re focusing on marketing 

ourselves as ‘architecture/build’ just to show how important the 

architecture is to us,” Ettel says.  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions
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COMPANY SNAPSHOT

After

2ND FLOOR

COMPANY SNAPSHOT
VB Homes
Owners: Chancey Walker, Chris Ettel, 
Rick Stageberg and Todd Savage
Location: Virginia Beach, Va.
2006 volume: $4.5 million 
Projected 2007 volume: $4 million
Web site: www.vbhomesliving.com
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The kitchen and bathrooms were gutted and rebuilt to replace the dated 
fi nishes with more contemporary styles. The kitchen was also opened 
up to improve the fl ow between it and adjoining rooms. 
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SYMPHONY 
OF STYLE

Portfolio
INTERIOR

A showhome creates an 
enviable master suite with 
appointments that hit all the high notes
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RICK BAINBRIDGE JR. COULD SEE the 

potential in this four-square-style home 

when he bought it in 2005. A bad 1950s 

remodel and a duplex conversion had 

robbed the home, which was built in 1913, 

of its original charm. 

“Overall, the house had good bones. It 

just needed work, mostly because it wasn’t 

laid out well,” the company CEO says. 

Bainbridge made the focus of the Char-

lotte, N.C., home the master suite and was 

MASTER SUITE ADDITION
REMODELER AND ARCHITECT: The 
Bainbridge Crew, Charlotte, N.C.
PROJECT LOCATION: Charlotte, N.C.
AGE OF HOME: 94 years
SCOPE OF WORK: Two-story addition, with the 
focus on the master suite

Soft textures from cashmere throws, window 
sheers and silk accents help balance the rustic 
headboard with the fi replace surrounds. The 
chandelier adds grandeur and plays well off of 
the room’s subdued color palette.
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PRODUCTS LIST
Faucets, Fixtures & Sinks: Kohler  Paints & Stains: 
Sherwin-Williams  Millwork & Molding: Flex Trim  Vanities:  
Wellborn  Windows: Pella
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adamant through each plan revision the 

area remain a crown jewel. “We focused on 

the master suite because, while it was the 

most expensive area to redo, I felt it would 

be recouped,” Bainbridge says.

Many master suites in the region tend to 

fall on the fi rst fl oor, but he wasn’t confi dent 

a fi rst-fl oor location would give the suite 

the impact it needed. The team decided to 

position the suite directly off the staircase 

landing on the second fl oor. 

“Creating the landing off of the staircase 

with the arched opening and the risers 

going up made it look really good,” Bain-

bridge says.

A
n additional staircase to the master suite 

helps set it apart from the other rooms 

on the second floor and make the space 

even more luxurious. The Bainbridge Crew team 

was lucky to have extra space in the staircase, the 

closets and dressing room in the existing home to 

use for an 8-foot hallway off of the second floor 

landing. “Adding those five risers and the double 

doors really do a lot without losing a lot,” he says. 

“The access in the turnaround prevented us from 

losing one of the bedrooms, and we didn’t have to 

cut into those walls.”

Stepping It Up

INTERIOR

BEFORE

The two-story addition includes a family room on the fi rst fl oor and transformed the second fl oor bedrooms into a master suite with nine-foot ceilings, 
hardwood fl ooring, wood-burning fi replace and his and hers walk-in closets.
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The new master bedroom has touches that 

speak to both fashion and function, including 

a masonry fi replace and a washer and dryer 

in the new 10- by 10-foot walk-in closet.

The designer of the bathroom, Audrey 

L. Gammon, ASID, of Gammon Residential 

Design, says she organized the room to 

create symmetry and harmony. To make the 

space warm and soothing, she used bronze 

accents on the honed and fi lled limestone 

fl oor; dark mahogany furniture; and nickel 

plumbing fi xtures. 

“The furniture pieces become cabine-

try and are reminiscent of a modernized 

European bathroom,” she says. “All of the 

elements aided in creating a level of fi nish 

that made a new spa space with old-world 

accents.”

Prior to starting the project, Bainbridge 

convinced the president and conductor 

of the local symphony to use the home as 

the showcase in the Symphony Guild ASID 

Designer House, a fundraiser used by 

symphonies nationwide.

The resulting 1,000 square feet suite was 

such a draw that it sold very shortly after 

the fundraiser. 

“I think the products had a lot to do with 

how successful this project was,” Bain-

bridge says. “Though they’re new, they still 

characterize the spirit of the home and help 

the interior of the addition blend with the 

existing home.”  PR

– Meghan Haynes

MASTER CLOSET

MASTER 
BEDROOM

MASTER 
BATH

BATH

BEDROOM

BEDROOM

AfterBefore

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

INTERIOR

BATH

LANDING

DRESSING 
AREA

The bathroom has small elements — such as a glass tile border around the shower and the lime-
stone border detail around the tub — that add spatial defi nition to each of its areas. The detailed 
tile arc and the tub also accentuates the tub curvatures and draws attention to the fact the tub is 
centered under the window.
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Now PRO FINISH QUIKRETE® products are available exclusively at Lowe’s. Made for 
the pros, each features a new formula for superior workability and strength. You’ll 
appreciate their extended board life for longer working time and creamy texture for 
easy troweling. Plus synthetic fi bers and air-entraining agents reduce shrinkage 
cracking and improve durability in freeze/thaw cycles. For the store nearest you, 
visit lowes.com or call 1-800-993-4416.

For professional products, 
see the professionals.

For Free info go to http://pr.ims.ca/5346-18
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EXTERIOR

GARAGE & PORTICO ADDITION
REMODELER: Plath & Co., San Rafael, Calif.
ARCHITECT: ED2 International, 
San Francisco
PROJECT LOCATION: San Francisco
AGE OF HOME: 111 years
SCOPE OF WORK: A garage/deck addition to a 
landmark home; remodeling an adjacent cottage 
and connecting it to the main home

PUTTING AN ADDITION on a San 

Francisco home often imposes immediate 

challenges, given the elevations and rises 

that are characteristic of the terrain. Other 

challenges made this project particularly 

unique: its historic registry listing (the 

home was built in 1895); a fragile sand-

stone veneer that could not be duplicated 

yet had to be echoed in the addition’s 

cladding and towers rising four stories 

above the building site. Thoughtful and 

CONCRETE 
RESOLVE

PRODUCTS LIST
Doors & Windows: Andersen  Garage Door: City Overhead  

Adding planter boxes to the new patio 
creates a streetscape fi nish similar to the 
previous look.

A garage addition to a 
historic mansion drives 
home the need for 
sound structure and 
solid foundations

prx0706port_ext_ID   44prx0706port_ext_ID   44 5/22/2007   11:27:10 AM5/22/2007   11:27:10 AM



JUNE 2007 www.ProRemodeler.com PROFESSIONAL REMODELER 45

PH
OT

OS
 B

Y 
BI

LL
 B

AL
LA

S,
 P

LA
TH

 &
 C

O.

BEFORE

prx0706port_ext_ID   45prx0706port_ext_ID   45 5/22/2007   11:27:35 AM5/22/2007   11:27:35 AM



 46  PROFESSIONAL REMODELER  www.ProRemodeler.com  JUNE 2007

solutionsPortfolio

thorough solutions became the hallmark of 

the project’s success.

The multigenerational family that lived in 

this mansion needed a garage to accom-

modate its vehicles, and the family wanted 

a backyard for congregating and enter-

taining. It also wanted to upgrade a small 

but deteriorating and slightly dilapidated 

cottage just adjacent to the main home to 

have a more pronounced relationship and 

traffi c fl ow between the two buildings, cre-

ating more living space. The homeowners 

approached Plath & Co. to do the addition 

because the company had done three jobs 

for the family since it bought the home in 

the early 1990s. One seismic job brought 

the home up-to-date with current unrein-

forced masonry building (UMB) standards.

“This was an original building, a San 

Francisco landmark, a 19th century, close 

to 15,000 square foot brick mansion. And 

it’s clad in sandstone, so you live under a 

lot of eyeballs keeping you on the straight 

and narrow,” says Plath & Co. President 

Steve Plath, about the necessity to bal-

ance the standards of the historic registry 

board, zoning restrictions and building code 

requirements with the homeowners’ needs 

and wants. “In fi nishing the street side of 

the garage, it was important that we didn’t 

duplicate the main home. Even though it’s a 

historic property, architecturally you had to 

be able to delineate the new from the old — 

but it had to be a comfortable transition.” 

After an intense and lengthy six-month 

excavation (which lowered the backyard 

by 12 to 15 feet to street-level), the proj-

ect got a big break when an exploratory 

pit revealed that the foundation of the 

main home was deeper than needed and 

required no underpinning. But tiebacks — 

in this case, about 20 — would be neces-

sary to ensure the more than 100-year-old 

foundation would accommodate download-

ing from the addition and would not rotate 

and be susceptible to side-to-side shifting, 

a real concern in “earthquake country,” 

Plath says.

Once the foundation was fortifi ed and the 

cottage and portico were properly shored, 

the 45- by 54-square-foot addition was 

built. It features a heated 10-car garage and 

EXTERIOR

Many of the trees and foliage, including two large palm trees from the original backyard that now 
fl ank the garage door, had to be preserved. 
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T H E  P O W E R  O F  Y E L L O W.SM

It takes yellow to make green. Pella’s commitment to environmental stewardship and energy efficiency will 

make your customers feel good about using Pella® windows and doors. So you’ll grow your business. Learn more 

about how The Power Of Yellow can help you branch out to the green market.

Call 866-829-9047  or visit pella.com/pro.

© 2007 Pella Corporation For Free info go to http://pr.ims.ca/5346-19
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patio deck, and the addition was clad in 

stucco that matched the color, shape and 

texture of the original sandstone. Four 11-

ton concrete beams carry all of the loads 

for the deck.

A concrete basement was added to the 

wooden cottage. The cottage was then 

connected to the main house to allow inte-

rior access from the garage, which called 

for a cut in the almost 2-feet-thick struc-

tural, load-bearing rear wall just left of the 

existing portico, creating the 16-foot-wide, 

full height connecting span. The wall was 

reinforced with steel beams.

The total remodeled and addition space 

amounts to 5,000 square feet and took 

approximately 11⁄2 years to complete.  PR

— Meghan Haynes

ADDITION

SINGLE-
STORY 

COTTAGEPATIO

RESIDENCE

CONCRETE WALK

WOOD-
FRAMED 
BUILDING

AfterBefore

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

EXTERIOR

Using removable stone pavers as the patio fl oor allows easy access to the mechanical controls and 
systems that regulate the garage and deck. The pavers also expedite water drainage onto the roof 
and roof membrane just below. The pavers sit on adjustable plastic posts that range from 6 to 18 
inches tall.

I
n a project like this, support is the end-all, 

be-all to a successful project, even more so 

than in other projects because of the age of 

the structures and the attention to preservation. 

Shoring the cottage took special expertise, 

says Plath & Co. President Steve Plath as the 

structure was very vulnerable. “We had to 

support this auxiliary structure the whole time, 

and it was in terrible condition — the roof had 

failed and the floor framing had rotted,” he says. 

While building the porch, the crew dug pits 

around the porch and filled them with concrete 

for structural support.

Plath pins this project’s success on his 

highly skilled and thorough subcontractor. “The 

construction techniques required for this work are 

more typical of large commercial projects rather 

than residential, and Sunshine Construction and 

Jack Barcewski did a fabulous job,” Plath adds. 

“He was the one who did all that really, really 

tricky work.”

Support Systems
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Use CertainTeed products on your remodeling jobs
and there’s no limit to where your Building Solutions®

Rebate Program rewards can take you. 
800-233-8990   building-solutions.com

Some reward programs 
take you further than others.

E X T E R I O R : R O O F I N G  •  S I D I N G  •  W I N D O W S  •  F E N C E  •  D E C K I N G  •  R A I L I N G  •  M I L LW O R K  •  F O U N D AT I O N S  •  P I P E
I N T E R I O R : I N S U L A T I O N  •  W A L L S  •  C E I L I N G S

For Free info go to http://pr.ims.ca/5346-20
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Hopefully you know by now that KOMA is the most durable trim preferred 
by builders and contractors. Because unlike wood, KOMA is weatherproof,  
impervious to rot, and resistant to insect damage.  Now we’re the cleanest 
too, because our trim is now available in a protective wrap for spotless 
installation every time. 
 Ask your dealer about wrapped KOMA. 
 For more information about KOMA Trim Products and to fi nd a dealer 
near you, visit our website.  

 KOMA is a trademark of Kommerling USA, Inc.              3402 Stanwood Boulevard • Huntsville,  AL 35811

 www.komatrimboards.com   
1.800.330.2239

We‘ve got you covered like no one else! 

Now Available 
Wrapped

For Free info go to http://pr.ims.ca/5346-21
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Technologies to help install 
a home’s basics

SPEED THAT 
REMODEL

SPEED YOUR NEXT REMODEL with six 

proven technologies from the PATH Con-

cept Home that result in faster installation 

of plumbing, fl oors, switches and egress 

systems. Some of these technologies will 

also enhance the beauty and environmental 

performance of your project and may cost 

less to install.  

Air Admittance Valves (AAVs)
“The number one benefi t of an AAV for 

remodelers is that they don’t have to break 

out walls or ceilings or stairwells to run vent 

pipes through to the roof,” says Jack Beus-

chel, president of Studor, a manufacturer of 

AAVs. “This is especially useful in homes 

with historical value.” 

Even for a remodel in a non-historic home, 

AAVs make sense. “Installing a bathroom or 

wet bar in the basement or running a vent 

from the bathroom is time consuming and 

can be complicated,” says Beuschel. “But 

with AAVs, you don’t have to run another 

vent — just tie into the building drain.” 

Remember: fewer roof penetrations equals 

less chance of developing a leaky roof.

In older homes, the vent pipes may be 

deteriorated anyway, but with an AAV, you 

just cap off the old vent and move the fi x-

tures wherever you want. This saves time, 

labor and material costs and gives you 

the freedom of design and layout without 

having to fi nd a way to vent fi xtures in new 

locations — without damaging the interior 

of the home.

Check that the product is code compli-

ant in your area. If not, many jurisdictions 

will allow the product as an alternative. 

PEX Piping and Plumbing Manifolds
“Remodelers that have used a PEX system 

before, especially in a large home, love it 

because they don’t have to destroy the 

house to do the piping,” says Marissa 

Chandley, marketing director of Viega, which 

makes Vanguard Piping Systems. “You don’t 

have to tear the walls out, don’t have to 

worry about fi re hazard, don’t have to solder 

or glue. PEX also lends itself to working in 

very tight spaces, compared to a rigid sys-

tem, where the fi ttings don’t move.” 

PEX won’t corrode or develop pinhole 

leaks; inhibits mineral build up; and, above 

all, is fl exible, bending where a rigid system 

would require a solder or glue joint. PEX pip-

ing is quieter than metal pipes. There’s also 

less lost heat, which saves customers energy. 

If you need to redo all plumbing, also 

consider using a plumbing manifold, which 

acts much like a circuit breaker box for 

each fi xture. The hallmark of this system is 

the ability to turn off the water to any one 

fi xture during repair without affecting water 

use elsewhere in the home. 

A manifold can speed the remodel 

because you have the fewest possible fi t-

Air admittance valves allow remodelers 
to add a vent without breaking through 
walls or ceilings to run pipes to the roof.  

By Susan Conbere

PATH Partners

A plumbing manifold is useful if you’re redoing 
all the plumbing. Installation is fast because 
you use the fewest possible fi ttings. 
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tings: one at the manifold and one at each 

fi xture. “Installation is faster, and if you 

make any mistakes, they won’t be behind 

the wall where they’re hard to reach,” says 

Chandley. She advises against using a 

manifold if you can’t install it close to the 

water heater because the hot water will 

have farther to travel, meaning energy lost.

Considering both labor and materials, 

manifolds together with PEX can be less 

costly to install than rigid pipe plumbing sys-

tems. Cost of the manifold varies depending 

on the number of ports, whether they include 

gate valves, and the materials they include. 

Window Well Egress System
Your client calls for a basement remodel 

and wants to add a bedroom. But there’s 

no legal egress.

You can start digging a really big hole for 

expensive new stairs and a new doorway, 

or you can install an egress well to make 

your job easier. 

“If the customer has a livable space for a 

bedroom in the basement, you must have 

two escapes other than the stairs to the 

fi rst fl oor to meet code,” says Brad Brown, 

president of Tapco, which manufacturers 

Wellcraft Egress Window Wells.  

The well can be as big or small as 

needed and comes with a built-in ladder. To 

install, dig a hole and use a saw to enlarge 

the existing basement window, usually by 

maintaining the existing width but mak-

ing it taller so you don’t have to replace 

the header. Frame it, bolt the new window 

well to the foundation, and backfi ll with 

pea stone or gravel for better drainage. The 

whole process takes a day or two. And you 

can put a window well anywhere there’s an 

existing window. Grade is not a concern 

because the unit can be stacked as high or 

as low as you need it.

A cover is recommended to keep chil-

dren and animals from falling in. Advise 

your clients to keep it clean because it can 

become too heavy to lift if it’s covered with 

snow or wet leaves. 

Modular Carpet 
Modular carpet tiles stick not to the fl oor 

but to each other, so the carpet can be 

picked up one tile at a time or moved as a 

unit. Each tile can be a different color, 

pattern or texture. 

Customers will enjoy designing their 

fi rst carpet, and when they tire of the old 

design, they can rearrange the tiles or order 

a few new tiles for a new look and feel. You 

also don’t have to throw out the whole car-

pet if one piece goes bad.

Remodelers love the speed because 

they can place the carpeting right on top 

of old linoleum, vinyl, concrete, or anything 

else unsightly without having to pull up the 

existing fl ooring. 

Measure the area, order the tiles, and 

slap it down. Cut with a carpet knife to 

install. There are no adhesives or nails. 

A nifty tool from carpet manufacturer 

Flor allows remodelers to design the car-

pet online. Flor also sponsors a return and 

recycle program. When clients are done 

with the carpet, they can ship it back to the 

company at no cost to be recycled.  
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Adding a window well egress system is faster than digging a big hole for new stairs and a new 
doorway and allows natural light into an otherwise dark area.

 Speed Aesthetics Greener than the  Cheaper to Install
    conventional than the conventional 
   alternative  alternative 

Air admittance valves  • •  •

PEX piping and plumbing manifolds  •  • • (sometimes)

Window well egress system • •  •

Modular carpet  • • •

Wireless switches •   • 

Project management software •

Built for more than just speed

solutionsConstruct
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Introducing Gold Coat,™ the next generation of structural connectors.
At USP, we’ve created the future of corrosion resistance, and changed the course of 

deck building. Gold Coat’s exclusive organic polymer coating takes G90 galvanization 

and wraps it in a blanket of serious protection. The result is a structural connector 

that is twice as effective in preventing corrosion when compared to conventional 

galvanized connectors*. Compare Gold Coat to galvanized: the differences are

glaring. Galvanized connectors draw a lot of attention to themselves. Not Gold Coat. 

Gold Coat’s tinted, low-luster fi nish blends in with wood and puts the focus right 

where it belongs; on the beauty of a well-built deck. Corrosion protection has never 

looked this good... it’s golden.

THE FUTURE OF DECK BUILDING IS RESTINGTHE FUTURE OF DECK BUILDING IS RESTING 
FIRMLY ON THE CONNECTOR OF THE FUTUREFIRMLY ON THE CONNECTOR OF THE FUTURE

Structural grade 
steel base material

Thermally bonded 
zinc galvanization

Gold Coat™ organic 
polymer barrier

©2007 USP Structural Connectors

Visit www.uspconnectors.com/GoldCoat
or call 800-328-5934

Gold Coat takes structural connectors 2X further:

*Based upon results of accelerated corrosion testing. See www.uspconnectors.com for detailed test results.
For Free info go to http://pr.ims.ca/5346-22
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Flor says its product goes down well on 

just about anything, indoors or outdoors, 

except unfi nished waxed fl oors, unsealed 

concrete fl oors and carpet. An antimicro-

bial intercept between the backing and the 

fi bers prevents the growth of mold, so it 

can be used in bathrooms and basements 

as well. 

Wireless Switches
Add a switch wherever you like without 

doing any wiring, demolition, patching or 

repainting and without disturbing any exist-

ing asbestos or lead paint. All you have to 

do is bring electricity to the point where the 

appliance is located. A receiver in a light 

box or outlet picks up a radio signal as 

much as 150 feet away. The switch oper-

ates with a batteryless remote. 

In renovation and remodeling projects, 

PulseSwitch Systems, maker of Lightning 

Switch wireless transmitters, claims savings 

of hundreds to thousands of dollars per 

switch because it avoids demolition and 

repair costs.

You can program a 3-, 4-, or even a 30-

way switch with one receiver. Some manu-

facturers offer dimmers.

Project Management Software
If you’re still charting your remodel with 

pencil, paper or Excel, consider yourself 

behind the times. Project managers from all 

kinds of businesses are turning to schedul-

ing software that helps them organize, 

track, and manage their project details. 

Project management software helps the 

remodeler communicate better with suppli-

ers, contractors, and customers. The tool 

allows you to view the whole project on a 

timeline, which can be printed either as a 

Gantt chart or a regular monthly calendar 

that shows everyone their roles—and their 

relationships with each other. Change one 

component of the project and all related 

components will update automatically. Now 

it’s easy to show that if supplier A fails to 

deliver on time, it affects the timeline for 

everyone else. 

“It’s a way to organize your project and 

make sure there’s accountability for each of 

the subcontractors,” says Dennis Bilowus, 

president of AEC Software, which produces 

the FastTrack Schedule program. “It also 

makes the customer aware of their respon-

sibilities, building in lead time for selection 

of materials. Clients can see that if they 

haven’t made their kitchen countertop 

selections, the painter will be affected 

because he can’t do the painting.” 

Ryan Kish of AEC Software claims that 

remodelers are fi nding the software useful 

not just for project management, but for 

bidding on new jobs as well. 

“A lot of our customers are showing rough 

outlines of projects to a client when they 

make a proposal, says Kish.” We are hearing 

this makes a really big difference for win-

ning new business because it validates that 

the fi rm is strategic in its approach. Some 

remodelers are even using it to develop their 

long-term business plans.” 

FastTrack Schedule comes with about 

30 templates that can be customized. One 

of these is a kitchen remodeling schedule, 

which can be modifi ed for almost any type 

of project.  PR

U
sing some of the most advanced ideas in the housing industry, PATH has just completed construction 

of its first Concept Home in Omaha, Neb. PATH hopes this will be the first of many Concept Homes built 

faster with less waste and more durable, environmentally friendly materials than traditional stick-built 

homes. Concept Home building technologies and techniques offer lessons for builders and remodelers on how 

to cut building and energy costs; increase durability and reduce maintenance; allow greater flexibility in home 

design for different stages of life; and reduce the impact of the home on the environment. Plans for the home 

are available for free online. Learn more at www.pathnet.org/concepthome.

Concept Home Just Completed

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

solutionsConstruct

Modular carpet can be placed on top of many old surfaces without having to pull up the existing 
fl ooring. The tiles stick to each other and not the fl oor and can be moved as a unit.
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2007
Y o u  c o u l d  b e  t h e . . .

Is your remodeling company 
the picture of success?

Your company could be named the Professional 
Remodeler  2007 Remodeler of the Year, if it

• Excels in all aspects of residential remodeling 
• Innovates in operational areas including: 
 – design
 – management
 – building practices
 – marketing

• Recruits and retains the best and 
 brightest personnel

• Upholds the highest reputation in the 
 market served

– community relations
– customer satisfaction
– productivity
– profitability

To nominate your company, or any remodeling company 
you think deserves to be named Professional Remodeler 
2007 Remodeler of the Year, go to: 

www.ProRemodeler.com/ROY 
QUESTIONS? Contact PR Editor-in-Chief Michael Morris at 
michael.morris@reedbusiness.com or 630.288.8057. 

nominate...

NOMINATIONS MUST BE RECEIVED BY AUGUST 24, 2007

The Professional Remodeler 
2007 Remodeler of the Year 
will be honored at a 
special celebration at the 
2007 Remodeling Show™, 
October 10-12, in Las 
Vegas, and featured in the 
December 2007 issue of 
Professional Remodeler.  

Larry Weinberg, CEO 
and Josh Baker, President 
BOWA Builders, Inc.

PR 2006 
Remodeler of the Year 

BOWA Builders, Inc.
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A division of

www.BuyerZone.com

Where Smart Businesses Buy and Sell

Buyers & Sellers:
Meet Your Match

BuyerZone is the leading online marketplace for business purchasing.

Millions of buyers use BuyerZone’s free Request for Quotes service 

to quickly get multiple bids from top vendors who can meet their needs. 

Sellers get connected to prospective new customers 

with near-term buying plans. It’s a win-win situation – 

resulting in billions of dollars in purchasing transactions each year.

Try BuyerZone now. It’s the smart move for your business!

Visit www.BuyerZone.com/construction 
or call 1.800.601.5224

BuyerZone’s Request for Quotes
service is available for more than
125 purchase categories, including:

• Construction Equipment       
• Construction Software     
• Office Equipment & Furniture  
• Trailers & Containers  
• HR & Benefits     
• Air Compressors       
• Equipment Leasing    
• Security Systems 
• Marketing Services    
• Telecommunications     

…and more      
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SYMMONS
The latest addition to Sym-

mons’ Elements bathroom fi x-

ture line is the Carrington Suite, 

which includes a bathroom fau-

cet, showerhead, tub/shower 

valve and roman tub faucet. 

Finishes include polished 

chrome, Radiance satin nickel 

or Radiance polished brass 

fi nish. The faucet has a 2.2 gal-

lon-per-minute fl ow rate with 

ceramic control components, 

aerator, lever handles, lift-rod 

and pop-up drain assembly.

For FREE information, visit 

http://pr.ims.ca/5346-126

CRYSTAL 
CABINETRY

The Lyptus-Masculus 

cabinet line from Crystal 

Cabinetry is made from 

the company’s Black-

stone stain on Lyptus 

wood. The cabinet doors 

have perforated metal 

insert panels and a quiet-

close base. The framed 

upper cabinets have 

brushed iron laminate 

interiors. 

For FREE information, 

visit http://pr.ims.

ca/5346-127

HANSGROHE
The minimalist Euroaktiv series 

from Hansgrohe includes three 

different faucets: Metris, Talis and 

Focus. The Metris has a lavatory 

mixer as well as tub confi gurations. 

The Talis has a spout that points its 

water stream in a perfect 45-degree 

angle into the sink and the Focus 

features a smaller handle.

For FREE information, visit 

http://pr.ims.ca/5346-125

Product Preview

KOHLER
Expanding on its DTV thermostatic control line, Kohler’s 

DTV II offers chromatherapy and a fully personalized 

steam component, with music as a new feature. The unit’s 

media module can either stream music or Internet radio 

from a PC or be directly connected to an MP3 docking 

station wirelessly or through a network connection.

For FREE information, visit http://pr.ims.ca/5346-127

K/BIS PRODUCTS
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Product Preview

GINGER
Forged from solid brass and hand fi nished, the 

Columnar shower fi ttings from Ginger include 

shower columns, pressure-balanced systems, 

hand showers (shown), pivoting shower heads 

and ceiling-mounted rainfall showerheads 

with a 9½-inch projection and pivoting body 

sprays. Hand showers feature a button on the 

handle to lock in temperature settings and can 

be fi nished in chrome, oil-rubbed bronze, satin 

nickel and polished nickel.

For FREE information, visit 

http://pr.ims.ca/5346-129

XYLEM
Part of a complete powder 

room collection, the Essence 

Vanity from Xylem features a 

large lower shelf and optional 

round or square green-tinted 

glass or grey marble vessels. 

Finishes include walnut or 

striped zebra wood. A 24- or 

20-inch version is available and 

a 20-inch mirror is offered.

For FREE information, visit 

http://pr.ims.ca/5346-131

CAPITAL COOKING
Featuring a motorized rotisserie system built into the oven cell, Capi-

tal Cooking’s Precision Series also sports 19,000 BTU burners and 

the company’s Flex-Roll roller racks. The Power Flow burner system, 

according to the company, is cleaner and more effi cient than past 

models. Model sizes include 30, 36, 48 and 60 inches. 

For FREE information, visit http://pr.ims.ca/5346-128

K/BIS PRODUCTS

AMERICAN STANDARD
Playing to what the company calls an upcoming trend and 

bridging the gap between oil-rubbed bronze and wrought iron, 

American Standard’s Blackened Bronze fi nish has dark, warm 

colors that are less glossy than the company’s other offerings. 

The fi nish is available on most of the company’s faucets.

For FREE information, visit http://pr.ims.ca/5346-130
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THERMADOR
The HD Series dishwashers from 

Thermador include the HD94, which 

features a sensor touch control panel 

and only creates 44 decibels of noise 

during operation. The series also 

includes the HD64 and HD43, both of 

which are available as fully integrated 

models for custom panels or in stain-

less steel versions.

For FREE information, visit 

http://pr.ims.ca/5346-134

GAGGENAU
The BO 250 and BO 280 24-inch and 

30-inch ovens from Gaggenau features 

a minimalist design with clear black text 

on a backlit LCD control panel on the 

oven’s all-glass door. The side-opening 

door opens a full 180 degrees, and the 

oven cavity is covered in easy-to-clean 

blue enamel. The interiors have fl at cav-

ity side walls for more cooking space. 

Eighteen heating modes and optional 

accessories are available.

For FREE information, visit 

http://pr.ims.ca/5346-132

NUHEAT
The Harmony Thermostat for radiant 

fl ooring and other applications from 

Nuheat comes in 110- or 220-volt ver-

sions. The Energy Star-rated controller 

has a backlit display and buttons with 

programmable temperature settings. 

The unit is fl ush mounted and can be 

mounted behind any double-gang deco-

rative faceplate.

For FREE information, visit 

http://pr.ims.ca/5346-133

innovations Product Preview
K/BIS PRODUCTS

With USG’s new Sheetrock® brand 

Dust Control Joint Compound,

dust falls straight to the floor.

There’s no cloud. Less mess.

And a fast, easy cleanup.

Learn more at www.downwithdust.com.

Down

with

dust.

For Free info go to http://pr.ims.ca/5346-24
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Interior Products
COUNTERTOPS

COVERINGS ETC
Made from 100 percent recycled glass 

with no added resins, Bio Glass from 

Coverings Etc are made in white and 

light green; dark green, brown and blue 

colors will be available later in the year. 

The slabs allow light sources to shine 

through. Natural fi nish slabs come 110 

by 40 by 3⁄4 inches, and polished versions 

are slightly smaller. 

For FREE information, visit 

http://pr.ims.ca/5346-137

LG
The LG Eden countertops were 

developed using at least 12 percent 

pre-consumer recycled materials. 

The countertops are available in six 

natural colors: cocoa, honeysuckle, 

ivy (shown), jasmine, juniper and lem-

ongrass. The Eden line is non-porous, 

anti-microbial and stain-resistant and 

backed by a 15-year warranty. LG 

Eden is certifi ed for its recycled 

content by Scientifi c Certifi cation 

Systems (SCS).

For FREE information, visit 

http://pr.ims.ca/5346-135

SYNDECRETE/ELDORADO STONE
Featuring 13 trademarked colors and 12 

aggregates, Syndecrete’s countertops are 

composed of natural minerals, recycled 

materials and concrete. At half the weight of 

ordinary concrete, the slabs are shipped in 

8-feet by 30-inch slabs that are 2½-inches 

thick and weigh 360 pounds. Customized 

edge details can be ordered.

For FREE information, visit 

http://pr.ims.ca/5346-136

A Concrete 
Opportunity
Concrete is one of the fastest grow-

ing material choices for countertops as 

homeowners continue to look for unique 

ways to upgrade their kitchens.

“When people remodel, they’re also 

upgrading and customizing,” says Jeff 

Girard, president of the Concrete Coun-

tertop Institute. “A concrete countertop 

is the most customized countertop you 

can build.”

Concrete countertops can be shaped, 

colored, stamped, embedded with mate-

rials and modifi ed in a variety of ways. 

Concrete countertops can either be pre-

cast (built in a shop off-site) or cast in 

place (poured on-site). To properly build 

a concrete countertop takes practice and 

training, so remodelers thinking of offer-

ing this service need to consider taking 

classes to learn the intricacies of coun-

tertop construction. Even someone with 

extensive experience in concrete fl atwork 

might need training.

“There are a lot of misunderstand-

ings about how concrete countertops 

are constructed,” Girard says. “These are 

more like structural beams than slabs 

on ground because of the engineering 

involved.”

CCI offers classes in both precast and 

cast-in-place countertops, with a full 

schedule available at www.concrete-

countertopinstitute.com. Other sources 

for training include the Decorative 

Concrete Institute (www.decorativecon-

creteinstitute.com), as well as several 

manufacturers that offer training with 

their products. 

If remodelers are only installing one 

or two countertops, they might be better 

off hiring a specialist rather than going 

to the expense of training, Girard says. 

The Concrete Network (www.concrete-

network.com) is a good source for fi nding 

decorative concrete professionals.
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TOTALLY BAMBOO
Touted as 16-percent harder than maple, the 

Totally Bamboo countertops are made of solid 

bamboo in 1½- or 2-inch planks for kitchen coun-

tertops or islands. The line is constructed with the 

company’s Multilam cross-band, which resists 

warping. Grain patterns include caramelized fl at 

grain, vertical grain and natural parquet end grain. 

Planks arrive unfi nished and sanded to 180-grit.

For FREE information, visit 

http://pr.ims.ca/5346-141

CRAFT-ART
The Antique Heart Pine countertop by 

Craft-Art is derived from reclaimed wood. 

According to the company, the custom 

wood countertop has a yellow-brown 

straw color with reddish brown accent 

rings. A quarter-sawn technique creates a 

vertical tight-grain wood texture. Tops are 

available in plank and edge-grain style 

using full-length boards, or end-grain 

style for a checkerboard-type pattern. 

The company will also use other non-

endangered domestic and exotic species 

upon request.

For FREE information, visit 

http://pr.ims.ca/5346-138

ULTRAGLAS
Made for both horizontal and vertical surfaces, UltraGlas can be made into 

small tiles to slabs, clad walls and fl ooring. The company claims the surfaces 

are non-porous, sanitary and low-maintenance. Size, shape, thickness, color, 

edge treatment, texture, design, fi nish and hardware accommodations may 

all be specifi ed. Custom sizes may be created to coordinate with other site-

specifi c elements.

For FREE information, visit http://pr.ims.ca/5346-140

SWANSTONE
The Everyday Plus Countertops by Swanstone are constructed as a 

single piece with seamless front and side edges. According to Swan-

stone, this limited construction also reduces fabrication costs. The line 

is made in standard sizes, and custom fabrication is also available. 

The company also offers drop-in and undermount solid surface sinks 

to correspond with the countertops. A 10-year warranty is provided.

For FREE information, visit http://pr.ims.ca/5346-139

Interior Products
COUNTERTOPS
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AMARR GARAGE DOORS
Inspired by popular entry door window designs, 

six window designs by Amarr Garage Doors will be 

featured in the company’s DecraGlass line: allegro 

(shown), harvest, heartland, metro, tempo and 

Wichita. The garage door windows are all available 

in both short and long panel styles. A variety of fi n-

ishes and colors are available.

For FREE information, visit 

http://pr.ims.ca/5346-144

SIMPSON
The latest Prairie French by 

Simpson Door Co. includes 

eight colors and multiple 

wood species in insulated or 

single glazing. Sizes include 

13⁄8- and 13⁄4-inch thick-

nesses and can be specifi ed 

in widths ranging from 21⁄2- 

to 3½-feet and in heights of 

62⁄3, 7 and 8 feet.

For FREE information, visit 

http://pr.ims.ca/5346-145

WAYNE DALTON
Featuring steel construction and a two-coat, baked-on 

polyester paint fi nish, the 9700 series garage doors from 

Wayne Dalton come in six styles with decorative hardware 

and trim options available. The doors also have a pinch-

resistant design to protect fi ngers and also feature the 

company’s idrive computer-driven door opener.

For FREE information, visit http://pr.ims.ca/5346-143
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GARAGA
The North Hatley by Garaga is a carriage house 

door style with durable polyurethane-insulated 

sectional doors. The door thickness is 1¾-inch 

and carries an insulation factor of R-16. Multiple 

heights and widths can be accommodated, along 

with window and hardware upgrades.

For FREE information, visit 

http://pr.ims.ca/5346-142

Exterior Products
DOORS
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MIRAGE SCREEN SYSTEMS
The Retractable Screens from 

Mirage Screen Systems can be 

made to fi t most doors or windows, 

including in-swing or out-swing 

designs; patio doors; entrance 

doors; and French double doors. 

Door heights up to 110 inches and 

door or window widths up to 55 

inches are available. A solar-pow-

ered design (shown) is also offered.

For FREE information, visit 

http://pr.ims.ca/5346-148

JELD-WEN
Although they have been around for 

400 years, Dutch doors are making a 

comeback, according to Jeld-Wen. The 

company’s IWP Dutch Doors feature 

a fi berglass construction that mimics 

species such as mahogany, walnut, 

oak, hemlock, poplar, hickory, maple, 

pine, alder, cherry and fi r. Shelves can 

be added to any door style.

For FREE information, visit 

http://pr.ims.ca/5346-147

KOLBE & KOLBE 
MILLWORK CO.
Able to be specifi ed as aluminum or 

wood interiors and exteriors — or as a 

combination of both — the Lift & Slide 

Doors by Kolbe & Kolbe Millwork Co. 

can be in pocketed or nested confi gu-

rations. Nine standard factory fi nishes 

and a variety of wood species and 

accommodations for supplier-sourced 

woods are available.

For FREE information, visit 

http://pr.ims.ca/5346-149

L.E. JOHNSON PRODUCTS
The Multi-Pass Sliding Door Hard-

ware from L.E. Johnson Products is, 

according to the fi rm, a multi-panel 

door in the wall that requires little 

space. It is confi gured for three-

door applications with three tracks 

or for multi-pass sliding door sys-

tems with individual track lengths 

and different parts. The hardware 

requires a 2-foot-wide, 10-foot-long 

wall space to house the doors.

For FREE information, visit 

http://pr.ims.ca/5346-146
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For FREE info go to http://pr.ims.ca/5346-200

For FREE info go to http://proremodeler.ims.ca

For FREE info go to http://pr.ims.ca/5346-202

For FREE info go to http://pr.ims.ca/5346-201

For FREE info go to http://pr.ims.ca/5346-203

DECORATIVE WOOD CARVINGS

ARCHITECTURAL PRODUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales) • Fax 1-800-835-4403

www.outwater.com
New Jersey  •  Arizona  •  Canada

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

BY OUTWATER

prx070601_outw.indd   1 5/22/2007   8:21:44 AM

Product and Literature Digest
Advertisement
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For FREE info go to http://pr.ims.ca/5346-205

For FREE info go to http://pr.ims.ca/5346-204

Product and Literature Digest
Advertisement

COMMERCIAL
CASEWORK

CabParts produces easily assembled,

frameless, modular cabinet boxes, 

custom-sized casework, drawer boxes,

adjustable shelves, slab-type doors and

drawer fronts plus a modular, wall-hung 

closet/storage/organizer system. Service

nationwide has been provided since 1987.

The CabParts product line is specifically

suited for use by Cabinet and Millwork

Shops, General and Remodeling

Contractors, Building Maintenance

Departments, Design/Build Firms,

Architects and Project Managers.

Outsourcing your casework requirements

from CabParts means:

• increased profitability
• higher productivity
• better cost control
• consistent quality

RESIDENTIAL
CASEWORK

Your Case Work Made Easy

www.cabparts.com

Confirmat Joinery Dowel Joinery

When properly assembled & installed
CabParts meets or exceeds AWI custom grade

For the full story on CabParts
or to download a FREE digital catalog

please visit our website 
www.cabparts.com

or give us a call at 970.241.7682

Noble Niches 
and Curbs
    Waterproof,
    lightweight & 

”tile ready“.
    Install in 
    minutes.

PRO-SLOPE™
A  preformed composite that creates the 
code required slope. Easy to install.

Clamping
Ring Drain
With square or 
round strainers. 

Chloraloy®

Premium
shower pan 
liner.  Made 
from CPE.
Stays flexible.

NobleSeal® TS
Thin-set waterproofing
for shower walls, floors, 
drying areas, etc.

Positive Weep
Protector™
Keeps weepholes clear.

Pre-formed
Shower Dam
Corner

800-878-5788
www.noblecompany.com

Clamping
Ring Drain

Pre-formed
Shower Dam
Corner

Chloraloy®

Untitled-1   1 2/15/2007   3:57:12 PM
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Fill , bond, and laminate
AZEK ®Trimboards !

Construction Products Group

1-800-933-8266
www.trimbonder.com

TrimBonder
Bonding System

TM

▼ Fills nail holes, joints, and gaps
quickly and permanently

▼ Bonds/laminates AZEK® Trimboards,
metal, wood, and PVC

▼ Non-yellowing,sandable,paintable
▼ Easytouse, fitsstandardcaulkinggun

Available through your local 
AZEK®Trimboards dealer

AZEK is a registered trademark of  Vycom Corporation.
Devcon and TrimBonder are registered trademarks of Illinois Tool Works.

©2006  ITW Devcon.   All rights reserved.

Marketplace

For FREE info go to http://pr.ims.ca/5346-206

Product and Literature Digest
Advertisement

For FREE info go to http://pr.ims.ca/5346-207

Glass Rail Accents
Designing a beautiful deck has never 
been easier than with Maine Ornamen-
tal’s Tiffany-style Glass Rail Accents. 
These striking glass accents turn any 
outdoor project into a work of art. The 
Glass Rail Accents are easily mounted 
between wood or composite balusters 
and are available in a rectangular size 
of 3.5” x 31”. Glass Rail Accents are 
available in Tiffany-style Sunfl ower, 
California Grape, and Mission. Match-
ing Tiffany-style post caps are also 
available.
www.postcaps.com/prj
Ph: 866.910.9096

pbx070601_ufpi.indd 1 5/4/2007 9:49:16 AM

Weyerhaeuser ChoiceDek® Products 
Weyerhaeuser ChoiceDek® products 
are ideal for decks, dock surfaces, 
boardwalks, access ramps and 
walkways.  Made from a patented 
process that encapsulates recycled 
wood fiber in recycled polyethylene, 
the unique composition of ChoiceDek® 
products makes them easy to maintain.  
Boards are available in 12’, 16’, and 20’ 
lengths in 5/4” X 6” profiles.
www.choicedek.com
(800) 951-5117
Weyerhaeuser

For FREE info go to http://pr.ims.ca/5346-208

PLACE 
YOUR AD 

HERE AND 
HELP YOUR 
BUSINESS 

GROW!!

SHELLEY PEREZ
CONTACT:

PH: 630-288-8022
FAX: 630-288-8145

• Industry news
• Recent articles and archives
• Special forums and webcasts
• Blogs & video
• Plans & projects
• Cost estimators
• Industry research & data
• Online buyers guide
• Job searches
• Product information
• E-newsletter subscriptions
• Events & awards

LOOKING FOR MORE IN-DEPTH
INFORMATION??

VISIT HOUSINGZONE.COM TODAY!

SE
AR

CH
 F

OR
:

THE LATEST NEWS & INDUSTRY
RESEARCH, AS WELL AS,

THE HOTTEST NEW PRODUCTS...
CLICK ONTO HOUSINGZONE.COM

”YOUR SOURCE FOR PROFESSIONAL SOLUTIONS”

prx070401_lit.indd   4 3/20/2007   2:16:20 PM
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N
ineteen years ago, 
when Sun Design 
Remodeling was 
started, I would not 
have been able to 

answer any questions about 
our company culture. As we 
have grown to more than 50 
employees and have seen 
double-digit growth year after 
year, a strong, positive culture 
is what we have strived to 
achieve and has made us 
who and what we are today.

Why focus on culture? For 
us, focusing on culture has 
enabled us to attract great 
employees, clients and ven-
dors who share our values 
and embrace our vision. We 
found that the best thing 
about focusing on culture is 
that you get to decide what 
type of company you develop 
and/or work for. A positive cul-
ture can lead to a company 
that is purpose-driven, fun, 
effi cient, energetic and clean 
— a place where quality work 
is achieved and where hon-
esty is highly regarded. 

A negative culture can lead 
to high turnover rates of 
employees, high error rates, 
unorganized processes, 
decreased profi tability and a 
lack of customer focus. For 
us, a positive culture was the 
only option.

Culture is the foundation 
of any company. Ask your-
self, what is your culture 
now? What are your compa-
ny’s predominant attitudes 
and behaviors? Is there a dif-
ference in what they are now 
and what you would like 
them to be? Some compa-
nies don’t have far to go to 
get to a positive culture; oth-
ers may have a long way. 

At Sun Design, we have 
been working on obtaining 
and retaining a positive cul-
ture for years. When we had 
approximately 25 employ-
ees, we created a shared 
vision for the organization. 
We developed guiding princi-
ples that consisted of the 
actions that we had to take 
to achieve our shared vision. 

Both the shared vision and 
the guiding principles were 
brainstormed as a team 
exercise determining what 
type of company we wanted 
to work for. The teamwork 
exercise created the initial 
buy-in. Recently, we created 
our BHAG (Big Hairy Auda-
cious Goal) for our employ-
ees to see where we were 
planning to be 15-18 years in 
the future. The BHAG cre-
ated both excitement and 
commitment from the entire 
team, as the future looks 

strong and everyone felt part 
of a company that saw them 
as part of the growth.

We determined very early it 
was crucial to build and 
maintain trust in our organiza-
tion so that we could have 
any conversation — even a 
diffi cult one. We created four 
targets to empower our 
employees to make decisions 
by: our core values, what we 
are passionate about, what 
we are best in the world at, 
and our fi nancial target. We 
have also created a board of 
advisors from the department 
heads and recognized indi-
viduals in our organization. 
They are responsible for cre-
ating our strategic plan and 
holding each other (including 
the owners) accountable to 
achieve it. 

You can’t change a com-
pany culture overnight. For 
us, it has taken several years. 
I suggest you visualize the 
culture you want, create a 
plan, communicate it to every-
one and live it. Keep in mind 
that if people in your organiza-
tion are misaligned with your 
new culture, they will probably 
leave. Be prepared, have a 
plan ready to replace them 
and stay on track. The fi nal 
outcome — a positive culture 
— will be worth it.  PR
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Editorial Advisory Board

BUILDING CULTURE WHILE YOU BUILD YOUR COMPANY

Birth Date: April 25, 1970

Company: Sun Design 

Remodeling Specialists

Location: Burke, Va.

Industry Involvement: NARI 

Metro DC Board Member and 

Education Chair

Favorite Business Book: “Good 

to Great: Why Some Companies 

Make the Leap and Others Don’t” 

by Jim Collins

Best Advice I’ve Received: “You 

can’t change anyone except 

yourself.”

If I Weren’t a Remodeler… 

I’d be unemployed  

Hobby: Mountain Biking

Favorite Drink: Fat Tire Amber Ale

Favorite Vacation Destination: 

Mexico

Best Memory from Childhood: 

White-water rafting the Snake 

River in Wyoming

What I Wanted to Be When I 

Grew Up: A weatherman

Craig S. Durosko
Advisory Board Columnist
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888.270.0750  |  www.latitudesdeck.com/pru

Little fastener.
Big difference.
The Latitudes Equator™ hidden fastener delivers automatic, consistent 

alignment of deck boards for beautiful results and big-time savings.

Y-shaped “gap wings” let boards expand and contract to prevent lifting.

This unique fastener is engineered to work together with Latitudes Equator 

slotted composite decking to yield a blemish-free surface. And in terms 

of satisfied customers, that’s enormous.

Hockey Legend
Bobby Orr

For Free info go to http://pr.ims.ca/5346-26
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Our Tru-Defense entry and patio door systems 
with impact-rated protection are engineered to 
keep out wind, rain and flying debris in hurricane-
type conditions. And that’s a beautiful thing for you and your 
customers. Get more information at www.thermatru.com/trudefense.

Tru-Defense patio door systems also available with impact-rated glass.

Performance. Not Problems. 
Tru-Defense™ Door Systems.

Impact-Rated Solid Panel Doors
Steel Core Insert 
Patent-pending design earns 
ratings from DP-75 to DP-100.

New door bottom sweep 
Dual bulb and fin sweep 
maximize water resistance.

New multi-point locks 
Increase rigidity for enhanced 
integrity and security.

New corner seal pad 
Patent-pending design 
eliminates water penetration.

New impact-rated glass
Available with stylish profiled 
frames (patent-pending) or 
fl ush-glazed options.

New profiled sill 
Higher profile sill sits tighter to 
door bottom, preventing air 
and water infiltration.

Beauty Begins With
Inner Strength.
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