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At Ferguson, it’s true that our inventory is huge. Our distribution

expertise is unrivaled. And our one-stop shopping for building products

is the height of convenience. But there is one thing we supply that

building professionals have come to rely on again and again for over 

50 years – our people. Our associates make certain you can depend on

Ferguson – where friendly service, expertise, and a willingness to go the

extra mile are never in short supply.

Nobody expects more from us than we doSM

ferguson.com/remodeler

ERATM BATH FINESTRATM BATH ALLUSION® WHIRLPOOL FUZIONTM HOME SPA

© 2008 Ferguson

PLUMBING.

LIGHTING.

APPLIANCES.

FIREPLACES.

P A S S I O N A T E

PEOPLE!

VISIT US AT IBS BOOTH #W521.
For Free info go to http://pr.ims.ca/5656-1
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LET US HELP YOU
BUILD HIGH PERFORMANCE FLOORING & STRONG COMPLICATED ROOFLINES

With over 100 years of experience, Stock Building Supply is a leading supplier of building materials in the nation. 
From start to finish we have everything to complete your remodel. 

At Stock Building Supply, we strive to satisfy our customers’ needs. We have experienced staff that 
can assist you with the supplies and services you need to produce a successful job. We carry 
I-Level® complicated rooflines that add character to homes. I-Level’s Silent Floor fine-tunes your 
floor performance. With a variety of brand name merchandise, you can count on Stock 
Building Supply to provide the quality products you deserve. 

CUSTOMER FOCUSED, ASSOCIATE DRIVEN.SM

www.stockbuildingsupply.com
Visit www.stockbuildingsupply.com/
pro_club.asp

* Membership is not available in all areas.

*

For Free info go to http://pr.ims.ca/5656-2
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Our replacement windows can be 

installed without disturbing 

trim, siding or stucco.

talled without disturbing

m, siding or stucco.

Remodeling is easier with reliable, energy efficient JELD-WEN® windows. 

From clad-wood pocket double-hung windows to vinyl pocket or fl ush fi n 

windows, we have the perfect replacement solution for your project. To 

learn more, request our free remodeling brochure by calling 1.800.877.9482, 

ext. 8015, or visiting www.jeld-wen.com/8015.

®

So easy, you could install them in your sleep.
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Remodelers’ Exchange
To read the entire discussion on outsourcing 
home technology and hear the complete 
podcast, visit us online.
www.ProRemodeler.com

Visit Our Blogs
Editor in Chief Mike Morris and Senior Editor 
Jonathan Sweet write about the issues facing 
remodeling businesses every day.
www.ProRemodeler.com/blogs

10 Most Influential
Share your feedback and read Senior Editor 
Jonathan Sweet’s blogs about the making of the 
list and those who didn’t quite make the cut.
www.ProRemodeler.com

Corner Office
Get bonus online content on what books 
have helped Gary Marrokal build Marrokal 
Construction into a market leader.
www.ProRemodeler.com

Best of the Best
It’s time to get your entries in for the 2008 Best 
of the Best Design Awards. Visit us online for 
more information and an entry form.
www.ProRemodeler.com/designawards2008

HousingZone
Be sure to visit the new Housing Zone Web 
site featuring videos, blogs, white papers and 
much more.
www.HousingZone.com
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You have the right 
to remain speechless.

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

E X T E R I O R : R O O F I N G  •  S I D I N G  •  W I N D O W S  •  F E N C E  •  R A I L I N G  •  T R I M  •  D E C K I N G  •  F O U N D AT I O N S  •  P I P E
I N T E R I O R : I N S U L AT I O N  •  WA L L S  •  C E I L I N G S
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 ©2008 Uponor, Inc.

“ I’m not asking for tons of control system and wiring options. 

I want one option. That works for all my needs. Period.”

Introducing the new Uponor Climate Cŏntrol. Simple and intelligent, this 

multifunctional control system replaces all six of our previous Pro Series models, 

and is designed to run multiple proPANEL® mixing panels with incredible ease. 

One box, with one wiring schematic, one setup and one easy, plug-and-play 

way to install it. One option with no confusion. That’s Uponor Logic at work. 

To fi nd out more, call 800-321-4739 or visit us at www.uponor-usa.com

Formerly Wirsbo

Multiple functionality

eliminates the need 

 for multiple controls.

For Free info go to http://pr.ims.ca/5656-5
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WE ARE ALL INFLUENTIAL PEOPLE

I 
love history. Always have. Most of 
my favorite kinds of books tend to 
be about prehistoric times, ancient 
civilizations, early explorers and 
historical fi gures.
That’s probably why I was so drawn 

to the topic of this month’s cover story, 
“10 Most Infl uential Peo-
ple in Remodeling.” Not 
only would a project of 
this magnitude require us 
to look back over years 
of our country’s history, 
but it would give us the 
opportunity to learn more 
about the evolution of 
this great industry we 
serve and the people 
who shaped it.

My further desire was 
that this type of article, 
which is quite a departure 
from our usual strategic 
business-related fare, 
might serve an even higher 
purpose by stimulating 
passionate debate and 
thoughtful discussion.

History has proven time 
and again that change 
often occurs when well-
intentioned members of 
a particular community 
get involved in discussing 
important topics and exchanging their 
diverse ideas and opinions.

So, as much as our staff has enjoyed 
researching, debating and discuss-
ing which individuals would eventually 
end up on our list, my true hope is that 
by broaching subjects such as this, 
we can be a proponent of something 
even bigger by causing you to join the 
conversation.

One of the things I believe has 
hindered the growth of professionalism 

in this industry is the fact that remodel-
ing is such a local business that the 
widespread dispersal of great ideas — 
potentially revolutionary ideas — has 
always been a painfully slow process.

That doesn’t have to be the case 
anymore, however, as the emergence 

of the Internet has pro-
vided us with an easily 
accessible meeting place 
where we can all join the 
conversation and infl uence 
improvement and change.

Imagine where we’d be 
today if a guy like Walt 
Stoeppelwerth, who is 
on our list and was one 
of the earliest stewards 
of professionalism in the 
remodeling industry, had 
a tool as powerful as the 
Internet at his disposal.

Walt’s message of 
charging what you’re 
worth was as important 
— and controversial — a 
concept as this industry 
has ever seen. And still, 
more than 30 years later, 
the concept is lost on 
many who either haven’t 
heard it or have chosen 
to ignore it out of fear or 
ignorance.

Whether you agree with our list of 
infl uential people is not the point, really. I 
honestly hope you disagree with at least 
one of our choices. Maybe in that way, 
you will be motivated to log on to our 
Web site at www.ProRemodeler.com 
and let your opinion be known. Get 
involved. This is your industry, after all.

One of our duties as an industry 
leader is to help remodelers build more 
professionally run businesses. Won’t 
you join us in this worthy cause?  PR

“One of our 

duties as an 

industry leader 

is to help remod-

elers build more 

professionally 

run businesses. 

Won’t you join 

us in this worthy 

cause?”

Michael R. Morris

Editor in Chief

>> Contact me at michael.morris@reedbusiness.com or 630/288-8057  

Read my blog at www.ProRemodeler.com/blogs
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The Home ProjectsSM VISA® Card Program, provided exclusively by Wells Fargo Financial 

Retail Services, lets you off er fl exible fi nancing options for all of your customers’ home 

improvement needs. Learn more and enroll today by calling 1.800.773.6652 or 

visit us at www.HomeProjectsVisaCard.com.

©2007 Wells Fargo Financial National Bank. All rights reserved.

Offer a consumer financing program 
that delivers fast, efficient processing.Today

For Free info go to http://pr.ims.ca/5656-6
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Leadershipon 

A
s you know, marketing is a 
key component of any suc-
cessful business. Although 
marketing is often overwhelm-
ing, it can be a logical and 

manageable process.
When evaluating your marketing 

strategy, it’s important to remember 
that marketing is full of infi nite possi-
bilities and endless opportunities. The 
challenge is to determine what tactics 
to employ so that you are strategic 
and intentional with your decisions. 

The key to effective marketing is 
identifying which marketing activities 
best support your business. There 
are three key factors to consider 
when determining your ideal market-
ing approach: 1) Where you stand in 
terms of your marketing budget, com-
petitors and emerging opportunities 
2) Your stage in the business life cycle 
— start-up, growth, mature or declin-
ing and 3) Your business mix.

A SWOT (strengths, weaknesses, 
opportunities and threats) analysis 
offers a systematic approach for 
understanding your business. The 
SWOT analysis provides a baseline 
tool for determining where you are now 
and what you need to address. Ask 
yourself, in what areas are we stronger 
than our competition? And in what 
areas are we weak? Also assess oppor-
tunities, such as where there might be 
a market your competition is ignoring, 
and threats, such as an economic slow-
down or a competitor who is targeting 
your same customer demographic.

After conducting the SWOT analy-
sis and identifying where your busi-
ness is in terms of marketing threats 
and opportunities, it is important to 
identify where your business is in the 
business life cycle. Various stages 
of growth require different marketing 
tactics. For example, if you manage 
a more mature, established busi-
ness, image marketing tactics will be 

more effective for maintaining your 
established referral base. Or, if you 
manage a young, start-up company, 
focusing on marketing tactics such as 
direct mail with a call to action will be 
necessary to facilitate immediate lead 
generation.  

Additionally, your com-
pany’s business mix will 
infl uence your marketing 
activities. Take a look 
at your business mix 
as it relates to job size 
and percentage of jobs 
that involve signifi cant 
structural changes ver-
sus little or no structural 
changes. This drives the 
decisions that you make 
about target demograph-
ics, marketing tactics and 
message. For example, a 
high-end job might have 
a more image-driven mar-
keting tactic, whereas a 
pull-and-replace bathroom 
advertisement might con-
tain an immediate call to 
action containing a spe-
cifi c price point.

Remember, it can take 
three to six months or 
even a year for some 
marketing tactics to take 
root. When crafting your 
plan, evaluate each tactic 
to see if you can afford 
it given what resources 
you need to invest to 
make it successful. For 
example, running a radio 
commercial for one day won’t help to 
build your brand; you would need to 
commit to a long-term strategy with 
enough frequency to establish your 
brand through radio. However, you 
might be able to employ a more short-
term radio tactic if you simply need to 
drive consumers to your showroom 

for a one-weekend event.
Once you have determined where 

your business is, you can begin to map 
out a marketing strategy to take your 
company where you want to go. If you 
haven’t done so already, put together 
a 2008 marketing plan. Even the best 

written marketing plan 
needs to be evaluated on 
a regular basis, at least 
monthly, to monitor its 
effectiveness. If you are 
a small company, you 
might not have the capac-
ity (manpower) to do this 
monthly — if so, don’t be 
discouraged. Reviewing 
your plan every three to 
four months will be better 
than not doing it at all.

With that said, don’t be 
too risky by investing in 
large and very expensive 
campaigns if you cannot 
track the results closely. 
Much like any other bud-
get, it can be adapted 
as the year progresses: 
if business revenue 
increases or decreases, 
or if a marketing tactic 
needs to be added or 
removed. It’s an evolu-
tion, which always needs 
changes.

Taking the time to evalu-
ate your marketing strat-
egy and develop a solid 
marketing plan will pay off 
in the end.  PR

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

TAILOR YOUR MARKETING TO YOUR NEEDS

“It can take 

three to six 

months or even 

a year for some 

marketing tac-

tics to take root. 

When crafting 

your plan, eval-

uate each tactic 

to see if you can 

afford it given 

what resources 

you need to 

invest to make 

it successful.”

Doug Dwyer 

Contributing Editor

>> For more Doug Dwyer on Leadership,

visit www.ProRemodeler.com

prx0802doug_ID   11prx0802doug_ID   11 1/24/2008   1:33:21 PM1/24/2008   1:33:21 PM



For Free info go to http://pr.ims.ca/5351-XX

When we build a window, we know it’s not just our reputation that’s on the line. It’s yours, too. So all of our products are

engineered for exceptional reliability and superior strength.They’re designed in styles and shapes to suit any décor or home

type. And they’re backed by one of the best lifetime warranties in the business. Plus, with our fast 7-day delivery time,

you can be sure that your Simonton windows will be there when you and your homeowners

expect them. So choose Simonton—the name that will live up to your good name. To learn

more call 1-800-simonton or go to www.simonton.com.
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Sales and Marketingon 

A 
little over six months ago 
my bare calves were sticking 
(it was late June in New Eng-
land) to the thick plastic 
cover of the dentist chair. 

I remember wondering if plaque was 
reinventing itself in my mouth while 
I sat there. The chipper hygienist 
seemed to think it was sport to com-
bat the build up with an array of 
stainless steel tools. 

Just when I thought she was done, 
she’d pop up from her scraping, peruse 
her options, select another pick — 
which, in my opinion, looked exactly 
the same as the one she had just put 
down — and dive back in again. 

I recall thinking it extraordinary that I 
willingly put myself in the position of 
feeling completely helpless, unable to 
direct any form of dialogue, and hoping 
mightily that in the end it would all be 
good news and worth the tortuous 60 
minutes — much like how I felt about 
making a sales call.

Unlike the dentist visits that I only 
have to face every six months, sales 
calls were becoming more and more 
frequent for me. “Good news” friends 
would say. “Clearly the company trusts 
you to be the face of the fi rm.”

Yes, it was very good news, and 
exactly where my over-achiever, com-
petitive-as-hell self wanted to be. 
Yet I would fi nd myself praying to the 
gods of all things sales that the phone 
wouldn’t ring. Last time I checked, this 
wasn’t the best way to perpetuate a 
business. 

Luckily, I wouldn’t be solely respon-
sible for sales in our company. I’d 
done well positioning the firm’s 
brand, which earned me a spot on 
the leadership team. That’s great 
news for my self image, but this 
meant selling became a right and 
a duty. 

At the time of my promotion, I 
forced myself to make the decision 

that of all the things in life that might 
slow me down, being intimidated by 
selling was not going to be one of 
them. I needed to find a trainer. 

The first time I met with George, he 
asked me to describe 
my sales strategy. In 
short order, it became 
painfully clear that I 
relied heavily on a lot of 
free consulting and on 
going to as many sales 
calls as humanly possi-
ble in hopes of occa-
sionally beating the odds 
to land a new project. 
He, quite bluntly, pointed 
out that I was expending 
ridiculous amounts of 
energy for very little 
return. 

The rest of our first 
visit went something like 
a magic show. I went 
from fury to fatigue to 
fortitude before my cof-
fee got cold. 

I had expected George 
to pepper me with “fea-
tures and benefits” and 
to expertly tease me 
with just a wisp of a 
promise that he could 
change me into the deal 
maker of the century. Instead, 
he made me do all of the talking. 

He had a list of questions to ask 
me. Each time I tried to turn the con-
versation back to him, he bounced it 
back to me. I tried to be a hard sell, to 
test his ability, but I couldn’t hold my 
footing. 

In the end, he uncovered my deep-
est fear: “I’m afraid that I can’t sell 
and I will fail to perpetuate my family 
business into the next generation.” 
And from there, all he had to do was 
to rescue me.

And rescue me he did. I am learn-

ing how to do this very process with 
my prospects. I am learning how to 
keep my mouth shut except for a 
few leading questions and how to 
approach each sales visit as a busi-

ness meeting attended 
by colleagues. I am 
learning to spot typical 
buyer behavior patterns 
and to not be derailed by 
them. I am learning how 
to set agendas at the 
beginning of meetings to 
get to an agreed upon 
outcome. In such a short 
time, I’ve strapped on a 
heavy tool belt that 
poises me as an offen-
sive player. 

For anyone familiar 
with the training program 
I am describing, you 
will be able to name it 
quickly. It’s sales training 
and the point is not the 
particular program, but 
finding one that suits 
you. This one happens 
to work for me. 

I am now actually hun-
gry for selling opportuni-
ties. The sweet notes of 
the Hallelujah Chorus are 
working out the ancient 

knots that have accumulated in my 
stomach all these long years. 

Now if they would just offer training 
on how to make dentist visits less 
painful. 

Allison Perry Iantosca is vice 
president of marketing and sales 
for F.H. Perry Builder, a preeminent 
custom builder and remodeler in the 
Boston market. She can be reached 
at aiantosca@fhperry.com.  PR

SALES TRAINING: THE BEST MOVE I EVER MADE

“I am learning 

how to keep 

my mouth shut 

except for a few 

leading ques-

tions and how to 

approach each 

sales visit as a 

business meet-

ing attended by 

colleagues.”

Allison P. Iantosca 

Contributing Editor

>> Coming in June: Marketing Identity 

Crisis; Implementing two golden rules: 

ask questions and be consistent 
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best practices

 14  PROFESSIONAL REMODELER  www.ProRemodeler.com  FEBRUARY 2008

Remodelers’ Exchange

Outsourcing allows remodelers to manage homeowners’ needs

KEEPING UP WITH 
HOME TECHNOLOGY
HOME TECHNOLOGY IS NO LONGER a 

future concept; we use it now. So how does 

a remodeling fi rm handle this technology: 

in-house techies or outsourced to technology 

gurus? Remodelers Harry Poehlmann and 

David Pekel discuss their strategy for coping 

with the latest technology for the home.

Jud: The fi rst thing I want to try to do is 

defi ne what we’re calling “technology.” 

What type of technology are your clients 

looking for?

Harry: With the clients, the minimum 

they want is to be able to network all their 

computers. A lot of them have fl ex time with 

their jobs and work anywhere from one, two 

or three days a week from their homes. One 

client of ours has gone so far as home auto-

mation. He can control his entire house from 

his Blackberry while traveling.  

David: With our clientele, a given with 

any project has been putting in basic struc-

tured wiring to accommodate data and 

communication. Being that we’re a remod-

eling company only, we don’t always have 

access to the whole house. It’s infrequent 

that we’re talking about an entirely inte-

grated system. That being said, things like 

lighting control, security and some home 

automation, data communication and video 

are generally components that many of our 

clients are requiring for their specifi c ele-

ment of the project. 

Jud: Harry, do you do this in-house, or 

do you outsource it?

Harry: Outsource. The technology 

changes so fast, there are so many things 

to offer. I don’t feel I can adequately keep 

up and do a good job. I think it’s better to 

outsource it in that regard. That’s what the 

people that we outsource to do; they focus 

strictly on that. They’re able to keep up 

with what’s available currently, the current 

trends and the best way to approach differ-

ent problems when it comes to the remodel 

side, where wireless might be better than a 

hard-wire structure, and what’s available.

Jud: On the reverse of that, what’s the 

disadvantage of outsourcing?

Harry: The disadvantage of outsourcing 

is that you’re taking the clientele to some-

one, and you’re marrying into them almost 

as a joint package. If they stumble, it can 

refl ect badly on us. 

Jud: David, in-house or outsource?

David: Outsource. In the case of home 

automation, from a holistic standpoint 

there is, in my opinion, too much informa-

tion to try to stay on top of while trying to 

run this business as a design/build fi rm 

as well. We’ve aligned ourselves with two 

specifi c companies that have two different 

approaches to home automation. They’ve 

been well trained by us as to how our 

clients expect to be treated. They are pre-

conditioned before they are even exposed 

to the client in terms of to what extent 

should they go with them; what is the level 

of understanding that this client presents? 

What is the level of expectation that this cli-

ent has? Our consultants don’t walk away 

leaving their heads spinning.

DAVID: “Largely, our 
experience has been that 
our clients are looking 
to us as professionals to 
say, ‘Are you aware that 
this capability might 
exist for you?’”
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This month featuring:
Harry Poelhmann, Owner 

Poehlmann Construction, Loveland, Colo., and 

Basements for You, Fort Collins, Colo. 

For more than 30 years, Poehlmann Construction 

has done high-end remodels and new construc-

tion. Remodels average from $300,000 to $1 mil-

lion and the homes are $1 million and up. 

David Pekel, Owner 

Pekel Construction & Remodeling, Wauwatosa, 

Wis. In business for over three generations, the 

firm focuses on high-end design/build with an in-

house design staff as well as all of the carpentry. 
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Jud: Do either one of you have or look at 

an electrical contractor who will do high 

voltage and low voltage both? Have you 

seen combinations and stayed away from 

them, David?

David: Yes. We’ve seen combinations 

and yes, we do have electricians who will, 

on a limited basis, handle elements of this. 

The only other element beside the electri-

cal would be specifi c to lighting control. 

Beyond that, there is nothing else that they 

would handle or that we would expect them 

to include, for the exact reasons Harry 

mentioned. It’s too specialized. We’ve run 

into exactly the same situation and we’ve 

done exactly the same thing.

Jud: Harry, got a combination electrician 

doing this, too?

Harry: Yes, we do. They’ll do low voltage 

via phone, cable and lighting. Beyond that, 

they’re not going to do surround-sound, 

or anything to do with hi-fi . Once that’s 

involved, then they’re out of the picture 

or working with and providing a source of 

power for that equipment. The key is you 

need both. You can’t get rid of one. You 

need them to work together well. That’s 

something that can take some time, and 

you’ve got to have a lot of pre-construction 

meetings to make sure those two identities 

are really on the same page. 

Jud: Harry, one of your 

specifi cs in your comment 

— lets bring this out more so 

people understand — this is 

a combination low voltage 

and high voltage. Those two 

companies have to work 

together and you found that 

to be a very important ele-

ment, is that true?

Harry: Yes. A simple 

example is they may say 

they need a 110 line coming 

into the box. Maybe it has to be on a direct 

breaker so it’s on circuit. Or maybe they 

need that wire to be 10 feet long because 

they’re going to wire that into their equip-

ment and it’s going to go from there. If you 

don’t have simple things like that coordi-

nated out early, it can lead to problems 

down the road.

Jud: When your client comes to you, 

what are they coming to you with? General 

ideas or more specifi c things?

Harry: Actually, it’s all over the board. 

Some come with just general ideas; they 

want to be able to have their computers 

talk to each other. We also get those who 

travel a lot. They’ll have seen it in a friend’s 

house and say, “They used this system and 

have an OnQ box.” They know a lot about 

the system and are very specifi c about the 

items they want to use. 

David: Largely, our experience has 

been that our clients are looking to us as 

professionals to say, “Are you aware that 

this capability might exist for you?” That’s 

where the consulting element of the design 

process comes in with our initial consulta-

tion. We’re making them aware of things 

that they may not even suspect are avail-

able to them, much less how they might be 

able to use them in their home. 

Jud: Harry, how do you keep up with 

technology? I understand you don’t know 

all the fi ne details, and that’s why you’re 

outsourcing. On the other hand, how do 

you keep up with what these folks offer?

Harry: A lot of it is through trade maga-

zines. I think David brought up a good 

point. A lot of the people we use are in the 

same HBA with us, and affi li-

ates like that. You tend to ask 

them a lot of questions. 

Jud: David, how do you 

keep up with technology?

David: I’m a gadget freak 

myself. I tend to have an 

affi nity toward those things. 

I don’t get into all the techni-

cal aspects, the frequency 

aspects or those elements 

that the techie guys do. 

Jud: Do you ever see your-

self getting large enough where you would 

have in-house people doing this? 

Harry: No. It’s such a specialized fi eld. 

You’d have to be quite large, and it takes a 

whole lot of focus. It’s one of those fi elds 

that takes almost continuous education. 

Technology changes too much. When we 

fi rst started out, we tried to do our surround-

sound wiring in-house. It’s a very simple 

thing, just run a few wires and connect 

everything. We learned in a hurry that one 

company would come in, and if it’s pre-wired 

they’ll say it’s wrong. The next will say, “No 

that should have been bell wire.” The next 

guy will come in and say, “No, that should 

have been copper wire!” It’s an industry that 

doesn’t seem to have a standard on some 

of the wiring. We learned quickly to get our-

selves out of that picture and start teaming 

up with someone to offer that.  PR

Jud Motsenbocker 

Contributing Editor

HARRY: “The technology 
changes so fast, there are 
so many things to offer. 
I don’t think I can ade-
quately keep up and do 
a good job. I think it’s 
better to outsource it in 
that regard.”
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TALK BACK>> To read the entire discussion on this 

topic or to listen to the podcast, visit 

www.ProRemodeler.com/bestpractices
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www.timbertech.com
800-307-7780

DECKING                RAILING                FENCING                DRYSPACE                ACCESSORIES

Introducing XLM.
Extreme low-maintenance

decking.
( from TimberTech, of  course)

Paul Bizzarri, TimberTech VP of Innovation

Paul and his Innovation Team engineered TimberTech’s new XLM™ decking to provide 
unparalleled scratch and stain resistance for the ultimate in low-maintenance, carefree 
living – adding yet another option to TimberTech’s industry-leading line of alternative 
decking solutions.

From our legendary decking and innovative railing and fencing to hidden fastening and 
drainage systems, TimberTech’s comprehensive product line lives up to our famous brand 
promise: Less Work. More Life.®

Scratch and stain-resistant

Lightweight

Two grains on one plank

Maximum mildew resistance

Available in non-grooved 
and grooved planks for 
hidden fastening

Class A fire rating

Mountain Cedar

RiverRock

SandRidge

See us at IBS Booth W-543

For Free info go to http://pr.ims.ca/5656-8
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best practices Trade Secrets

S
elling a remodeling com-

pany can be a diffi cult un-

dertaking. It can be tough 

to fi nd an exit strategy that not 

only allows a remodeler free-

dom, but also makes it possible 

to profi t from the experience. 

But through hard work and 

careful planning, Paul and Nina 

Winans were able to do just 

that. After running Winans Con-

struction in Oakland for nearly 

30 years, the couple sold the 

company last year.

One of the key decisions 

the Winans made was to use 

a broker to sell the company 

rather than go it on their own. 

In February 2006, they made 

their fi rst tentative steps by 

advertising the company for 

sale but quickly pulled it off the 

market when they realized they 

weren’t ready to sell.

In November 2006, they 

decided to hire a broker after 

hearing consultant Kraig Kram-

ers speak at a Remodelers 

Advantage meeting. 

The Winans decided 

they would look for a 

consultant that was 

based in California 

and had experience 

selling small service 

businesses, Nina says. 

They found four com-

panies that met their 

requirements, talked 

with two of them and eventu-

ally ended up hiring one from 

the Bay Area. 

“We chose her because she 

was in our area, and we only 

had to pay her if the company 

sold,” Nina says. “The others 

wanted money up front.”

From that point, things moved 

swiftly. The company was listed 

in January 2007, a successful 

offer was made in May and the 

sale closed Aug. 1.

Besides working with a 

broker, several other things 

were key in making the com-

pany attractive to a buyer. The 

Winans paired the real estate 

where the offi ce was located 

with the business, a move that 

made the investment more 

attractive to a lender, Paul says. 

It also helped that the compa-

ny’s brand had been built for 

years by quality work, seminars 

for consumers and Paul’s writ-

ing articles in the local paper. 

The Winans’ frequent trav-

els for vacations and industry 

events had also shown the 

company could run without 

them because of the extensive 

systems and procedures they 

had put in place. And most 

importantly, the company made 

a good profi t. 

“We were working reasonable 

hours and making good money, 

which is what made it an attrac-

tive company,” Paul says. “If 

we were running more volume 

at a lower margin or doing the 

same volume and working 60 to 

80 hours a week, it would have 

been less attractive.”

Despite the sale, the Winans 

are both keeping busy, Paul as 

a facilitator with Remodelers 

Advantage and Nina as a mem-

bership coordinator with the 

local NARI chapter.

“It’s really key if somebody 

is selling the business that 

they have an idea of what 

they’re going to do with their 

lives,” Nina says. “Otherwise, I 

think you could be sitting there 

wondering if you made a big 

mistake, because it is a big 

change.” 

For more information, e-mail 

Paul at paul@remodelersad-

vantage.com.

Make a smooth exit

Invest in a ‘Green Guy’
THE GREEN PIECE

F
or years, Landis Construction 

in Washington, D.C., has been 

experimenting with various green 

remodeling practices, but as customer 

interest has increased over the last year, 

the company looked for a way to improve 

its ability to meet its green needs.  

Enter the “Green Guy,” as principal 

Chris Landis calls him. Russell Clark 

came on board last fall as a project man-

ager to lead the company’s green efforts.

“The goal is to green all aspects of 

the operation, from marketing to sales to 

production to our offi ce,” Clark says. “Even 

after the project is fi nished, we leave clients 

information on how to green their homes.”

Clark has an extensive background 

in environmental work and construc-

tion. In 1995, he founded GreenHOME, 

a local non-profi t that focuses on green 

construction and methods, and he also 

spent several years working for the Envi-

ronmental Protection Agency.

Clark is charged with fi nding new green 

suppliers and green trade partners, as well 

as with evaluating products. He’s already 

helped make signifi cant differences in the 

products the company uses on projects 

and in the company, such as replacing the 

cleaning products used in the offi ce with 

green supplies, Landis says.

“We want to be on the leading edge, 

and he acts as a conduit for all that 

green information,” Landis says. “By hav-

ing one person responsible for managing 

this, it’s made us much more effi cient.”

By Jonathan Sweet
Senior Editor

>> If you have a Trade 

Secret you would like to 

share, e-mail Senior Editor 

Jonathan Sweet at jonathan.

sweet@reedbusiness.com.
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Are you one of the next Professional Remodeler Innovators?

You or your company could be selected as one of our Professional Remodeler Innovators 
if you:

• found a different way to build business

• implemented a unique best practice

To submit your nomination, just go to our Web site— www.ProRemodeler.com/Innovators— 
and fi ll out and submit the electronic form. Easy! If you prefer, submit your nomination right on 
this form:

• improved the way your company operates

• simply took a great idea and made it work

Describe what makes you or your company an Innovator: Type of remodeling: (check all that apply)

 Full-service  Insurance  Exterior 

 Design/build   Custom Homes  Home Repair

 Kitchen/bath  Commercial  Other

Name:

Title:

Company name:

Founded in:

E-mail: 

Street address:

City, State,Zip

Phone:

Web site url:

Send this nomination form to:
Jonathan Sweet, Senior Editor, Professional Remodeler
2000 Clearwater Drive • Oak Brook, IL 60523 • Fax: 630.288.8145

y, , p

p y
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How successful remodelers 
navigate the road ahead.

Introducing Reed Construction Dashboard connected by iLumen™.

Now there’s a powerful new way to anonymously benchmark your business 
metrics against your competition, track your performance against regional
and national building industry trends, gain deeper insights from industry 
experts and confi dentially connect with peers, lenders and fi nancial advisors.

Take it for a test drive at

ReedConstructionDashboard.com

Check out My Connection:
your free-access portal with industry news feeds, interactive 

surveys, discussion groups and expert blogs.
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2008 Call for Entries
Professional remodeling contractors, architects and designers—here’s 

your chance to gain national acclaim for your projects completed 

between January 1, 2007 and May 15, 2008.

The Professional Remodeler Best of the Best Design Awards 

recognize the best construction quality, creativity, design 

and problem solving in 20 entry categories.

Judging is conducted by an expert panel of remodeling 

professionals and the editors of Professional 

Remodeler magazine. Platinum, Gold, Silver, and 

Bronze awards are awarded in each category.  

Enter by April 15 at 

www.ProRemodeler.com/designawards2008 

You will receive an offi cial project notebook for each 

project you enter. Offi cial project notebooks must be 

submitted no later than May 15, 2008.

Winners will be honored at the Professional Remodeler 
Best of the Best Design Awards Celebration at the 
September 2008 Remodeling Show™ in Baltimore, and 
featured in the November issue of Professional Remodeler 
magazine!  Enter today!

Go to www.ProRemodeler.com/designawards2008 
Entry forms and fees due April 15, 2008
Offi cial Entry Notebooks due May 15, 2008
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A
AS LONG AS THERE HAVE BEEN HOMES, there’s been 
remodeling. So when the staff of Professional Remodeler 
sat down to pick the 10 most infl uential people in the his-
tory of remodeling, we knew it wouldn’t be an easy task.

From dozens of ideas, we, along with input from oth-
ers, winnowed the list down to the 10 (actually 11 — we 
counted Home Depot founders Arthur Blank and Bernie 
Marcus as one) individuals on the following pages. These 
are the people we believe have shaped the industry, for 
better or worse — the individuals who had the most to do 
with the creation of the modern remodeling industry.

We don’t expect everyone to agree, and frankly we’d be 
a little disappointed if you did. So let us know what you 
think by posting your thoughts using the Talk Back sec-
tion on www.ProRemodeler.com. 

By Jonathan Sweet, Senior Editor
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10Most 
Influential
THE PEOPLE WHO HAVE 
MADE THE REMODELING 
INDUSTRY WHAT IT IS TODAY
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KERMIT BAKER
As the director of the Remodeling Futures 

Program at Harvard University’s Joint 

Center for Housing Studies, Kermit Baker 

has elevated the image of remodelers 

and demonstrated that remodeling is a 

separate industry from home building.

“Before Kermit, there was not a spokes-

man for the industry that could put it 

in economic terms,” says John Gordon, 

director of contractor business at Home 

Depot and a past NARI national offi cer. 

“He shed a light on how the economy 

affects remodeling and how remodeling 

affects the economy.”

The center’s biennial reports have 

changed the way those within and those 

outside the  industry look at remodeling. 

Baker also developed the Leading Indi-

cator for Remodeling Activity, the only 

index to report remodeling volume on a 

timely basis.

“A lot of people think of remodeling as 

a fl y-by-night industry and Kermit has 

helped give it legitimacy,” Gordon says.

Besides his role at Harvard, Baker is 

also the chief economist for the Ameri-

can Institute of Architects. Prior to his 

work at Harvard, Baker spent 10 years 

with the economics department at Cahn-

ers (now Reed Business Information, the 

parent company of Professional Remod-

eler), where he developed several impor-

tant construction industry measure-

ments. He was inducted into the NAHB 

Remodeling Hall of Fame in 2006.

ARTHUR BLANK & 
BERNIE MARCUS
For better or worse, the big boxes 

changed remodeling forever. And with 

more than 2,000 locations through-

out North America, Home Depot, the 

company Blank and Marcus started is a 

ubiquitous presence.

Home Depot, Lowes and other smaller 

chains have become in some cases 

competitors and in others partners for 

remodelers. While some complain about 

competing with installed sales from the 

boxes, others have built their businesses 

through alliances with them. For many, 

Home Depot and their ilk have become 

the supplier of choice, even as the com-

pany has had its problems reaching the 

pro market.

One thing is undeniable: Home Depot 

has raised the profi le of home improve-

ment in this country through its exten-

sive marketing and advertising. By doing 

so, the company has increased interest in 

remodeling in general.

“We basically changed the way Amer-

ica lives,” Bernie Marcus said in a 2006 

speech at Dartmouth College. “People 

bought houses because they could go to 

Home Depot and fi gure out how to fi x 

problems in their houses.”

Although Lowe’s came fi rst in 1946 

(Blank and Marcus started Home Depot 

in 1979), by 1990 Home 

Depot had passed Lowe’s 

in sales and become the 

dominant brand in home 

improvement retailing. 

The company’s focus on 

installed sales and the 

pro customer has made 

it the public face of home 

improvement in America.

Marcus retired from 

Home Depot in 1997 

after 17 years as CEO and 

was followed by Blank 

fi ve years later. Since 

then, both have started 

philanthropical founda-

tions, although Marcus 

has kept a lower profi le 
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“ We basically 
changed the way 
America lives. 
People bought 
houses because 
they could go to 
Home Depot and 
fi gure out how 
to fi x problems in 
their houses.” 
— Bernie Marcus
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than Blank, who frequently fi nds himself 

in the news due to his ownership of the 

Atlanta Falcons.  

FRED CASE
Over the last 46 years, Case Design/

Remodeling has grown to be probably 

the best-known name in remodeling. 

Between its local remodeling business 

in the Washington, D.C., area, and 

franchise locations throughout 

the country, the company gener-

ated more than $100 million in 

revenue last year.

“In the case of Case, Fred is 

very much the heart and soul of 

who we are,” says Mark Richard-

son, who has been president of 

Case for more than a decade and 

worked for the company since 

1980. “What differentiates Case 

from the hundreds of thousands of 

other remodelers out there is that 

when Fred started the company he 

approached it as building a busi-

ness instead of building a practice.”

Case has affected the industry 

in a number of ways since he started the 

company as Case Construction in 1961 

out of his basement. He is credited as 

one of the pioneers of the design/build 

process, which revolutionized residential 

remodeling.

“Many clients were saying to him, 

‘Wouldn’t it be great if you could handle 

both the design and the construction,’” 

Richardson says. “Moving into design/

build was very market driven. What peo-

ple wanted was a one-stop shop.”

Besides being a model of a large 

successful remodeling fi rm on a local 

scale, the company’s handyman divi-

sion (launched in 1992 when traditional 

remodeling slowed) led to a large fran-

chise operation that now has locations in 

more than 60 cities.

“Fred has always believed that you 

invest in growth in challenging times,” 

Richardson says. “If you look historically at 

Case’s growth, we’ve gained market share 

in slow times because we don’t slow down 

when the market slows down.”

Case was also a leader in education and 

associations, helping to develop NARI’s CR 

certifi cation and serving on the board of 

directors of both NARI and one of its fore-

runners, the National Remodeling Asso-

ciation. He was inducted into the NAHB 

Remodeling Hall of Fame in 2002. Case still 

serves the company he founded as CEO.

ALAN GREENSPAN
Like with Blank and Marcus, there can 

be a lot of disagreement about whether 

Greenspan’s infl uence on remodeling 

was positive or negative. Regardless, the 

actions of the Federal Reserve Board dur-

ing his tenure as chairman have played a 

huge role in creating the housing market 

of today.

On the positive side, the Fed’s moves to 

manage interest rates in the late ’90s and 

early part of this decade made money 

readily available for many homeowners. 

As mortgage rates dropped, home values 

increased, leading to more home equity 

that could be pulled out for remodeling 

projects and other spending.

At the same time, though, Greenspan 

was one of the biggest proponents of 

adjustable rate mortgages, telling Con-

gress and business groups that they rep-

resented a smart investment for many 

consumers.

“Many homeowners might have saved 

tens of thousands of dollars had they held 

adjustable-rate-mortgages rather than 
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“ Many homeowners 
might have saved 
tens of thousands 
of dollars had they 
held adjustable-rate 
mortgages rather 
than fi xed-rate 
mortgages during 
the past decade.” 
— Alan Greenspan
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fi xed-rate mortgages 

during the past decade. 

… American consumers 

might benefi t if lenders 

provided greater mort-

gage product alterna-

tives to the traditional 

fi xed-rate mortgage,” he 

said in 2004.

In recent months, as 

the housing crisis has 

deepened, many econ-

omists and pundits have blamed the Fed 

— and Greenspan in particular — citing 

his support for ARMs and his inability or 

unwillingness to slow home price growth.

Late last year, in advance of the release 

of his memoirs, Greenspan gave several 

interviews where he admitted the Fed 

didn’t necessarily understand everything 

that was going on in the mortgage mar-

ket during his tenure.

“I really didn’t get it until very late in 

2005 or 2006,” he told “60 Minutes.”

NEIL KELLY
Kelly started the Neil Kelly Company 

in 1947 with only $100 after becoming 

disenchanted with the selling practices 

of the siding company for which he was 

working.

“He worked for the classic tinman 

operation,” says Tom Kelly, Neil’s son 

and current president of the Neil Kelly 

Company. “That really turned him off. 

He believed there was a better way to do 

business.”

From that point on, Neil dedicated 

himself to improving the professionalism 

of the industry.

“Neil really felt it was important that 

contractors work together for the com-

mon good,” Tom says.

Early on, Neil was heavily involved in 

the Oregon Home Builders Association 

and helped get laws passed in the state 

to regulate remodeling and clean up the 

industry. He was a member of some of 

the earliest remodeling peer 

groups. He was also instru-

mental in the merger of the 

National Remodelers Associa-

tion and the National Home 

Improvement Council into NARI 

in 1982. He was the fi rst presi-

dent of the group and the 

only to serve two terms.

“In those days it was 

a pretty diffi cult thing to 

get those groups together,” Tom says. 

“There was a lot of politics involved, and 

he had to rise above it. It took a strong 

leader to get that merger to hold.”

Neil was also a pioneer in bringing 

women into construction. From the early 

1970s, he had women 

working in sales, 

design and other non-

traditional roles.

Neil served as com-

pany president until 1979 

when health problems 

forced him to retire from 

day-to-day management, 

but he spent the rest of his 

life improving the industry 

and working on charitable 

causes in the Portland area. 

Neil, who died in 1995, was 

part of the NAHB Remodel-

ing Hall of Fame’s inaugural 

class in 2001.

WILLIAM LEVITT
In 1947, Levitt and Sons began 

construction of Levittown, 

N.Y. The housing industry was 

never the same.

For all intents and purposes, 

the suburb and production home 

building was born there on 1,200 acres 

of potato fi elds on Long Island. William 

Levitt applied the techniques of assem-

bly line production to housing. In an era 

when most builders were constructing 

a handful of homes a year, he wanted to 

build 30 a day.

By opening up affordable homeowner-

ship to a large segment of the population, 

he made the modern remodeling market. 

And after all, where would remodelers be 

without production homes to improve, 

upgrade and repair?

Levitt and his brother Alfred ended 

up building 17,000 homes in Levittown, 

N.Y., before going on to build Levittowns 

in Pennsylvania and New Jersey, along 

with other suburban developments. In 

1950, Time magazine estimated that one 

of every eight homes built in the United 

States was a Levitt house. 

In 1968, the Levitts sold Levitt and Sons 

to ITT Corp. Over the years, Levitt and 

“ Any fool can build 
homes. What 
counts is how 
many you can sell 
for how little.” 
— William Levitt
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Sons went through a succession of own-

ers and late last year became the biggest 

home builder — so far — to fi le for bank-

ruptcy during the current slump.

William Levitt continued to invest in 

real estate and housing developments in 

both the United States and overseas, usu-

ally unsuccessfully, until his death in 1994.

EDWIN MEREDITH
If your response was, “Who?” you 

wouldn’t be alone. Meredith isn’t a 

household name, but he has had a 

signifi cant infl uence on the remodeling 

market all the same.

He was the founder, in 1922, of Fruit, 

Garden and Home magazine, which two 

years later would become Better Homes 

and Gardens. Before there was HGTV, 

before there was “Extreme Makeover,” 

homeowners turned to Better Homes and 

Gardens for ideas to renovate their homes. 

The fi rst issue cost 10 cents and a year’s 

subscription was 35 cents.

It tapped into the desire of middle class 

Americans to improve their homes and 

their lives. Every day a client comes to a 

remodeler with a picture torn out of a mag-

azine or a Web site and says, “I want that.” 

Although Meredith died in 1928, the 

company he founded has gone on to 

become a huge force in the consumer 

publishing industry with dozens of titles 

spinning off of the original. Besides pub-

lishing, Meredith was also active in poli-

tics, as a candidate for the U.S. Senate, 

governor of Iowa and president. He also 

served as Secretary of Agriculture under 

Woodrow Wilson. 

FRANKLIN DELANO 
ROOSEVELT 
Franklin Delano Roosevelt may not 

immediately leap to mind when one 

thinks of those who infl uenced the 

industry, but there were several important 

decisions during his time as president 

that profoundly affected the industry.

Two parts of the New Deal legisla-

tion have played major roles in shaping 

remodeling. In 1935, Roosevelt’s National 

Recovery Act established the begin-

nings of the North East Roofi ng, Siding 

and Insulation Contractors Association. 

NERSICA eventually became the National 

Remodelers Association, which, in 1982, 

joined with the National Home Improve-

ment Council to form NARI. Throughout 

the years, those associations have played 

important roles in increasing the profes-

sionalism of the industry.

The New Deal also created the Federal 

National Mortgage Association (or Fan-

nie Mae) in 1938. Along with its younger 

sibling, Freddie Mac, Fannie Mae has been 

crucial in providing mortgage funds to 

millions of homeowners.

But most importantly, in 1944, Roos-

evelt signed the GI Bill of Rights, which 

“ The provision of a decent home 
for every family is a national 
necessity, if this country is to be 
worthy of its greatness.” 
— Franklin Delano Roosevelt
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essentially created the 

middle class by paying for 

education and offering 

guaranteed home loans 

for soldiers returning from 

World War II. From 1944 to 

1952, the government 

backed nearly 2.4 

million home loans 

for World War II 

veterans. By 1956, 

7.8 million veter-

ans had taken 

advantage of 

the education 

benefi ts of the 

program.

MARTHA 
STEWART
Over the last 20 

years, Americans 

have taken more 

pride in their homes, 

and Martha Stewart is 

a big part of the reason 

why. From her various 

television shows to maga-

zines to product lines, she’s become the 

face of that movement as she’s encour-

aged homeowners to make their house a 

home. And that has meant more money 

spent on furnishings, decorating and 

remodeling.

Perhaps more importantly, she has 

helped raise the profi le of the woman 

of the house, putting her in a position 

of decision maker when it comes to all 

things home. While Stewart may have 

focused on decorating and interior design, 

that trend has carried over into remodel-

ing, with most studies showing that the 

woman is now the key infl uencer in mak-

ing remodeling decisions.

WALT STOEPPELWERTH
Walt Stoeppelwerth was one of the earli-

est proponents of professionalism in the 

remodeling industry. Since the 1970s 

he has told remodelers about the 

importance of charging enough to 

make a profi t.

“He was the fi rst one to defi ne 

markups and margins in the 

remodeling industry,” says 

Tom Swartz, the third-

generation owner of J.J. 

Swartz Co. in Decatur, 

Ill., and a friend of 

Stoeppel werth’s. 

“People said the 

numbers he was 

talking about we’re 

outrageous, but 

countless remodel-

ers are successful 

today because of Walt 

Stoeppelwerth.”

Through his books, 

magazine articles and 

workshops, Stoeppelwerth 

has reached thousands of 

remodelers over the last 

30-plus years. His 1985 book, 

“Professional Remodeling 

Management,” was one of the 

fi rst on managing a remodeling business. 

It was at about that time that Swartz met 

Stoeppelwerth when Swartz attended his 

two-day workshop, “How to Make Money 

in Remodeling.”

“After that, I went back to our company 

and rewrote our whole business plan, 

rewrote where this company was going,” 

says Swartz, a past chairman of the NAHB 

Remodelors Council. “We’ve been around 

since 1921 and we’ve had our share of 

good years, but a lot of those good years 

are due to Walt Stoeppelwerth.”

Stoeppelwerth also predicted many 

of the changes that would come to the 

industry, from the impact of the big 

boxes to the growth of the lead carpenter 

system.

“Walt Stoeppelwerth was probably the 

most clairvoyant person in the remodel-

ing industry,” Swartz says. “He saw the 

changes that were coming, and he taught 

us what needed to be done.”

Stoeppelwerth has retired from writ-

ing and teaching, but is still involved 

with HomeTech, the remodeling educa-

tion company he founded in 1967 with 

Henry Reynolds. In 2001, he was among 

the fi rst six inductees to the NAHB 

Remodeling Hall of Fame.  PR

“ The No. 1 
problem in the 
remodeling 
industry is that 
relatively few 
feel confi dent 
enough to 
charge custom-
ers what their 
work is worth.” 
— Walt 
Stoeppelwerth
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MARROKAL 
SHOWS THAT 
GROWTH CAN 
COME WITH 
LETTING GO
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AFTER ALMOST 30 YEARS IN BUSINESS, most companies 

have settled in to one of two modes: a growth model with a 

president or CEO who is putting in 60 or more hours a week or a 

comfortable, stable stage where the chief has greatly reduced his 

involvement in the day-to-day operations.

Gary Marrokal of Marrokal Construction Co. has managed to 

fi nd the best of both worlds, with a company that is projecting 

growth of nearly 20 percent in volume this year. At the same 

time, Marrokal is putting in only 20 to 25 hours a week in the 

offi ce and taking a week off every month to spend at his vaca-

tion home in central coast California.

A decade ago, when he was working 70 to 80 hours a week, 

Marrokal decided that he wanted to get to a point where the 

company can, for the most part, run without him.

“I knew that as I got older there was no way I could keep 

going at 60 to 70 to 80 hours per week,” he says. “I never really 

pushed for growth, but it happened because we had good peo-

ple and did good work.”

RIGHT PEOPLE IN THE RIGHT PLACE
Marrokal has seen plenty of remodelers burn out from heavy 

workloads and didn’t want that to happen to him. He also knew 

that moving slowly would help the company — and him — adjust 

to the changes. He started out taking every other Monday off, then 

every Monday, then other days. Now, he’s scheduled to be in the 

offi ce only three days a week. “Every year I want the company to 

rely on me less.” 

Starting with small steps is the key to succeeding, he says. 

For example, if you have 10 duties that are part of your everyday 

responsibilities, rank those in importance from one to 10 and 

give Nos. 9 and 10 to someone else, Marrokal says. To make the 

transition work, a company has to have good people on board, 

from the top management all the way down.

“It means those directly below you will have more work, so they 

need to delegate to people below them,” Marrokal says. “You have 

to have the right people in all those positions or it won’t work.”

For Marrokal Construction Co., the upper management com-

prises a vice president of administration, a vice president of 

production, a director of design and Marrokal, who still person-

ally oversees the seven design consultants who make up the 

sales department.

“I had to learn to let go and not micromanage,” he says. “It was 

important to accept that they might do things differently than 

me — and it might be better.”

That makes fi nding the right employees especially important. 

Marrokal doesn’t hire every employee anymore but does interview 

potential managers and design consultants. Candidates are inter-

viewed at least twice by two different employees. If Marrokal is hir-

ing a manager, he will meet with them several times, including in 

non-work settings. For example, when considering one recent hire, 

Marrokal and his wife took him and his wife out to dinner.

“No matter what we do, it’s still a fl ip of the coin,” he says. “We 

don’t really know until they get here.”

Marrokal also tries to create a positive work environment to 

entice new employees and keep the good ones he already has.

“We have good compensation, good benefi ts, but more impor-

tantly we have a group of people who fi t together as a team,” he 

says. “That gets everyone excited.”

That doesn’t mean you can ignore the basics, though. Mar-

rokal pays its employees more than what the competition does 

for comparable positions and pays major medical for employ-

ees and their families. The company also has profi t sharing in 

which the company pays into the plan an amount equal to 

Getting the right people and systems in place has allowed Marrokal 
Construction President Gary Marrokal to reduce his day-to-day involve-
ment and still lead the company to strong growth.PH
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EXECUTIVE SUMMARY

Marrokal Construction Co., Lakeside, Calif.
President: Gary Marrokal
2007 projects: 85
2007 volume: $15.1 million 
Projected 2008 volume: $18 million
Employees: 30
Founded: 1981
Biggest challenge: Keeping an eye on marketing. “The 
same things that worked 10, 15 years ago don’t work 
today,” Marrokal says.
Web site: www.marrokal.com
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15 percent of an employee’s salary.

Treating people with respect extends to trade contractors, 

who Marrokal uses for almost all fi eld work.

“There’s a learning curve, so we want to keep the good ones,” 

Marrokal says. “For 27 years, I’ve paid more quickly than anyone 

in town. No one has to ever ask me for their money.”

Marrokal also rates his trade contractors on a variety of fac-

tors, including quality of work, timeliness and cleanliness. (Pro-

fessional Remodeler recognized Marrokal as a 2007 Innovator for 

how he manages the trade contractor relationship. See the Janu-

ary 2007 issue or visit www.proremodeler.com.)

LETTING GO WITHOUT LOSING CONTROL
While the company does have standard procedures in place for 

many things, Marrokal also believes he has to trust in his man-

agement to make the right decisions without being overly con-

strained by too many systems. “You have to have some, but if 

you have too many systems, you become government,” he says. 

“If a business runs like the 

government, you’re going 

to go under.”

Instead, Marrokal watches 

several key indicators 

through weekly and monthly 

reports to make sure the 

company is staying on course. 

Every week, he gets a list of 

leads that tells him about the 

project, which design consul-

tant was assigned the lead and what happened to it. This allows him 

to see if leads are increasing or dropping and if the company’s close 

rate is slipping. Another important number for Marrokal is “prelims,” 

people who have paid the company a retainer for design. Because 

he knows that 85 to 90 percent of those clients will eventually sign 

construction contracts, Marrokal can predict the company’s future 

volume. For example, if the pace is for 110 to 120 prelims, that tells 

Marrokal that the company will have 100 jobs for the year. With an 

average job size of $200,000, that means $20 million in volume.

By tracking the trends and cost per lead and cost per sale, 

Marrokal can see problems coming well before they develop. 

It was this data and his experience that prompted Marrokal to 

start increasing his marketing budget two years ago, putting 

the company in a better position than the competition when 

the market slowdown hit.

“Our marketing budget is 100 percent more than it was a 

couple of years ago,” he says. “Even so, leads were down 30 

percent this year, but we sold more than ever. We’re spending 

more to get fewer leads, but we’re closing better.”

Marrokal credits that, once again, to the good team he has in 

place and an emphasis on working every lead.

“The jobs are still there — it just takes a little more work to 

get them,” he says.

Carefully watching the numbers is also an important part of 

planning growth. At each level of growth, the company added 

new layers of overhead, and it became important to know what 

that growth would cost and how much more Marrokal had to 

sell to pay for it.

“You have to know what your sweet spot is — where 

you want to be and just as importantly where not to 

be,” Marrokal says. “For example, when we were in the 

$7 million to $9 million range, that was a bad spot. We 

had to add overhead at $7 million, but we had to get 

to $9 million to pay for it.”

That’s why it has been important to manage growth 

and make sure the company was ready to make the 

jump to the next level.

“You need to know those markers the year before 

you get there,” he says. “You’ve got to jump real quick.”

As he continues to position the company for future growth, 

Marrokal has no intention of entirely removing himself from 

the management.

“I really enjoy what I do, so I don’t see any need to do that,” he 

says. “I’m getting a different level of enjoyment from the com-

pany now. I really enjoy watching the team work. It’s like if you’ve 

raised children and now you’re watching them raise their own.”

While he doesn’t have a succession plan in place yet, he would 

like to see key people from the company take over one day. He 

expects that to happen as he continues to reduce his day-to-day 

involvement. He and his wife plan to spend even more time at 

their vacation home, perhaps two weeks a month.

“My goal is for it to continue on with the people here,” he says. 

“Down the road, I hope to see another generation benefi t from 

this company.”  PR

“ I’m getting a 
different level 
of enjoyment 
from the 
company now.”

THE CORNER OFF ICE

A WEEK IN THE LIFE
How Marrokal Construction Co. President Gary Marrokal 
spends his 20- to 25-hour week in the office.

Reviewing agreements and coaching sales  5 hours

Meetings with entire team and key managers  10 hours

Reviewing company numbers  2 hours

Handling personal matters  5 hours

>> For bonus online content on Marrokal Construction Co., 

visit www.ProRemodeler.com/solutions
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Common valve system
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RREFERRALS ARE IMPORTANT FOR ANY REMODELER, but for 

Pete Olson they hold special weight. Why? Because 80 percent 

of his clients don’t live in or anywhere near town, so they rely 

heavily on any recommendations they can get their hands on. 

Olson’s company, PJ Builders, remodels and builds in the 

greater Park City, Utah, area. 

A silver mining boomtown in the late 1800s, Park City was 

reborn as a ski center 100 years later. It hit the big time as a moun-

tain resort destination when it hosted the 2002 Winter Olympics. 

These days the population swells from less than 10,000 to 25,000 

or more during the ski season. To be at the top of the “try this guy” 

list for seasonal residents planning vacation home projects, Pete 

Peak 
Performance
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By Wendy A. Jordan, Senior Contributing Editor

The tiny, 1900s miner’s cottage consisted of three rooms; a 1950s 
addition provided elbow room and indoor plumbing. Pete Olson of 
PJ Builders converted the cottage to an open living-dining area and 
replaced the 1950s addition with a two-story, four-bedroom structure. 
The narrow profi le hides the addition from the street.
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REMODELING 
THIS MOUNTAIN 
RESORT VACATION 
HOME CALLED FOR 
PRESERVATION 
SMARTS, CREATIVE 
PROBLEM SOLVING 
AND A KNACK FOR 
WORKING WITH 
OUT-OF-TOWN 
CLIENTS
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Olson has fi ne-tuned the art of working with absentee clients and 

of remodeling miners’ cottages in historic Old Town Park City.

Pete Smith and his family live in California but have been vaca-

tioning in Park City for years. In 2005, they bought a historic tiny 

miner’s cottage just steps from a ski lift. They soon realized that the 

fi ve-room, 864-square-foot house (432 square-foot 1900s original 

with a 432 square-foot 1950s extension) was too small. As things 

go in Park City, Smith asked his real-estate agent to recommend 

some local architects. She directed him to Jonathan DeGray, who’s 

designed many renovations and knows the ropes of remodeling in 

Old Town. Smith then asked DeGray to recommend contractors.

Having worked with DeGray on several projects, PJ Builders 

made the list. One of the other two recommended contractors fell 

out of contention quickly, in part because he couldn’t start the job 

for a year, and in part because he was uncomfortable communi-

cating by computer. “I e-mailed my specs to the three companies,” 

Smith says. “Two responded in the time I requested.” Of those two, 

PROJECT SPOTL IGHT
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PRODUCTS LIST
Appliances: KitchenAid  Custom cabinets: The Cabinet Company, (Heber City, Utah)  Door hard-
ware: Emtek  Heating and cooling: Lennox  Knotty alder doors: Krosswood  Lighting: Cooper 

Lighting, Lutron dimmers  Plumbing fixtures: Kohler, Plumbtrim  Radiant heating: Lochinvar  

Roofing: CertainTeed  Siding: J.M. Thomas Forest Products  Snow melting system for driveway, 
walkway: Triangle Tube  Steam shower: Steamist  Vapor barrier: Styrofoam and DuPont  

Windows: Windsor  Wood flooring: Masterpiece Hardwood Floors (Salt Lake City, Utah)

Turned posts and a decorative gable end add Victorian charm to the cot-
tage. To avoid time-consuming approvals, Olson advised Smith to retain 
the original paint color. With just a bit of the addition’s roof visible, the 
cottage still dominates the street view.
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one was much bigger than PJ Builders and had just fi nished a sim-

ilar job down the street. But Smith leaned toward Olson. “His esti-

mate was considerably lower and he was much faster to respond,” 

says Smith. “I liked Pete’s enthusiasm. And though he hadn’t done 

anything this size, I’d seen some of his work and was impressed.” 

FLYING HOUSE
“I was really interested in this job, and the challenges involved,” 

Olson says. Chief among those challenges was that the house 

had to be craned off the lot. Like most 

Park City miner’s cottages, the 1900s 

house had been built quickly as tem-

porary housing, and had no foundation. It sat on 6 by 6 posts 

in the dirt. A neighbor planned to remodel his cottage too, so 

Olson and he split the crane costs and minimized street clos-

ings for crane operation. Another neighbor had a big, overgrown 

backyard. In exchange for clearing and re-

grading the yard, Olson arranged to park 

the cottage there while excavating and 

THE FINANCIALS

PJ 
Builders bills most 
remodeling projects on a 
cost-plus basis because, 
owner Pete Olson says, 

“it helps us keep on schedule and 
keep progressing on the job.” Bills 
go to the client every two weeks “so 
we’re current [on costs] and keep 
everybody informed of where we are.” 
Client Pete Smith liked both the cost-
plus billing and the biweekly invoicing. 
Cost plus “forces us as consumers to 
keep an eye on things,” he explains. 

And the biweekly bills made this 
easy for Smith, because they tracked 
costs against the spreadsheet Olson 
provided with his initial estimate.

Smith generally paid each invoice 
before the next bill arrived, though 
Olson gives clients 30 days to pay. 
“I have 30 to 45 days to pay my 
suppliers,” Olson says. “By the time 
their bills come I have money.” He 
covers in-house labor with company 
funds, but those outlays never extend 
beyond a month.

PROJECT SPOTL IGHT

The open, “mountain contemporary” interior features custom cabinetry, 
granite counters and a corner fi replace with rustic stone surround. 
Brightly colored walls defi ne spaces, and a sweep of hand-hewn hickory 
fl ooring connects them. Hickory not only fi ts the mountain setting but 
also is hard and grainy enough to absorb the abuse of ski boots.

Initial estimate:  $485,700

Bid add-ons: 
$123,200 ($48,000 framing and siding; 
$11,900 excavation; $10,600 permits and 
surveys; $19,600 material price increases by 
subscontractors; $33,100 client upgrades)

Change orders:  $36,900 
(gutters; picket fence; electrical changes; 
relocating of gas line and meter; concrete 
driveway; paint exterior) 

Costs that came in below estimate:  -$9,800 
(-$2,000 mechanical, -$2,400 granite 
counters,- $2,300 closets, -$3,100 punch 
list work)

Final price of job:   $636,000

Cost to produce:     $553,000

Gross profit:       $83,000 

Budgeted gross profit: 15% 

Actual gross profit:  15%

Budget History
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pouring the foundation on the permanent site.

Once he razed the 1950s add-on, Olson concentrated on 

securing the old house for its move. The cottage had thin walls, 

no insulation and, to everyone’s surprise, no framing. The sid-

ing was nailed to 1 by 12 vertical strips. The place “was built 

like a shipping crate,” says DeGray. Olson gutted the house to 

lighten the load before moving it, then reinforced the structure. 

He needed glulam beams for the remodel and saved money by 

giving them a dual use. He ordered them two feet longer than 

required for fi nal installation, inserted them in the house, cut 

four holes in the roof, and attached cables to the beams. The 

crane grabbed those cables and lifted the house. “It was like the 

Wizard of Oz,” Olson says. Later he cut the beams down.

DeGray repositioned the house farther forward on the lot than 

it had been, making room for a large rear addition and lining 

up the front with other cottages on the street. After the crane 

deposited the cottage on its footings, Olson faced the challenge 

of framing it. The historic exterior had to be preserved. That 

meant framing had to be built within the existing shell. Olson 

did it by making exterior walls inside the house, pushing them 

against the siding, and attaching them. 

FITTING IN
Though the addition behind the cottage is a large, two-story 

structure — 1,843 square feet, including a 300-square-foot garage 

— it is barely visible from the street. DeGray designed a low-pitch 

roof that hides behind the perky 12/12 roof of the cottage. The 

city required the cottage’s lap siding to be patched where neces-

sary rather than replaced. To blend the addition with the cottage, 

DeGray specifi ed matching siding and used windows in a propor-

tion and number that harmonize with Park City’s old buildings. 

Inside, the remodeled cottage contains a cozy living-dining 

area. The addition provides four bedrooms and bathrooms, plus a 

second-fl oor sitting area where Smith’s two teenagers and their 

friends can gather. The kitchen links old and new structures.

Because of the lot characteristics, the design could be 

reviewed by the city planning staff rather than the board. It 

sailed through with only minor modifi cations. Nevertheless, by 

the time design approval came through and the framing was 

completed, winter had arrived. And an especially harsh winter it 

was. “We had several subzero days, and it was below 20 the other 

days,” recalls Olson. Before starting work each day, his crews 

had to torch the ice and shovel snow off the house. “People work 

slower when it’s cold,” he adds. The extreme weather added 

labor time and cost to the project.

ADDED VALUE
Shoveling the driveway and walkway of the remodeled house 

should never be necessary though. That’s because Olson 

installed radiant heating under the concrete. Radiant heat is the 

sole heat source inside the house too. As year-round residents of 

Park City, both Olson and DeGray advised Smith not to invest in 

2006  Stage of Project

March 29 Initial phone contact

May 2 Meeting at site

June 22 Contract signed

June 29 Begin demo of existing house interior

Aug. 2 Complete securing of house for move, crane from site

Aug. 29-30 Pour footings

Sept. 11 Pour foundation

Oct. 20 Complete main floor framing

Nov. 16 Crane house to new foundation

Nov. 17 Begin framing old house and addition

2007

Feb. 15 Begin installing radiant and snow-melting systems

Feb. 19 Begin window installation

March 5 Complete framing, begin siding

March 28 Pass four-way inspection

April 4 Add insulation

May 15 Begin tile installation

June 22 Begin wood floor installation

Aug. 31 Finish interior painting

Sept. 14 Install appliances

Oct. 9 Complete interior finish and trim 

Oct. 31 Project complete for homeowner walk-through

Nov. 7 City inspection

Nov. 30 Wood fence finished

Payments

Clients billed on the 15th and 30th of every month

PROJECT TIMELINE

COMPANY SNAPSHOT
PJ Builders
Owner: Pete Olson
Location: Park City, Utah
2006 volume: $500,000
2007 volume: $1 million
Projected 2008 volume: $1 million
Web site: www.pjbuilders.com
Biggest challenge: Lifting a historic house, excavating 
the site, replacing the house and framing it from the inside
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supplementary forced air heating (radiant heat is enough, they 

said) or air conditioning (not necessary). “I’m really pleased with 

the radiant heat,” Smith says.

Access to such tips proved to be one of the bonuses of working 

with PJ Builders. Another was resourceful communication. Smith 

would visit the project every two or three months, and between 

visits, he and Olson exchanged e-mails regularly. Olson even 

held a virtual walk-through, putting Smith on the phone from 

California as Olson and the electrician went around the house 

to choose locations for lighting and outlets. As the remodel took 

shape, Offi ce Manager Stacy Kueser transmitted digital photos 

of the house to Smith. “It was a great way for me to keep an eye 

on progress,” he says. “Use of communications technology was 

essential,” observes Smith. “I can’t imagine doing a project like 

this with quill and paper.”

Kueser helps absentee clients in other ways as well. She 

found a leasing agent for Smith, to rent the house when the fam-

ily’s not using it; managed the house keys; set up house cleaners; 

and went over to the property to let in the furniture deliverymen. 

“She did a great job,” says Smith.

The only big mistake on the project, says Smith, was his own. 

“I gave the contractors very limited specs. I missed a lot” — 

hence the big differential between estimate and fi nal cost. “The 

lesson I’ve learned is to make sure all items are in the specs, and 

that the specs match the bids,” says Smith.

As for the completed project, “Everything seems great,” 

Smith says. He’s not the only one who thinks so. Park City did 

too: The house won the 2007 Park City Historic Home Preserva-

tion Award.  PR

PROJECT SPOTL IGHT

>> For more Solutions, visit 

www.ProRemodeler.com/solutions
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Introducing the Tuscany™ Series from Milgard, a line of windows designed exclusively
for the replacement market. Tuscany makes installation easier with three different frame
designs for insert, tear out or stucco applications. It has detailed architectural styling and
Milgard’s newest innovation: the SmartTouch™ lock, a low-profile design with one-touch
ease of operation. Tuscany carries a Full Lifetime Warranty, including glass breakage.
See warranty details plus even more innovations at milgard.com or call 1.800.MILGARD.

©
 2007 M

ilgard M
anufacturing Inc.

For Free info go to http://pr.ims.ca/5656-10
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Turn curb appeal into
superb appeal.

When you use Western Red Cedar, your home 
becomes a work of art. An elegant and durable 
one, with irresistible curb appeal. For builders 
who value smart solutions, nothing compares to 
the beauty, performance and added value of 
Western Red Cedar. For more information visit our 
website or call 1.866.778.9096.

www.realcedar.org

Remodel with Real Cedar.

For Free info go to http://pr.ims.ca/5656-14

For Free info go to http://pr.ims.ca/5656-13

Finger jointed
composite material 
to wood.

Composite material
won’t absorb 
water like 
wood.

Easy to handle.
Machines and finishes 
just like wood.

Traditional wood frames quickly rot resulting in

costly repairs and unhappy homeowners. FrameSaver

is the only frame in the industry with a transferable

Lifetime Warranty against rot and insect damage.

With FrameSaver, there’s No Rot, No Repair, 
No Hassle, No Problem!

Contact Endura Products, Inc. for FrameSaver and

more rot proof solutions for your home; featuring all composite

Z-Series Sills, French Door Astragals, Continuous Entry Door

Systems, and Weather Sealing products.

www.enduraproducts.com      www.framesaver.com       1-800-334-2006

N O  R O T E X T E R I O R D O O R S Y S T E M S

Guaranteed Performance 
For Life!
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TTHESE ARE TRYING TIMES IN THE HOUSING INDUSTRY. The 

economy is pinching everyone — remodelers included. Sales are 

down, gas prices are up, and you are stuck in between. 

Get unstuck with some fresh perspective. It’s time to examine 

your business from the inside out — and the outside in. Ask for 

customer feedback, get professional business counseling — heck, 

stand in the front yard and take a look at the building! Just fi nd 

out how the rest of the world sees you. Then fi nd a way to dif-

ferentiate yourself from the competition.

DIFFERENTIATE YOURSELF
Of all the people out there who are taking your clients — and there 

are plenty — the most dangerous are not the underbidders, but 

the simply average remodelers. Average remodelers look fi ne, they 

say the right things, and they know a thing or two about building. 

Unfortunately, that’s all they know. They can’t diagnose their own 

business and don’t know how to focus on new strategies. 

 Capitalize on your dedication to green remodeling. Green isn’t 

How to 
Economy-Proof 
Your Business

FEATURE

A GOOD LOOK AT THE 
INNER-WORKINGS OF 
YOUR COMPANY CAN 
KEEP YOU ON TRACK
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By Tommy Strong, PATH Partners

IL
LU

ST
RA

TI
ON

: T
OM

 R
YB

AR
CZ

YK

prx0801_feat_construct_ID   41prx0801_feat_construct_ID   41 1/28/2008   2:30:35 PM1/28/2008   2:30:35 PM



FEATURE

the wave of the future anymore; it’s here 

right now. So the fi rst strategy is to defi ne 

what you do that’s green. After all, you’ve 

been remodeling green for a while now. 

Analyze the products you are installing 

and you’ll fi nd that many are sustain-

able and renewable. Energy Star-quali-

fi ed products, including Low-E windows 

and doors; low-VOC paint, cabinets, and 

fl ooring; good insulation; low-fl ow toilets 

and fi xtures — they all qualify. Look to 

Energy Star (www.energystar.gov) and the 

Partnership for Advancing Technology 

in Housing (www.pathnet.org) for other 

ideas. Just tweaking your standard prod-

uct sheet can boost effi ciency, sustain-

ability and healthy living.

 Get certifi ed. Set yourself apart from 

the pack with certifi cations like CAPS, 

which raises your awareness of spaces, 

lighting and comfort. Brag about how many 

Certifi ed Graduate Remodelers are on staff 

and how continuing education proves 

dedication and commitment. Dan Bawden 

of Legal Eagle Contractors, Co. does.  

“We tell all our prospective clients about 

our CGR and CAPS designations. You’re 

not even on the playing fi eld of high-end 

remodeling in this market without certi-

fi cations. Our clientele is smart and they 

do their homework. They won’t rush the 

process, and they don’t suffer fools.”   

Defi ne the difference. Differentiating 

doesn’t cost more when you do it right. 

You have a specialty, maybe two or three. 

What are they? Ask yourself whether you 

are better at kitchens and baths or add-

ons. What about basements? Maybe it’s 

condos. Surely there are specifi c designs 

you are drawn to, types of work you enjoy 

the most, or projects you get passionate 

about. Figure out what defi nes a success-

ful project for you and your company 

— and don’t take the easy way out by 

saying “the one that makes me money.” 

Describing your best projects describes 

who you are. Then all you have to do is 

tell the world. 

MARKET FOR IT
Once you’ve identifi ed what makes your 

company different, follow up with a mes-

sage that says “different” and “special.” 

Make sure your client base hears it at 

least four times a year and do it in ways 

that are different and special. Host a 

charity project and invite folks to help. 

Have each member of your team pick 

their favorite clients to call on Thanksgiv-

ing to say how grateful they are. Distrib-

ute a professionally photographed calen-

dar featuring your best projects. Raise 

your profi le in the community with 

aggressive job site marketing before, dur-

ing and after the project. Send out intro-

ductory letters, mid-stream letters and 

“sweeping up” letters that show you are 

not just working in the neighborhood but 

you are neighbors. They’ll feel like they 

know you before they meet you. 

And don’t forget to stay active in your 

local remodelers association, chamber of 

commerce or small business association. 

This will help build a strong base of refer-

rals that can reap rewards in the shakiest 

economic landscapes. 

“Those who have a marketing plan and 

implement it are the last ones dragged 

into a recession and the fi rst ones out,” 

says my brother, Michael Strong.

Brothers Strong has had a marketing 

plan for years. We consistently imple-

ment it, and our steady lead volume 

year after year is proof that it works. Of 

course, closing the deal is another mat-

ter, and marketing plans won’t always 

improve the closing ratio, Michael points 

out, “When our sales dipped in 2007, we 

were forced to look at why, and that’s 

when we transitioned from looking out-

side our business to looking inside 

for economy-proofi ng solutions.”  

LOOK INSIDE 
You may be building a good product, but 

the question is, how can you build a more 

effi cient product? We mapped the pro-

MATERIAL STRENGTH
TO ENDURE A LIFETIME

TM

For FREE info go to http://pr.ims.ca/5656-17
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SterlingPlumbing.com
Durable enough to handle whatever comes its way.
                               Accord™ Bath/Shower Module. Beautifully designed. Easy to clean. And unbelievably tough. The perfect bath.

Inspired by the realities of life.

Find your nearest plumbing store at SterlingPlumbing.com/wheretobuy or call 1-800-STERLING, Ext. SD4.

KOH ST 129_7.875x10.5_Vikrell.in1 1 3/1/07 10:58:39 AM

For Free info go to http://pr.ims.ca/5656-18

PRX080201-MAG   49PRX080201-MAG   49 1/16/2008   9:11:14 AM1/16/2008   9:11:14 AM



T H E  P O W E R  O F  Y E L L O W.SM

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.

© 2008 Pella Corporation For Free info go to http://pr.ims.ca/5656-19
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cess between “I Want Remodeling” and “I 

Accept Your Offer” carefully and realized 

the bottleneck was in the design process. 

That allowed us to focus on trimming the 

turnaround time between the call and 

the presentation. We unifi ed our sales 

approach throughout the sales team and 

streamlined the selections process so it 

didn’t bog down in administration. 

When the contract sells, we immedi-

ately start tracking our WIP (work in 

progress) numbers before the ink dries 

— not waiting until after something bad 

happens on the job site. I remember 

fi nding 3 percent slippage on a $25,000 job 

last year after just a week of construction 

and thinking the number wasn’t too bad. 

Then it dawned on me that if we did 10 

jobs that size, $7,000 would be fl ying 

out the window! For a company with 7 

employees, that kind of money would 

make a big difference when it came time 

for Christmas bonuses.

Make hard cuts. Of course, analyz-

ing the numbers is the easy part. If that 

doesn’t help immunize your company 

from a downturn, more drastic action 

may be required — the hard part. Start 

by looking at the organizational chart to 

see if there are any soft spots. You may 

have to combine some responsibilities, 

outsource them or even eliminate them.

If you have too much overhead or 

slack in one of your departments, cut the 

wick quick. One big mistake company 

leaders make is waiting too long to cut 

back when times are getting thin. They 

carry too much staff, especially in the 

production department, where they may 

be keeping staff busy but not keeping 

them effective. Loyal owners tend to 

think “next month it will get better.” Be 

forewarned: if you say that for very many 

months in a row, you won’t have to worry 

about keeping any of your staff busy.

Do less work in-house. Hire special-

ists that will give you consistent pricing, 

carry some of the costs on a project, and 

frankly, do the work better than you. It’s 

all they do, right? If you discover your 

carpenter can do the backsplash as well 

as the tile man, well, then, you really 

need a better tile man. Go fi nd one.

Finally, think long and hard before 

shaving your margins, even in the short 

term — it’s often ineffective and some-

times dangerous. Dropping prices will not 

help you do projects more effi ciently, they 

will only force you to do them with more 

pressure. And isn’t there enough pressure 

in the market right now?  PR

Tommy Strong (CGR, CAPS, CLC) is vice 

president of construction services and co-

founder of Brothers Strong, a design/build 

fi rm in Houston. He writes on behalf of the 

Partnership for Advancing Technology in 

Housing (PATH), administered by the U.S. 

Department of Housing and Urban Develop-

ment. Learn more at www.pathnet.org.

BROTHERS 
STRONG

B
rothers Strong is a residential 
design/build firm named 
in 1999, 2003 and 2005, 
Houston Remodeler of the 

Year, and in 2001 and 2003, Texas 
Remodeler of 
the Year. A PATH 
Remodeler Partner 
since 2006, 
Brothers Strong 
demonstrates a 
commitment to 
building practices 
that improve the 
durability, efficiency, affordability, and 
environmental performance of their 
homes. Learn more about Brothers 
Strong at www.BrothersStrong.com.

>> For more Best Practices, visit 

www.ProRemodeler.com

FEATURE

A full line of entry door systems gives 

your buyers a lasting first impression. 

That’s The Power Of Yellow.
SM

Call 866-829-9047

or visit pella.com/pro.

© 2008 Pella Corporation

T H E P O W E R  TO  I M P R E S S.

For FREE info go to http://pr.ims.ca/5656-20
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HIDDEN ASSETS

Portfolio
INTERIOR

The right materials, detailing and 
architectural scale create a seamless 
2,000-square-foot addition

RESIDENTIAL DESIGNER AND remodeler 

Ridley Wills worked magic on this 1930s 

Georgian-style residence in Nashville, Tenn. 

increasing its living space by more than 

2,000 square feet with an addition that 

blends seamlessly with the existing exterior 

architecture of the 80-year-old home. 

“What made this project particularly 

challenging was that the homeowners were 

looking for a really big addition that would 

ADDITION OVER $100,000
REMODELER AND ARCHITECT: The Wills Co., 
Nashville, Tenn.
INTERIOR DESIGNER: G.S. Hinsen Company, 
Nashville, Tenn.
PROJECT LOCATION: Nashville, Tenn.
AGE OF HOME: Approximately 80 years old
SCOPE OF WORK: Build an addition to encompass 
a new kitchen, recreation room, exercise room, 
screened-in porch and two-car garage

BEFORE

The new wing on this Nashville country home 
increases its living space by more than 2,000 
square feet but looks as though it were always 
a part of the home.

PRODUCTS LIST
Appliances: Bosch, KitchenAid, Sub-Zero, Thermador, 

Wolf  Tile: American Olean  Fixtures: Kohler, Waterworks  

Doors: Simpson  Windows: Marvin, Velux  Fireplace: Isokern  

HVAC: Carrier  Housewrap: Tyvek (DuPont)  Insulation: 
Owens Corning  Roofing: CertainTeed  Garage Doors: Wayne-

Dalton  Paints & Stains: Pratt & Lambert 

By Ann Matesi, 
Senior Contributing Editor
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involve increasing their living space on both 

the fi rst and second fl oors,” says Wills. The 

scope of the project included replacing 

the existing kitchen with a home offi ce and 

butler’s pantry; adding an outdoor-oriented, 

dine-in kitchen more than twice the size of 

the original; and a three-season porch on 

the main fl oor, as well as a recreation room 

and exercise room upstairs. Also part of the 

plan was the construction of an attached, 

2½-car garage to replace an open-air car-

port and a second, separate garage to 

increase storage opportunity for outdoor 

equipment.

“It was very important to my clients that 

their new space would work with their home’s 

existing style,” says Wills, who has a degree 

in architectural history and whose 16-year-

old design/build fi rm is a recognized leader 

in historical home renovation in his Nashville 

market. “They defi nitely did not want to have 

the addition dominate the house — to have 

the tail wag the dog so to speak.”

Although the addition would not be 

directly visible from the street, Wills was 

no less diligent in developing a design that 

was architecturally sensitive to the style 

and scale of the original home. “I did not 

want it to appear as though a huge addition 

had just landed in their backyard.”

From the rear yard and terrace, which 

were also relandscaped as part of the over-

all project improvement, the new kitchen 

resembles a single-story breezeway that 

connects the main body of the home with 

a two-story outbuilding. That contains the 

three-season porch and garage on the 

ground level and exercise and recreation 

rooms above them. The irregular massing 

of Wills’ design minimizes the bulk of the 

addition when viewed from any direction.

“The home was built with 9½-foot ceil-

ings,” he says, “but my clients were looking 

for more drama in their new space. The 

challenge was to give them the higher ceil-

ings they were looking for inside without 

having the addition overwhelm the primary 

structure from the outside.” 

Recreating the distinctive rooftop balus-

trade — originally used above of the home’s 

solarium to accent elements of the addition 

Reclaimed pine paneling adds an element of rustic charm to the game room, which was designed to 
accommodate the homeowner’s active family.

The ceiling in the home’s new attached garage was kept to 8 feet to provide the game room directly 
above it with the maximum volume possible. 
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— not only promoted visual continuity on 

the exterior but also allowed the remodeler 

to downplay the higher roofl ine created by 

an 11-foot, barrel-vault in the new kitchen. 

“The balustrade made it possible to con-

ceal the pitch of the roof above the kitchen,” 

he says, “by hiding it behind the railing. At 

the same time, I could give the indoor space 

a much more dramatic ceiling treatment.”

The inviting kitchen, with its oversized 

island, fi replace and conversation area, 

serves as the anchor for the home’s new 

wing. The existing laundry room was also 

reorganized to create a modern service 

entry for the homeowners. A recessed side 

porch now provides access to a family 

foyer that connects directly to a separate 

laundry room and the secondary garage. 

A rear stair hall in the new wing provides 

another route to the upper fl oor. 

The formal dining room was renovated 

and enlarged to create a curved back wall 

with a custom niche that accommodates a 

large sideboard. “This detail really added a 

lot of character to the space,” says Wills. 

Blending old and new
Wills used a number of techniques 

throughout the project to ensure a smooth 

transition between old and new. Inside, 

custom-milled trim; a walnut counter in the 

offi ce; and reclaimed fl ooring and paneling 

recreate an old-fashioned look, he says. 

Outside, the two-story portion of the 

addition features a hip roof and mousetooth 

cornice detail consistent with the home’s 

original architecture. New brick required for 
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the exterior fi nish was carefully matched to 

the existing brick, and the two were inter-

mixed to downplay any variation in appear-

ance. The remodeler also made sure that 

old and new materials met at right angles 

so that natural shadow lines would help to 

mask the transition.

“The addition appears as through it has 

always been a part of the house. The end 

result is that the remodeled home not only 

lives better for its owners, but it looks better 

than ever, too,” says Wills.  PR

For Free info go to http://pr.ims.ca/5656-15

Open-Air Beauty

W
ith its own inviting fireplace, built-in 

entertainment center and terrace access, 

the three-season porch adjacent to the 

kitchen in this home’s new wing has become one of 

his client’s favorite spots for informal entertaining, 

says Nashville-based remodeler Ridley Wills. Its 

unique design employs a combination of solid 

and screened walls and a pair of French doors to 

provide both desirable privacy and alfresco appeal 

to the charming and rustic space.

To gain every inch of available ceiling height not 

only in the porch but also in the new exercise room 

directly above it, Wills designed the porch floor to 

sit level with the home’s new terrace.

“The homeowners insisted that they wanted 

a wood floor in this space, and that presented us 

with two challenges,” says Wills. “We had to find 

flooring material that was very durable, and we 

had to develop a way to provide drainage for a 

room that was virtually at ground level.”

Wills’ solution was to install a poly-vapor 

barrier on top of the room’s concrete slab 

foundation, which had a drain two inches below 

the floor height. Next, pressure-treated 2 by 

4 boards were used as spacers between the 

concrete pad and the tongue-and-groove flooring 

above it. A brick border with weep holes was 

installed level with the finished floor around the 

inside perimeter of the room to drain away any 

remaining moisture.

Although he had never used it before, the 

remodeler chose ipé, a South American hard-

wood known for its durability and beauty, for the 

porch flooring. “It was the ideal material for this 

application. It turned out really well,” he says.

The three-season screened porch combines warm fi nishes, wood fl oors, plenty of seating space 
and a wonderful view of the backyard and new terrace. 
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888.270.0750  |  www.latitudesdeck.com/prf

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

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

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

This unique fastener is engineered to work together with Latitudes Equator 

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

of satisfied customers, that’s enormous.

Hockey Legend
Bobby Orr

For Free info go to http://pr.ims.ca/5656-16
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Where Smart Businesses Buy and Sell A division of

CONSTRUCTION 
EQUIPMENT
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings
and quotes on all your business purchases,
anything from skid steer loaders, to aerial lifts, to
air compressors and more. BuyerZone will help you make the
right choice for your company and your budget, free of
charge.  At BuyerZone, you’re in control.  We’re just here to
make your work easier.

Join the millions who’ve already saved time and money
on many of their Construction Equipment purchases by
taking advantage of BuyerZone’s FREE, no obligation
services like:
• Quotes from multiple suppliers
• Pricing articles
• Buyer’s guides
• Supplier ratings
• Supplier comparisons

REQUEST FREE QUOTES NOW!
Call (866) 623-5448 or visit 
BuyerZoneConstruction.com
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innovations The Green Room

THE LOWDOWN ON LOW-E

L
ow-emissivity coatings were a quantum 

leap in window technology. Thanks to 

this innovation, the average double-

pane window is now twice as resistant to 

cold or heat as it was in 1980. Even so, 

windows remain gaping energy wounds. For 

small projects, the ticket is to upgrade with 

windows that are tuned to climate and orien-

tation — and install them properly. 

Tuning windows takes effort. It means 

selecting different windows for different ori-

entations. When a remodel involves a change 

in footprint, the prescription is two-fold: 

optimize windows for passive heating, cool-

ing and lighting, and — here’s the hard part 

— minimize their use for other purposes. 

>> E-mail ideas or comments to the author 

at GreenRoomDept@mac.com

By Rebecca Bryant
Contributing Editor

Robert Clarke founded Boulder-based Alpen Energy in 1981, on the heels of Low-E glass. In 2007, 
BuildingGreen.com selected his windows as a “Top-10 Product.” In the table below, Clarke describes 
windows of today and tomorrow. 

Low-emissivity
coatings

Glass panes

Krypton/argon
gas fills

Window Component State-of-the-Art The Future

Glazing Ultra-thin metallic coatings Dynamic coatings that change
 on glass/fi lms via vacuum  properties in response to light, 

 sputtering heat or the turn of a dial

Glazing package Sandwich of 2 Low-E panes  Incremental improvements to
 and clear fi lm fi lled with argon,  achieve R-20 (same as 2 by 6 wall)
 krypton or zenon gas;  
 99.5% UV blockage; R-14

Window frame Pultrusion fi berglass frame  R-10 performance via deeper windows
 with hollow or foam core;  for 2 by 6 framing, better seal between

 R-4 to R-8 frame and sash and aerogel core

Flange to wall connection Enhanced connection geometry,  ½-inch R.O. gives way to computer
 molded returns and zero  matching of windows to SIP panels
 expansion foams and tight, pre-engineered Z fl anges

C
olorado green architect 
John Van Doren notes, 
“Most ‘high-quality’ 

windows in the U.S. are fashion 
statements, falling far short of 
the performance of European 
and Canadian windows.” Rec-
ognizing this, the Department 
of Energy is revising its Energy 
Star ratings. Among the changes 
that could go into effect in 2009: 
•  A much lower U-factor and 

a minimum SHGC (for winter 
heat gain) in northern zones

•  A much lower SHGC in south-
ern zones 

•  SHGC/U-factor trade-offs to 
expand the range of products

•  Establishment of installa-
tion procedures to ensure 
performance

•  Exploration of emerging 
technologies
Meanwhile, Van Doren says, 

get the lowest U-factor possible. 
His selection process starts with 
these rules of thumb on SHGC: 
•  Use the building code in Depart-

ment of Energy proposed 
climatic zones 1, 2 and 3A-B 

•  In zones 3C and 4, use an 
SHGC greater than 0.65 on 
south walls only 

•  In zones 5-8, use an SHGC 
greater than 0.65 on all 
exposures

Constructing a Low-E window begins 

by bonding an ultra thin layer of 

metal or metallic oxide on glass or 

plastic. This lowers the U-factor by reduc-

ing radiant heat transfer. Some coatings are 

“spectrally selective” — refl ecting or admit-

ting segments of the UV spectrum. As coat-

ing, glazing, and framing options expand, the 

selection process becomes more confound-

ing. Further complicating the picture: 

•  The National Fenestration Rating Council 

describes energy performance via U-fac-

tors (insulating value) and SHGC (amount 

of heat transmitted). Figuring out the best 

combination requires interpretation. Too 

often, it’s done incorrectly. 

•  Although Americans consume far more 

energy for heating than cooling, there’s a 

bias in IECC, LEED and the Energy Star 

program toward minimizing AC loads. 

That makes it hard to fi nd Low-E/high 

SHGC windows for passive solar heating. 

A look into the crystal ball

Window tune-up

Energy Star ratings to change?

Picking the right 
window not easy
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Product Preview

AXOR/HANSGROHE
Renowned French designer Jean-Marie Massaud 

helped create Axor/Hansgrohe’s tenth American 

bath collection. Named after the designer, the 

Massaud bathroom collection encompasses a 

wide range of fully coordinated components and 

accessories. The signature piece of the new col-

lection is the lavatory mixer, which features a 

16-inch-wide asymmetrical shelf-like surface. 

For FREE information, visit

http://pr.ims.ca/5656-125

MILWAUKEE
The 2401-22 by Milwaukee deliv-

ers a beefy 100 pounds of torque 

per inch in a lightweight package 

— only 2 pounds. It’s powerful 

enough to drive 130 3-inch 

screws in a single battery charge 

and provides the speed (0-500 

RPM) to fi nish jobs faster. 

For FREE information, visit 

http://pr.ims.ca/5656-126

BILCO
Bilco says it was the fi rst to introduce the 

steel basement door more than 75 years ago. 

A lot has changed since then. Bilco’s new 

basement doors feature powder-coated steel 

hardware and high-density polyethylene con-

struction that never needs painting. The 

molded panels are designed to accept hard-

ware components, and a gas-spring lift assist 

is included for one-handed operation. 

For FREE information, visit

http://pr.ims.ca/5656-128

DEWALT/RADIANS
The Concealer goggles from DeWalt and Radians offer a 

high level of protection on the job site. It meets ANSI Z87.1+ 

standards and offers 99.9 percent UVA/UVB protection. The 

impact-resistant polycarbonate lenses come in clear and 

smoke. A clip attachment makes replacing lenses easy, 

while a built-in ventilation channel fi ghts fog. 

For FREE information, visit http://pr.ims.ca/5656-127

NEW PRODUCTS
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POLYLOK
The Rebar-Lok system for concrete masonry unit 

wall construction by Polylok makes sinking and cen-

tering rebar much easier. According to the manufac-

turer the system features a high-impact polystyrene 

casing that houses a built-in tie wire in the perimeter 

of the frame (shown). Masons place the rebar and 

pull the looped wire to lock the rebar dead center at 

the core of the block, then pour in the grout.  

For FREE information, visit 

http://pr.ims.ca/5656-130

PASS & SEYMOUR/
LEGRAND
Keeping little fi ngers and errant 

pennies out of the sockets is Pass 

& Seymour/Legrand’s Weather-

Resistant Receptacles. They 

comply with the 2008 National 

Electrical Code that requires all 

non-locking 15 and 20-amp and 

125- and 250-volt receptacles 

installed in wet and damp loca-

tions to be weather-resistant. 

For FREE information, visit

http://pr.ims.ca/5656-129

GRACO
You can use a whole mess of coatings 

and different spray guns with Graco’s new 

series of GH gas-hydraulic airless sprayers. 

The offerings include the GH 130 entry-level 

sprayer, which delivers 1.3 gallons per min-

ute. All GH models feature a high-effi ciency 

hydraulic motor, the company’s MaxLife 

Endurance Pump and crush-proof 

rock catcher system. 

For FREE information, visit

http://pr.ims.ca/5656-132

NANAWALL
The SL70 is a monumentally 

sized, thermally broken alumi-

num folding panel system 

designed to provide a glass 

wall that opens up to 36 feet 

wide. Made by NanaWall, it is 

available in various confi gura-

tions utilizing two to 12 pan-

els. The running astragal 

design provides extra stability. 

For FREE information, visit 

http://pr.ims.ca/5656-131

prx0802products_ID   55prx0802products_ID   55 1/24/2008   2:54:41 PM1/24/2008   2:54:41 PM



innovations

STARRETT
Take the guesswork out of your measurements and still do it the old-

fashioned way. The new ProSite CP505A-12 Combination Protractor 

by Starrett provides fast, direct readings for miter cuts; single and 

compound cuts (with conversions for cutting crown molding); exact 

angle/supplemental angles; and roof pitch references. 

For FREE information, visit http://pr.ims.ca/5656-133

SIRIUS
Sirius’ latest hood range brings a lot of 

power and performance with the SU54’s 

1,200 cubic-foot-per-minute dual 

motors. The double-wall construction 

and European design helps keep the 

manufacturer’s latest range hood from 

producing less than 5.1 sones. It fea-

tures restaurant-style baffl es that cap-

ture a reported 96 percent of all grease 

before the contaminated air is expelled. 

For FREE information, visit

http://pr.ims.ca/5656-135

Product Preview
NEW PRODUCTS

CAMPBELL HAUSFELD
Manufacturers are starting to gravitate toward a single bat-

tery standard for their tools. Campbell Hausfeld follows suit 

with the 19.2-volt saw kit, which includes a 0-2700 SPM vari-

able-speed reciprocating saw, a 51⁄2-inch circular saw with 

carbide-tipped blade and a jigsaw with an adjustable bevel. 

For FREE information, visit http://pr.ims.ca/5656-134

C O N T R A C TO R S  +  I N S TA L L E R S 
Attend Coverings 2008 to keep it fresh. Find new installation 
techniques. Learn ways to keep your projects on schedule. 
See the latest international tile + stone trends. Keep up 
with changes in products and how they fi t into your current 
business. More than 1,200 exhibitors from 50 countries. 
Countless connections. Free education. 

REGISTER NOW. WWW.COVERINGS.COM.

how fresh are you?

USE VIP CODE CPR18 WHEN REGISTERING AT WWW.COVERINGS.COM.

F R E S H  C O N N E C T I O N S  F R E S H  S O LU T I O N S  F R E S H 

I D E A S  F R E S H  D E M O N S T R AT I O N S  F R E S H  I N S I G H T 

F R E S H  E D U C AT I O N  F R E S H  S O U R C E S

For Free info go to http://pr.ims.ca/5656-21
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A division of

PROTECTING YOUR HOME
while you’re at work is no small concern

Don’t be alarmed,
BuyerZone is at your fingertips.

Compare features and price quotes on Home Security Systems today.  Save time and money,
compare/rate suppliers, and protect your investment with BuyerZone.  At BuyerZone, you’re
in control.  We’re just here to make your work easier.

Join the millions who’ve already saved time and money on many of their Home Security 
System purchases by taking advantage of BuyerZone’s FREE, no obligation services like:
• Quotes from multiple suppliers
• Pricing articles
• Buyer’s guides
• Supplier ratings
• Supplier comparisons

REQUEST FREE QUOTES NOW!
Call (866) 623-5529 or visit 
BuyerZoneHomeSecurity.com

Where Smart Businesses Buy and Sell
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ELKAY
Molded under extreme heat and pressure, Elkay’s new Gour-

met e-granite family of granite silica and acrylic-resin-formed 

sinks and surfaces make what the company calls “the perfect 

landing pad for hot pots and pans,” as heat will not damage 

the product. Sinks are available in black, white and biscuit. 

For FREE information, visit http://pr.ims.ca/5656-136

VT INDUSTRIES
The Geneva is a new contoured edge 

profi le from VT Industries, and it joins 

the company’s popular Valencia and 

Barcelona edge designs. The Geneva 

edge has a subtle modern drop ogee 

for a full wrap edge profi le. It is avail-

able with or without a backsplash and 

comes in a variety of laminate colors. 

For FREE information, visit

http://pr.ims.ca/5656-137

GRANITIFIANDRE
The GeoStyle is the vanguard of GranitiFiandre’s con-

temporary collections. Five individual product groupings 

are offered, including the GeoDiamond with jewel-like 

embellishments; platinum, which features 3-D irides-

cence; and the mosaic-like GeoDesign. These products 

are available in a wide variety of colors and in sizes 

ranging from 4 by 2 feet to 8 by 8 inches, along with 

coordinating special pieces. 

For FREE information, visit http://pr.ims.ca/5656-139
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ARCHITECTURAL 
PRODUCTS BY 
OUTWATER
The Genuine Stone Tiles from 

Architectural Products by 

Outwater are made of 100 

percent natural stones. The 

tiles are individually adhered 

in mosaic or stacked patterns 

onto mesh-style backings, 

which creates easy-to-install, 

seamless interlocking tiles. 

The tiles come in a variety of 

exotic and traditional round 

and fl at stones to suit vertical 

or horizontal applications. 

For FREE information, visit

http://pr.ims.ca/5656-138

Interior Products
COUNTERTOPS & SURFACES
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VITRA TILES USA
Tile makers VitrA Tiles USA 

have introduced the bold 

and fl ashy Shiba Collection. 

The Shiba’s pattern brings 

this collection of non-vitre-

ous, high-gloss fi nished wall 

tiles and borders to life. The 

line is available in 30-42 cm 

with complementing borders 

in 8 by 42 cm or 3 by 30 cm. 

Glass borders (8 by 42 cm) 

are also offered. 

For FREE information, visit

http://pr.ims.ca/5656-142

ELIANE
Made in three neutral colors and two distinct 

surface fi nishes, the Contemporanea large-

format porcelain tiles by Eliane are available 

in 1 by 2, 2 by 2 or 1½ by 3-foot sizes. 

Ceramic, glass, resin or metallic inserts 

and borders with glossy or textured 

fi nishes are available. 

For FREE information, visit

http://pr.ims.ca/5656-141

OPUSTONE

Florida-based Opustone, known for its collections of travertine, marble, gran-

ite, onyx, limestone, coral and unique stones has a new fall palette of fi ve 

dramatic colored natural stones to help remodelers revitalize their homes 

with a new look. Colors include faded Sienna, Mount Caramel, koala antique, 

dusk gray and imperial suede. 

For FREE information, visit http://pr.ims.ca/5656-140

KENT CABINETRY
Joining the green fray is Kent Cabinetry with a 

new countertop line. The IceStone offering is a 

terrazzo-like, nonporous countertop material 

made from a minimum of 75 percent recycled 

glass, 17-18 percent Type-3 portland cement, 

and small quantities of proprietary ingredients. 

For FREE information, visit

http://pr.ims.ca/5656-143
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Make HousingZone.com 
your fi rst stop every morning—
and stay on top of critical 
issues impacting your 
business day.  

You can:

• see videos featuring new product info

• link to valuable white papers or research  
 reports to support your next proposal

• access FREE archived Web casts

• check out the Forums on Green Building,  
 Building Science and NHQ

• enjoy interesting blogs by industry   
 thought leaders

• catch featured stories from the 
 pages of Professional Builder, 
 Professional Remodeler, Custom Builder
 and Housing Giants.

• update your subscription info or 
 sign up for outstanding e-newsletters

• register for upcoming Web casts
 and events

From HousingZone.com, you can click over to 
these favorite sites and and dig even deeper into 
topics of specifi c interest to you:

• ProBuilder.com

• ProRemodeler.com

• CustomBuilderOnline.com

• HousingGiants.com

Bookmark it: 

www.HousingZone.com

pbx0801jh_hZoneADr1.indd 1 12/13/2007 3:43:13 PM
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WOODGRAIN MILLWORK
Several new species to the exterior frame and component 

line from Woodgrain Millwork includes mahogany, oak, 

cherry and maple for a variety for exterior frames, brick-

molds, mull posts, exterior components, stops and dou-

ble rabbet jambs. The new hardwoods can also be mixed 

with standard primed and solid pine components. 

For FREE information, visit http://pr.ims.ca/5656-145

JELD-WEN
The Carriage Style is all the rage in the garage 

door market. For those who want a little more 

differentiation, Jeld-Wen’s Estate Series can 

be customized with decorative iron handles, 

strap hinges, knockers and clavos (metallic 

buttons designed to look like the heads of 

oversized iron spikes). The company offers a 

variety of window insets for its garage doors to 

allow for natural light or solid styles for privacy. 

For FREE information, visit 

http://pr.ims.ca/5656-147

WAYNE-DALTON
The Aluminum Full-View garage door by Wayne-Dalton can give 

homeowners a modern, Asian-inspired look and is available in a 

variety of colors. Window options include luminescent and clear. 

The virtually maintenance-free and weather-resistant door is avail-

able in standard residential heights. 

For FREE information, visit http://pr.ims.ca/5656-146

CLOPAY
The Gallery Collection from Clopay now has three-layer 

sandwich construction options. The doors are available 

in two thicknesses, 13⁄8 and 2 inches, and come in both 

long and short grooved panels constructed from heavy 

24-gauge wood grain textured steel. The doors range in 

size from 6- to 12-feet high and up to 20-feet wide in white, 

almond, brown and sand tone. 

For FREE information, visit http://pr.ims.ca/5656-144

Exterior Products
DOORS & GARAGE DOORS
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PEACHTREE
The Citadel fi berglass patio doors from Peachtree are made 

in slider, French or swinger patio styles as well as in a four-

panel; bi-parting; or one-, two- and three-wide units. The 

Citadel has an extruded aluminum clad frame and fi berglass 

panels with textured oak-grain skins, smooth skins or the 

company’s Duo-Choice skins. 

For FREE information, visit http://pr.ims.ca/5656-148

AMARR/DYNASTY IRON DOORS
In addition to new construction and modern homes, wrought iron 

garage doors also work well with the architecture of a wide range of 

historic homes. With this in mind comes the Milan C from a partner-

ship between Amarr and Phoenix-based Dynasty Iron Doors. The 

garage doors complement tile roofs, stacked stone exteriors and brick.  

For FREE information, visit http://pr.ims.ca/5656-149

TAYLOR DOOR
Look to the Country Estates Collection by Taylor Door for a 

more rural appearance in the driveway. The door panels feature 

a wood-grain texture fi nish in white, almond or sandstone col-

ors. They’re accented by white vinyl overlays in seven designs. 

Doors are constructed of galvanized steel panels and 25⁄8-inch 

solid end stiles, which are bonded together with a polystyrene 

core for an R-8.3 insulating value. 

For FREE information, visit http://pr.ims.ca/5656-150

Exterior Products
DOORS & GARAGE DOORS

For Free info go to http://pr.ims.ca/5656-22
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For FREE info go to http://pr.ims.ca/5656-201

Latitudes Equator™ 
Latitudes Equator™ hidden 
fastener delivers automatic, 
consistent alignment of deck 
boards for beautiful results 
and big time savings. Y-shaped 
“gap wings” let boards expand 
and contract to prevent lifting. 
This unique fastener 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/prf
Ph: 888.270.0750

PLEASE PROOFREAD CAREFULLY

FLEXIBLE MOULDINGS BY OUTWATER

ARCHITECTURAL PRODUCTS BY OUTWATER

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

www.outwater.com
New Jersey  •  Arizona  •  Canada

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

0

pbx071001_out2.indd   1 9/5/2007   11:34:35 AM

PLEASE PROOFREAD CAREFULLY

+

pbx071001_out2.indd   1 9/5/2007   11:34:35 AM

For FREE info go to http://pr.ims.ca/5656-202

For FREE info go to http://pr.ims.ca/5656-203

DECORATIVE WOOD CARVINGS
BY OUTWATER

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

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

New Jersey  •  Arizona  •  Canada

FREE 1,000+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

cbx080101_out3.indd   1 1/14/2008   3:08:13 PM

For FREE info go to http://pr.ims.ca/5656-200

For FREE info go to http://pr.ims.ca/5656-204
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Advertisement

Product Showcase
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If someone near you collapses, loses consciousness and stops breathing, chances

are their heart has stopped. Call 9-1-1 immediately and do CPR until help arrives.

If you don’t know CPR, learn. To find a 

CPR course near you, call the American

Heart Association at 1-877-AHA-4CPR or

visit us online at www.americanheart.org.

“I did CPR”“I called 911” “I lived”

For FREE info go to http://pr.ims.ca/5656-206

FAUXSTONE PANELS + 
FAUX WOOD BEAMS

Real Savings!

ARCHITECTURAL PRODUCTS BY OUTWATER

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

www.outwater.com
New Jersey  •  Arizona  •  Canada

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

BY OUTWATER

0

prx070901_wood.indd 1 9/5/2007 1:52:24 PM

BUSINESS

BUILD A
FOUNDATIONFOUNDATION

CONTACT:

Ph: 630-288-8022 Fax: 630-288-8145
shelley.perez@reedbusiness.com

SHELLEY PEREZ

PROFESSIONALPROFESSIONAL

REMODELERREMODELER

FORFOR YOURYOUR

YOUR TICKET TO MUST-HAVE,
HARD TO FIND INFORMATION

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

Professional Builders' Internet Usage Study

Visit the Research Store
on HousingZone.com

to purchase 
proprietary data 
you need to run 
your business:

www.housingzone.com/research

For FREE info go to http://pr.ims.ca/5656-205
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Noble Niches 
and Curbs
    Waterproof,
    lightweight & 

”tile ready“.
    Install in 
    minutes.

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

Clamping
Ring Drain
With square or 
round strainers. 

Chloraloy®

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

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

Positive Weep
Protector™
Keeps weepholes clear.

Pre-formed
Shower Dam
Corner

800-878-5788
www.noblecompany.com

Clamping
Ring Drain

Pre-formed
Shower Dam
Corner

Chloraloy®
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Finlandia 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!
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ADVERTISE TODAY!!ADVERTISE TODAY!!
CONTACT: SHELLEY PEREZ

(630) 288-8022
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A
s a new year begins, it’s a time 
for planning, setting up annual 
goals and evaluating our per-
formance from the previous 
year. Many of us have likely 

had marketing and sales on the mind for 
a few months now. With the real-estate 
industry being as slow as it is and the fact 
it’s nearly impossible to sell a home for 
top dollar unless it’s in pristine condition, 
our industry benefi ts. Some people plan-
ning to sell are considering major updates 
and remodels to add value and set their 
home apart from the rest on the market. 
Plus, people are staying put and are more 
apt to consider remodeling their homes 
to meet their changing needs. 

THE VALUE OF MARKETING
Effective marketing is vital to growing our 
businesses and achieving our sales and 
growth goals. One key is to learn where 
and when to spend your marketing dol-
lars to best reach your target market. 
Print advertising needs to be carefully 
considered: look at your budget and what 
your target markets’ interests are, and fi g-
ure out what they read and where they 
reside. It’s also important to understand 
that with any marketing, it takes repetition 
and consistency to get the message 
across. With print advertising in mind, the 
best bet is to carefully select publications 
that truly target your clientele and consis-
tently advertise with them. Think long-
term, but plan to evaluate results and 
return on investment at the six-month 
mark and annually. You may fi nd that 
one publication brings more traffi c than 

another. In this case, it’s a good idea to 
reconsider where you are spending your 
advertising dollars and invest more in the 
publication that’s yielding the best results.  

SOLICIT INPUT FROM YOUR TEAM
Whether you’re a veteran 
or novice in this industry, 
it’s critical to determine 
your target clientele; fi g-
ure out where they live, 
work and play; and visit 
them in that environment. 
Even if you’ve done this in 
the past, it’s wise to start 
each year reevaluating 
your target client. Ask 
your team questions like: 
What is their annual 
household income? What 
kind of homes do they 
own? Who is the decision 
maker? Do we want to 
market to a different demo-
graphic this year? 

In asking your team these 
questions, you are giving 
them a voice and learning 
from them who they con-
sider the target client to be. 
Additionally, if you solicit 
input from them and involve them in the 
process, everyone will be on the same 
page and can work together toward 
monthly, quarterly and annual goals.

BUILDING RELATIONSHIPS
Who hasn’t heard that word-of-mouth is 
the best, most cost-effective form of 

marketing? If you get back to basics and 
reach out to past clients, letting them 
know you’re still there and interested in 
learning from past projects, they will take 
notice. Showing past clients you are 
interested in what they have to say and 

asking them for feedback is 
a great relationship-building 
process as well as a way to 
build on the “know, like, 
trust” factor. If they liked the 
work you did for them, it’s 
likely they’ve mentioned it to 
their friends, neighbors and 
family. Touching base with 
past clients and communi-
cating openly with them is a 
great, cost-effective piece of 
the marketing puzzle.

Increasing activity and 
involvement within the 
community you serve is 
another great way to build 
relationships and market 
your business.  

BOTTOM LINE 
The idea is to wisely invest 
your marketing dollars, 
while hopefully increasing 
the payoff.  PR

Bob DuBree, CR is the president of 
Creative Contracting, located in North 
Wales, Pa. Bob and his wife Kim 
founded Creative Contracting and along 
with their entire staff are celebrating 
their 20 year business anniversary this 
year. Bob can be reached at bob@cre-
ativecontracting.biz.
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MARKETING IN A DOWN CYCLE: BACK TO BASICS
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“It’s also impor-

tant to under-

stand that with 

any marketing, it 

takes repetition 

and consistency 

to get the mes-

sage across.”

Bob DuBree 

Advisory Board 

Columnist
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When we go green, we go all the way.

Green is where it’s at. In our endeavors to be more eco-friendly, we’ve created the LG HI-MACS
Eden Collection – manufactured with a minimum of 12% recycled material. The LG Eden

Collection is certified for recycled content by SCS, GREENGUARD Indoor Air Quality Certified,®

and qualifies for LEED points in the Materials & Resources category. All six natural 
colors are non-porous, anti-microbial and stain resistant, and are backed by a 

15-year warranty. So your projects will be green on the surface, and green at heart. 

866-LGHI-MACS • LGeden.com

Certified by Scientific Certification Systems (SCS) for Recycled Resin. 
Featured product: LG Eden in Ivy, Cocoa and Jasmine. © 2008 LG HI-MACS  LG-017701  1/08

The secret’s in the surface.

For Free info go to http://pr.ims.ca/5656-23
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For Free info go to http://pr.ims.ca/5351-XX

Wrought Iron Designs

Every New Look Is Worth  
A Second Look.

New Glass Designs 
From Therma-Tru® Doors.

Blackstone

Salinas

Camino Augustine

Bella

Camed Designs

New Therma-Tru glass designs can transport an entryway 

anywhere from Barcelona to the French Quarter. We 

constantly update our product line to meet your customers’ 

needs. For a closer look at our new door styles and glass 

designs, visit your local dealer or go to www.thermatru.com.
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