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Don't get too aftached.

After you finish your beautiful Weyerhaeuser ChoiceDek® project, it'll be tough saying
R —— goodbye to your masterpiece. You may never see that deck again, because when you build
c - with ChoiceDek decking there is less chance of callbacks and dissatisfied clients.
ChoiceDek

There are so many advantages from working with ChoiceDek decking, including the fact that

PREMIUM no pre-drilling is necessary, saving you a huge amount of installation fime. And your clients will
love the lifetime limited warranty, one of the best in the industry, allowing you fo leave the job
with peace of mind. Say some nice words to your charming ChoiceDek deck, because they
are probably the last ones it'll hear from you.
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WHAT WILL 2008 LOOK LIKE?

arvard University doesn’t
expect a nationwide down-
turn in remodeling in 2008.
But if you own a remodeling
company in the industrial
Midwest or another part of the country
where the local economy and hous-
ing industry has taken a turn for the
worse, that’s small consolation.

The fact is, many remodeling firms
have had a significant slowdown in
2007 business, and some of them are
concerned that 2008 won’t look much
better (see page 25).

Consider this e-mail | received last
week from a remodeler in Pennsylvania
who invested in growing his business
during the heyday that was the last
5-10 years. He’s now having to scale
back drastically just to make it through
the next year and beyond.

Dear Mike:

Business is slow for us. Volume is
down 40 percent over last year to date.
The difference is that the first half of
2006 was strong and the second half
slow. We’re hoping it will be the oppo-
site for 2007. Gross profit numbers
look good. Unfortunately we’re not
producing enough volume to carry the
large overhead we set up. With the
opening of our new showroom and
hiring of additional staff in the spring
of 2006 we were certainly projecting
our volume to be up, not down. We
slimmed the ranks with a long-term
layoff (goodbye) in late October and a
short-term layoff (3-4 weeks) in Feb-
ruary. We’re now looking at another
layoff of a production supervisor and
office/design support staff. Not the
most fun I’ve ever had.

New calls are steady, with most
folks gathering information and sitting
on it. Competition is stiffer because
everyone who gets laid off collects
unemployment and does side work for
wages. All of the subs who were doing
new construction are now remodelers.

www.ProRemodeler.com

Michael R. Morris

Editor in Chief

630/288-8057
michael.morris@reedbusiness.com

I’m optimistic but discouraged.
Hope all is well with you.

Kermit Baker, Senior Resarch Fel-
low with the Harvard Joint Center for
Housing Studies at Harvard University
and the Remodeling Futures Commit-
tee, points out that similar scenarios
are playing out in several markets
across the country. Hopefully yours is
not one of them.

“The reason we don’t expect a big
downturn (in remodeling) is that the
weakness is happening at a time when
the broader economy is relatively
strong,” Baker says. “We’re certainly
not in recession at least, No. 1. And
No. 2, when you have all this recent
run-up in home values and all this mas-
sive home equity, it’s giving homeown-
ers a buffer to stabilize any downturn.”

What does your local market look
like as we creep ever closer to 20087?
Is your number of qualified leads going
down? Is your average job size getting
smaller? Are you getting squeezed on
gross profit?

Take a look at these key areas of
your business before it’s too late to do
something about it. pr

PROFESSIONAL REMODELER
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THE NEW 08 SUPER DUTY:

A payload of up to 9,390 Ibs. Ford Clean Diesel Technology™ that churns out 325 hp and 600 Ib.-ft.
of torque.” The bold, new look of the '08 Super Duty.

commtruck.ford.com

*Properly equipped. **Available 6.4L Power Stroke® V8 Turho Diesel engine.
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best practices

Timesheets on the go

aper timesheets are

notoriously unreliable.

Many employees don’t
fill them out until the end of
the week, when it’s difficult
to remember what they were
doing on Monday. And even
then they may be more worried
about getting their hours than
being accurate.

AAA Services of Central
Florida wanted a more accurate
way to track the company’s
labor costs, so the company
now uses Field Force Manager,
a service offered by Verizon
through employees’ cell phones.
The features allows field employ-
ees of the Largo, Fla., company
to clock in and out on their

orking primarily on vacation homes
means Sawbucks Contracting deals
mostly with absentee owners.

The majority of the Ocean Grove, N.J., com-
pany’s clients live in north New Jersey or New
York City but still want to be kept up-to-date on
project progress. So using FastTrack Sched-
ule, a computer scheduling program, Saw-
bucks developed a process to keep the client
informed. At the preconstruction meeting where
the project transfers from the estimator to the
project manager, Sawbucks gives the client a
calendar that details the entire process, includ-
ing scheduled payments.

ONLINE POLL QUESTION
What is the most common way you

phones. AAA managers can
check the information on a
secure Field Force Manager
Web site and print out a weekly

report that tallies payroll, says
Vice President Doris Logar.

The system also incorporates
GPS technology, so managers
can see where employees are
at any time. They can also see
a 90-day history of movement,
so past activity can be checked
as well.

“We were worried the
employees were going to think
we were spying on them, but
we haven’t had anyone com-
plain about it at all,” Logar says.

AAA has been using the
system for about six months,
and the company has already
realized a savings in increased
efficiency and more accurate
job costing, Logar says.

“Clients are surprised that we’re so open
about the process,” says company co-owner
Susan Solebello. “They love it because they can
see just how the project is going to progress.”

Sawbucks developed the process about a year
ago by adapting the FastTrack software it was
using for its internal scheduling. The project man-
ager updates the calendar daily, and Sawbucks
e-mails updated calendars to clients every Friday
after the company’s weekly production meeting.

Sawbucks provides a paper copy for clients
who don’t use e-mail.

“They can look at it and communicate with us
if they see any problems,” Solebello says.

communicate with clients?

To participate in this month’s poll and view the results as they are tabulated,

visit www.ProRemodeler.com
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>> If you have a Trade
Secret you would like to
share, e-mail Senior Editor
Jonathan Sweet at jonathan.
sweet@reedbusiness.com.

Trade partners

aving the best trade con-
tractors is essential for
success for Winans Con-
struction, so the company does
everything it can to keep them
informed and educated.
“We want to work with those
people who want to be successful,

who realize this is a business,” says
Nina Winans, vice president of the
Oakland, Calif., design/build firm.

One of the ways Winans both
educates and rewards its trades is
through the annual Trade Contrac-
tor Alliance Breakfast. This year’s
theme is “The Client’s Perspective,”
with a presentation emphasizing
that, to clients, a project is not just
a job; it’s their home. The presenta-
tion is also translated into Spanish.
More than 30 trade contractors and
their staff attend the meeting.

The breakfast is also an oppor-
tunity to recognize trades with
awards, such as Best Proposal, Best
Attitude and Fewest Change Orders.
The awards are voted on throughout
the year by Winans staff.

PROFESSIONAL REMODELER

Trade Secrets
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HEALTHY
PARTNERSHIPS

Building a win-win relationship with distributors and manufacturers

Terry Skilling, Owner and CEO Pete Valentino, Owner

Rhino Builders Fisher Construction

Located in Kansas City, Kan., Rhino Builders has been in business since 1996 Fisher Construction in Fairfield, Calif., is a design/build that does start-to-finish
and a full-service remodeler since 1999. The firm has four lead carpenters; a remodeling. The company has been in business since 1988, with Pete taking
production manager; field superintendent; in-house designer with CAD and Chief ownership in 2005. The firm has six employees: three in the field; a certified
Architect; an office manager; and a salesperson. Volume for this year will be kitchen and bath interior designer; and an office manager. Volume is about
about $2.1 million with a job size averaging $25,000. $1.5- $1.6 million a year and will probably go up to $1.9 million this year.
www.rhinobuilders.com www.fisherdesignbuild.com
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Regardless of the size of
your company, everyone
benefits from healthy part-
nerships: owners, suppli-
ers and clients alike.

Jud: Pete, describe your partnerships,
just in general, that you have either with
your suppliers or manufacturers or who-
ever they may be.

Pete: We have two partnerships. One

is a local appliance store in town here.

We remodeled their business about seven
or eight years ago. We put some kitchen
displays in there and cabinet displays.
They put their appliances in there. We get
to showcase our cabinets and kitchen
designs. They let us put our pamphlets,
newsletter and brochures. It’s kind of a
win-win situation. They have nice looking
kitchens to showcase their appliances, and
we’re able to get leads from that. People
look at the cabinets and ask, “Oh, who put
this in?” Another partnership is a granite
company we work with. As we go along
and install granite countertops in our kitch-
ens, we’ll photograph them for our Web
site, which is for the marketing. We’ve got a
deal with the granite company where they’ll
pay for half of the professional fees of the
photographer. We give them the pictures.
Anything they use as marketing in our area,
they will mention our name. Those are
some of the ways we try to work with our
subcontractors and people in the area.
Jud: Terry, give me a review of some
partnerships that you have.

Terry: Jud, | wouldn’t say it’s compli-
cated, but we work with our suppliers and
trades closely on a lot of things. One way is
to create leads and another is for educa-
tion. Another way is to save costs, and to
be faithful to them. We’re really concerned
about service to our clients, so our part-
nerships are developed so that all of us are
on the same page as to how we’ll work with
our clients. They and our employees in the
field are really important. As an example,
my window distributor will measure all our
windows for us. This happens to be a com-
pany called Windsor, the manufacturer.

AUGUST 2007

Pacific Mutual Door is the distributor. We
use my rep, who we’ve developed a rela-
tionship with. He’ll actually come to the
house and do all our window measures for
us along with my lead carpenter. We make
sure that we have those right. At the same
time, because we have that relationship,
they take us to their factory once a year to
study and learn about their windows. That’s
also nice. We believe a lot in education. We
want to make sure we work with our distrib-
utors so that we educate. We do customer
appreciation nights at our distributors,
especially our appliance distributor. We’ll
set up a nice showroom and bring in a chef
or they will bring in a chef and we do din-
ners for our clients there. That’s kind of
nice. Since I'm so involved with NARI, I've
had to work with a lot of the distributors

on the manufacturer’s side
on lots of different programs.
I’ve worked with national
people like Owens Corning
and Pella and some of those
to do educational programs
for our NARI group here. I've
worked with Bosch and
some of those — SkillsUSA.
These are relationships we’ve
developed that, | think, over
the years are really going to
pay off. It helps the quality of
our work, it educates our people and gives

us good strong relationships throughout our
whole industry life. Does that make sense?
Jud: It absolutely does.

Terry: Ten years from now, | want to be
able to call up and have a strong relation-
ship with people. If | was in California and
wanted to talk to someone, say, about the
beautiful vanities that | see on Pete’s Web
site, | could call up Pete. He could say,
“Let’s go up and see this guy about these
vanities.” | might be able to get a better
vanity than anyone in Kansas City! Does
that make sense?

Jud: Yes! What you’re saying is your
partnerships are relationships more than
anything else to help you better service
the client. On the other hand, in servic-
ing the client, you also are getting an

www.ProRemodeler.com

Jud Motsenbocker
Contributing Editor

education from them to stay abreast of
what’s going on. In your particular case,
you’re even using some of your suppliers
to enhance the look of you to your client
in the way of appreciation nights and that
type of thing. It totally makes sense to me.
Terry: They invest in our brochures. We
just did a big charity event for a home for
handicapped kids. With one of my suppli-
ers, | just had to make one phone call and
ask him if he wanted to provide a door for
this for a silent auction. It ended up being
such a nice door that they put it in a live
auction — and there were only four things
in it. It gets our name out there without hav-
ing to spend money.

Jud: That’s another advantage. Being in
this partnership, you’re also getting your
name out there in other ways.

Terry: Anything that we
can to do get these great
quality leads or recognition.
We don’t have to pay for that.
Jud: Pete, did that ring a
bell for you? Did you want
to add anything to that
about some of the relation-
ships you’ve built, either
with your appliance people
or your granite top people?
Pete: Well, it’s funny, too,
because while you were talk-
ing | was thinking of the whole idea about
relationships. That is key, including the
relationships that we have with our subcon-
tractors. We’ve had the same plumber for
18 years. What do we do that keeps him
happy? We give them work, and they don’t
have to do anything but wait for the call
from us. On the flip side, when we ask them
to be somewhere on a certain day, they’re
there. We try to pay them, “If you give me
an invoice on Tuesday, I'll have a check
waiting for you on Friday.” We want to be
able to turn that around. The whole idea of
the relationship is really powerful as how
your company is perceived.

Jud: Partnerships become relation-
ships more than just a partnership, per
se. | think you’ve both said that.
Pete: | agree with that. It’s a relation-

PROFESSIONAL REMODELER
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ship, and not so much just a partnership.
Terry: We'll have a company party this
year. We’'ll invite all of our manufacturers’
reps, all our trades. We’ll have a separate
one for our clients, and we don’t invite them
to that. But, even then, one of our manu-
facturers or distributors would provide the
space for it.

Pete: We have a party like that right
before Christmas. It’s actually for past
clients and our subcontractors. Our sub-
contractors have built relationships with our
clients. They’re in the house
working. It’s a good time

for everyone to get back
together and touch base.
Jud: That’s what often
happens. The actual worker
out there on the job, trade
contractor or employee — it
makes no difference — they end up with a
relationship with the client. That makes a
difference; it helps them remember to call
you because of that relationship. It goes
back to what Terry said regarding the edu-
cation side of the thing. Pete, do you get
leads from any of the trade contractors,
suppliers or manufacturers?

Pete: We do. Over the years, you’ll get

a lot of leads, and then you won’t get leads
for a while. You question, “Is this really a
good partnership?” And, all of a sudden,
the phone will ring and two or three leads
come in. That may turn into a $100,000
kitchen. You think, “Alright, this is still work-
ing!” We can go out and have lunch with
the owner to talk over what we can do or
what are we not doing. “Can we set up
appointments with our clients with your
salespeople instead of having our clients
just walk in?” We’ll do things like that just to
keep the relationship open and make sure
everyone’s comfortable with the direction

in which we’re going. We're in two of their
stores. It works out pretty well. We do get a
lot of leads from them.

Jud: Being in those stores must help tre-
mendously on the appliance and granite
tops. Terry, do you get leads from some of
the manufacturers and/or suppliers?
Terry: Yes. We have a database on that.

PROFESSIONAL REMODELER

So far this year we’ve gotten seven projects
from it. They’ve been at about $142,000.
Some distributors are better than others.
We get most of the leads from our kitchen
cabinet (supplier); we have a custom cabi-
net maker who gives us some. We have a
plumbing distributor who gives us some.
We have an architect who gives us some.
They’re just really good leads. That was
one of the things we really try to develop
with those relationships. We solicit them.
We don’t take them to lunch or anything,

but whenever I'm with my rep, | always talk
about leads. | also give them some, too; it’s
a fair trade.

Jud: The sales material — do the manu-
facturers and suppliers give you the proper
amount of sales material that you’ll need?
Terry: Anything we want. We have a
library for it. All of the sales material are
mostly production books, magazines,
brochures on materials, and a lot of

“how to” literature.

Jud: Pete, do you use sales materials
from them?

Pete: Typically, we get a lot of samples
from our granite company. They’ll give us
any sample we need. They do have some
literature, but not that much. On the appli-
ance side, we’ll call if we need specs. Now
it’s just as easy to go online and download
the specs for any appliance. We’ve kind of
gotten away from calling. Our thing is being
able to put our material in their store. We
get more out of that.

Jud: You’re going into reverse to some
degree; going into their territory instead of
them coming into yours, realistically.
Pete: That’s exactly what it is.

Jud: We’ve got both sides of the fence
here going each way. Pete, do you use
samples of any kind from your manufactur-
ers? Do you have problems getting those?

www.ProRemodeler.com

Pete: Typically no; not at all. About six
or seven years ago, they cut us a deal on a
Wolf stove. We had the stove in our show-
room. There was a time we were doing
cooking shows in our showroom. It was
propane, and we hooked up a tank. We had
a 30-inch Wolf range that we could wheel
out. We had professional chefs cooking
with it. They cut us a deal on that because
of the relationship we had.

Jud: Terry, how about you with displays
and samples?

“Over the years, you’ll get a lot of leads,
and then you won'’t get leads for a while.
You question, ‘Is this really a good
partnership?’”

Terry: There is no problem at all. When
we do our home shows, a couple of our
people will provide customized displays

for that. We get sales items that we need;
we’ve had them make custom cases for us,
there isn’t a problem at all. We try to keep

a lot of that stuff to a minimum or it just sits
around your office, like granite and stone
samples, bags — that’s pretty easy to get.
Jud: Do either one of you have an
unusual manufacturer or supplier that

you use? You both talked about cabinets,
appliances, windows and doors. Do you
have any unusual thing, Terry?

Terry: One of the things we’re trying to
develop right now, and the people I'm talking
to, are suppliers of the green building materi-
als. In our area, and in other areas, | think
that’s going to be a big part of the future.

We try to do it as much as we can now, but
there are people in the area that are really
specializing in putting together information
about products that are available. | don’t
want to say it’s unusual, but it’s different. |
have a relationship with an artist on glass
tiles and different specialty things we might
like to use in kitchen back splashes. We look
for really nice, high-quality items.

Jud: Pete, you’re out in California. You’ve
got to have some unusual relationships
with different products.

AUGUST 2007



Cedar Impressions® siding is so realistic, it’s hard to put into words.
But now that Double 7" Straight Edge Rough-Split Shakes have

joined the family, look out for even more jaw-dropping stares.

800-233-8990 certainteed.com

CertainleedH

Quality made certain. Satisfaction guaranteed.™

EXTERIOR: ROOFING » SIDING « WINDOWS ¢ FENCE « RAILING « TRIM « DECKING « FOUNDATIONS « PIPE
INTERIOR: INSULATION « WALLS ¢ CEILINGS
For Free info go to http://pr.ims.ca/5348-6




THE POWER OF YELLOW."

Fewer hassles, more quality time. Pella representatives are some of the most highly trained and knowledgeable in the

industry. You can depend on your Pella rep for valuable expertise every step of your project. We even provide service
to your buyer after the sale. Learn more about other ways The Power Of Yellow can make your job a day at the beach.

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

PARTNER OF THE YEAR VIEWED TO BE THE BEST®

WINDOW MANUFACTURER WINNER

© 2007 Pella Corporation

For Free info go to http://pr.ims.ca/5348-7



best practices

Remodelers’ Exchange

Pete: We do. We have a gentleman who
does metal ironwork that’s more artistic than
anything. It’s really beautiful and takes time
to get. It’s just something that the typical
person doesn’t have out there. We want to
bring products that the typical consumer
doesn’t see. But, again, we have relation-
ships with a glass company that does
custom stained glass, whatever we want to
design. And, this metal fabricator, he does a
lot of custom artistic metal for us. If the con-
sumer was really sharp, did their homework
and has some design flare, they probably
could find that stuff. Our thing is making it
easier in bringing that design flare to our
clients. That’s part of what our relationship
with the clients is. Let us do the leg work.
Let us come up with the design that blows
everyone away. We’re always on the lookout
for something new and different.

Jud: How do you go about finding these
unusual suppliers and manufacturers?
Pete: We go to trade shows all the time.
We went to the National Kitchen & Bath
Association show in Vegas. It was a three-day
affair. We brought the whole company. We try
to go to as many of those shows as we can
to really see what new products are out there.
My designer has a really creative side. If she
sees something that sparks her design ideas,
she says, “Look at that, we could do some-
thing like that!” And then again, just day-to-
day driving around seeing stuff. You’ve got to
be constantly on the lookout for somebody
and just talk with people.

Jud: Terry, where do you find these
unusual people?

Terry: A lot of times we look in the trade
publications, like Professional Remodeler,
looking at the pictures. They always have
sections on new products. We have rela-
tionships with designers and architects. I'll
just get on the phone and call two or three
of them that | know and say, “Hey, we’re
really thinking about this idea. Is this pos-
sible? Could we put a waterfall in behind
the Wolf range? How do we do it?” Things
like that. We keep on the lookout for things,
but mostly we would contact the designers
we have relationships with or go online and
look in the publications.

Jud: Do you do trade shows?

Terry: | might go to one trade show a
year. I've done those before and they didn’t
appeal to me that much. | know you could
probably see a lot at those things, especially
the kitchen and bath one. There are beautiful
things. I've just never really gotten into that.
Jud: Terry, give me some kind of an idea
of how many leads you might get per
week that you can contribute back to a
manufacturer and/or a distributor.
Terry: Probably three on average is what
I’ve looked at over the first six months.
Jud: Out of that, how many closings
might you have?

Terry: Generally one out of three. | think
over the first six months, we’ve gotten like
21 or 22 leads. They’re great leads, don’t
get me wrong. We've closed, like, seven.
Especially a distributor — when a distribu-
tor recommends you to a client, if someone
came into the plumbing showroom and
picked out supplies for a new bath and
needed someone to install the bathroom
for them, it’s a different kind of lead
because the plumbing supplies are run-
ning direct through the distributor, so we’re
mostly doing labor, except for miscella-
neous materials.

Jud: And you will do it that way?
Terry: Absolutely, we’ll do it. They are
jobs where we’ve been recommended. The
client probably feels safe with us, because
we’ve been recommended by someone
they feel safe with.

Jud: | think it’s called third-party market-
ing. Pete, how many leads do you get a
week, and what’s your closing rate?
Pete: | would look more at a month. |
may have two or three a month from a
company. Typically, I'll get three, sometimes
four; we’ll probably close one or two. Our
marketing is more geared toward past cli-
ents; that’s really where we get most of our
work. It’s just one more spoke in the wheel
of the whole marketing program. | wouldn’t
say it's the biggest spoke. pPr

>> For the rest of the discussion on this
topic and more Best Practices, visit
www.ProRemodeler.com/bestpractices
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Leadership.

LEAD BY EXAMPLE

Good leaders create employees who mirror their behavior

LEADERSHIP IS OFTEN CONFUSED with
management. They are closely related, yet
have distinctions making them quite dif-
ferent. Managing tends to focus on getting
things done through others and mostly
involves the day-to-day operations, while
leading focuses on creating an environ-
ment that develops people into leaders who
guide others and themselves to accomplish
company objectives. Both are critically
important to business success, and lead-
ership has its own attributes remodelers
should know.

As leaders we have tremendously impor-
tant roles to our team. Employees watch
every move we make consciously and
subconsciously. What we do affects their
behavior more than we sometimes realize
or want to admit.

There is a saying | learned some time
ago regarding parenting: “Children are
natural mimics; they act like their parents
in spite of every effort to teach them good
manners.” If we translate that into busi-
ness, it would sound something like this:
“Employees are natural mimics; they act
like their leader in spite of every effort to
teach them the business system.” As busi-
ness leaders, we can get so focused on
training and education that we and our
leadership team can overlook the impor-
tance of modeling correct behavior (follow-
ing the system) — especially important if
we expect others to do the same.

Most of us probably remember the
saying, “Do as | say, not as | do.” As we
learned, that is not the most effective
leadership strategy. As human beings,
we instinctively mimic and become like
those around us, especially those in a lead-
ership role close to us. Think about people
who have had the greatest influence on your
life. Did they influence you by the words they
said or by their attitude and approach?
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| experienced one of the best examples
of leading by example while working at the
Deer Valley Ski Resort in Utah. The lead-
ers at the ski resort expected me to treat
customers with an upbeat service attitude,
with true sincerity all while being knowl-
edgeable in my job as a ski instructor. |
can tell you that they treated me exactly
how they wanted me to treat the cus-
tomer. It was very motivating and effective
training. They also taught
me educational skills a ski
instructor needs: about child
development, depth of per-
ception, motor skills, skiing
dynamic, etc.

If | simply treated the cus-
tomer the way | was treated
as an employee, then | was
delivering a great customer
experience. And with the

Doug Dwyer
Contributing Editor

For example, at DreamMaker Bath
& Kitchen, we do a lot of team build-
ing, including spending a day on a ropes
course. That said, | have climbed the high
pole (approximately 20 feet) on the course
and walked across it many times, so it is
not as challenging as it used to be. There-
fore, during a team building exercise, |
decided to attempt walking across the pole
with my eyes closed in order to stretch
myself. Although | didn’t
make it across the pole, |
was able to grow person-
ally. And at the end of the
day, one of my employees
acknowledged my efforts and
told the group | inspired him
to want to be better at what
he did because he saw me
strive to better myself.

In addition to stretching

“Employees are natural mimics;
they act like their leader in spite
of every effort to teach them the

business system.”

training on the technical aspects of being a
ski instructor, | was properly equipped to do
my job well. Yes, we need to provide excel-
lent training and education, yet not forget to
lead by example to the best of our abilities.
It’s not about being perfect, but rather hav-
ing a reputation of excellence. Nobody is
perfect.

Another important aspect of leading by
example is stretching ourselves as leaders
to develop new skills and abilities. By doing
so, we will inspire and encourage our team
to do the same.

www.ProRemodeler.com

ourselves to develop new skills and abilities,
we should acknowledge mistakes we make
with the utmost humility. In doing so, you
and | are modeling the way we want employ-
ees to handle similar situations. Pr

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

>> For more Best Practices, visit
www.ProRemodeler.com/bestpractices
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“The Corner Office” is a look at the top executives at large remodel-
ing firms. In each of the next three months we’ll profile these indus-
try leaders and examine their unique business issues.

IF YOU CAN MAKE IT THERE, YOU CAN MAKE IT... well,
you know.

The Manhattan remodeling market is not one to be entered
into lightly. Congested streets, demanding clients and tough
regulations keeps a lot of remodeling firms out of the city.

“Manhattan’s a very complicated place to work,” says Joshua
Wiener, chief executive officer of SilverLining Interiors. “There’s
not a lot of us who can do this kind of work.”

The pressure gets even greater when you focus on the high-
end of the remodeling spectrum. And with a client list that reads
like a who’s who of politics, media and entertainment, SilverLin-
ing is involved in projects with little room for error.

“These are people who expect a lot,” Wiener says. “They tell
us, ‘We want the Rolls-Royce or Mercedes-Benz, but those things
are built in factories, so our challenge is to explain to them that
we’re building everything for the first time, but that we’re still
striving for quality.”

QUALITY CONTROL

From his beginnings as a painter, that focus on quality has been
Wiener’s calling card. He worked his way through college by
painting apartments in New York. After graduating from Vassar
with degrees in psychology and drama, he decided to start his
own painting firm, incorporating SilverLining in April 1987.

“Since the beginning, I've been a high-end finisher,” Wiener
says. “I'm a perfectionist myself, so I always wanted to do the
very best work.”

That desire for perfection led Wiener to focus SilverLining on
the high end of the market; it costs a lot of money to pay attention
to every detail, and not everyone is willing to pay for quality work.

“These are the people who are used to having the best,” he
says. “I felt they were the clients who would appreciate the type
of work we do.”

By 1990, the company had grown to 17 painters and was

SilverLining Interiors CEQ Joshua Wiener has built the company from

a one-man painting operation to one of the largest remodeling firms in
New York City.
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becoming well-known for its high-quality painting work. Clients
were approaching the company looking for other types of proj-
ects. Wiener recognized the opportunity and expanded SilverLin-
ing into remodeling.

“Because of our reputation as a painting firm the remodeling
jobs came pretty quickly,” Wiener says.

In 1991, Wiener hired his first project manager, allowing him
to focus on selling more remodeling work. He had already left
field work behind in 1988. The company landed its first $1 mil-
lion project in 1993.

“Once you've broken that barrier, a lot of those types of jobs
keep coming,” Wiener says.

Fourteen years later, SilverLining now has 11 project managers
with 20 projects going at one time. As the company has grown,
quality control has been crucial to SilverLining’s continued success.

One of the ways the company maintains quality is with a
large management team. Each project manager is responsible
for overseeing about two projects at a time. Besides the project
manager, each project has a full-time site supervisor and, below
the super, a lead carpenter.

Wiener also promoted one of his site supervisors to general
supervisor for all of the projects. That job oversees quality con-
trol at all ongoing projects.

“We dealt with it by taking the guy in the field I most respected
and put him in charge of quality,” Wiener says.

Maintaining quality was also one of the reasons Wiener kept his

EXECUTIVE SUMMARY

SilverLining Interiors, New York
CEO: Joshua Wiener

2006 projects: 39

2006 volume: $33 million

Projected 2007 volume: $37 million
Employees: 128

Founded: 1987

Biggest challenge: Keeping the large staff constantly
working. “That was my biggest challenge even back
when | had six employees, but now | know there are a lot
more people and their families depending on me to keep
everything going,” Wiener says.

Web site: www.silverlininginteriors.com
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“I’'ve got to make sure I do the stuff that’s most valuable
for the firm, not what I feel most comfortable doing.”

in-house painting division and plasterers, so SilverLining wouldn’t
have to rely on subcontractors for those important trades.

“By doing our own finishing on all the projects, it allows us to
fix whatever wasn’t done well,” he says.

With more than 120 employees, it’s not surprising that person-
nel issues are one of Wiener’s major challenges as a CEO.

“When I first started out, I didn’t have any strategies for deal-
ing with paying employees,” he says. “I'd just walk out on a job
site and give someone a raise.”

Now, employees are evaluated by their managers using a for-
mal rating system, and there are wage guidelines in place. With
a company as large as SilverLining, it’s the only way to make
decisions fairly, Wiener says.

Besides implementing systems, Wiener relies on his man-
agement team to keep the company running smoothly. As he’s
moved away from day-to-day management, Wiener has created
an executive committee, made up of his CFO and four of his
project managers, that he meets with on a regular basis.

“Separating myself and implementing that layer of middle
management has been a challenge,” he says. “I had to accept a
certain risk factor in taking on these people, but we need high-
priced people in order to grow.”

A WEEK IN THE LIFE

How SilverLining CEO Joshua Wiener spends his
average week.

Management meetings: He spends about 15
hours a week in meetings in the office with his
CFO, his executive committee and the managers
of his cabinet and painting divisions.

On-site project meetings: Wiener spends
about 15 hours a week at project-specific

site meetings with project managers, site
supervisors and other staff.

Putting out fires: The time commitment that
Wiener would most like to reduce is the 10 hours
a week he spends dealing with problems,
including meeting with trade contractors, local
officials and co-op boards and current clients.
Sales: Wiener also spends about 6 to 8 hours
meeting with potential clients.

HRS.

HRS.

HRS.

HRS.
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Wiener says he would like to see his role evolve in the com-
pany to the point where he’s just running a management team,
which manages the individual project managers and site supers.

“I'm still spending a little too much time putting out fires,” he
says. “I need to make sure I'm always doing CEO stuff, even if I'd
rather not sometimes. I've got to make sure I do the stuff that’s
most valuable for the firm, not what I feel most comfortable doing.”

MANAGING THE HIGH-END

Even though his clients include famous personalities like Matt
Lauer and Bette Midler, keeping them happy is really no different
than handling any other client, Wiener says.

“I wish there was some great secret to getting those clients, but it’s
really pretty straightforward,” he says. “If you consistently deliver
high-quality work, clients will continue to be attracted to you.”

When SilverLining was getting started in remodeling in the
early '90s, Wiener was surprised to find most remodelers provid-
ing terrible service. Simply returning phone calls and showing up
for scheduled appointments put SilverLining a step above much
of the competition.

“The service bar was pretty low,” he says. “We just did what we
said we were going to do and did it as best as we could.”

SilverLining has also shown it can handle the difficult projects
that many of its clients are looking to undertake. Most of the
company'’s work is in multi-tenant buildings built in the 1920s or
earlier and often involve total rebuilds, including new mechan-
icals and walls. It’s not unusual for SilverLining’s project to
involve new structural steel, concrete pours and masonry work.

At the same time, many of SilverLining’s clients want incred-
ibly tight time frames to get their project done. Combine that
with restricted access to the buildings due to co-op rules and
managing the projects takes a delicate balancing act. Typi-
cally, SilverLining can only work from 10 a.m. to 4 p.m. in most
buildings, and access to upper floors is only available through
cramped elevators

Throw in incredible amounts of paperwork for everyone from
city officials to preservation groups down to co-op boards and it’s
easy to see why it’s a difficult market in which to get a foothold.

With more than 15 years in the local remodeling market,
SilverLining has developed a reputation for being able to handle
those difficult projects.

“We sell our experience and our client list,” Wiener says.
“What we've done gets us the next job.” Pr
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MARKET WATCH

LIKE FORECASTING THE WEATHER, figuring out the remodel-
ing and construction market over the last year has been a dif-
ficult task. Every time a recovery has been forecast, a new storm
cloud has appeared on the horizon. Whether it’s overbuilt new
home inventory, tightening lending standards or simple con-
sumer wariness, plenty of factors combined to make this a tough
year for the remodeling industry.

More than ever, though, the market is local. While remod-
elers in Detroit may be struggling, those in Seattle can be
flourishing. On the other hand, similar things drive remodeling
no matter where you work: it’s about the health of the local
economy and the local real-estate market. Even then you can
find one remodeler succeeding and another failing across the
street from each other.

Those markets that are doing best seem to be those where
new construction has been hit less than others, as well as those
with diverse local economies. The ones that are the worst are
those that rely on an industrial base, such as the automotive
industry, for their success.

“It’s generally mimicking what’s going on in new construc-
tion,” says Kermit Baker, a senior research fellow at the Joint
Center for Housing Studies of Harvard University. “The markets
that are having trouble are the ones where we’re really seeing
the hit in new construction.”

We've talked to national experts and local remodelers to take
a look at what the forecast holds for the country as a whole
and a few representative markets. To add your local view to the
discussion, visit www.proremodeler.com/blogs.

Remodeling market holding steady
Remodeling activity by quarter (Annualized totals in billions of dollars)

2007
1st Quarter

$180.7
$185.0

2nd Quarter
3rd Quarter

$185.3
$183.1

4th Quarter

2008
1st Quarter

$186.8

Source: Joint Center for Housing Studies of Harvard University

Harvard researchers continue to predict year-to-year growth in
the market.
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PARTLY CLOUDY

For the country as a whole, the forecast is for a basically flat year

for remodeling.

“I think that’s really because of what is happening in the hous-
ing market in general,” says NAHB Chief Economist David Seiders.
While there’s a notion that remodeling is counter-cyclical to
new construction, the numbers don’t bear that out, Seiders says.
The reality is that the market follows roughly the same cycles as

home building, but with less extreme peaks and valleys.

The latest NAHB forecast predicts modest inflation-adjusted
declines this year and next of less than 2 percent, with the mar-
ket growing again by 2009. The Leading Indicator for Remodeling
Activity from the Joint Center for Housing Studies of Harvard
University is predicting slight increases in the market for this
year and early next year.

“The reason we don’t expect a big downturn is that the
weakness is happening at a time when the broader economy is
relatively strong,” Baker says.

The decline in remodeling activity can be largely tied to a 5
to 6 percent drop this year in improvements to owner-occupied
homes, Seiders says. In other words, homeowners may be opting
to wait on “want” projects like kitchens and additions, but are
still undertaking “needs,” such as a new roof.

Two factors are largely responsible for that: declining home
sales and dropping prices.

“There’s historically a pretty good relationship between exist-
ing home sales and remodeling activity,” Seiders says. “Home-
owners will do a lot of work in preparation for a sale and new
buyers tend to do some remodeling soon after purchase.”

Declining prices in some markets also are making homeown-
ers a little less likely to remodel.

“The change in the price picture has alerted homeowners that
they may not be able to get that money back in a sale,” he says.
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MARKET WATCH

“On the other hand, there is a very large amount of homeowner
equity out there, so the financing is still available.”

That will lead to less “speculative” remodeling by people look-
ing to ride the wave of rising home prices, but remodeling should
remain strong, Baker says. “People will not be as likely to do
remodeling just for the sake of doing it, but it looks like we're
going to hold on to that sort of routine activity that households
traditionally undertake.”

Markets that most represent the “partly cloudy” condition
are, ironically, sunny places like Southern California, Phoenix
and Florida. These are the same places that saw incredible price
increases over the last few years, and while home sales have
lagged, the equity homeowners have built up seems to be keep-
ing the remodeling industry going.

In Southern California, home sales are down drastically from
their peak in 2005, but remodeling has kept a steady if not spec-
tacular rate. Gary Marrokal, president of Marrokal Construction
Co. in Lakeside, Calif., says the worst appears to be over for the
San Diego market.

“Our produced volume is down this year, but our sales are up
leading into projects for next year,” he says.

The second half of 2006 and first half of this year were slow, but
Marrokal is now seeing more serious leads and referrals coming
through. With more than 35 years in the business, it’s nothing Mar-
rokal hasn’t seen before.

“When home sales slow down, that means people stay in
their homes,” he says. “They’ll build that ‘new home’ in their
current home.”

That change doesn’t happen right away, though, because
homeowners have to go through a period of adjustment to the
new realities of the housing market.

“Two years ago people could get a premium for their homes,”
he says. “Now it’s worth 10 percent less and people have to get
used to it.”

That’s where the market is now, with people accepting the
idea of remodeling for themselves not for future home values.

“We talk to them about the benefits of remodeling for them,
how it will add value to their lives,” Marrokal says.

Phoenix also saw huge price run-ups over the last few years.
As prices have dropped this year, some homeowners are less
likely to invest in remodeling, says Mark Olson, president of
Legacy Custom Building & Remodeling in Scottsdale, Ariz.

“It’s definitely slowed down after the biggest boom we’ve ever
seen,” he says. “We had 49 percent home price increases in 2005-
2006 and everyone was interested in remodeling to cash in on that.”

After a 46 percent increase in business from 2005 to 2006, Legacy
is on pace to hold steady at the 2006 level of almost $10 million.

“We’re happy just stabilizing,” Olson says. “I'm very pleasantly
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surprised we've been able to maintain that level this year.”

That’s better than much of the competition has been able to
do, Olson says.

“A lot of guys are falling by the wayside,” he says. “A lot of
remodelers have shut down over the last couple of years.”

Although the company hasn’t made its projections for 2008
yet, Olson expects to see solid growth in Legacy’s business. He
credits a lot of that to investing in marketing and hiring good
employees while other companies are making cutbacks.

W) N
\ \ \ \

RAINY DAYS

While remodeling has not taken the steep drops new construc-
tion has, there are still some markets that are struggling greatly.
Most of those are concentrated in the industrial Midwest, where
cities like Cleveland and Detroit are bucking the national trend
of low unemployment and economic growth.

The struggling domestic auto industry has put Detroit on a
downward trend that started last year and looks likely to con-
tinue, says Mat Vivona, president of Father & Son Construction in
Troy, Mich.

“Home values have dropped drastically,” he says. “That’s
made it difficult for the people that have wanted to remodel to
qualify for financing. It’s not that the demand isn’t there, but
the equity isn’t.”

Many of his competitors have not survived, with several
remodelers in the area going out of business recently. In fact,
one of Legacy’s newest salespeople was a successful remodeler
who decided to shut down his Michigan company and move to
Arizona, Olson says.

To make it through the downturn, Father & Son is selling
projects for less than they were a year ago. The tight market has
caused a lot of trade contractors to cut their prices, a savings
that the company can pass on to consumers.
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Some windows are more colorful
than others. And now that Simonton
replacement windows are available
in Driftwood; they just might be the
most colorful of all. With the unique,
yet classic richness of driftwood,
they’re sure to get homeowners’

attention. And thanks to the low-

maintenance, thermally efficient

INTRODUGCI|NG  benefits of vinyl, they're sure to keep
it. Call 1-800-SIMONTON or visit
FTWOOD ...
SIMONTON’S
NEWEST COLOR.

Enter Simonton’s

Driftwood

Sweepstakes™*

COLOR YOURSELF HAPPY.

for a chance to win a Honda®
AquaTrax R-12X personal watercraft™*

Register at simonton.com.

SIMONTON

D O W ¢§°

7

*Driftwood color not available in Alaska, Arizona, California, Hawaii,
Nevada, New Mexico, Oregon or Washington. Due to limitations in
the printing process actual colors may vary from printed materials.
Please see a sample of the product before making your final color
selection. Not all product styles and options available on all series.
Please consult your sales representative prior to purchasing. **No
purchase necessary to enter or win. Visit simonton.com for complete
rules and regulations. ***Actual prize may differ from that shown.

For Free info go to http://pr.ims.ca/5348-14



MARKET WATCH

“We're telling people that they can get their projects done at a
substantial savings right now,” he says.

The company is also reducing its overhead to cover lower
prices. For any employees who can go on a spouse’s health insur-
ance, the company is offering them money to put toward that
expense in lieu of covering them. At the same time, Vivona has
upped the deductible on the company’s vehicle insurance to
reduce that premium. Layoffs have also been necessary as sales
volume has dropped from nearly $8 million in 2006 to about
$6 million this year.

He’s also looked at the company’s advertising and has reduced
spending that wasn’t working, such as the Yellow Pages, in favor
of more effective methods, like billboards. The company is also
offering incentives to clients, such as free drywall and insulation
with a room addition or a free sink with a kitchen remodel.

“We’re doing anything we can to make them start thinking it’s

a good time to remodel,” he says. Remodeling in Redmond, Wash. “Ever since the dot-com bust, it’s
Detroit has been through downturns before, and the city will been steadily growing.”
recover from this one as well, Vivona says. Seattle is also one of the few markets where home sales
“We know it will turn around, but we just have to be able to and values continue to be strong. That, combined with growth
weather it until then,” he says. “I've heard it may be a little better restrictions caused by government policies and geography, has
next year than it was this year, but you never know.” made it a great place to be a remodeler.

“There’s so much work to go around that we rarely run up

SUNNY SKIES against a competitive situation,” Tenhulzen says.

Everything Detroit is, Seattle is probably the opposite. While The only negative to the great market is that costs continue
Detroit’s population has plummeted, Seattle’s is growing. While to rise as good trade contractors find themselves constantly in
Detroit’s economy is struggling, Seattle’s is soaring. demand.

“The market has been very insulated by its tech and aerospace “People are able to continually push up their prices, so that’s
industry,” says Mike Tenhulzen, general manager of Tenhulzen meaning some higher prices for homeowners,” he says.

Unlike Seattle, Chicago has seen a slowdown in new construc-
tion this year, but the market continues to be strong, says Mike
Existing home sales Nagel, president of Remodel One in Roselle, Il1., and chairman of

expected to bottom out this year the NAHB Remodelers.
“Chicago is a good market to be in because we’re not depen-

Al 6.778.000 dent on one segment of the economy,” he says. “We’re having our
. . best year ever, and I've talked to other people in the market and
they’re doing very well.”
7!076!000 Nagel expects 2008 to be just as good, and from his discus-
sions with remodelers across the country, believes that will hold
6,478,000 true for most of the country.
“We’re hearing it'll be down 2 or 3 percent nationally, but in
6,1 | 4,000 most places I'm not seeing it,” he says. “I think the big problem is
we have a handful of really bad markets like Detroit that pull down
6’368’000 the national average. The truth is, I don’t put a lot of faith in the

national numbers, because it’s all about your local market.” PR

Source: National Association of Realtors

The beginning of a recovery in existing home sales next year should
mean an uptick in remodeling activity.
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STOP NOISE FROM COMING THROUGH

QuietRock

soundproof drywall

Get Quiet

59 or visit www.QuietSqutionﬂPR

and trademark information.

For Free info go to http://pr.ims.ca/5348-15
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PROJECT SPOTLIGHT

A QUEST TO FIX Jap iy |
MOISTURE DAMAGE i i il
TURNS INTO A T L 2| =
COMPLETE AND
CONVENIENT
BACK-OF-THE-HOUSE
REMODEL

By Wendy A. Jordan

KEEPING UP WITH THE NEIGHBORS took on a whole new Not wanting to get burned again, Mark Remme carefully
meaning while Nan and Mark Remme prepared their wooded searched out three contractors with regional experience. “I spent a
enclave outside Minneapolis for sale. lot of time on the phone” with their past clients, he says. One com-

The homeowner had the 1993 house inspected, only to dis- pany, College City Remodeling, “got clean reviews across the board.”
cover moisture damage behind the stucco siding. Alarmed, That, coupled with the company’s willingness to work with the
owners of neighboring 1993 stucco houses erected by the same Remmes’ schedule, sealed the deal to hire College City to fix their
builder hired a testing company to examine their houses. For troubled house. The sales and design consultant Jeremy Hussey’s
many, the news was not good. The Remmes found moisture non-pushy, consultative selling style, was a huge factor, too.

damage behind the stucco plus more under their deck that was

so severe the framing would “rot away if not treated,” says Mark. MOISTURE REPAIR EXPERTISE

They sued the builder. After three years, they reached a legal set- The project was well timed for the design-build firm, which had
tlement in 2005 that would cover some of their repair costs. just established a business niche of repairing the area’s all-too-

PROFESSIONAL REMODELER www.ProRemodeler.com AUGUST 2007



College City pulled the rotting deck off the back of the house and replaced
it with a four-season porch and an adjoining deck. New windows include
tall units to capture sun and views. The new porch expands entertain-
ment options, working as dining area, sitting area and link to the outdoors.
Clipped corners on the porch make room for extra windows.

common residential moisture intrusion problems. Codes in the
early 1980s and 90s, explains Hussey, “had houses wrapped so
tight that water could not get out. Builders were basically build-
ing Hefty bags.”

PRODUCTS LIST

Appliances: GE Appliances, Jenn-Air, Wolf Faucets: Delta Fireplace: Heat-N-Glo Housewrap:
DuPont Tyvek Insulation: Owens Corning, Foam Enterprises Light fixtures: Hinkley Locksets:
Schlage Paints and stains: Benjamin Moore, Hirshfield’s P in tile: Ariana fing: CertainTeed
Security: Prowire Siding: Owens Corning, James Hardie Sinks: Elkay Windows: Marvin

AUGUST 2007 www.ProRemodeler.com
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PROJECT SPOTLIGHT

“Our job [in moisture intrusion projects] is to be efficient, profes-
sional, and to put the house back together with the least amount
of hassle,” says General Manager Bjorn Freudenthal. To explain the
process, manage expectations and assure moisture repair clients
that their work is in capable hands, College City gives them a pro-
fessionally designed 21-step project outline. It identifies every step
of the way and approximately how long each step takes — from
initial contact by a clients’ attorney through legal proceedings to
remediation and retesting one year after completion of repairs.
Estimated time for the remediation itself: 63 days.

In January 2005, Hussey and Production Manager Steve
McDonald, a building science expert, assessed the Remme house,
identifying about $100,000 in moisture damage. Some occurred

THE FINANCIALS

ollege City Remodeling
normally uses a six-draw
schedule, but General
Manager Bjorn Freudenthal
broke with the standard for the
Remme project, allowing the home-
owners to combine several draws in
one large payment at final walk-
through. “We were playing with

Initial estimate:
Final estimate:
Change orders:

Final price of job:
Cost to produce:
Gross profit:

Budgeted gross profit:
Actual gross profit:

Faulty installation — not the stucco itself

— can invite moisture intrusion problems, but
the homeowners didn’t want to take chances.
To eliminate potential concerns about stucco
at resale and to freshen the look, they chose
fiber cement panels and stone facing for the
front of the house.

around inadequately flashed windows and roofing joints; other
damage hit areas where the stucco came in direct contact with
the ground. In one situation, Hussey’s team tore stucco off to
have the sheathing come with it — the worst rotting occurred
under the deck and the wall of the bedroom under it. The deck
studs were rotted, and there was no vapor barrier between block
and insulation in the bedroom wall.

The Remmes replaced all the siding, windows and roofing.
They also upgraded to fiber cement siding and an eye-catching
stone veneer front. Mark Remme says they wanted to get away
from stucco because it affects resale value. And because the
walls were being opened and College City offers design build
services, the Remmes seized the opportunity to add a porch and

Budget History

$250,329
$250,329
$19,883
$270,212
$215,799
$54,414
22%
20.1%

gain on a yearly basis on all our proj-
ects. Our planning process up front
is extremely elaborate,” he explains.
“Product selections and plans are
signed off on before construction
starts, so we don’t have to put the
fluff factor into our pricing. That helps
us stay competitive, but sometimes

it bites us.” A few factors, including

the way their funding was coming
through” from the insurance company,
he says. Having worked closely with
the Remmes during project planning,
he explains, “we had a level of
relationship that made us feel com-

PROFESSIONAL REMODELER

fortable doing this.”

Gross profit on the job slipped
1.9 points, to 20.1 percent. Though
relatively small, such slippage “usu-
ally does not happen for us,” says
Freudenthal. “We recognize a margin

www.ProRemodeler.com

slightly underestimating the moisture
damage under the deck, having to
reinstall the porch windows at a lower
height, and repairing the great room
carpet, nibbled at gross profits on the
Remme project.

AUGUST 2007



new deck, update the kitchen and create a more open, integrated
entertainment space.

HASSLE-REDUCTION QUOTIENT

Because the battle-weary Remmes occupied their house during
the repair, the hassle-reduction quotient had to be especially
high. To minimize intrusion, College City built the porch addition
before breaking through the adjoining kitchen wall. “That was
very much appreciated,” says Mark Remme. Next they installed
new vapor barriers, windows, siding, and flashing. During the
kitchen remodel, the crew removed all debris via the addition
and left parts of the kitchen functional whenever possible. Work
on the lower level came after the main level was finished.

“Keeping the job site clean was our No. 1 concern,” says
Hussey. Plastic zip walls protected occupied rooms from dust
and the elements. The crew put tarps over the furniture and
replaced protective floor runners frequently. The site was always
clean and free of tools at the end of the day, says Mark Remme.
“They always left the job site secured and covered, assuming it
might rain” — which it often did.

College City tailored its communication system to reduce
client stress. The project superintendent kept the homeowners’
informed. “We weren’t surprised when the water or electricity
was turned off,” Mark Remme says. All questions were answered
quickly; “We had [the superintendent’s] cell phone number and
he had our office numbers,” and “everybody [who worked on
the job] was courteous,” says Mark Remme. “I never heard foul
language.”

As part of College City’s standard service, staff designer Jenni-
fer Murnan not only designed the project but also provided inte-
rior and site design guidance and problem solving along the way.
She went to product showrooms with the Remmes, for example,
and designed a lighting plan for the newly landscaped backyard.

It was Murnan who suggested the new three-sided fireplace near

AUGUST 2007

The remodeled kitchen features dark granite counters, an earth-tone tile
backsplash, wood cabinets and wood flooring that meld with the home’s
location and complement the finishes in the porch and great room.

Date
Jan. 7, 2005
March 16, 2005
May 16, 2005
May 19, 2005
June 10, 2005
July 1, 2005
July 11, 2005
July 30, 2005
August 18, 2005
Sept. 2, 2005
Oct. 4, 2005
Dec. 12, 2005

www.ProRemodeler.com

PROJECT TIMELINE

Stage of Project
Initial meeting

Budget estimate signed $550
Construction contract $62,582
Begin tear-off

Complete framing

Begin drywall

Begin deck

Complete siding

Final kitchen plumbing and electrical
Exterior walk-through

Interior walk-through

Payment

$62,582

$140,000
Final payment $4,498

PROFESSIONAL REMODELER
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IFYOU’VE GOT THIS MUCH TRUCK,
YOU’D BETTER HAVE THIS MUCH ENGINE.

If you know diesels, you know Cummins® And the new 07 Dodge Ram 3500 Heavy Duty Chassis Cab

is the only place you’ll find the legendary available, medium-duty grade Cummins Turbo Diesel. With

the biggest bore and longest stroke in its class* for extreme torque on the low end. When you’ve got
"‘a big job, we’ve got 305 horsepower and 610 lb-ft of torque that are ready to roll. For more info, visit

dodge.com/chassiscab or call 800-4ADODGE.

v*2007 Dodge Ram 3500 Heavy Duty Chassis Cab vs. 2006 Ford and GM one-ton, pickup based Chassis Cab models. Properly secure all cargo.
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Chrysler Financial is a business unit of DaimlerChrysler Financial Services. Cummins is a registered trademark of Cummins, Inc. BUSINESS _ BUCKLE UP

For Free info go to http://pr.ims.ca/5348-16



PROJECT SPOTLIGHT

COMPANY SNAPSHOT

College City Remodeling

(a division of College City Homes)
Owners: Daren, David, and Dale Pavek
Location: Lakeville, Minn.

2006 volume: $2,684,353

Projected 2007 volume: $3,882,704

The four-season porch becomes an extension of the kitchen and provides Biggest challenge: Providing a hassle-free remodeling
an open-entertainment area with spectacular views to the river valley. experience for clients when almost every room would
be affected

Web site: www.collegecityremodeling.com

Before

the entry be finished with stone to match the exterior. She also cal-

culated the perfect height for the unit, assuring that the fireplace

would be sufficiently elevated yet not obstruct views between the

DECK family room and kitchen. For code reasons the fireplace could not
— be vented straight out the back. Instead, College City ran the vent
up through the roof inside a slim, stone-faced chase.

r_'—:: ——
GREAT [ {] ®] { SMOOTHING THE WAY

ROOM KITCHEN é Extensive planning up front precluded delays for product selec-
tion or subcontractor availability. All told, the job took about a

Fi month more than planned, mainly due to change orders. “They

kept the project going as fast as they could,” Mark Remme says.

ISTFLOOR Though subcontractors generally handle all College City pro-

duction except the framing and finish carpentry, they function as
members of a tight-knit team. That’s because most have long-
term relationships with College City and because they are man-

After

aged as part of the company. “We know each other’s operations

inside and out,” says Freudenthal. “We look at our subs as part of
ourselves. All our subs come in for quarterly communications
meetings to set our company goals and standards. It's the way
we make sure they will meet our expectations.”

FOUR- DECK College City advised the Remmes to choose neutral colors and

SEASON
PORCH

finishes that wouldn’t soon look dated. They preferred earth

—

tones anyway, especially because of their home’s wooded setting.
Deer, fox, wild turkeys, eagles, coyotes and rabbits often wander

into their backyard. Every year female turtles wind their way up
from the river to a high point in the Remmes’ back lawn to lay

their eggs. During the remodel dismayed workers found turtles
in their path and asked what they should do. “Work around

gggﬁ KITCHEN them,” said the Remmes. So they did. Sawhorses straddling their
— nests, the turtles survived. pr
IST FLOOR >> For more Solutions, visit

www.ProRemodeler.com/solutions
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SHOW
HOUSE

by QJ MOEN

Exceptional design, uncommon imagination, impeccable performance. All backed by the Moen standard of
excellence. For more information, go to ShowHouse.Moen.com or call 1.877.MOEN.SHI.

© 2007 ShowHouse by Moen. All Rights Reserved.

For Free info go to http://pr.ims.ca/5348-17
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Homeowners sing

the praises of a
conservatory that
fosters both creativity
and relaxation

SUNROOM ADDITION

REMODELER AND ARCHITECT: Lehner
Brunton Remodelers, Warrenville, III.
PROJECT LOCATION: Wheaton, IIl.

AGE OF HOME: 30-plus years

SCOPE OF WORK: Two-story rear addition with
floor-to-ceiling windows

FOR THIS SUNROOM ADDITION in
Wheaton, lll., it was imperative the home-
owner, who is an opera singer, have a
beautiful, inspirational place to sing and
write music. The room also had to reflect
her and her husband’s world travels. They
approached Lehner Brunton because the
company had done two previous additions
on the client’s home.

“She spends lot of time in Europe, and
she brought a lot of the ideas of what she
wanted in the project, like the type of floor-
ing and the balcony treatment, based on
places she’d seen,” says Robert E. Lehner,
president and owner of Lehner Brunton
Remodelers in Warrenville, lll. “Because she
had a very distinct idea of what she
wanted, | knew it would not be a typical
sunroom. It would be grand, and it would
not be traditional.”

The number of window installations doubled
the project time from two months to four
months. “Because of the commercial-grade
materials and techniques, we went slower
than usual, but it was important to double-
and triple-check,” Lehner says.

AUGUST 2007

www.ProRemodeler.com

The imported Italian stone flooring was a must-
have for the homeowners, who gave up a sill cock
and floor drainage system that didn’t meet code
specifications. The sill cock was moved to the exter-
ior wall, and couldn’t be split because it would
have required poking holes in the steel beams.

PRODUCTS LIST

HVAC: Carrier Doors: Pella Home Systems Control: Leviton,
Lutron Lighting Fixtures: Halo, Juno Housewrap: Tyvek

Insulation: Owens Corning Locksets: Schlage Paints & Stains:
Benjamin Moore Millwork & Molding: Woodgrain Millwork
Roofing: CertainTeed Siding: Norandex Windows: Pella, Velux

PROFESSIONAL REMODELER
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INTERIOR

Steel to scale

earing the loads of each window and

maintaining the integrity of the corners

where the walls meet was crucial, so
subcontracting crews welded 12- and 18-foot
steel I-beams to the wood framing to strengthen
the walls and reduce stress from the roof weight.
To secure the window headers, Lehner Brunton
Remodeler’s crews used microlams perpendicular
to the beams.

“We knew these types of techniques were
common to commercial construction, and we had
used that type of steel on a horizontal basis for
floor loads, but never in walls,” Robert Lehner, the
company president, says. “This added at least a
week, with the crane and spot-welding.”

The 600-square-foot conservatory fea-
tures 31 windows and six remote-controlled
skylights that ventilate the room and pro-
vide shade. The skylights can be set by
timer, and also have weather sensors to
automatically close. The floor slabs were
built with both electrical wiring and duct-
work to accommodate speakers, a televi-
sion and a watering outlet for plants.

Matching the conservatory siding to the
existing home posed a big aesthetic chal-
lenge; the existing siding style had been
discontinued, and the homeowners did not
want to replace the home’s siding just to
match the addition. Lehner Brunton crews
went to approximately six shops throughout
the country before they found a product
that was really seamless in both color and
grain pattern.

“Both of the homeowners work very
hard, and they want to enjoy their ‘castle.’
They now have a place to relax with fresh
air, lots of light, lovely plants and a view of
their garden from within,” Lehner says.
“They have no intention of moving; they are
only making improvements for themselves
— not for increasing the resale value of
their home.” PR

— Meghan Haynes

>> For more Solutions, visit
www.ProRemodeler.com/solutions

PROFESSIONAL REMODELER

The master bedroom’s window had to be carefully dismantled to accommodate the new French
window and preserve the existing arch. The wrought iron railing and spiral staircase echo the cas-
ing of the arch and bold color balance against the existing sand-colored window and door trim.

After

-L —
n FAMILY i
u ROOM FOUNTAIN
d d

v

= | ==

SPIRAL
STAIRCASE u

PATIO
CONSERVATORY

www.ProRemodeler.com AUGUST 2007



THE FUTURE OF DECK BUILDING STARTS TODAY

/

7aa FETeIlS) coAT
Introducing Gold Coat,” the Gold Standard of Resistance.

Corrosion is an age-old enemy that never changes... Gold Coat is the latest Gold Coat takes structural connectors 2X further:

technology in the fight against it. USP’s proprietary organic polymer coating
<—— Structural grade

takes G90 galvanization and wraps it in a blanket of serious protection. And .
steel base material

unlike traditional galvanized connectors, Gold Coat is the strong silent type—
| <«—— Thermally bonded

its tinted, low-luster appearance makes it virtually disappear on weathered
zinc galvanization

wood. The result is a better-looking deck that lasts nearly twice as long"

Welcome to the Golden Age.

A LI S P Visit www.uspconnectors.com/GoldCoat

\ ’ggf\lUNiygﬁsk or call 800-328-5934

A GIBRALTAR INDUSTREES COMPANY /N

<—— Gold Coat™ organic
polymer barrier

*Based upon results of accelerated corrosion testing. See www.uspconnectors.com for detailed test results.

2007 USP I
©2007 USP Structurel Connectors For Free info go to http://pr.ims.ca/5348-18



WHEN IT COMES TO consistency AND ON-TIME delivery,
THERE 1S ONLY one choice. REICO.

Bob Fitton II, president of Equity Homes, builds dream homes, and his clients have pretty big dreams.
His clients demand the very best in workmanship, quality and service. So when it came to choosing a
partner to design and build gourmet kitchens, Bob chose Reico. In his words, “They effortlessly handle
the biggest projects 1 have, but most importantly, stand behind their product and their service like none
other.” Maybe that’s why more professional contractors and builders choose to partner with Reico.

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

For Free info go to http://pr.ims.ca/5348-19

Reico

KITCHEN & BATH
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How to choose bulbs that make your project look its best

By Kelly Cutchin
for PATH Partners

PICTURE YOUR CLIENTS IN A HOME
improvement store trying to buy light bulbs.
Many people — remodelers and homeown-
ers alike — feel guilty reaching for the incan-
descents — in different shapes, sizes, out-
puts and color — which sit next to shelves
of CFLs. CFLs are more efficient, but which
do people likely choose?

The wide variety of bulbs now available
can be overwhelming. It's awfully tempting
to install incandescent bulbs everywhere. It’s
the easy choice — but it’s rarely the best one.

When talking with your clients about
lighting, we recommend encouraging them
to give CFLs a second look. Many people
think that fluorescent lighting is bad, but
with new technologies — and an under-
standing of what works best where — it can
work for you and your clients.

Your options abound. There’s a place for
motion sensors, dimmers and halogens, too.

Read on to discover how these bulbs
and controls can deliver high quality light
and energy savings for your clients to enjoy.

How to Pick a CFL: Base Camp
Fluorescents, which include tubular bulbs
and compact fluorescent lamps (CFLs), use
75 percent less energy than incandescents.
CFLs also last about 10 times longer and
have a much lower operating temperature,
so they’re cool to the touch.

So, let’s start with the basics — or the
bases. CFLs come with two types of bases:
screw-in and pin-base.

Screw-in bases are easy to integrate into
a lighting plan because they are physically

AUGUST 2007
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Example of a:3,500K qualified CFL

compatible with existing fixtures. Installing
them in fixtures with rapid on-off cycles
(like the bathroom) results in quicker-than-
advertised burnout rate. For fire safety
reasons, only use CFLs with a dimmer if the
packaging says you can.

Pin-base bulbs plug into specifically
designed fixtures. Some of these fixtures
isolate the ballast from the light source,
making both ballast and bulb last longer.
These bulbs can only be replaced with more
CFLs, ensuring continued energy savings.
Drawbacks of pin-base bulbs include the
cost of new fixtures and the potential that a
specific base type will be discontinued.

Finishing School

A space’s lighting affects its look and feel. A
properly lit living room feels warm and invit-
ing. Lighting architects earn top dollar to

www.ProRemodeler.com

Example of a.2,700K qualified CFL

PHOTOS COURTESY OF ENERGY STAR

design lighting strategies for retail spaces.
It’s important to offer effective lighting in
homes, too.

To achieve the right ambience, you must
answer two questions: how much light does
the client want, and what color should it be?

Because incandescent bulbs are labeled
in watts but light output is actually mea-
sured in lumens, picking a CFL to recom-
ment can be confusing. Start with an
Energy Star-qualified CFL, and find one that
produces an equivalent amount of lumens
as the bulb you would normally install.
Manufacturers include this information right
on the product packaging.

The color of the light a bulb produces is
identified by the correlated color tempera-
ture (CCT) measured in Kelvins (K). At first,
the CCT appears to be counterintuitive,
because what we term “cooler” falls on the

PROFESSIONAL REMODELER
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Three main lighting functions

Use Pattern
Short-term Use

Type of Lighting Example Bulb Suggestions

CFL or incandescent bulb
with a motion sensor

CFL
CFL or incandescent on a dimmer
CFL

General Lighting Hallways, bathrooms,

laundry rooms
Kitchen overhead
Living area overhead

Washing dishes,
chopping veggies

Reading, etc
Inside
Outside

Long-term Use

Task Lighting

CFL
CFL
Halogen or CFL on motion sensor

Safety Lighting

Source: Energy Star - Learn more at www.energystar.gov

ENERGY SAVING ’
LIGHT BULBS

higher (or hotter) end of this scale. A lower
CCT indicates a warmer light. Thus, a CFL
with a CCT around 2,700 Kelvins is similar
to a “soft white” incandescent bulb and
accentuates warm colors. In the kitchen,
a 3,500 Kelvins bulb is closer to natural
daylight and provides a fresh, clean look.

If you purchase a lot of bulbs at once
and have a place to store them, you might
consider purchasing them in bulk. Energy
Star-qualified screw-in and pin-based bulbs
and the associated fixtures (along with other
energy-efficient products) are available for
bulk purchase at www.quantityquotes.net.

Know the Function

Lighting is usually described in terms of its

function. The three main functions are:

* General lighting: overhead fixtures that
illuminate a large area, like the kitchen

Nothing lasts forever: How to dispose CFLs

ventually, your CFLs will burn out and need to be replaced. CFLs are categorized as hazardous
household waste (HHW) because they contain about 5 milliliters of mercury — enough to cover the tip
of a ballpoint pen. Like batteries and oil-based paints, CFLs must be disposed of properly. Did you know:
 Recycling bulbs can reclaim up to 95 percent of the mercury. To see if there is a recycling facility in your
area, visit www.earth911.org.

¢ Many municipalities have a HHW section or offer special pick-ups.

o |f the bulb has burned out within the warranty period, you can return it to the retailer and get a new one.

o If a bulb breaks, do not vacuum the pieces, as this will spread mercury through the air. Instead, clean up
fragments using disposable materials. Use tape to pick up the smallest pieces and place them in a sealed
plastic bag to throw out.

For more detailed clean-up instructions, visit Energystar.gov and click on lighting, then “How to Dispose of

Compact Fluorescent Lamps: CFLs and Mercury.”

PROFESSIONAL REMODELER www.ProRemodeler.com

CCT Recommendations

High CCT (3,500K) Natural, full-spectrum
or “bright white”

High CCT

Low CCT (2,700K)

High CCT

Low CCT
High CCT
Doesn’t matter

or hallway

e Task lighting: fixtures placed to illuminate
a specific area (like a reading lamp beside
your living room chair or a recessed light
over the kitchen sink)

e Safety lighting: usually outside lights that
illuminate steps, walkways or driveways.

Design projects with the function of the
space in mind to achieve high-quality light-
ing and energy savings. For example, if you
have a lighting fixture on either end of the
kitchen ceiling, each equipped with two
75-watt bulbs (general lighting) both fixtures
must be on to avoid casting a shadow over
the sink when doing dishes. That’s a total
of 300 watts (75 watts x 4 bulbs) of energy
use. One recessed 100-watt lamp installed
above the sink (task lighting) would provide
superior light for one-third the operating
costs. Similar inefficiencies hold true if task
lighting is used for general lighting.

General lighting: Long-term general
lighting is overhead lighting that is left on
for hours in a row almost every day — the
kind you find in the family room or kitchen.
CFLs are ideal for these applications
because they perform best when they are
left on for long periods of time.

Short-term general lighting is for short
bursts of light in the bathroom, hallway or
laundry room, for example. In these cases,
motion sensors are convenient and great
for energy savings. They also offer hands-
free operation, which is nice for clients with
limited mobility. And they’ll never have to
remember to turn out the lights either.
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BLENDED MIORTAR MiIX

Mezcla de mortero combinado

/
—PRO FINISH !

HUIKRE TE

+ Superior workability and bond strength * Funcionalidad y resistencia de adhesion superior
* Use for brick, block, stone and veneers . ﬁwnlaﬁlmmmmymmn

mﬁ;w SERIOUS INJURY lllivginl mrvn( n“l%\ﬂlm et compresive sengh reguinements  STH G20
L A— AL AR e NET WT. 80 LB (36.3 kg)

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 fibers and air-entraining agents reduce shrinkage
cracking and improve durability in freeze/thaw cycles. For the store nearest you, Let's Build Something Together™
visit lowes.com or call 1-800-993-4416.

For Free info go to http://pr.ims.ca/5348-20
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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.

— SHEE TROCI(»
Joint Compoung

For FREE info go to http://pr.ims.ca/5348-21
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Light Output Equivalency

To determine which Energy Star qualified light bulbs will prvide the same amount of light as your current incandescent light

bulbs, consult the following chart:
Incandescent light bulbs
Watts Lumens
40 450
60 800
75 1,100
100 1,600
150 2,600

Source: Energy Star - Learn more at www.energystar.gov

Minimum light output

Common ENERGY STAR qualified light bulbs
Watts
9-13
13-15
18-25
23-30
30-52

Manufacturers make it easy to determine light output.

With a motion sensor, CFLs will con-
sume less electricity than incandescents,
but they may burn out after two years
instead of the advertised seven years
because of short on-off cycles. If you do
choose a CFL, look for one with a CCT
rating around 3,500 Kelvins (“bright white”
and “natural light”).

In some cases, the versatility of incan-
descent bulbs outweighs the energy sav-
ings of CFLs, and that’s usually true for
dimmers. Incandescents on dimmers can
soften the lighting and save energy as well.

There are CFLs on the market that are
dimmer-compatible, but they don’t yet
offer the same range of light quality we’ve
come to expect. CFLs only dim to about 20
percent of the rated lumens, don’t have the
“softening” effect, and when turned down
too far, they turn off completely. If you do
install a CFL with a dimmer, be sure the

package says the CFL is meant for this use.

Task lighting: Proper task lighting is
specifically placed to illuminate a work
area, such as the kitchen counter where
food is prepared.

If the homeowner simply wants better
light for washing dishes, install a screw-
mounted fluorescent tube light (available at
most hardware stores for $20) beneath the
upper kitchen cabinets.

For more versatile lighting, install recessed
cans under the cabinets above the counter
space. Equip them with reflector, dimmable
CFLs to function as task lighting when
needed and as mood lighting or nightlights
when desired. Like other kitchen lighting,

www.ProRemodeler.com

kitchen task lighting looks nicer when bulbs
have a relatively high CCT.

For reading, recommend they equip table
or floor lamps with screw-base CFLs in the
lower CCT range to achieve a cozy look.

Safety lighting: Safety lighting illumi-
nates walkways or driveways and should
connect to either a motion sensor or pho-
tocell so that even unannounced guests
can find their way safely up the front
steps. CFLs work fine in this situation if
you bear two things in mind. First, people
have reported difficulties combining CFLs
and photocells. To avoid problems, install
dimmable CFLs with photocells. Second,
CFLs are limited by a minimum operating
temperature. Below the minimum, they
take longer to illuminate, so in the winter
in cold climates you may be up the stairs
by the time the lights are on if they’re con-
nected to a motion sensor. For year-round
use in cold climates, halogens on sensors
are the way to go. Halogen bulbs use more
electricity than CFLs but still only one-
third the electricity of incandescent bulbs.
Because of their high operating tempera-
ture, halogens are not recommended for
use in torchieres indoors. PR

Kelly Cutchin writes about better building
practices on behalf of the Partnership for
Advancing Technology in Housing (PATH).
PATH is administered by the U.S. Depart-
ment of Housing and Urban Development.
Learn more at www.pathnet.org.
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Needs Analysis

For Free info go to http://pr.ims.ca/5348-22

We understand that small businesses have

unique wireless needs. That’s why we offer
a Needs Analysis—just one of many perks
available exclusively to small business
customers. It’s an in-depth process where
we get to know your wireless needs.

With our findings, we generate a written
proposal for a plan that’s tailored to your
business. Because after all, your business
is like nobody else’s. To get your business
booming on U.S. Cellular’s guaranteed
network, call 1-866-USC-4BIZ, or visit

www.uscellular.com/business.

R US.Cellular

We connect with you.



One million windows with zero reported impact failures. WinGuard®Impact-Resistant Windows and Doors . v‘;,_'_;f
_ are popular with homeowners because they’re tough, meeting the strictest hurricane codes = s

in the nation, and they’re effortless, unlike shutters or plywood. WinGuard is also made out of aluminum
or vinyl, offered in a wide variety of custom shapes and sizes, and delivered on time and as promised.
All of which makes it pretty popular with builders and remodelers, too. ) .

|
|
|

EFFORTLESS HURRICANE PROTECTION'

= WinGuard

IMPACT-RESISTANT WINDOWS & DOORS

©2007 PGT Industries, Inc. Call 1-877-WINGUARD or visit NoMorePlywood.com

For Free info go to http://pr.ims.ca/5348-23




innovations Product Preview

NEW PRODUCTS

EVERPURE

With differentiation in mind, the Everpure Exu-
bera Carbonated Water system delivers either
chilled regular water or sparkling carbonated
water with the touch of a lever. The unit is
installed under the sink and uses replaceable
COg cartridges. It can deliver 6.6 gallons of car-
bonated water per hour and the unit features a
water port to plumb to coffee and ice makers.
For FREE information, visit
http://pr.ims.ca/5348-126

CAMBRIA

The Desert Collection of
surfaces from Cambria
reflects, according to the
company, a consumer trend
toward using a variety of
colors on different surfaces.
The Cherrybrook (shown),
Fieldstone, Hazelford and
Oakhampton are among the
offerings — all of which fea-
ture natural quartz color and
pattern variations.

For FREE information, visit
http://pr.ims.ca/5348-125

AQUATIC

The Motif series from Aquatic is a departure from traditional tubs but eschews
the antiseptic, ultra-modern look of other manufacturers. The tub features a

curved edge for neck support and multiple massage jets. Five to seven new
tubs will be introduced across the company’s product lines by 2008.
For FREE information, visit http://pr.ims.ca/5348-128

UNITED WINDOW AND DOOR

The 5500 Brickmould window from
United Window and Door doubles as
a J-channel, eliminating the need for

additional siding termination. The win-
dows have a fully welded master
frame, sashes and an integrated nail
fin for durability and ease of installa-
tion. Three-quarter-inch insulated glass
with the company’s Intercept Spacer
prevents seal failures and helps the
windows meet or exceed Energy Star
guidelines.

For FREE information, visit
http://pr.ims.ca/5348-127
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~_Product Preview

NEW PRODUCTS

EASY-ARCH

Easy-Arch pre-formed metal framing arches reduce time

and labor spent on forming arches in the field. According to
the company, trade professionals can install 12 to 18 Easy-
Arch arches in the time it takes to build one manually. The
arches are delivered ready to install in standard sizes for 2
by 4, 2 by 6 and adjustable applications.

For FREE information, visit

http://pr.ims.ca/5348-129

SYMMONS

Previously available for the bathroom and originally

designed for world-class hotels, the Elements line is

the latest collection of pull-out kitchen faucets from
Symmons. The offerings include five new styles:

Andora, Fiano, Forza, Moscato and Vella.
The faucets are available in polished
chrome, Radiance satin or Radi-

ance polished brass finishes.
For FREE information, visit
http://pr.ims.ca/5348-131

54  PROFESSIONAL REMODELER

Innovations

HUSKY

Weighing in at a slim 10 ounces is Husky’s
5-in-1 Professional’s Drywall Tool.
Designed to provide users with the
five hand tools used most fre-
quently when installing sheet
rock or drywall, the tool mea-
sures only six inches from end
to end and is constructed

of aircraft-grade aluminum.
For FREE information, visit
http://pr.ims.ca/5348-130

THE KERFKORE CO.

Foamkore is a lightweight panel that features a polystyrene

foam core and thin face materials with a proprietary moisture-
resistant glue. The panels, made by The Kerfkore Co., can
accept a variety of edging options, including edge capture,
edge insert, outer edge band, edgebanding and corner post.
Sizes run 4 by 8 with thicknesses ranging from % to 3 inches.

For FREE information, visit http://pr.ims.ca/5348-132
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What can the _
fastest growing

siding brand

do for your business?

®JamesHardie

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.

e Detailed market analysis and branding

e |n-home sales presentation

e Professional identification

e 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

© 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.

For Free info go to http://pr.ims.ca/5348-25



© 2007 Trex Co. Inc.
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Decking: Trex Brasilia® Color: Burnished Amber Railing: Trex Designer Series Railing®

Trex Brasilia®

The premium beauty of the tropics.

The product performance of Trex?
So your clients have asked you for the
premium style of tropical hardwoods, but
they don't want all the maintenance hassles?
Recommend the product more customers
rate as the most preferred decking in the
business®, from the most asked-for brand in

the business: Trex Brasilia.

EASIER TO INSTALL, EASIER TO ENJOY
With distinct color streaks and natural
color variations, Trex Brasilia brings home

the exotic beauty of

DECKING

tropical hardwoods
but leaves behind
all the installation

headaches. Unlike

rainforest
there’s no pre-drilling, oiling or staining

required. And only Trex Brasilia offers

timbers,

a smooth, more comfortable-to-the-feet
surface that no composite product can
match. Make no mistake, Trex Brasilia

offers the finest outdoor living experience.

Trex

How outdoor living should feel.

THE BETTER LONG-TERM INVESTMENT
And like all Trex decking, Brasilia will not
warp, splinter or rot. RAILING
Because it requires
little maintenance,
Brasilia offers your

customers a better

value than tropical
hardwoods over the life of their purchase,
backed by our 25-Year Limited Warranty.

Your clients can choose from these rich hues:

BURNISHED
AMBER

CAYENNE

You can even mix and match Trex Designer
Series Railing® to complement both Trex
Brasilia colors. So the next time your
clients ask for only the best, you'll know

they're asking for Brasilia.

Learn how easy it is to build your business with Trex. Visit trexpartners.com today or call 1-800-BUY-TREX, ext. 6336.

*Independent Market Research

For Free info go to http://pr.ims.ca/5348-26



Innovations Interior Products

HVAC

CONSTRUCTION SOLUTIONS

With fire safety in mind, the DBX1000M
metal dryer box from Construction Solu-
tions minimizes fire hazards by providing
a recessed area in the wall for the dryer
vent hose, thereby reducing the possibility
of kinks in the hose, which largely contrib-
utes to fires caused by lint build-up. It
also allows the gas line connection to be
made within the cavity, and the box can
be rotated in any direction to accommo-
date both upward or downward venting.
For FREE information, visit
http://pr.ims.ca/5348-134

MYSON

Pre-planning and installation can be a headache
when it comes to HVAC renovations. Myson’s T6
IVC Center-Connection Radiator is a dual-panel,
double convector radiator that offers the advan-
tages of a 2-inch central connection as well as
the standard four corner connection to save
remodelers time. The T6 IVC replaces base-
board up to 29 feet and delivers up to 16,036
BTUs per hour. It carries a five-year warranty.
For FREE information, visit
http://pr.ims.ca/5348-133

RINNAI

Recently certified by the American

Society of Mechanical Engineers

(ASME), the C98 series (also known as

the 3237 series) from Rinnai is now

YORK available in both indoor and external
It’s all about giving homeowners options, and York’s Hybrid Comfort System versions. The R98i-ASME and R98e-
aims to do just that. An electric heat pump provides warmth during mild winter ASME are for residential use where
weather, while a gas furnace provides supplemental heat during colder days. ASME certification is required. The units
The company says the system can contribute to big savings on utility bills, and have 9.8 gallon-per-minute output at a
the units may also help homeowners qualify for utility and tax incentives. 35-degree temperature rise.
For FREE information, visit http://pr.ims.ca/5348-135 For FREE information, visit

http://pr.ims.ca/5348-136
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~Interior Products Innovations

HVAC

OWENS CORNING

Nothing is worse than noisy ducts in the middle of the night. Owens Corning’s
QuietR ducts offer, according to the company, 75 percent more energy effi-
ciency than plain sheet metal ducts. Air leaks are reduced eightfold, resulting
in less sound transmission through the house, and, most importantly for some,
the pops and creaks found in normal sheet metal ducts are greatly reduced.
For FREE information, visit http://pr.ims.ca/5348-137

COLEMAN HEATING & AIR
CONDITIONING

The Comforteer TCGD series of air condition-
ers with MicroChannel coil technology from
Coleman Heating & Air Conditioning are made
in eight 13+ SEER models. The smallest unit
only measures 24 inches high by 23"z inches
wide by 232 deep and weighs only 96
pounds. The units use R-22 refrigerant and
feature a standard limited warranty (five years
on parts and five years on the compressor).
For FREE information,

visit http://pr.ims.ca/5348-138

You create your dream.
We provide the comfort.
Guaranteed.

Your comfort begins at
www.unicosystem.com/iah

The|Unico/System’

Small-Duct Central Heating
& Air Conditioning
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QUALITY One Manufacturer
STONE One Estimator
VENEER

One Installer

EST. 1976

SINGLE-SOURCE
ACCOUNTABILITY

il

1.800.795.3229 :: QUALITYSTONEVENEER.COM

For Free info go to http://pr.ims.ca/5348-28



_Exterior Products

Innovations
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SIDING

Best of both worlds

It can be difficult to separate yourself from
the pack selling exterior remodeling.

That’s why Rembrandt Remodeling has
always focused on offering products that
are different from the competition, says
President James B. Bishop.

“We sell fiberglass windows when the
competition is selling vinyl; we have the
Owens Corning basement system instead
of drywall,” he says.

The latest differentiator for the Mari-
etta, Ga., company is EnergyClad, a siding
system Rembrandt developed using
James Hardie fiber cement.

“The idea was to offer a maintenance-
free siding that had all the properties of
HardiePlank,” he says. “People want a sid-
ing that doesn’t look like vinyl but is still
something they don’t have to take care of.”

The system features eWrap thermal
barrier behind the siding, which blocks
up to 97 percent of radiant heat in both
directions. The HardiePlank itself is
coated with CoolWall, an acrylic coating
from Textured Coatings of America. All
together, the system has a lifetime war-
ranty and reduces energy costs by up to
20 percent, Bishop says.

The company has been selling the new
system for less than a year, but Rem-
brandt’s siding business has doubled
since last year, representing a little less
than half of it’s $8 million annual volume.

“Everybody who sees it wants it on
their home,” Bishop says. “The only prob-
lem we have is the high price tag, which
is discouraging some people.”

Bishop estimates that homeowners
could buy James Hardie siding from
someone else for about half of what he
sells the system. The price difference
stems from not only the improvements
he makes during installation, but also the
fact that much of Rembrandt’s competi-
tion is pick-up truck contractors without
the type of overhead an established com-
pany has to worry about.

For more information on Rembrandt’s
EnergyClad system, visit www.energy-
clad.com.

PROFESSIONAL REMODELER

STO CORP.

Cement board stucco by Sto Corp. now
includes three system options: the StoQuik
Silver System | for weather-protected walls
and ceilings; the NEXT for all-weather expo-
sures and the NExT-Ventilated, which pro-
vides a drainage cavity. According to the
company, all three systems require very little
maintenance and provide impact and
weather resistance.

For FREE information, visit
http://pr.ims.ca/5348-140

TEMPLE-INLAND

siding combines a cypress textu

vertical texture like panel siding.

16-foot lengths.
For FREE information, visit
http://pr.ims.ca/5348-139

Adding to its line of engineered wood sid-
ing, Temple-Inland’s CypressShake lap

re with

the installation simplicity of lap siding.
Tagged a “hybrid product” by the com-
pany, it can be applied in horizontal
courses like lap siding while featuring

CypressShake is available in "2-inch
thickness and in one-foot wide laps and

www.ProRemodeler.com

ELDORADO STONE

Inspired by a customized blend
developed by the company for a Cal-
ifornia community, the Cypress Ridge
profile from Eldorado Stone features
a combination of irregular stone

shapes, multiple rustic-influenced
colors and varying depths. Colors
include moss-like Orchard, warm-
hued Summerhouse and the warm/
cold stone colors of Countryside.
For FREE information, visit
http://pr.ims.ca/5348-141
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ATLANTIS PLASTICS

Half-round and shingle options from Atlantis Plastics
include the Cedarway. Designed with the look and feel of
natural split cedar, the line comes in eight of the most
popular exterior shades in two distinctive profiles. Match-
ing accessories for maximum design flexibility are avail-
able. According to Atlantis, the product won’t crack,
warp, rot or split.

For FREE information, visit http://pr.ims.ca/5348-142

TEAL

“ o

ALCOA

Available in 5-, 6%2-, 7- and 9'2-inch
profiles to accent gable areas or even
cover an entire home, the Cedar Dis-
covery molded shingles from Alcoa
resemble the look of hand-tooled, half-
round cedar shingles. According to the
company, the shingles require little

maintenance and carry a warranty from

the manufacturer.
For FREE information, visit BUECHEL STONE CORP'
http://pr.ims.ca/5348-143 Veneers and manufactured stone have stolen
the headlines, but the Chilton Woodlake Blend
from Buechel Stone Corp. is a natural building
and cladding stone that features a combina-
tion of irregular- and rectangular-shaped

pieces. Colors include gray, blue, brown, lav-
ender and mauve. The company’s stone offer-
ings are quarried and distributed nationally.
For FREE information, visit
http://pr.ims.ca/5348-144

ALSIDE

The Prodigy Next Generation Insulated Siding from
Alside is a one-piece insulated siding system with preci-
sion-contoured insulation bonds secured to the siding
panel to create an integrated system. The product’s over-
all thickness provides an R-value of 5.0. It features a pat-
ent-pending interlocking panel design for a secure fit with
no insulation gap.

For FREE information, visit http://pr.ims.ca/5348-145
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" BOWA Builders, Inc. 0 |

Is your remodeling company
the picture of success?

Remodeler of the Year
BOWA Builders, Ing:

:3 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 www.ProRemodeler.com/ROY
December 2007 issue of
Professional Remodeler.
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TECHNOLOGIES
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| saved almost

$30,000.” ez

ConstructionSuite™
Standard 2007

ConstructionSuite”
Premier 2007

Estimating

Cost Database
QuickBooks™ Integration
Scheduling

Contracts & Specifications
ConstructionNet™ CRM

FREE TRIAL

ConstructionSuite 2007

¥ 1.800.700.8321 www.constructionsuite.com

For FREE info go to http://pr.ims.ca/5348-200

About Time You Get With

THE SYSTEM

Seal Stabilize Finish

Strengthen

Contractors say this about FIBERLOCK:

“I use it for all of my structural and hairline crack repair applications”
“Requires half the labor time so we can get more accomplished”
“The simple installation makes it easy to train a technician”

“Incredible, outstanding performance”
“Not only is it durable but it prevents re-cracking”
“You Can Paint over it... Amazing.”

FIBERILOGK.

Innovative Carbon Fiber, Epoxy Resin Technology For Crack Repair

El,ll_lngn[us

Patent Pending

FLEXIBLE MOULDINGS BY OUTWATER

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

ARCHITECTURAL PrRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)
. 1-800-835-4400 (Salcs) * Fax 1-800-835-4403
www.outwater.com
New Jersey © Arizona * Canada

For FREE info go to http://pr.ims.ca/5348-201

Expand Your Line,
Increase Profits,
With
Vinyl Window
Wells
¢ Easy to Install

30 Year Warranty
* Meets ICC (SRR310)

Gordonville, PA | 717-768-0618
www.lightwell.us * sales@lightwell.us

866-527-6771 www.kmsalesonline.com

For FREE info go to http://pr.ims.ca/5348-203
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For FREE info go to http://pr.ims.ca/5348-202

Save cleanup time and money.
ZIPWALL™ is a unique system for
constructing a temporary wall for
superior job site dust and dirt control.

Call 24 hours

1-800-789-6633
for a FREE
Surface Protection Guide
For FREE info go to http://pr.ims.ca/5348-204

www.protectiveproducts.com

PROFESSIONAL REMODELER

63



Advertisement

Product and Literature Digest

64

FAUXSTONE PANELS +

FAux Woop BEAMS
BY OUTWATER

Real Savings!
FREE 1,100+ PAGE MASTER CATALOG!

LOWEST PRICES... WIDEST SELECTION... ALL FROM STOCK!

ARCHITECTURAL PRODUCTS BY QUTWATER
Call 1-888-772-1400 (Catalog Requests)
1 1-800-835-4400 (Sales) * Fax 1-800-835-4403
www.outwater.com
New Jersey ® Arizona * Canada

For FREE info go to http://pr.ims.ca/5348-205

1.800.872.1608

WORTHINGTON

6950 Phillips Hwy, Suite 20 ® Jacksonville, FL 32216

Your Only Source For Fine Architectural Details.

Columns e Balustrades ® Moldings

all for a FREE Catalog.

www.WorthingtonMillwork.com

For FREE info go to http://pr.ims.ca/5348-207

INEW from the manufacturers of BETTER-BENCH’

Products listed are produced of a
corrosion resistant alloyed aluminum
with an elastomeric-waterproofing
and antifracture coating combined
with an aggregate bonding

REC 1414

REC6I4 base. Finished materials, ceramic
REC 1418 file, marble, granite, etc. can be
applled |mmed|o're|y after product
installation utilizing standard
7| mastics or thin-set. Listed products
" | are supplied with wall fasteners
which may be used with/without
| preinstalled wood blocklng Also try
| our Floating Shelf™, a file ready

Flou'mg Shelf™

B

| shelf support, for use with any
Recess ™ units.

BETTER BEI\ICH

The Shower
Bench Solution
An easy fo install bench-
forming system that

replaces the complex
methods currently in use.

For more information or a distributor near you, call

g T 1-800-382-9653
VO WY VWV Wy INNOVIS CORPORATION
e ——————— www.innoviscorp.com

For FREE info go to http:/pr.ims.ca/5348-206

leandla Saunas
are a Cut Above The Rest...

...with the highest quality materials and old country
craftsmanship. In fact, we still use 1" x 4" wall and
ceiling boards, while our competitors use only
1/2" x 4". That's why more architects and builders
come back to Finlandia Sauna again...and again...for
easy and trouble free installation of any standard or
custom size, as well as best finished product.

Contact us at

800-354-3342

www.finlandiasauna.com
Nationally recognized since 1964!

For FREE info go to http:/pr.ims.ca/5348-208
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COMMERCIAL
CASEWORK

RESIDENTIAL
CASEWORK

f— 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.

CabParts.

Your Case Work Made Easy

f— 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

www.cabparts.com

Confirmat Joinery Dowel Joinery

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

= & =

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

For FREE info go to http://pr.ims.ca/5348-209

from New Concept Louvers are wrapped with
PVC coated aluminum and copper. Made from
the same materials as our custom louvers, they
never require painting like wood products. They
arrive in three easy to install pieces
* | pre-cut to fit any roof pitch, and can be ordered
in stock sizes or to custom specifications. Over
400 colors are available, as well as many
different weather vanes and accessories.

New Concept Louvers
800-635-6448 « www.NewConceptLouvers.com

For FREE info go to http://pr.ims.ca/5348-211

Latitudes Equator™
e Z=====——= | atitudes 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 virtually
eliminated pre-drilling and split
ends and is engineered to work
with Latitudes Equator slotted
composite decking to yield a
blemish-free surface.

www.latitudesdeck.com/prl
Ph: 888.270.0750

For FREE info go to http://pr.ims.ca/5348-12
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DECORATIVE WO0OD CARVINGS
BY QOUTWATER

FREE 1,100+ PAGE MASTER CATALOG!
LowEST PRICES...WIDEST SELECTION... ALL FROM STOCK!

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)
' 1-800-835-4400 (Sales) * Fax 1-800-835-4403
www.outwater.com
New Jersey © Arizona * Canada

For FREE info go to http://pr.ims.ca/5348-210

CREATE A
WATERTIGHT SHOWER

NobleSeal® TS Noble Niches
Thin-set waterproofing and Curbs
for shower walls, floors, Waterproof,
e lightweight &
“tile ready”.
Install in
minutes.

from CPE.
Stays flexil

Presformed
Shiower Dam

round strainers.

Positive Weep
Protector™
Keeps weepholes clear.

800-878-5788

www.noblecompany.com

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

For FREE info go to http://pr.ims.ca/5348-213

PROFESSIONAL REMODELER

65



Advertisement

Product and Literature Digest

Marketplace

Weyerhaeuser ChoiceDek® Products

“1 Weyerhaeuser ChoiceDek® products
; are ideal for decks, dock surfaces,
boardwalks, access ramps and
, walkways. Made from a patented
@l process that encapsulates recycled
= \00d 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

AU 3L YS Tor 181
LONSIRULIONEVIASYERSIZRD)

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

‘UJ ISR

Available at Tool, Survey, Reprographic and Lumber Stores.

(800) 951-5117 Easy-fo-use * Reduce Costly Errors * Save Time and Money
Weyerhacuser @D | 1 s <o

Promo Code; ProRemoB-807

For FREE info go to http://pr.ims.ca/5348-215

Fill, bond, and laminate
AZEK’ Trimboards!

BUILD /A
FOUNDATION

Vow/,

STRONGER. £

FORTH
THE TOUGHES T/oBs ox. PLANET Eappy

TrimBonder
Bonding System

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

v Bonds/laminates AZEK" Trimboardls,
metal, wood, and PVC

v Non-yellowing, sandable, paintable
v Easytouse, fits standard caulking gun

PROFESSIONAL Devcon
REMODELER Vi

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

AZEKis a registered trademark of Vycom Corporation.
s H E LLEv p E REZ Devcon and TrimBonder are registered tra_demarks of lllinois Tool Works.
©2006 ITW Devcon. Allrights reserved.
Ph: 630-288-8022
Fax: 630-288-8145

Available through your local
AZEK* Trimboards dealer
shelley.perez@reedbusiness.com

For FREE info go to http://pr.ims.ca/5348-217

From building, to creating,
to repairing and more.

1-800-966-3458 » GORILLAGLUE.COM

© 2007 The Gorilla Glue Company. G6HD

For FREE info go to http://pr.ims.ca/5348-216
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GO VISIT THE ELEPHANT

ur nation was built

on the back of

successful small

family business.

Our national
economy still rests on the
small to mid-size privately
held firm involved in provid-
ing products or service to
clients. The majority of firms
in the professional remod-
eling field are made up of
family members who build
a reputation and grow with
referrals.

Why do so many of these
remodeling firms fail to make
it to the next generation?
Studies show only 34 per-
cent of these family busi-
nesses will make it to the
second generation. Far fewer
will get to the third or fourth.
Here are a few reminders to
make your family remodeling
business stay and remain
strong:

1. Resolve conflict between
generations. The first gener-
ation doesn’t want to talk
about the future. The second
wants to know where they
stand. You need to under-
stand that everyone has
emotional issues to get off
their chest — the “elephant
in the other room.” We all
have gray issues, some
worse than others. You may

peek in the other room and
see the whole issue, or even
worse, just the trunk of a
large pachyderm on some-
one’s mind. The sooner you
visit the elephant in the other
room, the better off you will
find yourself.

2. Prepare future genera-
tions for leadership. The
second and succeeding
generations need to learn
how to lead and build trust
with the rest of the family.
There are clear goals for
everyone (not just non-fam-
ily members) that will be
followed. Job descriptions
are important so everyone
knows the expectations.
Everyone will be account-
able and have clarity on
where they stand.

Even if you resolve all the
issues the family may have,
you still need good leader-
ship.

3. Define the family
employment policy. A written
employment policy is very
important to govern the cur-
rent and future rules for join-
ing the family business.
These are best if they are
written out and also explained
at a family council meeting in
person. Set aside time for
anyone who is interested to
attend and answer questions

from spouses, children and
any others interested in join-
ing the business full time or
for summer help. It can han-
dle questions on company
trucks, educational require-
ments and if family members
should supervise other family
members.

4. Understand the succes-
sion plan. You need to have
plenty of time and some
professional help to make
the succession plan work.
Many families spend 10
years on this plan, so make
sure you get started early.
Accurate valuation of the
business and cross-pur-
chase agreements in the
event of an untimely death
are a great place to start.
You may also need financing
arrangements and advice to
pay the first generation for
the stock it owns. A financial
planner will assist with stock
gifting questions all genera-
tions will have. Surround
yourself with a good account-
ant, lawyer and financial
professionals to help you
answer questions.

Those families who visit
the tough issues will pro-
vide a wonderful service to
the next generation and fos-
ter a successful place to
succeed. pr

Alan Hendy

Advisory Board Columnist

Birth Date: Sept. 19, 1966
Company: Neal’s Design-Remodel
Location: Cincinnati

Favorite Business Books: Any-
thing by Tom Peters

Best Advice You’ve Received:

“Do it right the first time,” from
my Dad
If 1 Weren’t a Remodeler: | would

like to write books

Most Important Issue Facing the
Industry: Improving service levels
Greatest Business Achievement:
Better Business Bureau’s Torch
Award for Business Ethics
Hobbies: Golfing, fishing

Pets: Harry, my dog, Truman,

my cat

Most Embarrassing Moment: Lost
my suit in a swim meet, didn’t
stop and finished second

What You Wanted to Be When You
Grew Up: Cincinnati Reds Pitcher
Something No One Knows About
Me: | love Euchre
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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. CJ

This unique fastener is engineered to work together with Latitudes Equator
slotted composite decking to yield a blemish-free surface. And in terms latitudes

e s decking & railing
of satisfied customers, that's enormous.

888.270.0750 | www.latitudesdeck.com/prg

For Free info go to http://pr.ims.ca/5348-32



Beauty Begins With
Inner Strength.

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

/

Impact-Rated Solid Panel Doors

Our Tru-Defense entry and patio door systems /\ L
with impact-rated protection are engineered to N A Rl W

keep out wind, rain and flying debris in hurricane- ENEEGHSIAN
type conditions. And that’s a beautiful thing for you and your EARINER
customers. Get more information at www.thermatru.com/trudefense.

THERMA TRU

DOORS

The Most Preferred Brand in the Business™

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

For Free info go to http://pr.ims.ca/5348-33





