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LET US HELP YOU
TRANSFORM YOUR KITCHEN

With over 100 years of experience, Stock Building Supply is one of the nation’s leading suppliers of building 
materials. At Stock Building Supply, we strive to exceed our customers’ expectations. We have 
experienced staff that can assist you with the supplies and services you need to produce a successful job. 

We carry a variety of MasterBrand® cabinetry, including Aristokraft®, Decorá®, Diamond®, Kemper®,
Omega®, HomeCrest®, and Kitchen Craft®.  MasterBrand® cabinets have the styles and finishes 
that can transform any kitchen into a one-of-a-kind room. You can count on 
Stock Building Supply to provide exceptional service and superior products.

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/5658-3
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WHAT THE best-dressed  WINDOWS 

WILL BE WEARING THIS YEAR.

Introducing the MAG-Lock™ from JELD-WEN, the industry’s first magnetic one-touch automatic 

lock. This lock features a low profile for a streamlined look and a tamper-resistant design—making 

it both stylish and secure. It’s also easy and intuitive to operate, with an ergonomic handle that 

lets you unlock and open the window in one movement. Now that’s beautiful. To learn more, call 

1.800.877.9482, ext. 8515, or visit www.jeld-wen.com/8515.

®

For Free info go to http://pr.ims.ca/5658-4
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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

© 2008 Ferguson

PLUMBING.

LIGHTING.

APPLIANCES.

FIREPLACES.

P A S S I O N A T E

PEOPLE!

BAMBOO BATHROOM FAUCET FELICITY KITCHEN FAUCET
MANNERLY BATHROOM

FAUCET WATERHILL KITCHEN FAUCET VIVID BATHROOM FAUCET

For Free info go to http://pr.ims.ca/5658-5
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BACK TO THE FUTURE

I
n 1979, I was a skinny 16-year-old 
working for my brother-in-law’s 
small, suburban Chicago remodel-
ing company. During most of that 
summer and many weekends, I was 

Ray’s main gofer, push-broom mechanic 
and carpenter-in-training. I was also 
his wife’s favorite little 
brother, the youngest of 
six, so I was about as 
privy to the inner dealings 
of Ray’s business as any 
of us who rode to the job 
site in the bed of either his 
pickup or his dump truck 
over the years.

Many details of that 
summer are not as vivid 
as they used to be. But I 
do recall that summer for 
one reason in particular. 
It was probably the hard-
est I’d ever worked in my 
entire life, and defi nitely 
for the least reward.

Ray must have felt the 
same way.

The 1979 Iranian 
revolution had led to an 
energy crisis, which, in 
turn, caused a recession 
that hit small businesses 
across this country 
extremely hard.

Everything about working for Ray 
seemed to change overnight. The inter-
esting kitchen remodels, fun basement 
jobs and cool room additions were no 
longer a part of the job description. We 
did a lot of small jobs, maintenance and 
repair work, and even some landscap-
ing and tree trimming. Nothing was out 
of bounds anymore.

Peg and Ray sold their house and 
moved into a fi xer-upper, which we 
remodeled for what seemed like an 

eternity, off and on, fi lling in the gaps 
between “paying” jobs. At the time, I 
thought their move was some kind of 
astute real-estate investment. But look-
ing back now and recalling my sister’s 
mood at the time, I realize it was actually 
one in a long line of diffi cult decisions 

that needed to be made by 
a husband and wife run-
ning a small business the 
best that they could.

It was survival, pure 
and simple. But there was 
nothing simple about it. 
Ray had to bid on jobs he 
never would have before 
for a lot less profi t, using 
cheaper labor (like me) and 
driving much further from 
home than we had before.

And now the “R” word 
has surfaced once again. 
Depending upon your 
market, you may already 
be caught in the throes of 
a recession or feeling the 
effects of a softening econ-
omy that has your leads 
decreasing, job sizes shrink-
ing and profi ts dwindling. 
Like Ray, you may have to 
make decisions that will 
change the course of your 
business life, your personal 

life and the lives of those who you employ.
Things eventually turned around for 

Ray’s company and he’s now retired 
after many great years in business.

Although a lot has changed in our 
industry over the past 29 years, what 
hasn’t changed is the ability for you to 
make a few key moves — perhaps tar-
geting smaller jobs, changing personnel 
or increasing the market area you serve 
— to survive the current state of the 
economy. What’s your next move?  PR

“We did a lot 

of small jobs, 

maintenance 

and repair work, 

and even some 

landscaping and 

tree trimming. 

Nothing was out 

of bounds any-

more.”

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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Formerly Wirsbo

The new Multifunction Climate Cŏntrol.™

One box, one wiring schematic, 

one set-up, and one way to install it.

 ©2008 Uponor, Inc.

“ I’ve been remodeling homes for a long time. If you want me to change 

the products I use, you better have something damn good to show me.”

You want the best for your remodeling jobs. With Uponor radiant fl oor 

heating, you get exactly that: Quik Trak® panels, hePEX™ plus tubing and 

new, innovative controls for easy installations. You’ll deliver comfort and 

energy effi ciency to satisfy even your most demanding clients. Uponor 

brings you the industry’s most tested, reliable, intelligent and proven systems 

on the market. That’s Uponor Logic at work. To fi nd out more about Uponor 

radiant fl oor heating, call 800-321-4739 or visit www.uponor-usa.com

For Free info go to http://pr.ims.ca/5658-6
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Readersfrom our

T
he cover story of the February
2008 issue of Professional
Remodeler, “10 Most Infl u-
ential,” left off the foremost
researcher on the remodeling

industry: Gopal Ahluwalia.
During his more than 30 years at

the National Association
of Home Builders, Mr.
Ahluwalia has conducted
research, economic analy-
ses, and established data
to track and inform the
remodeling industry. Until
the Remodeling Futures
program at Harvard was
established in 1995,
Ahluwalia’s research was
the only remodeling data
available outside statistics
collected by the Federal
government. In fact, he
paved the way for later
researchers and econo-
mists who now study the
remodeling industry.

In the early 1980s, Mr. Ahluwalia
worked with the resources of NAHB
and his experience tracking the housing
industry to create a body of knowledge
and a repository of relevant remodeling
data. Using his personal vision of the
industry’s latent potential and with his
tireless professional dedication, Gopal
helped to establish a distinct identity for
remodeling as a legitimate and dynamic
sector of the housing industry. In the
process, he also created a deeper
understanding of the fundamental
workings of the industry and of the cor-
responding consumer market for the
benefi t of professional remodelers and
countless other companies that serve
this vast industry. Through his work he
became a much quoted spokesman for
remodeling, which, in turn, helped to
confi rm the NAHB Remodelers’ preemi-
nent standing in the industry. Mr. Ahlu-
walia is widely sought as a speaker and

serves regularly as a press spokesman
on remodeling in national outlets. His
thoughtful remarks and depth of knowl-
edge continue to powerfully raise public
understanding about remodeling.

Twenty-fi ve years ago little was known
about remodeling beyond the skel-

etal information published
quarterly by the U.S. Cen-
sus Bureau. Mispercep-
tions about the industry
abounded. Remodeling
was looked upon as a
mere diversion for builders
when housing construction
sagged, rather than as an
industry by itself. At the
time, it was widely believed
that remodeling expendi-
tures went up when new
home sales went down,
and the media reported
DIY as the “big story” in
remodeling while overlook-
ing the steady climb on
the professional front that

continues today. These are a few of the
erroneous assumptions that were later
dispelled with Mr. Ahluwalia’s ground
breaking research.

Mr. Ahluwalia’s research accomplish-
ments include studies on the Cost of
Business for Remodelers, consumer pref-
erence surveys, and surveys of remodel-
ers. Studies of consumer preferences
helped the remodeling industry evolve
to meet consumer demand. He also has
worked with the U. S. Census Bureau to
study their statistics on remodeling and to
improve their data collection. Additionally,
Mr. Ahluwalia established the Remodel-
ing Market Index, the only quarterly
survey of remodelers about current and
future market conditions.

Because of his research, Mr. Ahlu-
walia is the premiere expert on the
development, trends, and future of the
remodeling industry. Through his work,
remodelers, suppliers, manufacturers,

economists, the public, and many others
have an understanding of remodeling
that would not be possible without Mr.
Ahluwalia. His more than 30 years of
service to NAHB have set precedents
for future economists to follow for gen-
erations. Mr. Ahluwalia’s dedication to
increasing our knowledge and under-
standing of the market, his tireless devo-
tion to the industry and NAHB Remodel-
ers have largely impacted the change in
the perception of remodelers from trades
people to professional business owners.

It’s a shame you neglected to include
Gopal Ahluwalia on your top ten infl u-
ential list because when it comes to
understanding the remodeling industry,
he has been the most infl uential of all.

 NAHB Remodelers,
Washington, D.C.

H
ow could you have left Linda Case
off of your list? She has deeply
infl uenced thousands of busi-

ness owners through her roundtables
business — Remodelers Advantage.
She and her business partner, Victoria
Downing, have more commitment to
the welfare of the businesspeople who
are the heart of the industry than half
the people on the list.

Susan Pierce, Architect
Vienna, VA

H
ow can you post this list and not
have Bob Vila and Norm Abrams.
They have done more to get the

homeowner interested in remodeling
and were the original DIY guys on TV.

David Kirkland, Regional Manager
 B&G Equipment and Supply
Birmingham Alabama

FEBRUARY COVER STORY ELICITS RESPONSE

TALK BACK>> Excerpted from our Talk Back archives
on ProRemodeler.com. Use Talk Back to
comment on any article online.

February’s cover story,

“10 Most Infl uential

People in Remodel-

ing,” can be found on

ProRemodeler.com by

clicking on “Archives.”
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Rock your world.

commtruck.ford.com
*Properly equipped. **Available 6.4L Power Stroke® V8 Turbo Diesel engine.

THE NEW ’08 SUPER DUTY.®

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

For Free info go to http://pr.ims.ca/5658-7
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Leadershipon

I
am just starting my vacation as I
write this column. Writing this is
my last bit of business to wrap
up before giving my 100 percent
focus to family, rest, relaxation

and leisure. The weather forecast
shows temperatures in the low
80s with a 30 percent chance of
scattered showers and mild wind.
Working with our DreamMaker
owners and talking to many other
companies in remodeling across
the country, the economic forecast
varies by location, too.

In business, like in our personal
life, we have to find the silver lining in
the forecast and how we might ben-
efit from it. Depending on where you
are from, the economic conditions
have been changing since July 2005.
Some of the early markets are now
rebounding, while others are about
as predictable as the weather itself.

What do we know about the
weather/nature that could help us in
business? 1) It goes through natural
cycles and we can prepare for it. If
you’re in a rainy area, always have
an umbrella handy, or if you have
snow, have a windshield scraper.
2) The change in climate lets you
know which kind of plants and trees
best endure your environment. 3) We
must plan different activities around
the weather to receive the greatest
benefits from what is available to us.
4) There is no one perfect forecast
or climate for anyone who wants
optimum health, personally or pro-
fessionally.

HOW DO THESE APPLY TO
BUSINESS?
1) Concerning natural cycles and
being prepared, the same holds true
for marketing. We may fi nd that we
need to use different techniques for
attracting new customers, i.e. proac-
tive marketing, such as job signs,

trade shows, direct mail and asking
for referrals verses waiting on them.
Are you prepared for the economic
weather changes that come with the
life cycle of a business? If not, it will be
a much tougher experience, just as it
is when the natural weather changes.
The difference is that it is
typically more costly in
business.

2) Natural climate
changes affect the type
of greenery that can
survive and prosper, just
as your company and
the economic climate
affect staffing. Often
times in business, this is
when you find out who
is truly a right match for
your company, team and
culture. Even though it
can be extremely diffi-
cult during these times,
it benefits everyone.
You’re forced to lay off
people or permanently
let people go. If you
choose well, your team
will be stronger, and the
individual who lost his or
her job will have an
opportunity to find a
place that’s a better
match. It makes sense,
but is just difficult to
actually live through.

3) Without planning,
we miss opportunities
that often are easy to
see if we would just invest the time.
It takes a balance of looking at history
— let’s say for budgeting — while
looking to the future to predict
expenses that will naturally occur or
will need to be eliminated due to
growth or a downturn of business.
I fi nd it benefi cial to have others
involved in this process. Still, in the

end, you and I as leaders have to
make the fi nal decision. In addition,
sales is a critical area to make sure
you have a solid system in place to
maximize your lead fl ow and your
company’s sales efforts.

4) As business owners, department
leaders, etc., it takes
adversity and challenges
to sharpen our business
and people skills. Without
it, we will have a dull edge
and will thus be ineffec-
tive and ineffi cient in
dealing with the opportu-
nities that are coming
around the corner.

Equipped with the right
attitude and perspective
of shifting our focus off
the bad conditions and
onto the facts of a natural
business growth cycle, we
can make the changes
we need to prosper to the
next level of business and
personal success.

Having checked out
the weather on vacation, I
am now prepared to enjoy
and receive the greatest
benefi t of the time and
opportunities available.
When I return I will be
better prepared to take
advantage of and enjoy the
business opportunities, the
ability to touch people’s
lives in a positive way and
the fun of business. PR

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

FIND THE SILVER LINING

“I fi nd it bene-

fi cial to have

others involved

in this [planning]

process. Still, in

the end, you and

I as leaders have

to make the fi nal

decision. In addi-

tion, sales is a

critical area to

make sure you

have a solid sys-

tem in place…”

Doug Dwyer

Contributing Editor

>> For more Doug Dwyer on Leadership,

visit www.ProRemodeler.com
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Tankless water heaters
Endless hot water

RHEEM TANKLESS WATER HEATERS

Rheem Water Heating
101 Bell Road
Montgomery, AL 36117-4305
www.rheemtankless.com
customerservice@rheemtankless.com

never running out of hot water again…

ankless water heaters provide a
continuous supply of hot water –
bath, after bath, after bath.

• Compact, space saving design allows you
to place the unit indoors or outdoors,
which saves valuable square footage.

• Precision temperature control with just the
touch of a finger!

• UMC-117 remote control is included and
can be set from the out-of-the-box 120
degrees – up to 140 degree maximum
(additional remote control thermostats are available –
sold separately)

• EZ-Link™ cable available for high demand
applications to connect two tankless units to
operate as one

• Exclusive! Guardian SBT™ sensing
burner technology

• Exclusive! Guardian OFW™ overheat
film wrap

• Exclusive! Two high-altitude options – up to
6,560 or 9,840 ft. elevations above sea level
(altitude chip required – sold separately)

• Exclusive! All Rheem tankless models are
third-party certified by GAMA

• Exclusive! All Rheem models can be linked
in up to 20 unit manifold installations by
using the optional MIC-180 and MICS-180
manifold control assembly

Interested? For more information
contact your local Rheem distributor,
or call 866-720-2076.

T

For Free info go to http://pr.ims.ca/5658-9
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Customer Satisfactionon

A
nyone who has been in this
business long enough knows
that remodeling is not a prod-
uct business, it is a service
business. It is not just that we

do our jobs but how we do our job that
makes or breaks a client’s experience
and satisfaction. A kitchen remodel
may be award-winning, but if the proj-
ect was over budget, behind schedule
and riddled with issues, clients will
remember the bad experience long
after they grow accustomed to the
beauty of the space and will be happy
to tell everyone they know, too.

As remodelers, whether we know it
or not, we deliver experiences fi rst and
projects second. So now you are prob-
ably expecting me to list ten things you
can start doing today to solve all your
client satisfaction problems. You’ll get
those tips in Parts II & III of this three-
part article.

Keep in mind, client satisfaction is
critical and to get there I want you to
take a long, hard look at your company
culture.

WHY CULTURE MATTERS
Company culture is an incredibly pow-
erful force that determines how your
employees see and treat problems,
opportunities and all the people that
your organization comes in contact
with: vendors, subcontractors, and,
most importantly, clients! Culture is
like mood — but the mood of the
company can be either upbeat or
depressing, respectful or belligerent,
empowering or stifl ing — with many
shades in between.

You can design processes to make
clients happy, but if those processes
are out of sync with your culture you
will miss the desired result every time.
How many times have you received
services from someone, and they said
all the things they were trained to
say and did all the things they were

trained to do, but it was automated
and impersonal or, my favorite, they
acted as if they were doing you a
favor by serving you? The only way
that person can remain employed is
if the company culture allows and
reinforces that behavior.

CREATING CULTURE
Does your culture empower
and reward employees
who deliver excellent cli-
ent service? If not, why
not? Now don’t get me
wrong; I realize there are
many important compo-
nents to a viable com-
pany, but few can have
the long-term impact of
a devoted client base
committed to using only
your company and, even
better, who would pester
their friends to use you!
A client-centric culture
will empower your people
to make your clients not
just satisfi ed, but really,
really happy. If your cli-
ent-centric culture is fi r-
ing on all cylinders, your
clients will feel the love
from the fi rst time they
call your company right
through the warranty
work.

Creating the culture you
want does not happen
without effort. This is especially true if
you already have a culture you don’t
want. If you are not happy with what
you have, look in the mirror fi rst and
determine how YOU are shaping your
organization. Then ask your employees
to help you defi ne and shape a revised
culture — if they are part of the solu-
tion, you will have a much easier time
gaining compliance. Incentives, rewards,
recognition and, most importantly,

respect, will build a culture over time
that supports your goals.

KEY TO SUCCESS
OK. I said I wouldn’t pass on any tips
this time, but here comes one anyway:
We have found that one of the most

powerful ways to deliver
raving fans is through
spontaneous service
throughout the project by
the people on the job.
This is not something that
can be regulated or dic-
tated. Our employees are
constantly looking for
opportunities to pleas-
antly surprise our clients,
like bringing a birthday
gift to a child, taking care
of a pet, bringing in the
newspaper in the morn-
ing, helping with the gro-
ceries, letting the kids join
the crew for lunch, etc.
These touches rarely cost
any money and often have
nothing to do with the
project we are building
but everything to do with
building caring and
respectful client relation-
ships.

In Parts II and III, I will
provide more tools to help
build on the concept of
developing a client-centric
culture to help you create

clients for life. PR

Dave Bryan, CGR, CAPS, is the
president and CEO of Blackdog
Design/Build/Remodel in Salem, N.H.
He is also a facilitator for Remodelers
Advantage. Contact Dave at dbryan@
blackdogbuilders.com.

WHY YOU NEED A CLIENT-CENTRIC COMPANY CULTURE

“Company cul-

ture is an incred-

ibly powerful

force that deter-

mines how your

employees see

and treat prob-

lems, opportuni-

ties and all the

people that your

organization

comes in contact

with.”

Dave Bryan

Contributing Editor

>> For Parts ll and lll of A Client-Centric

Culture, see the July and October issues or

visit www.ProRemodeler.com
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Remodelers’ Exchange

Whether you’re single-line or full-service, opportunities exist for success

IS YOUR MODEL
RECESSION-PROOF?
WHAT ARE THE ADVANTAGES and

disadvantages of running a specialty or

full-service company during a market slow-

down? How does that affect your approach

to marketing, sales and fi nancing? There

is opportunity for success no matter what

type of remodeling business you run.

Tom: It’s the impression of some that

replacement jobs sell better than design/

build in a soft market. Do you agree?

Bob: I would agree with that, particularly

right now. With the energy cost being what

it is, one of the benefi ts of upgrading to

replacement windows is that you can

improve your home’s energy effi ciency. With

the green building and remodeling move-

ment gaining such popularity, this ties in

with that as well. Certainly, that gives us a

bit of a competitive edge, in my opinion,

over a design/build/remodeler.

John: I agree, with respect to the size of

the job. In larger jobs in design/build, they

won’t sell as well because people aren’t

putting as much in their homes. They’re

afraid to spend as much of their savings

or invest into the house as much in a soft

market. They want to hold on to what they

have. But, if it’s a smaller job, I think they’ll

sell just as well in a soft market.

Tom: Does a slowdown motivate you to

look at the economic opportunities.

Bob: It does, but I also know that when

things slow down, so many companies are

ready to “throw in the towel.” When things

slow down, you do notice a little hiccup

from time to time, which is a normal part of

the business cycle. That’s when we try to

look at ourselves in the mirror. Is this the

time to upgrade our brand and our image,

trademarking, our logo and things of that

nature? We look at all of our systems, our

business offer that we utilize, etc. We try

to upgrade those things. This way, we’re

poised, we’re ready, we’ve got the systems

perfected. When the economy does come

back in a boom — and it will, and I think it

will very shortly — we’re prepared to leap

and bound ahead of our competition.

Tom: Do you use fi nancing in your busi-

ness and, if so, how has it been affected?

Bob: I’d say 50 to 55 percent of our proj-

ects are fi nanced. Of that, I’d say 95 per-

cent is a same-as-cash type fi nancing, or a

no-payment, deferred interest type of plan

where the client has almost a year or right

at a year to pay off the entire balance of the

project. Keep in mind, my average ticket is

about $13,000. The design/build project is

way north of that!

Tom: Do you do that through a local bank

or a national fi nancing company, or both?

Bob: A national fi nancing company on 95

percent. When we do a home equity or

home improvement loan, that’s done locally.

Tom: John, do you use fi nancing at all?

John: Most of the homeowners get a

home equity loan for their fi nancing. The

majority of the ones we work for are actu-

ally either selling stock or they’ve saved

up the money for the project.

Tom: Bob, do you see advertising and
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This month featuring:
John Gillette, Owner

Craftsmanship by John, Houston

This full-service, design/build/remodel firm has

been in business since 1991 and had a revenue

volume of $2.5 million in 2007 with $3.5 million

planned for 2008. The firm has 27 employees.

Bob Birner, Vice President & General Manager

Amazing Siding Corp., Tomball, Texas

In business since 1989. Last year’s volume was

about $5.5 million with expectations of $6.5

million to $7 million for 2008. The firm has six

employees.

BOB: “My philosophy is
that if I have to lower
my price in order to earn
someone’s business,
my salespeople aren’t
conveying the quality of
work that we deliver.”
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marketing as different animals?

Bob: I do see them as different animals. I

think that they dovetail together, obviously.

Marketing, to me, is branding. Advertising,

to me, is direct response.

Tom: One leads to top-of-mind aware-

ness and the other is lead generation.

What are your three top marketing tools?

Bob: The Internet. Talk radio. And then,

fi nally, direct mail. These are stand-alone

direct mail pieces. It’s not a marriage type

mail product where it’s bundled in with

other companies or vendors. It’s our own

unique piece that we mail ourselves.

John: The advertising we do is only with

yard signs and the signs on the vehicles.

And we also have a Web site.

Tom: Do you get many leads from it?

John: Yes, we get about four a month.

Tom: Marketing and advertising is not a

major part of lead generation for your

company, is that fair?

John: Yes. The signs are one of our big-

gest lead generators. Then, word of mouth.

We work in a very small area. Marketing for

us would be the extra customer service that

we do. We do charity projects, help out with

the Boy Scouts, with people that are past

customers, and things like that. We do little

extras for past customers, repairs, etc., and

don’t charge for certain things to keep our

name out there.

Tom: Are referrals an

important part of your busi-

ness now?

John: Yes, about 75 per-

cent last year.

Tom: Do you track that,

Bob? And is it higher or

lower than that?

Bob: It’s lower than that but

I’m working to get it higher.

Tom: John, do you fi nd

yourself at any time thinking

it’s necessary to lower prices to keep the

volume going?

John: That’s what I did about four years

ago to try to keep up with the builders com-

ing in doing their small markups.

Tom: Was that successful?

John: It was successful for the cus-

tomer, but not for me. It was hard to stay

in business.

Tom: Bob, do you ever fi nd yourself low-

ering prices or offering specials that are

going to keep pricing down?

Bob: My philosophy is that if I have to

lower my price in order to earn someone’s

business, my salespeople aren’t conveying

the quality of work that we deliver, then we

have a problem with our sales — we don’t

have a problem with the customers’ ability

to digest the price.

Tom: Bob, since the fi nancing is part of

your sales strategy, and you use it quite a

bit, is it getting tougher to get people to

use it or get them approved today?

Bob: I don’t think so. One of the things

that we do — and one of the reasons I think

that we’ve been so successful — is that we

qualify for fi nancing. There are many com-

panies that don’t have the relationship or

fi nancial stability by which they can qualify

for many of these fi nancing programs.

Automatically, that gives me a competitive

advantage over my competition. I can give

them very competitive interest rates. Most

people, with today’s busy lifestyle, would

be glad not to have to go to the bank if we

can give them a competitive rate for the

project. We do that for them at no charge

as a part of the service we provide in our

company.

Tom: John, do you see any

of your clients having prob-

lems with fi nancing?

John: No, not that I’m

aware of. I haven’t lost any-

thing because of it. I haven’t

had anyone say they would

have to try another avenue

before we start the project.

Tom: What advice would

you give a remodeling con-

tractor who might be strug-

gling with their business model and how

they can best succeed?

John:  I would say that you have to do

what you’re able to do best and really enjoy

it. I choose to have full-time employees so

I can feel more control over the jobs. That’s

harder to do if you sub it out. It’s a service

company. If you want to provide good ser-

vice and deal with the customers, then it’s

a great line of work to get into.

Tom: What you’re saying, John, is have a

business plan in place and follow it rather

than say I don’t know what I’m going to

do, but I’ll do the same thing as last year.

John: Correct. You know things are going

to go up and down, and if you don’t plan,

you can’t.

Bob: I’d take it a step further. If you don’t

plan, you’re still planning. You’re just plan-

ning to fail. PR

Tom Swartz

Contributing Editor
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TALK BACK>> For the rest of the discussion on this

topic or to listen to the podcast, visit

www.ProRemodeler.com/bestpractices

JOHN: “In larger jobs in
design/build, they won’t
sell as well because
people aren’t putting as
much in their homes.
They’re afraid to spend as
much of their savings...”
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www.timbertech.com
800-307-7780

DECKING                RAILING                FENCING                DRYSPACE                ACCESSORIES

It’s what you don’t see
that makes this the

nicest deck we’ve ever built.

Jeff and Glenn, TimberTech Elite Contractors

Barefoot Decks & Remodeling, Inc., Cincinnati, Ohio

New 1750 count bucket
covers 1000 sq. ft.

Quick and easy installation 
from the top of the deck

Long-lasting stainless steel — 
25-year warranty

Coated brown to reduce 
visibility

Pros like Jeff and Glenn know it’s the details that make a great looking deck – which is 
why they love our CONCEALoc™ Hidden Fasteners. From the built-in spacing tab to the 
sturdy stainless steel construction, CONCEALoc is engineered for quick, hassle-free 
installation and an amazingly clean, blemish-free appearance that flatters deck builders 
as much as the deck itself.

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

For Free info go to http://pr.ims.ca/5658-10
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W
hen Cobb Hill Con-

struction’s owners hire

a new project manager

or supervisor, one of the fi rst

things that catches their atten-

tion is if the applicant has

owned his or her own company.

“That’s one of the important

criteria we look for because we

need them to be able to make

those important decisions on

their own,” says Jerry Kingwill,

vice president of operations.

Three of the company’s four

project managers are former

owners, as are a majority of the

job site supervisors. Cobb Hill

uses a project manager model

that puts major decisions into

the hands of the on-site man-

agement. With the offi ce han-

dling sales, billing and hiring

decisions, the supervisors only

have to focus on getting the job

done well, on time and on bud-

get. The Concord, N.H., com-

pany does a mix of commercial

and residential work, both new

construction and remodeling.

“It’s almost as if they are

running their own indepen-

dent company,” Kingwill

says. “It’s their project. They

have responsibility and own-

ership for it.”

Having run a business in

the past, former owners have

a better understanding of the

financial side of construction

and the impact of every deci-

sion on the bottom line, King-

will says.

“They know what it means

and what it takes to make a

dollar.”

Many have become long-

term employees because they

know what the alternative is.

“They don’t like chasing the

money; they don’t like the

pressure of not going home at

night,” Kingwill says. “We give

them a lot of freedom, so they

are acting in the capacity

where they still get to do what

they want to do, without the

headaches.”

Owners as employees

W
hen somebody is behind
a truck from Ocean
Breeze Awnings & More,

they’ll know exactly what the
company does.

That’s because all four of the
Surfside Beach, S.C., company’s
trucks have personalized license
plates for the company’s outdoor
living services: SCRN RM, SUN-
ROOM, PATIORM and DECKMAN.

“It seems to have worked out
pretty good for us,” says COO
David Powers. “A lot of people see
us from behind when they’re wait-
ing in traffi c, and it’s gotten us a
lot of attention.”

Powers came up with the
idea about 1½ years ago. He has
always had personalized plates
on his own vehicle and thought it
would be a good way to grab peo-
ple’s attention.

“When people see personalized
tags, they’re always trying to fi gure
out what they stand for, so I fi gured
it was something people would
notice,” he says.

Eye catchers

>> If you have a Trade

Secret you would like to

share, e-mail Senior Editor

Jonathan Sweet at jonathan.

sweet@reedbusiness.com.

Walking the (green) walk
THEGREENPIECE

By Jonathan Sweet
Senior Editor

B
eing green isn’t just about using the

right products when you’re remodel-

ing. But it’s also about the way you

approach your entire business.

That’s the attitude Michael

McCutcheon has tried to instill

at McCutcheon Construction,

his award-winning design/

build fi rm in Berkeley, Calif.,

where he’s made a con-

certed effort to green his

offi ces.

To improve indoor air quality,

McCutcheon removed the carpet

in the offi ce and replaced it with

polished concrete. For better energy effi ciency,

the company has changed its light bulbs to

fl uorescent. Throughout the building,

McCutcheon setup recycling stations and the

company uses 100 percent post-consumer

recycled paper for its copiers and printers. The

company is also shifting to smaller, more fuel-

effi cient company trucks and encouraging

trade contractors to do the same.

“It’s important to be consistent,” McCutch-

eon says. “We want people to know we’re

doing it and not just talking about it.”

To that end, McCutcheon has a

recycling symbol on all of its

recent marketing materials to let

potential clients know that the

fl yer or brochure is printed on

recycled paper.

“It touts what we’re doing

and brings it to everyone’s

attention.”

McCutcheon wants that com-

mitment to be shared by his

employees and has even started using

applicants’ interest in green construction as

a litmus test during interviews.

“Some people get really excited, but oth-

ers, their eyes just kind of glaze over,” he

says. “… It tells me they aren’t good at think-

ing about others and aren’t going to get

excited about new challenges.”
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Best of the Best Design Awards
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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 1, 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 May 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 30, 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
NEW Extended Deadlines:
Entry forms and fees due May 15, 2008
Offi cial Entry Notebooks due May 30, 2008

Sponsored by

Entry deadline extended 

to May 15. Enter Today!
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TO BENCHMARK 
YOUR COMPANY, 
LOOK NO FURTHER; 
OUR ANNUAL 
BUSINESS RESULTS 
SURVEY WILL HELP

A Measure
of Success
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MMOST REMODELERS STRUGGLE TO KNOW HOW they measure

up against other fi rms. Are you charging enough? How does your

average job size match up? Are you paying yourself a big enough

salary?

Finding the answers to those questions is the idea behind our

annual Business Results Survey, now in its sixth year. With the

feedback of more than 400 respondents drawn from our circula-

tion and other industry groups, this year’s study gives you a good

benchmark to see how you compare to other companies across

several areas, including revenue, personnel costs, marketing,

sales and more.

SIZE MATTERS
Not surprisingly, there are signifi cant differences between

companies based on their volume, which the tables on this page

illustrate. We broke the industry down into four groups based on

revenues: less than $500,000; $500,000 to $999,999; $1 million to

$3 million; and more than $3 million.

(For reference, 24 percent of respondents had revenues under

$500,000; 20 percent were from $500,000 to $999,999; 34 percent

from $1 million to $3 million; and 22 percent over $3 million.)

The starkest difference is in job price, where we see the aver-

age go from $9,847 for the smallest fi rms to $133,456 for the larg-

est. This would seem to indicate that many of the  smallest fi rms

are performing a lot of home repair or “handyman” work, while

the largest fi rms are getting the bulk of the high-dollar projects.

One area where there is surprisingly little difference is years

in business, with the average increasing from 19 years up to 25

years. This fl ies in the face of conventional wisdom that remod-

eling companies will grow in revenue as they become more

mature. Clearly, there are companies with small volumes that

have no intention of moving beyond that $500,000 revenue level.

And they must also be fi nding a way to be profi table if they’ve

been in business for almost 20 years.

We did see some subtle differences. While 64 percent of com-

panies with $500,000 or less in annual revenue have been in

business for more than 10 years, that number jumps to 87 per-

cent for the companies with the highest revenues. In fact, 62 per-

cent of those have been in business for more than 20 years.
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By Jonathan Sweet, Senior Editor

The “average” remodeling fi rm
Years in business 21
Field employees 4
Office employees 1
Salespeople 2
2007 installed volume $1.2 million
Annual jobs 83
Average job size $65,216

Less than $500,000
Years in business 19
Field employees 2
Office employees 1
Salespeople 1
Annual jobs 26
Average job size $9,847

$500,000 – $999,999
Years in business 19
Field employees 3
Office employees 1
Salespeople 2
Annual jobs 61
Average job size $11,356

$1 million – $3 million
Years in business 20
Field employees 5
Office employees 2
Salespeople 2
Annual jobs 88
Average job size $18,866

More than $3 million
Years in business 25
Field employees 10
Office employees 4
Salespeople 3
Annual jobs 157
Average job size $133,456
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Mixed results for revenues
LAST YEAR WAS BRUTAL IN NEW CONSTRUCTION. Although

remodelers were hit with some of that pain, the problems seem

to have been less widespread. Nearly half of our respondents

saw an increase in business in 2007, and only about a third saw

business decrease.

The results were relatively constant across companies of all reve-

nue size, with the $1 million to $3 million group being the only one

to have more than half (54 percent) report an increase in business.

Remodelers are slightly (emphasis on slightly) more optimistic

about 2008, with 56 percent reporting they expect business to

increase, compared with only 21 percent that expect a downturn.

If those numbers hold, it would be better than 2007, but it’s a far

cry from a few years ago. Again, those numbers hold steady for

companies of all sizes.

There were no signifi cant regional differences in revenue

increases or decreases in 2007 or 2008, although respondents

in the Midwest did report smaller median revenues ($900,000)

than those in other areas. The Northeast ($1.25 million), the

South ($1.4 million) and the West ($1.2 million) all came in sig-

nifi cantly higher.

One other interesting note on revenues: Although it’s diffi cult

to say if the relationship is causal (are they more successful

because they’re in associations or in associations because

they’re successful?), the larger a fi rm is the more likely it is to be

a member of NAHB, NARI or some other association. The average

revenue of association members was $1.4 million, while non-

members averaged $725,000.

Only 32 percent of companies reporting less than $500,000

belong to any association, compared with 50 percent for

$500,000 to $999,000 fi rms. Sixty-six percent of companies with

revenues in the $1 million to $3 million range and a roughly

equal (statistically speaking) 63 percent of those above $3 mil-

lion are association members.

At the same time, 53 percent of those who belonged to associ-

ations saw an increase in business in 2007 compared with 40

percent of those that didn’t.

2007 revenue compared to 2006

Unchanged

19%

Up

47%

Down

34%

Expected 2008 revenue
compared to 2007

Unchanged

23%

Up

56%

Down

21%

prx0804biz_survey_ID  28prx0804biz_survey_ID  28 3/25/2008  10:28:40 AM3/25/2008  10:28:40 AM



Labor tops expenses
LABOR, WHETHER EMPLOYEES OR SUBCONTRACTORS, was

the largest expense across the board, with the average company

spending 21 percent of its revenue on direct labor costs and 25

percent on subcontractors. (We’ve boiled key expense numbers

down to real dollars in the adjacent table.) The amount spent

on direct labor didn’t vary by company size — all were in the

20 to 21 percent range — but the largest companies spent more

on subcontractors — 27 percent for

those over $1 million compared with

21 percent for those under $1 million.

Building materials accounted for 25

percent of revenue on average, with

little difference by company size (24 to

26 percent range).

Owner’s compensation averaged 5.5

percent, with the percentage dropping

from 8 percent to 3.5 percent from the

smallest to largest companies,

although the real dollars obviously increased because of the

companies’ larger volumes.  For the smallest fi rms especially, the

real dollar numbers that equates to seems low. As many of these

companies are sole proprietorships, perhaps survey respondents

were not including the full benefi ts in profi ts, company trucks,

etc., that they pull out of the business.

The average company is aiming for a gross profi t of just under

30 percent, with 57 percent of companies falling between 20 and

40 percent. Disturbingly, 31 percent of fi rms are aiming for a

gross profi t below 20 percent. Association members, perhaps

because of numerous seminars hitting on the importance of set-

ting the right price, aimed for higher gross profi ts, with 57 per-

cent looking for gross profi ts above 30 percent compared with

only 24 percent of non-members doing the same.

While all sizes of companies were aiming for roughly the

same gross profi t, we did uncover differences in what they actu-

ally achieve. The average company has a gross of 25 percent,

with an average of 21 percent for companies under $500,000, 24

percent for companies $500,000 to $1 million and 27 percent for

companies over $1 million. About 62 percent of the smallest

fi rms are getting gross profi ts below 20 percent, compared with

37 percent of companies with volumes above $500,000.

Whether because of a fl aw in our survey or because of inaccu-

racies in the way numbers were reported by respondents, we were

unable to get an accurate fi gure for net profi ts in this year’s study.
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Gross profi t percentage

All companies 25%
Less than $500,000 21%
$500,000 to $999,999 24%
$1 to $3 million 27%
More than $3 million 26%

Amounts spent on key expenses
2007 Revenue < $500 $500 to $999 $1 to $3m > $3 m

Direct labor $53,775 $136,576 $303,750 $999,000

Subcontractors $54,425 $146,827 $405,000 $1,326,500

Materials $63,550 $173,738 $353,100 $1,217,500

Owner’s comp $19,425 $43,030 $72,000 $178,000

The average
company has a
30 percent target
gross profi t, but
only achieves
25 percent.
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Running lean
NEARLY HALF OF THE REVENUE A COMPANY BRINGS IN
goes to labor, in-house or subcontracted. The average company

responding to our survey reported four fi eld employees and one

offi ce staff, not including the owner. More than 90 percent of

remodelers have fi ve or fewer offi ce employees. About 13 percent

reported no fi eld employees and another 48 percent reported

having one to fi ve, so most fi rms are running with small teams,

and/or making extensive use of subcontractors.

Not surprisingly, employee numbers grew as company size

increased, but even the largest fi rms only reported 14 total fi eld

and offi ce employees.

An average of 41 percent of fi eldwork is performed by subcon-

tractors, although 11 percent said they use no trades at all. The

smallest fi rms were the least likely to subcontract work, with

those under $500,000 farming out only 32 percent of labor, com-

pared to 45 percent for those from $500,000 to $3 million and 40

percent for those over $3 million.

Specialty trades topped the list of services for which compa-

nies used trade contractors, with about 80 percent subcontract-

ing plumbing, electrical and HVAC work. Many companies also

subcontracted offi ce jobs. Half reported subcontracting architec-

tural services, 28 percent interior design and 8 percent sales.
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An average of
41 percent of labor
is performed by
subcontactors.

Which services are subcontracted
Plumbing 82%
Electrical 81%
HVAC 78%
Concrete 68%
Countertops 66%
Roofing 65%
Masonry 65%
Drywall 64%
Painting 58%
Flooring 57%
Architectural 50%
Cabinetry 48%
Siding 42%
Carpentry 35%
Windows/doors 35%
Demolition 30%
Interior design 28%
Decks/patios 24%
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Whole-house, kitchens
top projects
THE AVERAGE COMPANY WORKED ON 83 JOBS IN 2007, with

an average job size of $65,216. At the same time, there were quite

a few companies doing smaller amounts of work; 38 percent

reported fewer than 20 projects in 2007. And that may have been

the place to be in 2007, as companies doing fewer, larger projects

seem to have enjoyed more success last year; those who reported

business was up had an average project size of $126,694, and those

who said it was down or unchanged had an average job of $36,940.

The most popular type of job in 2007 was home repair work,

accounting for more than a quarter of all remodeling projects.

Because of its low average price tag (see adjacent chart), though,

that category only accounted for about 5 percent of total revenue.

The top revenue producers were whole-house remodels and

kitchens, both at about 15 percent, and additions at 14 percent.

Whole-house projects topped the list for the South and West,

while kitchens led in the Midwest and additions in the Northeast.

Other popular projects were bathrooms and single-line

remodels, each accounting for about 11 percent of projects, and

12 percent and 7 percent of revenues, respectively. Besides

remodeling, the average company also built about two custom

homes a year, representing about 10 percent of total revenue.

A reason for the slippage in gross profi t we noted previously

may be that some remodelers had trouble sticking to their sched-

ule. Only about 78 percent of jobs closed on time last year, and 14

percent of companies closed less than half their jobs on time.

Job size by type

Whole-house

Additions

Kitchens

Light commercial

Bathrooms

Decks/outdoor

Insurance restoration

Single-line remodeling

Home repairs

$112,000

$84,000

$45,000

$35,384

$30,000

$23,734

$15,497

$14,650

$6,500

Home repairs was
the most popular
job category in 2007,
but whole-house
remodels accounted
for the most
revenue.

The average
company closes
85 percent of jobs
on time.
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Repeats and referrals
lead the way
REMODELERS ALWAYS SAY repeats and referrals drive their

businesses, and the results seem to bear that out, with about 80

percent of leads coming from repeat business and referrals from

past clients and other professionals.

Repeat business generates 32 percent of leads, although 22

percent of companies reported they get less than 10 percent of

their business from repeat customers. Referrals from past clients

account for 35 percent of leads, and 33 percent of companies

report getting more than half their business that way. Referrals

from other professionals such as suppliers and architects

resulted in 13 percent of leads, [but 66 percent of respondents

said those referrals account for less than 10 percent.]

The average company gets almost 20 percent of leads from

other sources, but more than a quarter of all fi rms said they exist

solely on repeats and referrals. Of those other sources, job/truck

signs were the most popular, being used by 67 percent of compa-

nies. Other common tactics were a company Web site (56 per-

cent), organization membership (50 percent), print advertising

(42 percent), Yellow Pages (38 percent), direct mail (32 percent),

online referral services and home shows (both at 26 percent).

No-call lists have clearly had a major impact over the last few

years. Telemarketing, once a signifi cant tactic for many remodel-

ers, is now used by only 2 percent of companies.

We also asked respondents to select their two most successful

marketing tactics besides repeats and referrals. Top choices were

a mix of the low- and high-tech: job/truck signs, company Web

site, print advertising, Yellow Pages, online referral services and

home shows.
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The average
company spends
just over 1 percent
of revenue on
marketing.

18%

13%

9%

9%

7%

7%

6%

3%

Job/truck signs

Company Web site

Yellow pages

Online referral services

Home shows

Print advertising

Direct mail

E-mail marketing

Most successful marketing tactics
(besides repeats and referrals)

Other sources

20%

Where the business comes from

Referrals from past clients

35%

Repeat business

32%

Referrals
from other

professionals

13%
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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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Small sales staff the norm
JUST AS WITH FIELD AND OFFICE STAFF, companies are

running very lean operations in sales as well. Including the

owner, companies reported an average of 1.8 salespeople. The

only company size to average more than one sales employee

beyond the owner were those over $3 million. More than half of

all companies — more than 70 percent of those under $1 million

— reported no salespeople besides the owner, and 98 percent

said they had fi ve or fewer.

Ninety-one percent of owners spend at least part of their

time selling. Even for those companies over $3 million, that

number is 83 percent. Of those owners who do sell, 35 percent

of their time is spent on sales, and 20 percent spend more than

half their time selling.

Despite the downturn in the market in 2007, 33 percent of

companies reported receiving more leads last year than they did

in 2006 and only 36 percent reported a decrease. There is, of

course, a strong correlation between leads and sales — 52 per-

cent of those that saw business increase reported more leads

and 51 percent of those whose business was down saw fewer

leads. At the same time, that means 48 percent of those that had

larger revenues had fewer or the same number of leads (and 17

percent of those who lost business actually increased leads).

Companies reported converting 47 percent of qualifi ed leads

into sales. (We defi ned qualifi ed as someone the remodeler met

in person or at least provided a ballpark price.) Thirty-nine per-

cent converted more than half their leads into sales. The small-

est companies had the best conversion rate, as those under

$1 million sold 51 percent of leads and those over $1 million

closed less than 45 percent. PR

>> For more Solutions, visit

www.ProRemodeler.com/solutions
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The owner sells
projects for
91 percent of
companies. On
average, 35 percent
of the owner’s time
is spent selling.

2007 leads compared to 2006

More

33%

Fewer

36%

Unchanged

31%

408 remodelers completed the survey via the Internet.
Survey data were collected between Jan.  8 and Feb.
11, 2008. Survey invitations were e-mailed to randomly
selected remodelers who are subscribers to Professional
Remodeler’s print and electronic editions, as well as
members of various trade groups.

METHODOLOGY
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Sales volume per employee
All companies $668,883
Less than $500,000 $90,666
$500,000 to $999,999 $202,999
$1 to $3 million $253,750
More than $3 million $2,195,603
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New Innovations for 2008

Soffi t System

One-Piece
Water Table

Lay-Flat™

Casings

Beaded
Sheet

 1.800.330.2239 
www.komatrimboards.com  

n Dramatically reduces labor time and 

     improves job site effi  ciency

n 3/8” T x 48” W panels are safer and easier 

     to handle.  Sizes 8”, 12” and 16” 

n Price per square foot is comparable 

   to traditional 1/2” edge and center bead

n Ventilated or non-ventilated options

n Convenient 32 sq. ft. coverage packs

n Dramatically reduces labor time and 
     improves job site effi  ciency

n Enhances home appearance

n 1 X 8 and 1 X 10 (18’ length)

n Integral drip angle to shed water 

n 3/16” X 1 7/8” rabbet spans window/ door

 nailing fl anges,  permitting fl at installs

n Ensures fl ush face surfaces 

 and tight board joints at corners

n 1/2 “ thickness; 4’X 8’, 4’X10’ sheets

n Sheets install much faster than 

 edge and center bead boards

n Shiplap edges

route or cut

 as wood

Allure 
Mouldings

n

 Nine standard and four specialty profi les

n Produced with durable Celuka 
 extrusion technology

n Providing design, scale fl exibility 

 and versatility on the jobsite

n “ No-lift” hollow back feature 

KOMA PVC Trim Advantages

For Free info go to http://pr.ims.ca/5658-12
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People
Power
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GOOD EMPLOYEES
AND A DEDICATION
TO INTEGRITY HELP
KITCHEN MART
SUCCEED IN A
CHALLENGING
MARKET
By Jonathan Sweet, Senior Editor

THE CORNER OFF ICE
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UNTIL RECENTLY, IT WASN’T THAT HARD for most remodel-

ers to fi nd work. With home prices soaring and equity growing,

homeowners everywhere were eager to improve and remodel

their homes. And Sacramento was no different.

“We had more work than we knew what to do with for seven

years,” says Kitchen Mart President Dave Hollars. “We were

swimming in good times, but it’s caught up with us now. I think

really what’s happening for 2008 is just this shakedown and set-

tling down — let’s fi gure out where the fl oor of the housing mar-

ket is and we’ll pick it up after that.”

While things may have gotten tougher, Hollars is confi dent that

the Sacramento, Calif.-based company will continue to be suc-

cessful because of the fi rm’s focus on hiring good people and a

culture of integrity that sets it apart from many of its competitors.

“I call them kitchen and bathroom cowboys,” he says. “They’ve

got a pickup truck and an A-frame and a lumber rack, and we

have to compete with those guys.”

RESPECT AND INTEGRITY
Success starts with treating customers with respect. A failure to

do so is why contractors walk around with a “bull’s-eye” on their

heads, Hollars says.

“It’s a self-imposed bull’s-eye,” he says. “They have a failure to

communicate with consumers and do follow-up calls and make

it to appointments on time.”

That’s why one of the Kitchen Mart rules is not to be late

for an appointment without letting the client know. With an

increasingly busy client base, saying someone will be there

between 7:00 and 8:00 and showing up at 7:30 just won’t cut it.

“We have 50 cell phones in this business, and if you’re going

to be fi ve minutes late, you’re calling and saying, ‘I’m just around

the corner and I’ll see you in a few minutes,’” Hollars says.

The message of respect and integrity is constantly reinforced

with every employee, from the fi rst phone call (“They have to

answer it with a smile, because smiles can be heard.”) to the fi nal

walkthrough with the project manager.

“I don’t just say it once a month at meetings,” Hollars says. “I

have to instill integrity, I have to promote integrity and I have to

show integrity, because if it’s not there from the very top, they’re

going to see that.”

As part of the company’s efforts to ensure quality, at the end

of every project Hollars sends out a letter and a Kitchen Mart

Report Card. The company gets about 65 percent of the report

cards back, and it allows Hollars to act quickly if there are any

problems — or to reward someone who was singled out for

recognition.

“Being a service business like we are, it would get back to me

really quickly if somebody doesn’t have integrity, doesn’t follow

through,” he says. “Everyone here understands the standards and

that if the standards aren’t met, they’re just not here.”

Clearly, that message is resonating with clients, who bought

enough kitchen and bathroom remodels for the company to

achieve double-digit growth in revenue for the last several years.

More than 80 percent of the company’s business comes from

repeats and referrals.

“Especially in times like these, you need to bank on your refer-

ral base,” Hollars says. “We have to nurture that referral base

because we’ve earned those one at a time.”

Every person who calls Kitchen Mart is asked how they heard

about the company. If the lead comes from a referral, the person

who referred the new client gets a personal thank you letter

from Hollars and a gift card to Borders, Starbucks or Sees Can-

dies. The program has worked very well for the company and

encouraged more referrals and repeat business.

A SOLID TEAM
Building a company culture of respect and integrity requires

having a good team of employees in place. Hollars is looking for

people who want to make a career, not just get a job.

“If they want to be here for a while, I can build this company

without having to worry about who’s installing it, who’s fabricat-

ing it,” he says.

For that reason, the company takes time in hiring people, and

Dave Hollars believes that Kitchen Mart’s company culture will help
the fi rm make it through a challenging remodeling market in northern
California.PH
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EXECUTIVE SUMMARY

Kitchen Mart, Sacramento, Calif.
CEO: Jim Bartol
President: Dave Hollars
2007 projects: 611
2007 volume: $10 million
Projected 2008 volume: $10 million
Employees: 57
Founded: 1976
Biggest challenge: Building a workforce so the company
can continue to grow
Web site: www.kitchenmart.net
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while Hollars delegates sales and production, he still handles

the personnel decisions.

“That’s important to me,” he says. “We are asking someone to

trust us when they give us the keys to their home. I don’t take

that lightly.”

Kitchen Mart is a drug- and alcohol-free workplace and

adheres to regular drug testing. The company also uses a three-

interview hiring process to get to know applicants better before

they make a decision.

The fi rst interview is only about 10 minutes long and is a

chance for Hollars to talk to the applicant and tell him or her

about the company. He also mentions the drug policy at this

interview, causing some applicants to eliminate themselves

from consideration.

For the second interview, also a short 10 to 15 minute meeting,

Hollars is joined by the manager for which the applicant would

be working. The third interview is the longest, with Hollars, the

department manager and human resources.

“It might seem like it’s a waste of time, but there’s a reason for

three interviews,” he says. “At the fi rst one, everybody’s nervous.

We’re just feeling each other out. At the second one, I get to see if

they’re the same person I met on the fi rst interview. And if they

come back for the third interview, then I know they want the job.”

While economic conditions may play a short-term role in slow-

ing the company’s growth, Hollars knows that in the long term the

company’s success hinges on building a solid team of employees.

“I have fantastic journeymen now that are in their 40s and 50s

and I need to make sure I have a talented young workforce,” he

says. “In a society where swinging a hammer or running a Skil

saw is not seen as a glorious job, how do you get young people

to realize you can make a career out of this?”

Toward that end, Hollars stresses the career potential of

remodeling during the hiring process and that Kitchen Mart

offers good pay and benefi ts, although, as a small business, that’s

getting tougher every year.

Hollars’ own history with the company is a good example of

why it’s important to hire good people. Starting as an installer in

1997, he worked his way up to vice president in 2000 and presi-

dent in 2004, taking over from CEO Jim Bartol, who founded the

company in 1976.

Hollars came to the company as a referral from a DuPont sales

representative who knew he was an experienced installer look-

ing to leave Hawaii and return home to California.

“I wasn’t thinking at that point of a manager or anything,

certainly not somebody to take over the company, but just as a

knowledgeable installer,” Bartol says.

After working for the company for a short time, Hollars actu-

ally left to work for a shutter company right next door.

“I just felt like I needed a little step away from the kitchen

world,” Hollars says. “That only lasted a few months, and I was

back on his doorstep.”

Bartol rehired him, breaking his rule of never taking back a

former employee, because he thought so highly of Hollars. He

recognized his skills as a people person and quickly moved him

into management.

“Dave picked up the ball and ran with it very, very nicely,” Bar-

tol says. “It was a two- or three-year transition where Dave and

I would work closely together, and he gradually took over and I

became less and less active with the business.”

Hollars is quick to credit Bartol as a mentor and says he is

responsible for much of his and Kitchen Mart’s success.

“Whatever I need, he’s there for me,” he says. “I value his opin-

ion like no other.”

Three years ago, Bartol and Hollars initiated a buy-sell

agreement, with Hollars gaining more ownership every year.

Currently he owns about a third of the company and Bartol

owns the rest. While a constant resource for Hollars, Bartol has

removed himself from the day-to-day operations of the com-

pany and is enjoying retirement.

“One of the nice things is he’s handed me control and he

doesn’t get in the way,” Hollars says. “I couldn’t have asked for

a better transition.” PR

“ I have fantastic journeymen now that are in
their 40s and 50s, and I need to make sure I have
a talented young workforce.”

THE CORNER OFF ICE

A WEEK IN THE LIFE
How Kitchen Mart President Dave Hollars spends
his average week

Reviewing contracts and coaching sales 10 hours

Meeting with key members of management 10 hours

Reviewing company numbers 4 hours

Marketing efforts and planning 5 hours

Visiting projects 5 hours

Long-range planning for growth  5 hours
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Championship
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A REMODELER HITS THE
BALL OUT OF THE PARK WITH
AN INGENIOUS MAKE-OVER

Oriented toward the family room, the angled
island links the kitchen with the entertain-
ment space; hand-hewn wood fl oors unite the
two areas. Varied cabinets and shelves in the
kitchen and bar achieve a European country
ambiance.
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THE PRESSURE WAS ON FOR DANVILLE, CALIF., design/build

remodeler George Gayler. When he stepped into John and Steph-

anie Fox’s house,  “John’s fi rst words were, ‘I saw my neighbor’s

remodeled kitchen and I was totally under-whelmed,’” recalls

Gayler. And Stephanie, a real-estate agent, had been inside

scores of houses in the area and was determined to make her

remodeled kitchen and family area different from the norm. No

granite counters, no slick, contemporary style for her. “I knew I

had to hit a home run,” Gayler says.

The dated, galley kitchen in the Foxes’ 1978 house was walled

off from the adjacent family room, isolating the cook. The family

room itself was dark and drab. And it was sandwiched between

the kitchen and garage, requiring the Foxes to lug incoming gro-

ceries and outgoing garbage a long way.

Two or three remodelers had come by, tossing out a few unin-

spired ideas and sketchy estimates for improving the kitchen

and family area. Gayler was in a different ballpark. In his initial

meeting with the Foxes, he showed creative spark, proposing

to remove the wall between the rooms and fl ip the whole 583-

square-foot fl oor plan, putting the kitchen next to the garage

and designing an inviting kitchen-great room. He gave them

a rough estimate of $250,000 to $280,000, which included a

bump-out that the Foxes requested. But Gayler’s open fl oor plan

promised to yield livability, light, space and views without the
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PRODUCTS LIST
Apron sink: Rohl Cabinets: Precision Cabinets and Trim Dishwasher: Miele Hood liner: VAH

Microwave drawer: Sharp Oven: La Cornue Refrigerator and warming drawer: Jennair

Skylights: Velux Windows: Milgard Wine grotto: Marvel

 Before

A wall between the old kitchen and family room isolated the bland room
and confi ned it to tight quarters. Little light reached the family room.

By Wendy A. Jordan, Senior Contributing Editor
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bump-out, and at a cost much closer to their $185,000 budget.

CLIENT INSIGHT
To work up a full-fl edged design, Gayler and design coordina-

tor Meredith English interviewed the Foxes in detail about their

wants, needs and at-home lifestyle. The quality of the Foxes’

furnishings also guided them in developing a comprehensive

estimate with realistic price points for products and fi nishes.

“Stephanie had a discerning, sophisticated taste,” says Eng-

lish. “She wanted the kitchen to look European and eclectic.

And most important to her was that it be original in the design

and the interior fi nishes.” Gayler and English specifi ed cabinets

and shelves in assorted heights and depths for a warm, country

effect. To blend with the country look, they boxed out the range

hood and hid it behind furniture-look molding.

The cabinets are a subtle yellow inspired by an antique table

in the family room. Earlier the Foxes had installed hand-hewn

maple fl ooring in other rooms; Gayler continued the fl ooring into

the kitchen and great room. The Foxes chose a large, European-

style range as a kitchen centerpiece; an apron sink completes

the European country theme.

John, who does most of the cooking, wanted to be able to

socialize with guests, see the outdoors and have a view of the

family room fi replace while making dinner. Gayler accomplished

that and more. He removed the kitchen wall, replaced a small

THE FINANCIALS

W
ith 22.5 percent draws at
production milestones,
remodeler George
Gayler’s cash flow on

the Fox project was healthy once work
got underway. Change order payments
were due when the orders were signed.

The Fox project ran like clockwork.
“There were no dead days, no letting
things fall behind,” says project man-
ager Paul Panepinto. That’s largely
because the company commands
the attention of trade contractors.
“Most trades are dying for cash flow,”
explains George Gayler. “They want
70-80 percent when rough is com-
pleted, and 20 percent at finish.” Gay-
ler’s trades get the cash immediately.
Once a contractor’s work is done, the

Gayler project manager signs off on
it and calls the office. “The contrac-

tor can pick up a check on the way
home,” Gayler says.

Gross profit on the Fox project came
in a hair below the 33 percent budgeted.
Gayler says most jobs, including this
one, are covered for up to 2 percent
slippage. And he blames himself for the
slippage. It tends to be “an estimating
error on my part, usually underestimat-
ing labor,” he says. Or, as with the Fox
project, it’s caused by “giving things
away. We had to put the pier in [for the
raised ceiling], which I had not expected,
so we did it at no charge. And we put
in power beams — at a cost to us of
$1,000 — to repair a sagging roof.

“Chalk it up to good will,” says Gay-
ler. Besides, such giveaways “make
my job look nice. I put it in marketing.”

Initial estimate: $250,000-$280,000

(includes room addition)

Bid reduction: -$100,000 (room addition)

Final estimate: $185,596

Change orders: $28,092
(vaulted ceiling in kitchen; patio door;
remove existing deck; repair roof leak
elsewhere on house; repair vacuum and
garage lights; add electrical and circuit for
barbecue; pre-wire for surround sound; paint
house; replace all doorknobs)

Overage on allowances: $8,112

Final price of job: $221,800

Cost to produce: $148,923

Gross profit: $72,877

Budgeted gross profit: 33%

Actual gross profit: 32.9%

Budget History

PROJECT SPOTL IGHT

The skylight and raised ceiling provide drama and light, while the
restyled corner fi replace, wood-fi nished beam, European-style range
and rustic chandelier add warmth and character.
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kitchen window with patio doors, and installed an angled island

with stool seating to give John expansive outdoor views plus

an easy connection to guests. John can enjoy the former family

room fi replace, which became the focus of a seating area in the

corner of the kitchen. As a bonus, Gayler repositioned and angled

the wall between kitchen and entry, giving John a view of the liv-

ing room fi replace, too.

CEILING SURPRISES
During the design phase, Gayler presented the option of creating

a cathedral ceiling. The Foxes declined because of cost. But, as

production began they changed their minds. Gayler encouraged

them to think about the $13,000 change order overnight. “Once

my clients establish a budget, I try to show them how to keep it

there,” he explains.

“I really appreciated that,” says Stephanie. The Foxes decided
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COMPANY SNAPSHOT

Gayler Construction
Owners: George and Darlene Gayler
Location: Danville, Calif.
2006 volume: $3.45 million
2007 volume: $1 million
Projected 2008 volume: $3 million
Web site: www.gaylerconstruction.com
Biggest challenge: Raising the ceiling over the
finished space

2006 Stage of Project

May 1 Initial meeting; design agreement signed

June 6 Contract signed; 5% payment

Aug. 14 Demo begins, cabinets ordered; 22.5% payment

Aug. 17 Change order payment

Sept. 17 Change order payment

Sept. 22 Repair roof leak; Change order payment

Sept. 26 Rough electrical and plumbing completed;

HVAC installed; 22.5% payment

Sept. 30 Change order payment

Oct. 6 Insulation and drywall installed; 22.5% payment

Oct. 19 Cabinets installed; 22.5% payment

Oct. 29 Change order payment

Nov. 10 Change order payment

Nov. 22 Substantial completion; 5% payment

PROJECT TIMELINE

The original plan had a walled-off kitchen and a windowless family
room. Gayler placed the kitchen close to the garage and created an open
family room/kitchen area.
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the vaulted ceiling would be worth the

extra dollars.

Production manager Paul Panepinto

planned to support the existing trusses,

then remove all but the top cord, install

a new engineered ridge beam across the

13-foot-high peak and sister new rafters

onto the old truss top cords. Gayler had

accounted for all that in the price. He was

surprised, however, when the structural

engineer said a new pier needed to be

added inside the house. A drilling sub-

contractor excavated a 10-foot-deep,

12-inch diameter pier under the new sup-

porting interior wall. Gayler’s crew added

steel reinforcing, fi lled the pier with con-

crete, and closed the fl oor back up.

Though Gayler intended to enclose the

beam in drywall, the Foxes liked the look of

the exposed beam. Stephanie wanted it fi n-

ished to match the wood fl oor. Like Michel-

angelo, Panepinto’s crew labored at ceiling

height, balancing on scaffolding to sand the

beam and paint it to echo the distressed

wood below. “It was work,” says Panepinto.

PHOTOGENIC FINISH
Early in the planning process, Stephanie

chose the cabinet paint color. When she

went to a showroom and saw the soften-

ing effect of glazing, she decided to add

glazing to the mix. John thought the cabi-

nets would look terrible. Gayler repeat-

edly reassured him. The day the cabinets

arrived was a nail-biter. To everyone’s

relief, John agreed they were perfect.

On the other hand, Gayler was leery of

using the white Carrara marble counters

Stephanie wanted. “George, my friends,

even the counter supplier, told me not to

put in the Carrara marble,” says Stephanie,

because the soft marble stains easily. She

chose it anyway. But she seals it often,

uses marble scraps as hot plates, and fi g-

ures a few stains will add to the patina.

For the great room bar, Stephanie

bought an antique sideboard, which Pan-

epinto retrofi tted as a base cabinet with

wine cooler. The upper cabinets harmo-

nize with the kitchen units. The combo

looks unique and cost less than a full suite

of new cabinets in the bar.

Gayler helped the Foxes save thousands

more. First, by extending the brick above

the family room fi replace, which helped it

fi t into its new kitchen setting; the Foxes

had thought of moving the fi replace. Sec-

ond, by recommending a more economi-

cal cabinet door style than the inset style

they’d considered. They also recessed their

standard refrigerator in a cabinet opening,

where it resembles a luxury built-in.

The project itself rolled in essentially

on budget — change orders and allowance

overage account for the higher fi nal cost

— and before Thanksgiving, as promised.

“They love” the new space, Stephanie says.

As a real-estate professional, she adds, “I

won’t refer anybody I wouldn’t use in my

own house.” She’s enthusiastically spread-

ing the word about Gayler. And it’s a home

run for Gayler Construction. PR

Project manager Paul Panepinto retrofi tted an
antique sideboard to form the base of the fam-
ily room bar. The furniture-style upper cabinets,
made for the space, match the kitchen units.

© 2008 Pella Corporation
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FANTASTIC FINISH

Portfolio
INTERIOR

Homeowners
wanted the master
bathroom to make
a bold statement;
art deco proved
the way to go.

THE GLASS AND POLISHED CHROME in

the new art deco bathroom in this crafts-

man bungalow in Ann Arbor, Mich., delivers

on the bold statement the homeowners

intended to make when they selected its

bright fi nishes.

BATHROOM REMODEL
REMODELER: Washtenaw Woodwrights,
Ann Arbor, Mich.
ARCHITECT: Architectural Resource, Ann
Arbor, Mich.
PROJECT LOCATION: Ann Arbor, Mich.
AGE OF HOME: 80 years old
SCOPE OF WORK: To create a compact, efficiently
functioning master bath within minimum
available floor space
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PRODUCTS LIST
Tile shower surround: Walker Zanger Showerheads: Grohe

Cabinetry: Holiday Kitchens, custom Glass block: Ventro-

arredo Sinks: Kohler Faucets: Newport Brass Toilet:
Porcher Floor tile: Dal Tile Lighting: Robern, Halo, Kichler

The new second-fl oor bathroom features an
interesting blend of materials and fi nishes to
create the art deco-look the homeowners de-
sired. Such details include spa glass wall tile,
8-inch glass block used to create translucent
interior walls, and hexagonal fl oor tile.

By Ann Matesi,
Senior Contributing Editor
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The bathroom’s modernist style is a

deliberate departure from the traditional

character of the  80-year-old home, says

project remodeler Bruce Curtis, founder of

Ann Arbor-based Washtenaw Woodwrights.

And this is exactly what his clients were

hoping to achieve. “They really wanted their

personal bathroom to have a lot of pizzazz,

so when it came to materials selection, they

made very deliberate choices in order to

create a space that would stand apart from

the rest of the house.”

The upper fl oor bathroom marks the

culmination of an ambitious, award-winning

whole-house restoration project in which

the two-story home was transformed from

two rental units into the single-family resi-

dence it was originally intended to be.

Replacing what had been a converted

kitchen for second-fl oor tenants, the bath-

room now serves as a unique and luxurious

master bath for the homeowners, who pur-

chased the bungalow several years earlier

with the goal of restoring it.

The project was undertaken in two

separate stages, says Curtis, who worked

closely with local architect, Michael

Klement of Architectural Resource, and

the homeowners from start to fi nish.

The bathroom remodel came after a new

front porch, kitchen and breakfast nook

was completed. In place of the original hall

bathroom that had served the bedrooms

on this level, the home’s upper fl oor now

includes a very handy second-fl oor laun-

dry room.

Curtis calls the new bath “a real show

stopper.” It features distinctive blue glass

BEFORE

The vanity counter is actually ½-inch plate glass with a frosted edge and base that rests on a
custom-fabricated, chrome-plated steel tube support system. Two of the three mirrors above the
vanity hide recessed medicine cabinets.
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solutionsPortfolio

block walls; a frosted glass vanity with two

countertop-mounted, vessel-style lava-

tories; an oversized, open shower with a

ceiling-mounted rain shower head and wall-

mounted body spray system; a separate

linen storage alcove with its own counter;

and a semi-private toilet.

Color Schematics
His client’s tenacious adherence to the

color and texture scheme they envisioned

for their bathroom presented Curtis with a

signifi cant challenge when it came to main-

taining the original production schedule

for the project. In fact, the overall job took

nearly a year to complete due to delays

incurred in either procuring materials the

clients had chosen or reordering them in

different shades when the homeowners

were unhappy with the colors when the

products arrived.

The clients selected a new, deeper shade

for the glass tile used for the shower surround

as well as for the tinted glass blocks that form

the shower and divider walls. The glass van-

ity countertop also had to be returned to the

INTERIOR
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Before
B

AT
H

HALLd

WALK-IN
CLOSET

BATH

BEDROOM

After

BEDROOM
d

H
His client’s request for a second-floor

laundry room to replace the original

bathroom on their home’s remodeled

second floor did not faze remodeler Bruce Curtis.

In reality, he says, adding a laundry room is

much less complicated than adding a bath. “Once

you have the water lines in, all you need is a grey

box in the wall for drainage.” In this case, the job

was easier because plumbing already existed.

“These homeowners, like most, were

concerned about what would happen in the event

that the washing machine overflows, but that is

not really a problem these days. There are lots of

products on the market today to alleviate those

kinds of worries.”

One solution that Curtis finds works well for

second-floor laundry rooms is a washer that sits

inside a specially designed floor pan that is lined

with sensor strips. When a water leak is detected,

a relay automatically shuts off the water supply to

the washing machine, preventing an overflow.

A Smart Move
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For more information, please call

800-253-9153
dreammaker-remodel.com

PA I D  A D V E R T I S E M E N T

F R A N C H I S I N G

MERIAM REED

Owner: Reed & Company
 est. 1978

Owner: DreamMaker
 Bath & Kitchen of Naples,   
 Naples, Florida, 
 est. 2003

Meriam Reed knows what it 
takes to make a house a home.
First, as a real estate broker and now as 
a remodeler, she has made a career out 
of listening to clients describe the house 
of their dreams and then making those 
dreams come true.

What did being a real estate
broker teach you about remodeling?
Meriam: In real estate you learn quickly 
that aesthetics are among the most 
important selling features of a home. 
If a house looks dated or worn, it can 
take a lot longer to sell and may sell for 
less. Home buyers pay close attention to 
kitchens and bathrooms. It can make or 
break a deal.

Did your real estate experience 
infl uence your decision to start
a remodeling company?

Meriam: A seller can earn a signifi cant 
return on investment for updating or 
remodeling kitchens and bathrooms. 

So, for me, the connection between real 
estate sales and remodeling was clear. In 
1991, my husband, Gerald, and I moved 
to Florida and became contractors. And 
15 years later, we converted our business 
into a DreamMaker Bath & Kitchen 
franchise.

Why buy a franchise?
Meriam: We were doing well on our own,
but we weren’t moving forward. We 

wanted to grow in terms of structuring 
and operating our company to realize 
better profi ts.   

How did DreamMaker
Bath & Kitchen impact your
business?
Meriam: Once we became franchisees, 
we learned new ways of doing business. 
DreamMaker has an established system 
that has been used by business owners 
of remodeling companies all across the 
country. Anytime we have a question, 
we look to the system for answers. If we 
need clarifi cation, we can seek advice 
from our peer network of franchisees or 
the corporate staff. Each franchisee has 
an exclusive market, so none of us are 
competitors. The system encourages a 
friendly environment and the free fl ow of 
information.

What about the bottom line?

Meriam: Now, as kitchen and bathroom 
specialists, we have the confi dence to 

quote jobs at a higher 
price point. We’ve used 
the extra revenue to 
offer health insurance to 
our employees and give 

to charities that are close to our hearts. 
That’s something we always wanted to do 
as an independent contractor.

Have your customers noticed
a difference since you joined a 
franchise?

Meriam: DreamMaker shares our value 
of giving customers world-class service. 
Eighty percent of our clientele are
returning customers and referrals. 

Plus, being part of a national brand 
gives us name recognition.

What’s been the biggest benefi t to 
becoming a franchise owner?

Meriam: DreamMaker has opened 
our eyes to new opportunities for our 
business. For example, before joining 
DreamMaker, we paid full price for 
project materials. DreamMaker offers us 

the ability to purchase quality materials 
at a substantial discount due to group 
buying power.  Additionally, Dream-
Maker provides us with strong market-
ing support and other systems, such as a 
recruiting system, that have helped take 
our business to the next level.

And things keep getting better. In 2006, 
Meriam Reed was named Woman of the 
Year for the DreamMaker franchise net-
work. And today, she sits on the national 
Marketing, Advertising and Promotions 
Committee for DreamMaker Bath & 
Kitchen, helping to guide the brand as it 
continues to grow on a national level. 

For the Reeds [and for their customers], 
DreamMaker Bath & Kitchen really is a 
dream come true.

About DreamMaker Bath & Kitchen: 

Based in Waco, Texas, DreamMaker
Bath & Kitchen has approximately
110 independently owned and operated
franchises nationwide. 

DreamMaker has opened our eyes to
new opportunities for our business.

Photo: Gerald and Meriam Reed
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manufacturer several times due to imperfec-

tions embedded within its surface.

“We really lost control of this project

in terms of time because of the materials

themselves. It is defi nitely not our style to

have a project like this go so far beyond the

projected completion date,” says Curtis.

“But when you break the mold of working

with materials that you are comfortable

and familiar with and branch out into using

materials that you have not used before,

delays are to be expected.”

“I have certainly learned how important

it is, when you are experimenting with new

products or techniques, to understand

and plan for diffi culty in obtaining them in

the fi rst place, as well as the potential for

delays in case things need to be reordered

or reinstalled.”

His advice:

• Know that you can get the materials that

have been selected and understand the

lead time required for obtaining them.

• Communicate this information to your cli-

ent from the start.

• Research any unusual materials or instal-

lation techniques that may be necessary so

you can get the best results the fi rst time.

Respecting his clients as part of the

overall design team, as well as keeping

them up-to-date on the project status —

and the cost increases from change orders

— minimized his clients’ frustration at the

extended schedule, says Curtis.

Ultimately, Curtis says he owes the suc-

cessful outcome of the project to the coop-

erative working relationship among himself,

Klement and the homeowners.

“There were really a lot of design heads

working on this part of the project the

whole time. This really made a huge differ-

ence because you just can’t pull off a job

like this without that.

“And, fi nally, when you have something

turn out as well as this one did, all of the

challenges you faced getting there are for-

gotten down the road.” PR

For Free info go to http://pr.ims.ca/5658-17

The alcove between the shower and the walk-
in closet was the perfect place for the linen
storage cabinet and counter.
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NARI’s new career center immediately connects
employers and employees online at nari.org.

Celebrating 25 years

Don’t wait for
Sunday

NARI’s new Remodelers’ Career Center:
� saves you time with online job management.

� increases your exposure in the labor market.

� gives you access to instant resume searches.

Visit www.nari.org today.
For Free info go to http://pr.ims.ca/5658-18
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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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Ductless mini-split heat pumps make HVAC retrofits easy

IF IT DOESN’T
CRACK LIKE
A DUCT…

DUCTLESS MINI-SPLIT HEAT PUMP sys-

tems provide an excellent way to heat and

cool a room addition, a basement remodel

or even a small home. They combine the

fl exibility of room air conditioners with the

effi ciency and comfort of central HVAC

systems, and they don’t require ductwork,

which makes remodeling quicker, easier

and less intrusive.

Your client will also be pleased with the

overall aesthetics compared to window

units, because you won’t need to block

windows.

“Wherever a conventional system can’t

easily go, we use ductless mini-split heat

pumps,” says Donnie Potter of Potter

Heating & Electric in Waldorf, Md.

S.D. Lohr, an award-winning remodel-

ing fi rm in Waldorf, Md, uses mini-splits in

single room additions and sunrooms.

The mini-split system allows the homeowner
to heat or cool select rooms within the house
rather than the entire house.

By Glen Salas

PATH Partners
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“They are cost-effective to put in and cli-

ents love them,” says Tina Lohr, co-owner.

How They Work
Mini-split systems — so named because

small indoor units are located in each room

or zone — operate like conventional heat

pumps with outdoor condensing units and

indoor fan coils. With mini-splits, refriger-

ant is piped directly from the outdoor unit

through small-diameter insulated refrigerant

lines. It goes to an individual evaporator

unit and air handler mounted in the room

that you’re cooling or heating. A quiet fan

blows the indoor air across the cooled or

heated coil and then directly into the room.

Each room or zone has its own thermostat.

With a conventional heat pump, refriger-

ant lines run from the outdoor condensing

unit to a central indoor evaporator coil,

where the air is heated or cooled. The condi-

tioned air is then distributed through duct-

work branched off to various rooms, which

may or may not have separate zone controls.

In the mini-split system, the refrigerant

lines that run to each fan coil unit take up

much less room than typical ducts, which

makes installation easy in a retrofi t.

Where They’re Used
At fi rst, ductless mini-split heat pumps

were installed primarily for cooling. Now

they often provide heating for year-round

comfort.

And like conventional units, it is impor-

tant to size mini-splits appropriately.

“We always do the Manual J [Air Condi-

tioning Contractors of America’s residential

HVAC Manual J load calculation] for the

whole house,” says Lohr. “If the existing sys-

tem can’t handle the new load, we’ll replace

the whole thing and size it appropriately if

that makes economic sense. If the existing

HVAC is new and working well, we’ll use the

ductless mini-split for the addition.”

Coleman & Laurienzo Builders, of

Damascus, Md., uses ductless mini-split

heat pump systems in its Classic Addition

(profi led in Professional Remodeler Janu-

ary 2008). The mini-split is a small, quiet

and easy-to-install HVAC system that is

compatible with the packaged approach

Coleman & Laurienzo uses when adding

great rooms.

Ductless mini-split heat pump systems

are increasingly versatile. Mitsubishi now

supplies a system in which one outdoor

unit can service up to four zones.

“This system is good to use in multiple

rooms when installing ductwork is not

possible,” says Potter. “Take for instance

a small beach house on a slab with a too-

small attic. An air handler can be installed in

each room of the house. And no ducts.”

Installation and Operation
Ductless heat pumps are installed using

conventional methods for heat pumps and

air conditioners. Unlike ducts, which are

bulky and require special structural consid-

eration, split-system piping can often be

routed through walls and joists. Just make

sure to insulate both service lines.

The indoor air handling unit can be

installed on the wall, fl ush-mounted or sus-

pended from the ceiling. Ductless units are

In-room air handlers can be mounted almost
anywhere. The wall-mounted units above and
to the right are easy to install and maintain.
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easily connected by refrigerant lines running

through a small opening in the wall or ceiling.

“It’s pretty quiet anyway, but one of the

great things is that you can move the out-

side unit away from the building if noise is

an issue,” says Lohr.

With a minimum SEER of 13 and a

minimum HSPF of 7.7, split systems are

also an energy-effi cient choice, especially

when you consider that many systems far

exceed those minimums. According to

Potter, all Mitsubishi ductless heat pump

systems two tons or less are 16-17 SEER.

Also, system energy losses are lower

because distribution takes place through

insulated refrigeration lines rather than

ductwork (which is often leaky and can

account for a third of the energy usage

for heating and cooling). According to

the NAHB Research Center, distribution

energy losses in conventional systems

have been as high as 30 percent, while

distribution losses for ductless systems are

about one to fi ve percent. And because

each zone has its own thermostat, occu-

pants can modify temperatures in a partic-

ular part of the house. The ability to control

each zone separately can also lower your

clients’ energy bills.

What’s the Price?
The cost of ductless heat pumps has

declined as the technology has become

more established in the market. The NAHB

Research Center’s 2004 poll of ductless

heat pump suppliers showed material

costs for ductless heat pumps between

$500 and $900 per ton, depending on the

type of system and the number of zones

desired per unit. S.D. Lohr’s systems

generally cost about $2,500 installed for

a 11⁄2 ton system.

“When you include the cost of ducts,

the ductless heat pumps are always less

expensive than the alternative — and

quicker to install,” says Potter. PR

Glen Salas writes about better building

practices on behalf of the Partnership for

Advancing Technology in Housing (PATH).

PATH is administered by the U.S. Depart-

ment of Housing and Urban Development.

Learn more at www.pathnet.org.

>> For more Solutions, visit

www.ProRemodeler.com/solutions

The outdoor unit is slim and requires minimal
ground or service clearance and can be
installed wherever it is convenient for the
remodeler and the homeowner.

For Free info go to http://pr.ims.ca/5658-19

Rapid Coat® Low Dust, All Purpose 
Joint Compound forms heavier 

dust particles during sanding for 
less airborne dust. 

Dust falls quickly to the ground 
instead of hanging in the air

for less mess and faster clean up.

Find out more at 
www.LowDustLessMess.com

DON’T LEAVE 

DUST

HANGING

IN THE AIR.

www.lafargenorthamerica.com
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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
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HOW TO SPEC TOILETS

Water conservation and drought
make a good toilet a must have

The water supply system is under

signifi cant stress. Reservoirs and

aquifers have limited capacity and are

diffi cult to expand due to the cost and fragile

ecosystems. Meanwhile, severe drought

has expanded from the west (where it is a

permanent condition) to the southeast. As

temperatures rise and population swells, no

region will be exempt from water shortages.

Conservation is the fi rst line of defense

against shortages, but it’s also the prime

directive in green building. What can a

remodeler do? Spec a good toilet, because

30-40 percent of residential water is fl ushed

down the drain.

The toilet market is divided into low-fl ow

units rated at 1.28-1.6 gallons per fl ush (gpf)

and high-effi ciency toilets using less than

1.28 gpf. To earn EPA’s WaterSense label, a

toilet must use less than 1.28 gpf and clear

at least 350 grams from the bowl. (After

2013, this will be the statewide standard in

California.) However, the fl ushmark con-

tinues to drop. LEED for Homes grants 2

credits for toilets using 1.1 gpf or less.

Some plumbers worry that high-effi ciency

toilets don’t generate enough hydraulic push

to clear drainlines. Don’t fret. Studies indicate

they meet or exceed the waste carry require-

ments — even without supplemental fl ow

from showers, baths, or washers.

Here’s a better arena for anxiety: Price

isn’t indicative of toilet quality. Furthermore,

all high-effi ciency toilets and WaterSense

toilets — toilets the EPA labels as water-

effi cient — are not created equal. When

overloaded, some toilets back up. Others

routinely require two or more fl ushes to clear

the bowl. You want a loo that fl ushes with

the least amount of water.

Several years ago, the California Urban

Water Conservation Council launched the

Maximum Performance program to evaluate

toilets. The protocol require researchers to

fl ush toilet paper plus sausages of soybean

paste, beginning with 250 grams and moving

up in 50 gram increments until it takes a sec-

ond fl ush to clear the bowl. Poor performers

fail the 250 grams threshold, while the best

whoosh down 1,000 grams. (The latter is

overkill, because 99.5 percent of waste is

less than 350 grams.)

Supplemental Links:

www.epa.gov/watersense/docs/het_supp

stat508.pdf

www.cuwcc.org/uploads/product/MaP-11th

Edition-08-01-14.pdf

www.ci.austin.tx.us/watercon/toilet

rebatelist.htm

www.epa.gov/watersense/pp/fi nd_het.htm

>> If you have  ideas or comments, e-mail

the author at GreenRoomDept@mac.com

By Rebecca Bryant
Contributing Editor
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T ypically, greywater sys-
tems reuse water from
sinks, showers, dishwash-

ers and washing machines — but
not toilets. However, toilet tanks
are an ideal receptacle for grey-
water. Sinkpositive replaces the
lid of an ordinary toilet with a
small sink that drains into the
toilet. The AQUS System, shown

at right, places a holding tank
under an existing sink and then
pumps discharge to the toilet
tank. The Brac System is a whole
house approach, recycling water
from showers, tubs, and washing
machines to toilets.

As water supply problems
worsen, composting toilets —
which are very different in smell

and mode of operation from the
outhouse — may become as
common in the U.S. as they are
in Scandanavia, where the limi-
tation is topsoil for leach fi elds.
Links:
www.sinkpositive.com
www.watersavertech.com/
AQUS-Diagram.html
www.bracsystems.com/home.html

John Koeller, the Conservation Coun-

cil’s toilet expert says, “Our studies

have shown that toilet leaks are really

nowhere near as much of a problem as

they were 10 years ago.” Why? Older toilets

had a ball cock fi ll valve. With increased

nighttime pressure in the municipal system,

water slipped down the overfl ow tube.

“This problem has been largely eliminated

with the advent of the pilot valve in most

gravity-fed toilets today.”

But Terry Love, a Bellevue, Wash.,

plumber who has installed thousands of

toilets, says some are more prone to leaks

than others — and all will eventually leak,

unless homeowners replace fl appers and

seals every fi ve years or so. To prevent this,

he suggests including a toilet section in the

homeowner’s maintenance manual — and

be sure to spec the right parts.

Toilet technology is more complex than

one might imagine, ranging from gravity-

fed models that dominate the market to

pressure-assist, dual fl ush and fl ushom-

eters. Love prefers gravity-fed models, the

easiest to repair.

Coming down the pipeline

Two Sides of
the Leak Issue

prx0804greenroom_ID  57prx0804greenroom_ID  57 3/24/2008  3:02:27 PM3/24/2008  3:02:27 PM



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

Imagine...
your company as the 
Professional Remodeler
2008 Remodeler of 
the Year!

Imagine how your business would 
benefi t by being named Remodeler 
of the Year by Professional Remodeler
magazine. Fame and fortune await the 
remodeling company that, in 2008:

■ Excels in all aspects of 
 residential remodeling

■ Innovates in operational areas 
 including 
  - design
  - management
  - building practices
  - marketing
       - community relations
       - customer satisfaction
       - productivity
        - profi tability

■ Recruits and retains the best and  
 brightest personnel

■ Upholds the highest reputation in 
 the market served

If your company wins you’ll be 
honored at a special evening 
celebration at The Remodeling Show™

September 11 in Baltimore. And, 
your remodeling company will 
be featured in the December 2008 
issue of Professional Remodeler.

To nominate your company or any remodeling company you think 
deserves to be named Professional Remodeler 2008 Remodeler of 
the Year, go to www.ProRemodeler.com/ROY.

 Nominations 
 must be received 
 by July 21, 2008.

2 0 0 8  C A L L  F O R  N O M I N A T I O N S

Andy Wells, Jack Steindl and Reg Marzec 
of Normandy Builders, Professional Remodeler

2007 Remodeler of the Year
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Aware Used (Past 18 mos.) Prefer

Cabinets

Kraftmaid 89% 43% 23%

Merillat 77% 28% 14%

Aristokraft 75% 18% 4%

American Woodmark 60% 16% 4%

Countertops & Surfaces

Corian 96% 61% 28%

Silestone 81% 40% 19%

Formica 96% 59% 10%

Wilsonart 87% 42% 8%

Kitchen Appliances

GE 96% 70% 24%

KitchenAid 96% 58% 14%

SubZero 92% 48% 12%

Whirlpool 93% 48% 9%

Kitchen Sinks

Kohler 96% 73% 40%

American Standard 94% 51% 10%

Moen 83% 39% 7%

Delta 81% 36% 5%

Kitchen Faucets

Kohler 96% 67% 25%

Moen 96% 65% 21%

Delta 96% 59% 13%

American Standard 91% 43% 6%

Bathroom Sinks

Kohler 95% 75% 65%

American Standard 94% 55% 15%

Elkay 74% 23% 5%

Sterling 53% 14% 2%

Tubs/Whirlpools

Kohler 92% 55% 38%

Jacuzzi 94% 46% 29%

American Standard 90% 37% 7%

Lasco 50% 17% 7%

Toilets

Kohler 98% 75% 47%

Toto 64% 40% 24%

American Standard 96% 61% 19%

Sterling 50% 10% 2%

Bathroom Faucets

Kohler 96% 67% 29%

Moen 96% 64% 23%

Delta 95% 57% 15%

American Standard 94% 49% 6%

Product Preview
BEST IN CLASS

The Winner’s Circle

THE 2008 BEST IN CLASS KITCHEN & BATH survey rated brand

awareness, uses and preferences of the top remodeling industry

manufacturers and their products. The respondents were randomly

selected from Professional Remodeler’s readership and completed

our survey via e-mail between December 2007 and January 2008.

We had 493 responses, with many (172) who reported working

both residential and commercial remodeling jobs. Architects and

residential kitchen and bath specialists made up 11 percent of the

pool. Interestingly, most of our respondents reported as heads of

their company and many — 76 percent — have been in business for

10 or more years.

For each product category, respondents were presented with a list

of brands and manufacturer names and were asked three questions:

1.  Of the [product] brands/manufacturers listed, which are you

aware of?

2.  Which of these [product] brands/manufacturers has your com-

pany used in the past 18 months?

3.  Which one is your preferred brand/manufacturer of [product]?

Though remodeling jobs span across all price points and tastes,

there is a tendency to see high-end names like Kohler, Moen, GE

and Delta among the fi rst when it comes to awareness and use.

Those companies, based on our results, seem to do the best job of

sticking in our heads when it comes to making product choices.

Merillat and Kraftmaid continue to be top companies for kitchens

and bathrooms. In the past year, both have released upgrades such

as roll-out trays, self-closing hinges and durable protective fi nishes.

Synthetic marble maker Corian and laminate producer Formica

each share the same numbers in awareness and nearly the same in

use. However, it seems our installers prefer to work with Corian.

Engineered stone producer Silestone, while neck-and-neck in

awareness and use, outranks acrylic solid surface maker Wilsonart.

Stainless steel is king in appliances. GE, which casts the widest net,

also carries the widest cachet. Whirlpool and SubZero, interestingly,

are within the sampling margin of error between each other in the fi eld,

despite the fact that they tend to cover different market segments.

Attachments, especially those integrated into the faucet itself,

are in, and remodelers are using Moen, with its ChoiceFlow system

and Kohler, with its integrated pull-down options. For those who

fi nd themselves under the sink, Delta’s new Diamond water delivery

system may help it move up a notch for next year’s survey.

It is effectively a four-way tie in bathroom faucets in awareness. Out

of the pack, Kohler carries use and preference, but not by much. PR

OUR INAUGURAL BEST IN
CLASS KITCHEN & BATH SURVEY
REPORTS ON WHAT BRANDS
REMODELERS ARE USING

Best in Class Survey Results
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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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CUMMINS ONAN
Featuring an eye-pleasing all-climate enclosure, the RS1200

generator from Cummins Onan can power a four-ton air con-

ditioner yet runs at only 64 decibels, or about the volume of

a vacuum cleaner. Maintenance points on the unit are acces-

sible without tools, and the polypropylene base reduces the

need for a concrete slab base. The new service entrance

rated transfer switch eliminates the need of a sub-panel.

For FREE information, visit http://pr.ims.ca/5658-127

RIDGID
Little tool, big

results. Fitting snugly into

the palm of your hand is

Ridgid’s 12-volt Lithium-Ion

Drill/Driver. It has a full-size

integrated 3⁄8-inch chuck with

an 18-position clutch. The built-in

LED illuminates the work area, and

the fast 30-minute charger allows

you to keep going all day.

For FREE information, visit

http://pr.ims.ca/5658-126

HONEYWELL
Sold as Storm-A-Rest, Honeywell’s storm

curtain allows homeowners to protect their

homes from hurricanes by simply hanging a

curtain in front of their windows and doors.

Honeywell’s high-strength Spectra fi ber keeps

the product at only 2.5 ounces per square

foot while it can meet or exceed requirements

for winds stronger than 155 mph and for

impact from large wind-borne projectiles.

For FREE information, visit

http://pr.ims.ca/5658-128

DOW
The purveyors of Styrofoam are at it again. Dow’s Styrofoam SIS

Structural Insulated Sheathing is a three-in-one solution that com-

bines structural shear bracing, insulation and water-resistive barrier

protection in one convenient product. The sheathing also eliminates

the need for OSB and T-bracing or wood let-in bracing.

For FREE information, visit http://pr.ims.ca/5658-125

innovations
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Product Preview
IBS NEW PRODUCTS
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IBS NEW PRODUCTS

KOLBE
Universal design was fi rst and foremost on Kolbe’s mind

when the team retooled the Ultra and Heritage Series to

include motorized operators, longer crank handles, larger

knobs and oversized lever locks to make casement win-

dows easier to use. On double-hungs, a crank handle

allows the bottom sash to operate with minimal effort

when the user is seated.

For FREE information, visit http://pr.ims.ca/5658-129

SAKRETE
Just add water. The 5000 Plus concrete mix by Sakrete is

formulated for high-performance construction and repairs and

only requires water. It achieves more than 5,000 psi, lending

itself to long-lasting results and durability.  It is ideal for high-

strength applications in slabs, walkways and repairs and can

also be used in concrete countertops.

For FREE information, visit http://pr.ims.ca/5658-130

PROPANE TANKLESS WATER HEATERS.
EASY INSTALLATION FOR YOU,
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TRANE
You can’t stop this Trane. The new CleanEffects model

from Trane uses the company’s proprietary fi lter system

to eliminate unwanted allergens and particles as small as

.1 microns (1/1,000 the diameter of a human hair). During

the fl u season, the system removes more than 99 percent

of other forms of the virus, including infl uenza B, infl uenza

C and avian infl uenza from the fi ltered air.

For FREE information, visit http://pr.ims.ca/5658-131

BOSCH
The new CS5 circular

saw by Bosch is

designed to be a

work-horse tool for

framers, roofers, deck

builders and remodel-

ers. The CS5 also features

a left-facing blade for better

visibility and line of sight. It features a

15-amp motor that delivers 6,200 RPM —

more than enough guts to cut through ¾-inch

plywood and other dense materials.

For FREE information, visit

http://pr.ims.ca/5658-132

What makes propane tankless 
water heaters ideal for you and 
your customers? Let’s count 
the ways. On-demand hot water 
is more effi cient and can lower 
water heating bills up to 60%. 
Compact design frees up room. 
Innovative engineering means 
longer appliance life. They’re 
also easy to install. For more 
on tankless water heaters, visit 
buildwithpropane.com.

ENDLESS HOT WATER 
AND ENERGY SAVINGS FOR THEM.

For Free info go to http://pr.ims.ca/5658-20
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THERMASOL
Features precise temperature adjustment,

variable session times, sound system volume

control, chromatherapy and two user presets

when used with the Serenity Light and Music

System. The Signature Series Controls by

ThermaSol are made in traditional and con-

temporary styles. The Contemporary Series

(shown) is made for modern, Euro-style or

transitional fi xtures.

For FREE information, visit

http://pr.ims.ca/5658-134

CROSSVILLE/ROBERT A.M. STERN DESIGN
Created in conjunction with Robert A. M. Stern Design,

the Building Blox collection of porcelain tiles made by

Crossville features three patterns and a coordinating

solid, all of which are available in nine colors. The tile

may be used in multiple size, color and pattern combina-

tions for fl oors, countertops, backsplashes or fl oor-to-

ceiling rooms of tile.

For FREE information, visit http://pr.ims.ca/5658-133

WOLF DISTRIBUTING CO.
Part of its exclusive Palette Collection, the new kitchen

countertops from Wolf Distributing Co. includes a line of

¾-inch natural stone kitchen countertops. The counter-

tops are available for immediate delivery in three natural

granite colors and fi ve different profi les. The company

also added a line of laminate countertops with 69 colors

and two profi les.

For FREE information, visit http://pr.ims.ca/5658-135
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QUALITY CABINETS
Citing a homeowner trend toward dark, bolder colors, Quality Cabi-

nets has introduced two fi nishes that offer a new level of refi nement

and design sense to the line. Espresso for Oak cabinets and Dulce

for Maple have brown hues with black overtones. While not offered as

glazes, the Espresso and Dulce are available on all Quality Cabinets

and Designer series cabinets offered in Oak and Maple.

For FREE information, visit http://pr.ims.ca/5658-136

Interior Products
IBS NEW PRODUCTS
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LENNOX HEARTH PRODUCTS
A new addition to Lennox Hearth Prod-

ucts’ catalytic vent-free gas fi replaces

is The Elite Series. The fi replace is a

smaller version of the current product

line, measuring 231⁄8-inches wide by

27 inches tall and only 61⁄4-inches deep.

The fi replace is designed to hang fl at on

a wall, making it ideal for contemporary

living spaces, high-rises, lofts or any

place where a chimney is not available.

For FREE information, visit

http://pr.ims.ca/5658-137

GE
Available in June, GE’s tankless gas

water heater is able to fi t into some tight

spots. Manufactured in both outdoor

and indoor models, the tankless gas

water heaters have a compact footprint

(23 inches high by 14 inches wide and

10 inches deep) and are a mere 50

pounds. A 7.5-gallon-per-minute fl ow is

available in natural gas; the 9.4-gallon-

per-minute fl ow is available in natural

gas or LP gas.

For FREE information, visit

http://pr.ims.ca/5658-138

LINEAR
HD fans need to look no further. Linear’s new HDTV line offers both high-defi nition audio and video

switching and amplifi er products. Highlighting the product line is a 4 by 4 matrix device that allows you to

view any four HDMI sources on four video displays. Switchers include 3 by 1, 4 by 1, 2 by 2, 2 by 4, and

4 by 2 confi gurations.  Accessories include boosters for enhancing the video signals over long runs.

For FREE information, visit http://pr.ims.ca/5658-140

CIFIAL
The statuesque Brookhaven

L-Spout Series by Cifi al is well-

suited for those with universal

design concerns. The crown lever

handles of the L-Spout Series are

easily turned on and off with mini-

mal effort for those with limited

range of motion or who are suffer-

ing from arthritis.

The series is available in eight

fi nishes in three-hole wide-

spread, wall mount and vessel

bowl fi ller.

For FREE information, visit

http://pr.ims.ca/5658-139
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AMARR
In addition to adding four new stamped-steel carriage house

designs to the Classica Collection, Amarr has now added the

fi rst color to the line, Sandstone. The new Classica models

include the Northampton, a recessed panel design, and the

Edinburgh, which is based on a distinctive herringbone pat-

tern. The new designs are made in 28- and 32-inch section

heights with decorative window and hardware options.

For FREE information, visit http://pr.ims.ca/5658-141

BENJAMIN OBDYKE
Designed to preserve the stay-

ing power of wood roofi ng,

Benjamin Obdyke’s Cedar

Breather is a fi re-resistant

underlayment for wood shingles

and shakes that provides a

space for continuous air fl ow

between the solid roof deck and

the shingles. This eliminates

excess moisture and allows

the underside of the shingles

to dry. It can be rolled out over

standard 30-pound felt without

using any special tools.

For FREE information, visit

http://pr.ims.ca/5658-142
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GREEN RIVER/BLACK HAWK
The Reserve Collection by Green River and Black Hawk offer natu-

ral cedar shingles made with Cedar Plus, a fi re retardant. Hand-

split, re-sawn and taper-sawn shakes are available in 24- and

18-inch lengths in 7⁄8-, 3⁄4 and 1-inch or greater thicknesses and

random widths. Both companies used a variety of carbon-offsetting

means to offer the products as “Carbon Neutral.”

For FREE information, visit http://pr.ims.ca/5658-144

Exterior Products
IBS NEW PRODUCTS

SEMCO
Built specifi cally for replace-

ment applications, Semco’s

pocket double-hung

replacement windows add

visual appeal, save money

on energy and bring con-

venience to a home. These

modern windows fi t right

into existing frames. They

can be cleaned on both

sides from inside the house,

and the extruded aluminum

exteriors are stronger than

roll-formed aluminum.

For FREE information, visit

http://pr.ims.ca/5658-143
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SIMPSON DOOR CO.
A new choice offered by

Simpson Door Co. on their

French doors is the Water-

Barrier Technology, the

newest innovation from the

company’s Performance

Series of weather-related

products. The doors com-

bine one-piece medium den-

sity overlay (MDO) and PVC

sticking on the outside of

the door to stop water from

getting in.

For FREE information, visit

http://pr.ims.ca/5658-148
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OLDCASTLE ARCHITECTURAL
The latest additon to the Belgard Environmental series’ line of

permeable concrete products from Oldcastle Architectural is the

Subterra Stone. Whereas traditional paver products merely allow

water to run-off, Subterra uses a 9.5 percent void ratio, allow-

ing rainwater to naturally drain through the paver into native sub

soils — reducing the impact on the environment and storm water

management systems while re-charging local aquifers.

For FREE information, visit http://pr.ims.ca/5658-145

SHAKERTOWN
Western red cedar shingle siding scores

points in both aesthetics and natural

weather resistance. Shakertown’s Rain

Screen technology aids in the weathering

department on the Craftsman One-Course

cedar shingle panels. The panels are man-

ufactured 8 feet long and are available in

a 7-inch exposure size with a full plywood

back, a thick 3⁄8-inch shingle butt and over-

lapping end-joints.

For FREE information, visit

http://pr.ims.ca/5658-147

WEATHER SHIELD
Casing options have been added to Weather

Shield’s Collections, Legacy and HR 175 prod-

uct lines. The new one-piece casing profi les

include 2-inch brick mold, 37⁄16-inch Washing-

ton casing and 2-inch stucco mold made in

customizable widths and two thicknesses.

The two-piece systems include six fl at casing

and nine back band options.

For FREE information, visit

http://pr.ims.ca/5658-146
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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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Product Showcase
Advertisement

Easy access in and out of job site 
enclosures. Zipwall Zipper Systems 

are available 
in Standard and 

HeavyDuty...to
order, call today.

ZIPWALL™ Zipper Systems

1.800.789.6633
 or order now at

www.protectiveproducts.com

For FREE info go to http://pr.ims.ca/5658-201

For FREE info go to http://pr.ims.ca/5658-202

For FREE info go to http://pr.ims.ca/5658-204

For FREE info go to http://pr.ims.ca/5658-200

For FREE info go to http://pr.ims.ca/5658-203

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!

COLOSSAL PILASTERS & NICHES BY OUTWATER
In response to recent market demand 
for Niches and Pilasters in far more 
substantial dimensions than had ever 
been offered by any manufacturer, 
Outwater is pleased to introduce its 
new Designer’s Edge Millwork 
Collection of Colossal high-density 
polyurethane Niches and Pilasters, 
enabling you to miraculously, not 
to mention, cost-effectively and eas-
ily transform any ordinary, unembel-
lished wall into an elegantly appointed, 
dramatic 3D focal point in even the 
largest environments!  Primed in “soft 
white” for immediate installation, the 
Designer’s Edge Millwork Collection 
of Niches and Pilasters is ideally suited 
for painting, glazing or faux finishing.

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!
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For FREE info go to http://pr.ims.ca/5658-205

TODAY I DISCOVERED
NEW GORILLA 
WOOD GLUE
IS TOUGH ENOUGH 
FOR EVERY WOODWORKING JOB
AND THAT A PERFECT DOVETAIL JOINT 
CAN MAKE A GROWN MAN CRY

FOR THE TOUGHEST JOBS ON PLANET EARTH.™

1-800-966-3458 WWW.GORILLATOUGH.COM
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Product Showcase
Advertisement

Stock & custom cupolas from New Concept Lou-
vers are wrapped with PVC coated aluminum and
copper. Made from the same materials as our cus-
tom louvers, they never require painting like wood
products. They arrive in three easy to install pieces
pre-cut to fi t any roof pitch, and can be ordered
in stock sizes or to custom specifi cations. Over
400 colors are available, as well as many different
weather vanes and accessories.

Telephone: 1-800-635-6448
www.NewConceptLouvers.com

Maintenance-Free Aluminum
Cupolas and Louvers

YOUR TICKET TO MUST-HAVE,
HARD TO FIND INFORMATION

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

Professional Builders' Internet Usage Study

Visit the Research Store
on HousingZone.com

to purchase
proprietary data
you need to run
your business:

www.housingzone.com/research
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CONTACT:

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

SHELLEY PEREZ

ADVERTISE

SMARTSMART
For FREE info go to http://pr.ims.ca/5658-206

ADVERTISE TODAY!!ADVERTISE TODAY!!
CONTACT: SHELLEY PEREZ

(630) 288-8022
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Product Showcase
Advertisement

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®

For FREE info go to http://pr.ims.ca/5658-207

For FREE info go to http://pr.ims.ca/5658-208
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Product and Literature Digest
Advertisement

Classifi ed
Advertisement

For FREE info go to http://pr.ims.ca/5658-251

For FREE info go to http://pr.ims.ca/5658-250

ADVERTISE TODAY!!ADVERTISE TODAY!!
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Offi cial Entry Notebooks due May 30, 2008
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Y
ou are a highly sophisticated,
well-adjusted grown-up who
has generally been around the
block a few times and can han-
dle just about whatever life

throws your way. So why is it that the
thought of networking, a thing so vital
to your career, sounds about as good
as fi nding a seat in the high school caf-
eteria? Networking is wonderful. Repeat
after me: networking is wonderful. And
you, too, can do it.

Networking events are really just big
parties. There’s usually good food, maybe
a little wine, a host who wants to make
you feel very welcome and a bunch of
people who need to talk to a bunch of
other people. It’s a myth that you need to
have a perfected elevator pitch or that
you need to hand out 10 business cards
a minute. Just like Mr. Studly in high
school, all that anyone will remember of
you is that you came on too strong.
Relax. Breathe. And once you feel cen-
tered, here are a couple of other tips:

1: Like all good social events, it’s
always handy to have a wing man. See
if someone else from your fi rm can join
you. Often the event is free so it’s no
added expense, but it is double the
exposure and always gives you some-
one to talk to.

2: A day ahead of time, e-mail the
event organizer and ask for the RSVP
list. Let them know you are using this
event to network and it would be really
helpful to see who else is going to be
there so you can make the best of your
night. This is a wonderful two-fold

opportunity. You can see if the crowd is
a good fi t for your business beforehand
and you can determine the four or fi ve
people you really need to connect with
to make the night a success.

3: Watch out for the hold-
on-talkers. One way
some have learned to
cope with a networking
event is to fi nd one
friendly face and talk to
that person for the whole
night. Lose that guy.
Nine times out of 10 he’s
not even remotely related
to your business nor is
he going to help you
meet anyone else.

4: Figure out who you
know and have them intro-
duce you to who they know.
Unlike high school, where if
you went up to a group of
girls and stood next to them
for a few minutes they would
continue to ignore your pres-
ence, at a networking event,
the group has to open up and
include you in the conversa-
tion. If you see someone you
know talking to someone
else, go stand next to him or
her. They’ll open up the circle
to include you.

5: Enter the fray. Walk directly to the
bar, not to pepper your nerves with alco-
hol, but the line at the bar is one of the
best places to start up a conversation.
Usually someone in front of or behind

you is alone and looking for conversa-
tion, too. And, you don’t have to talk
business.

6: Yes it might be good to have a few
snippets about who you are and what
you do, but, honestly, don’t you remem-

ber that funny guy who told
the story about hitting a
tree on his latest ski trip?
You know, the guy who
owns a condo at the same
mountain your family has
been going to for years?
It’s really nice to fi ll your
world with familiar faces
and friends.

7: Once you meet some-
one, introduce that person
to someone else. You’ll be
surprised at how quickly
people will describe you as
the person everyone knows.

And that is the key to vis-
ibility and successful net-
working. Networking isn’t
about how many business
cards you get out in a
night; it’s about increasing
your circle of friends, one
person at a time. Wouldn’t
it have been nice if there
were someone to do this
for us in high school? PR

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.
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OVERCOME YOUR NETWORKING FEARS

Board Roomthe
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“One way some

have learned

to cope with

a networking

event is to fi nd

one friendly face

and talk to that

person for the

whole night.

Lose that guy.”

By Allison P. Iantosca

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/5658-21
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Beauty Begins With 
Dependable Performance.

Take foul weather out of the picture. Tru-Defense 

entry and patio door systems are engineered to keep 

wind out, fl oors dry and homeowners satisfi ed. And 

that’s a beautiful thing. Get more information at 

www.thermatru.com/trudefense.

Tru-Defense patio door systems also available.

Introducing 
Tru-Defense® Door Systems.

New door bottom sweep 
Dual bulb and fi n sweep 

maximize water resistance.

New profiled sill 
Higher profile sill sits tighter 

to door bottom, preventing air 

and water infiltration.

New corner seal pad 
Patent-pending design 

eliminates water penetration.

New multi-point locks 
Increase rigidity for enhanced 

integrity and security.

For Free info go to http://pr.ims.ca/5658-22
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