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FIREPLACES.
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PEOPLE!
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
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Navigating the Downturn
Register now for our FREE 
interactive Webcast on 
August 26, featuring a 
panel of our Market Lead-
ers — the nation’s largest 
and most successful 
remodeling firms — discussing how they are 
steering their companies through rough waters 
in 2008. Register at
www.ProRemodeler.com/Webcast

Looking for Young Leaders
We’re searching for the people who will be set-
ting the agenda for the remodeling industry for 
the next decade and beyond. Nominate some-
one at www.ProRemodeler.com

The Product Guy
Products Editor Nick Bajzek writes about the 
latest product information on his blog.
www.ProRemodeler.com/blogs

Remodeling Notes
Senior Editor Jonathan Sweet posts the latest 
news and views from the remodeling industry 
several times a week.
www.ProRemodeler.com/Sweet

Remodelers’ Exchange
Listen to this month’s discussion between Tom 
Swartz, Beverly Koehn, Gary Adam and Jennifer 
Dainard on managing customer expectations.
www.ProRemodeler.com

ProRemodeler.com
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Trex Artisan Series Railing has been completely redesigned for unprecedented versatility and value. The modular 

system now fi ts a variety of balusters, top rails and accessories — for maximum design fl exibility. And our innovative 

baluster spacer lets you easily install square, round, turned or architectural balusters. So you can create 

virtually any style your clients can dream up. To learn more, call 1-800-BUY-TREX ext. 6336 or visit trex.com.

How outdoor living should feel.

Trex Artisan Series Railing has been completely redesigned for unprecedented versatility and value. The modular 

Introducing the new Trex Artisan Series Railing.®

Re-engineered to give your customers exactly what they want. Everything.

w outdoor living should feel. trex.com

Shown with Designer Series Railing® 
components in Woodland Brown.

For Free info go to http://pr.ims.ca/5662-3
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MAKE YOUR JOB EASIER, STRONGER & SAFER

STRONG CONNECTORS

With over 100 years of experience, Stock Building Supply is a leading supplier of building materials in the nation. 
From start to finish we have everything to help you make your customers dreams come true, including Simpson 
Strong-Tie® connectors!

At Stock Building Supply, we strive to anticipate and exceed our customers’ needs. Stock Building Supply 
provides expert personnel to help you choose the right Simpson Strong-Tie® product for your project. No 
matter what you’re fastening – from 2 x 4’s to glulams to I-joists to plated wood trusses – there’s a 
Simpson Stong-Tie® connector to do the job easier, stronger and safer. With a variety of brand 
name products you trust, you can count on Stock Building Supply to provide the quality 
products you deserve.

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/5662-4
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CHOOSE PROFIT OVER VOLUME

N
ext year looks like it could 
be one of the most diffi cult 
our industry has endured 
in more than a quarter of 
a century. Nearly everyone 

we’ve talked to — even the company 
owners who are not struggling to 
reach their 2008 volume 
goal — have confi rmed 
that converting leads 
to sales has becoming 
exceedingly diffi cult, 
and it’s eating away at 
profi t margin.

The widely held 
solution during a time 
like this, of course, is 
to cut overhead. That’s 
a great place to start. 
But because your sales 
operation is at the crux of 
the problem — even if this 
is a customer-generated 
problem — make it a high 
priority to take a long look 
at your sales process.

A lot of remodelers are 
blaming the media’s cover-
age of the mortgage and 
real estate crisis for the 
slowdown in the economy. 
The fact is that our nation 
is heading into a recession regardless 
of whether the media sticks its head in 
the sand and pretends everything will 
be alright or whether they perform their 
duty by reporting facts. 

The bottom line is that consumers 
are spending more conservatively and 
are slower to make decisions about 
high-ticket purchases and discretion-
ary spending. Most remodeling jobs fall 

into both of these categories.
Your salespeople were the fi rst to be 

affected by these realities. They have 
experienced the change in your pros-
pects’ buying behavior and patterns 
fi rst-hand, which means they likely hold 
the key to any solutions that may exist 

for stronger future sales. 
Ask for their input. 

By all means, hold the 
line on price whenever 
possible, and explain this 
strategy to your sales 
team so they don’t get in 
the bad habit of underpric-
ing jobs in order to reach 
their sales goal. 

One of the biggest 
mistakes you can make is 
to sacrifi ce margin to keep 
work coming in and your 
employees busy. Did you 
realize that just a 1 percent 
price decline, everything 
else remaining equal, can 
lower profi t by as much as 
8 to 10 percent? 

You have to fi nd a way 
to sell jobs without giving 
away margin or gross 
profi t, and that means 
selling on value over price 

more than ever. If this means sacrifi c-
ing volume, cutting staff, trimming 
overhead and downsizing your com-
pany, so be it.

When the market comes around in 
a year or two, at least you’ll still be in 
business. And then you can leverage 
your good name in your market, as you 
have in the past, to build your business 
back to a healthy level.  PR

One of the big-

gest mistakes 

you can make is 

to sacrifi ce mar-

gin to keep work 

coming in and 

your employees 

busy.

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

Professional Remodeler challenges, inspires and engages owners and top executives of established, successful 
remodeling fi rms by delivering vital, trusted information.

Our Mission
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Deck Framing Connection Guide
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RECOMMENDATIONS FOR THE CONSTRUCTION OF CODE-COMPLIANT DECKS

A growing number of deck failures have emphasized the need to build decks to meet code 
requirements just like any other structure. To help design structurally safe, code-compliant decks 
Simpson Strong-Tie introduces our Deck Framing Connection Guide. The guide recommends 
structural connectors and provides best practice guidance based upon specifi c building codes.

Understanding the critical connections on a deck has never been easier. 

To request a copy of the Deck Framing Connection Guide call (800) 999-5099 or visit www.strongtie.com/safedeck.

Just as important 
as the view.

©2008 Simpson Strong-Tie Company Inc. DBR08

For Free info go to http://pr.ims.ca/5662-5
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Leadershipon 

I
fi rst wrote about the importance of 
effective communication in my July 
2005 column Building Team Com-
munication. In that column, I said 
that to achieve excellence within 

our companies’ cultures, leaders must 
work hard at keeping healthy relation-
ships. Our communication skills must 
be a strength, not a weakness. It takes 
time, energy and effort, but it pays big 
returns by producing better results and 
deeply enriched relationships. As lead-
ers we must be proactive in building a 
positive growth culture, being obser-
vant and having challenging conversa-
tions when needed.

What is the best way to have a chal-
lenging conversation? I’ve found it help-
ful to have a plan and know that it’s rare 
that these discussions are ever easy. 

Over the years, I’ve had to face many 
challenging situations, often times while 
at a conference or business meeting. 
One situation occurred while I was con-
ducting a large training conference. It 
came to my attention that one of our 
associates was not living up to the con-
duct of our Code of Values. He was 
using inappropriate language, exhibiting 
negative body language and was with-
drawn at times. After the fi rst day of the 
conference, I knew the situation needed 
to be addressed because it was affect-
ing other attendees. 

Because of this associate’s relation-
ship with the company, I was the most 
appropriate person to contend with the 
situation. Yet, at that moment, I did not 
want to deal with it. At times, this person 
had a very outspoken personality and 
could have an intimidating presence. 
And, like most of you, I had more than 
enough on my plate to fi ll my hectic 
schedule. To address this issue added a 
complexity to the three-day event.

Before our conversation, I spent about 
20 minutes preparing my thoughts. I fi rst 
noted what I didn’t want to happen dur-
ing the dialogue. The purpose was to 

share this with him so he would feel 
more comfortable about the intended 
outcome of the meeting (rather than 
forming his own conclusions), and would 
therefore be more engaged in the con-
versation that was about to occur. I then 
wrote down what I wanted to happen.

Throughout the majority 
of the meeting, neither of 
us was 100 percent com-
fortable and certain times 
were more challenging 
than others. 

The shortened version 
of the conversation went 
something like this: “You 
know, Joe, I wanted to 
meet with you about a 
very important topic. 
What I don’t want to hap-
pen is for you to leave this 
meeting feeling like I don’t 
want you to be a part of the 
company, that I don’t have 
respect for you, or that I 
want our relationship to 
end. What I do want to 
happen is for you to con-
tinue to be a great member 
of the team, in a way that 
meets our company stan-
dards of conduct and pro-
fessionalism.”

Then, I addressed the 
specifi c behavior that was inappro-
priate for a member of the team. For-
tunately, he took ownership of his behav-
ior — he even noted that he had been 
trying to work on some of the issues I 
addressed. He fully understood what we 
were trying to accomplish as a company 
and committed to meet the standards as 
discussed. The added bonus was that we 
were able to reconnect our long-term 
relationship in a signifi cant and meaning-
ful way. The great news is this gentleman 
is still an associate and is excelling 
greatly since this meeting.

So, how can this story relate to you?  

Simply stated, if you are faced with 
a diffi cult conversation, don’t ignore it. 
It would have been easier in that 
moment to just avoid the conversation 
altogether, with the hope that he would 
just change on his own. But, in this 
case, it is likely he would have never 

known that his behavior 
was affecting others nor 
understood the company’s 
commitment to operating 
at the standards we 
discussed.

As a business owner or 
manager, I am sure you 
have likely experienced 
many challenging encoun-
ters with associates, cli-
ents and others. While 
working to strengthen my 
communication, I have 
found two great books, 
Crucial Confrontations and 
Crucial Conversations, to 
be great resources in fi nd-
ing a positive outcome to 
a diffi cult situation. I highly 
recommend you read 
these and share them with 
your team. 

As I mentioned in the 
July 2005 column, don’t 
forget to call a business 
friend or consultant for 

advice when you’re faced with a diffi cult 
situation. Don’t let the problem continue 
to slide; it can build up and become an 
explosive situation. As a business con-
sultant once said to me, “It is easier to 
kill the monster while it is little.” 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.

CONSTRUCTIVE COMMUNICATION

As leaders, we 

must be proac-

tive in building a 

positive growth 

culture, being 

observant and 

having chal-

lenging conver-

sations when 

needed.

Doug Dwyer 

Contributing Editor

>> For more Doug Dwyer on Leadership,

visit www.ProRemodeler.com
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Offer a consumer financing program 
that gives you higher average ticket sales.Today

The Home ProjectsSM VISA® Card Program, provided exclusively by Wells Fargo Financial 

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

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

visit us at www.HomeProjectsVisaCard.com.

©2008 Wells Fargo Financial National Bank. All rights reserved.
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Business Strategyon 

G
iving everyone who works 
in and with your business a 
clear sense of what the enter-
prise is about is one of the 
over-arching purposes of pre-

paring a business plan. That is why the 
business’ vision, mission and core val-
ues are so important.

With this foundation in place it is eas-
ier to look forward, trying to see what 
the future holds for the company. A 
process for doing this is called a SWOT 
Analysis.

Many of us tend to get swept up in 
the immediate and obvious — not nec-
essarily what is most important in the 
long run. As a small business owner, it 
feels natural to be responding to clients’ 
needs and concerns, dealing with the 
employee’s truck that is broken today 
and helping the trade contractor get 
what he or she needs so work can pro-
ceed. These are all important matters, 
but if all the attention of the company is 
focused on this unending fl ow of impor-
tant and short-term concerns, it is very 
likely that serious challenges will not be 
anticipated. The trick is to focus on 
both the present and the future, without 
excluding one or the other. 

SWOT is an acronym that stands for 
Strengths, Weaknesses, Opportunities 
and Threats. By doing a Situational 
Analysis (otherwise known as a SWOT 
Analysis) it is possible to look ahead 
to see the company’s needs before it 
becomes unsuccessful.

This is an exercise best done with the 
entire staff. It is surprising what can be 
learned from a carpenter’s helper about 
these different categories, as such peo-
ple are often the ones who have the 
most realistic view of what kind of expe-
rience the company is actually providing 
to clients.

It is most effective to do this download 
with the assistance of a facilitator. When 
the business owner takes the role of facil-
itator in this exercise it is normal that the 

openness of the attendees is diminished. 
Simply by body language responses, if 
nothing else, the owner sends messages 
approving or disapproving of what he is 
hearing.

Once everyone is gathered, employ-
ees are fi rst asked to identify the fi rm’s 
strengths. Wikipedia 
defi nes strengths as attri-
butes of the organization 
that are helpful to achiev-
ing the objective. 

We do not spend 
enough time celebrating 
what we do right. This is a 
good starting point for 
this exercise. It is also an 
opportunity for attendees 
to acknowledge the good 
things that coworkers do 
on behalf of the company.

The powerful thing about 
strengths is we can decide 
to focus on how we can do 
more of what we know 
really works and is effec-
tive. Sometimes, simply 
stopping and noticing can 
make a big difference from 
that point forward. If this 
works so well in this situation why 
don’t we do it more often?

Weaknesses of the company are 
often stored up in coworkers’ heads. 
Why do we handle this need in this 
manner as opposed to a different way 
when we know the way we do it is not 
as effective as anyone wants it to be? 
Wikipedia defi nes weaknesses as attri-
butes of the organization that are harm-
ful to achieving the objective. 

This is an extremely important area 
to explore thoroughly. The insights are 
critical in helping to decide what the 
company is going to stop doing in its 
operations. 

Wikipedia defi nes opportunities as 
external conditions that are helpful to 
achieving the objective. Working together, 

the members of the company talk about 
what they see in the marketplace that the 
company could exploit to achieve even 
more success.  

This will involve a little stretching, as 
opportunities don’t always seem that 
obvious. What do we do really well for 

our clients and how could 
we fi nd more clients? 
Those are examples of the 
kinds of questions that are 
worth considering.

Finally, it is time to focus 
on threats. Wikipedia 
defi nes threats as external 
conditions that could do 
damage to the business’s 
performance. What is hap-
pening with market condi-
tions that could be a chal-
lenge for the company? 
Who are our competitors, 
and how healthy are their 
businesses?

A thorough examination 
of threats makes it less 
likely that the company will 
be blindsided by some-
thing that could have been 
anticipated, if the time was 

taken to think about what could go 
wrong before it happens.

The SWOT Analysis has really galva-
nized the company! It has been a won-
derful day. The hard work of setting cur-
rent concerns aside and looking to the 
future will really pay off with a more 
focused group of people, all attuned to 
what is and, more importantly, what 
could be. PR

Paul Winans CR works with Remod-
elers Advantage. He is a founder of 
Winans Construction, which he and 
his wife, Nina, sold in 2007. He can be 
reached at paul@remodelersadvan-
tage.com.

WHY SWOT IS IMPORTANT FOR YOUR BUSINESS

The insights are 

critical in help-

ing to decide 

what the com-

pany is going to 

stop doing in its 

operations.

Paul Winans 

Contributing Editor

>> Look for Paul Winans’ next article 

in November on www.ProRemodeler.com
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Remodelers’ Exchange

Are your customers’ visions in sync with what you deliver?

MANAGING 
EXPECTATIONS
DO YOR CUSTOMERS ALWAYS get what 

they want? Are they delighted with the fi n-

ished project? Are they happy to recommend 

you? If they’re not, this is a must read that will 

help you manage those expectations. 

Tom: Do you have a sales process in 

place that deals directly with selling 

expectations for the prospect up front? 

Gary, I’ll start with you and Jennifer.  

Gary: We have a process that is written, 

but there can be variations to that. 

Jennifer: Usually when someone makes 

a phone call, we have Lisa answer the 

phone and take the important information, 

which gives us a clue so we can be pre-

pared to understand what they’re looking 

for and make sure they’ve really thought 

through the process. That can bring us to 

whether I decide that I go directly to their 

home and get to know them there. Some-

times the best way to get to know them 

better is to have them into our offi ces fi rst. 

If someone approaches a project that 

sounds very ambitious and they’ve never 

done it before, I want to help them under-

stand what they’re about to get themselves 

into and also if they’re being realistic with 

their budget and their expectations. 

Tom: Beverly, what do you see as some of 

the good processes for setting the expec-

tations for the prospect right upfront?

Beverly: One of the best things you can 

do is make sure you spend enough time 

interviewing a customer upfront. Not only 

allowing them to interview you, but you 

interview them to make sure that there is a 

match there between what they are expect-

ing and what you’ll be able to deliver.  

Tom: Is there a fi ne line you walk regard-

ing selling realistic expectations without 

turning the customer off before they 

decide to go with you?

Gary: There is always walking on a fi ne 

line with a client. When a client has expec-

tations that may be unrealistic to our com-

pany, we try to have an understanding of 

why they’re looking for a completion date 

that seems to be out of tune with what we 

may be able to deliver. It may be a family 

function they’re going to be hosting at their 

home. We now would have an understand-

ing of why they need it and if we’re able to 

meet that expectation. 

Tom: How do you keep the customer’s 

expectations on track during the remodel-

ing process? 

Jennifer: Letting them know what a 

roller coaster ride it is. There will be times 

when it feels like nothing is happening, but 

it is. You need drying time, etc. Make them 

aware of that type of thing. Problems arise.

Tom: Is it one person that watches over 

that customer throughout the project, or is 

it a total team effort?

Gary: 100 percent, it’s a team effort. I 

agree that the salesperson is the key com-

municator, yet we always designate the 

lead hand to be the on-site communicator 

with the client to keep them informed dur-

GARY: “100 percent, it’s 
a team effort. I agree that 
the salesperson is the 
key communicator, yet 
we always designate the 
lead hand to be the on-
site communicator with 
the client. ”
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This month featuring:
Beverly Koehn, Owner 

Beverly Koehn & Associates, San Antonio, Texas

The 23-year-old business specializes in enhanc-

ing customer experiences and improving sales 

performance.

Gary Adam, President, and 

Jennifer Dainard, Interior Designer

Pioneer Craftsmen, Kitchener, Ontario

Pioneer Craftsmen is a full-service renovation 

company with 21 employees on staff and three 

salespeople. Gary has 35 years of hands-on expe-

rience. Jennifer has been with the company for 

about a year after running her own interior design 

firm. Volume is about $4 million a year.
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ing the various stages of progress during 

the day, what’s going to be happening the 

next day. It’s a daily process from that lead 

hand versus the once or twice a week from 

the salesperson.

Tom: We’ll talk about the different types 

of customers. Are the design/build cus-

tomers harder, easier, about the same or 

any different to deal with than the cus-

tomer who calls in — not a design/build, 

but a remodel or renovation customer? 

Jennifer: Interestingly enough, some-

times I fi nd that the people who aren’t 

doing as large of a project will be pickier. 

On the bigger projects, sometimes they’re 

happy to take the whole thing and take the 

stress off their shoulders. Sometimes on the 

bigger projects we are looking at higher-end 

fi nishes, and they’re looking at more quality 

products that we’re putting in. Therefore 

there’s less to draw their attention to they’re 

not happy with how something is coming 

out. When I meet someone who has worked 

hard for every dollar and scrimped to get it 

all put together, and every dime is very 

important to them. They tend to need to 

hang over the shoulder of the carpenter and 

ask a lot of questions and be very fi nicky. I 

wouldn’t say that it’s a clear generalization. I 

think you get a little bit of everything no mat-

ter what. Sometimes they just want to be 

able to vent. You just need to 

let them talk it all out, and say, 

“I’m going to pass this list 

along.” Sometimes it doesn’t 

take more than that to make 

them happy.

Gary: In the design/build 

process, you spend a lot 

more up-front time with a cli-

ent learning about their pro-

fession, their interests and 

their family. You’re more 

aware of what issues may 

become a concern to them. As Jennifer 

said, it may be due to the fi nishes on the 

cabinetry or may have something to do with 

deadlines or disruption to the family. You 

now have better insight, and you’re able to 

head that off ahead of time. That’s the one 

advantage of the design/build process. 

There’s a lot more time communicating with 

the client before the project is priced or the 

products are selected and delivered. 

Tom: Are there any different expectations 

in specifi c age groups such as the baby 

boomers versus younger professionals, 

age groups and income groups? 

Beverly: The only difference in that par-

ticular instance would be the method of 

communication. With some of the aging 

society, the method of communication is 

still one where they want to be the more 

traditional form of communication. If you’re 

working with a young professional, their 

method of communication is going to be 

high-tech. They still want that face-to-face 

time but not as concentrated as the individ-

ual who perhaps is in their 60s or 70s. 

Tom: We fi nd customers today who want 

speed, choice and convenience. They 

want whatever they want fast. Today the 

customers also want it at a great value. 

How do you deliver this in the best possi-

ble way with those expectations? 

Beverly: I think that the way you do that 

is if you continue right up front to help them 

align their expectations with your delivery 

reality of what speed, choice and conve-

nience actually entail. If one of those has 

more value than one of the other three 

components, you’ve got a misalignment. 

Total value is what most peo-

ple are looking for. They don’t 

know how to put a price 

point on that. If speed is 

more important to them than 

the other two components, 

it’s going to affect total value. 

I like to do that three-tier 

approach where we talk 

about the price being impor-

tant, but price certainly 

needs to be a component of 

total value. This is how we 

allocate that. This is what convenience fac-

tors we will be able to deliver, and these are 

the choices you’ll be able to make. If any of 

those three are out of line, then that’s going 

to unbalance the value component. We 

have to do that right up front.

Tom: You’re talking to a group of remod-

elers right now. What advice would you 

give them?

Gary: My strongest piece of advice for 

them is that besides doing everything else 

— we read about construction fl ow charts, 

pre-construction conference — is to pick 

your lead hand carpenter or project man-

ager with the same psychological profi le 

as your client. We’re willing to marry that 

lead hand carpenter with that client. That 

can give us two people who can communi-

cate together, share some of the same 

interests.   PR

Tom Swartz 

Contributing Editor

BEVERLY: “One of the 
best things you can do 
is make sure you spend 
enough time interview-
ing a customer upfront.”
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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
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best practices Trade Secrets

T
he Windsor Construction 
Group found a new way to 
generate business: offering 

clients help paying for their 
fi nancing.

Under a new promotion the 
company started earlier this year, 
Windsor will pay 1 percent of the 
total contract cost to clients if 
they use the company’s preferred 
lender, Bank of America.

“With the diffi culties in the 
fi nancing end of things right now, 
it’s a way we can soften that blow,” 
says President Jim Wolohan. “So 
far, we’ve had an overwhelming 
response.”

The Rockville, 
Md.-based com-
pany plans to run 
the promotion at 
least through the 
end of the year. The 
program is not only 
helping increase 
leads, it also encourages clients to 
use the preferred lender, which can 
make the fi nancing process run 
more smoothly.

“They’re very well versed in 
these types of loans and know the 
value of what we do,” Wolohan 
says. “It’s a little different than if 
they try to go out and get the loan 
on their own from their local bank 
or someone who doesn’t know the 
industry as well.”

Marketing 
with financing

>> If you have a Trade 

Secret you would like to 

share, e-mail Senior Editor 

Jonathan Sweet at jonathan.

sweet@reedbusiness.com.

Reduce, reuse, recycle
THEGREENPIECE

A
RC Design-Build has made it a mission 

to fi nd ways to reduce the waste the 

company produces.

On every project, the Huntsville, Ala., 

design/build remodeler looks for any prod-

ucts that can be reused or recycled during 

the demolition stage. For example, the com-

pany often fi nds a use for the handmade 

bricks that are so common in homes ARC 

remodels.

If ARC can’t reuse the products, the com-

pany will donate them to the local Habitat for 

Humanity ReStore, where they are sold to 

benefi t the program. (For more on Habitat’s 

ReStore, see our April 2007 issue or visit 

www.ProRemodeler.com.)

For products that can’t be reused or 

donated, ARC tries to fi nd ways to recycle 

them. The company has even found a fi rm in 

northern Alabama that will recycle debris 

such as 2 by 4s and drywall.

“We may have to take special trips instead 

of just throwing it in a Dumpster, but we feel 

it’s important,” says company President 

Anders Adelfang.

The company also tries to reduce the waste 

it produces by specifying products that are 

recyclable and even considering factors such 

as the amount of packaging and if it’s recycla-

ble when selecting materials for a project.

“We try to reduce the amount of waste 

from the get-go,” Adelfang says. “Because 

we’re design/build we can specify the prod-

ucts we use and then make sure they get 

installed properly without waste on the con-

struction side.” 

By Jonathan Sweet
Senior Editor

W
hen Blue Ribbon Resi-

dential Construction 

decided to improve it’s 

Web site, the company knew it 

wanted to use a professional 

fi rm rather than tackle it them-

selves as they had before.

“We wanted to work with 

people who would be able to 

help us drive people to our site. 

We wanted people who knew 

exactly what they were doing,” 

says Marcia Townsend, offi ce 

manager for the Raleigh, N.C., 

company. Blue Ribbon hired 

Vision Point Marketing, a local 

fi rm specializing in electronic 

marketing. 

One of the most important 

things Vision Point did was 

design the site using search 

engine optimization, or SEO. 

Put simply, SEO means writing 

site text so it uses popular 

search keywords to draw 

people in; site design takes 

advantage of search algo-

rithms. (For more on SEO, visit 

our blog at www.housingzone.

com/sweet.)

Vision Point brought Blue 

Ribbon 300 pages of key 

words and asked the manage-

ment team to pick out the ones 

that best described their com-

pany and the customers they 

were trying to attract. In the 

case of Blue Ribbon, that 

meant focusing on landing 

higher-end, design/build jobs. 

Vision Point took that list, 

pared it down and wrote the 

text for the site to include 

those words.

The results have been over-

whelming. Traffi c to Blue Rib-

bon’s site (www.blue-ribbon-

construction.com) is up more 

than 200 percent since the new 

site was launched, and potential 

clients are spending more time 

when they visit. More leads are 

coming from the site as well. 

Even more importantly, the 

company is now landing larger 

design/build jobs, a key goal of 

the Web site update. Most proj-

ects now fall between $100,000 

and $150,000, with some top-

ping $200,000. Before the new 

site, most jobs were in the 

$50,000 to $80,000 range, 

Townsend says.

Building a better site with SEO

1%
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WWHILE 2007 HAD ITS ROUGH MOMENTS, 2008 SEEMS TO BE THE YEAR that 

the housing downturn really hit remodeling.

Fundamentally, the remodeling industry follows the trends of homebuilding. While 

the troughs are not as deep and the peaks not as high, new construction is a good pre-

dictor of remodeling activity.

Not surprisingly, that means it’s been a tough year, and 2009 expects to be even worse, 

at least in the early going. Even many of those markets — such as Seattle, Portland and 

Texas — that had been relatively strong as the rest of the country suffered have had 

struggles this year.

“We’re really getting caught in the housing downturn,” says Kermit Baker, director of 

the Remodeling Futures Program at the Joint Center for Housing Studies at Harvard.  

Existing home sales and home prices are the two best statistical predictors of remod-

eling activity, Baker says. With the precipitous decline in both categories, it’s no surprise 

that remodeling activity has fallen.

“It’s unlikely we’re going to see much of a turnaround until we begin to see a turn-

around in the broader housing market, or at least those key features of it begin to turn-

around,” Baker says. 

By Jonathan Sweet, Senior Editor
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GROWTH BY 2010?
The National Association of Realtors predicts that existing home 

sales will increase to 5.7 million next year. That’s a 6.6 percent 

increase from the nearly 5.4 million the group projects for this 

year and a slight increase over 2007, but still well below the 

7 million recorded in 2005. It’s also worth noting that a year ago, 

NAR projected 6.1 million in sales for 2006 and 6.3 million for 

2008. As for home prices, NAR forecasts a 3.7 percent increase 

for existing homes in 2009.

Harvard is predicting a continued decline in the market in 

2009. The Leading Indicator for Remodeling Activity released in 

July projects an 11.1 percent decline for the fi rst quarter of 2009 

compared to fi rst quarter 2008. (The LIRA uses a four-quarter 

moving rate of change, so the 2009-1 number, for example, is 

based on activity in the second, third and fourth quarters of 2008 

and the fi rst quarter of 2009.)

2009 could see a turning point, Baker says. That is the point 

when the rate of decline slows, but the market still isn’t produc-

ing positive growth. Sometime in 2010, we could expect to see a 

return to a positive market, he says. That would be the fi rst 

growth in the LIRA since the second quarter of 2007.

“We should be back into the growth range in 2010, but it’s too 

early to say when,” Baker says.

The LIRA only measures improvement activity in owner-occu-

pied homes, not maintenance and repairs, which typically 

remain fairly stable. 

“If you have a repair project, you’re unlikely to defer that even 

if the economy is bad,” Baker says. “In most cases, those projects 

go ahead as they would independent of the economy.”

The LIRA also doesn’t track improvements to rental housing, 

an area that has been underinvested for years. While increased 

investment isn’t showing up yet on a large scale, there is great 

potential for the next decade, Baker says.

Tighter credit standards and increase in foreclosures are put-

ting pressure on the rental stock, as people who were homeown-

ers rent again and people who a couple of years ago would have 

bought homes stay in the rental market.

“What’s muddying that trend now is that just as these house-

holds are coming back to the rental market, a lot of these housing 

units are, too,” Baker says. “We’ve got houses that were built for 

owners turning into rentals, condos turning into apartments, so 

we’re seeing an increase in both the supply and the demand side.”

In the long term, though, the trend still looks positive for 

remodeling growth in the rental market because of increasing 

demand and more than a decade of underinvestment in upkeep.

STAYING STRONG
If companies want to survive the downturn, it’s necessary to 

change things. Owners should look at every aspect of the company, 

from sales and marketing to production and staffi ng. Being willing 

to make changes is the difference between success and failure.

Sun Design Remodeling Specialists in Burke, Va., is one of the 

few companies that can point to a healthy increase in business this 

year. The design/build fi rm expects to hit its goal of a 14 percent 

increase in revenue over last year, says vice president Bob Gallagher.

Even so, the company has had to adapt its sales and market-

ing efforts to focus more on building relationships with poten-

tial clients.

“The sales process has become a courting process,” Gallagher 

says. “We got very accustomed to signing design agreements at 

the fi rst meeting. Now, we’ll be meeting with people three to four 

times before they sign.”

Harvard’s LIRA, which uses four-quarter moving totals to track remodeling volume, is predicting a drop to $122 billion for the year ending in the fi rst 
quarter of 2009 — down 11 percent from a year earlier and a drop of more than 17 percent from the market peak.

1stQ4thQ3rdQ2ndQ1stQ4thQ3rdQ2ndQ1stQ4thQ3rdQ2ndQ
2006 2007 2008 2009

1stQ

Leading Indicator of Remodeling Activity
(in billions of $)

Source: Harvard University Joint Center for Housing Studies

1stQ
2ndQ
3rdQ
4thQ

3rdQ forecast

4thQ forecast

1stQ forecast

136.5 141.8 144.4 144.9 146.1 147.4 144.4 139.1 137.2 139.2 134.1 126.3 122.0
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The reluctance to pull the trigger on a project has been a prob-

lem for Normandy Builders of Hinsdale, Ill., as well despite leads 

approaching record levels, says vice president Andy Wells.

“We’re seeing a lot of people still, but closing ratio has gotten 

worse,” Wells said. “Wait and see is kind of the attitude.”

Sun Design is seeing a reluctance by many clients to make the 

decision, taking more time before signing anything.

“I think people generally have a sense that it’s a market where 

they don’t have to rush,” Gallagher says. “We are seeing some 

apprehension in people getting off the fence.”

The company’s sales team has also rededicated itself to a consul-

tative sales approach, focusing on what made the company suc-

cessful originally. The process has to be more about the “why” (why 

they want to remodel) than the “what” (what they want done).

“We have rediscovered it more clearly than two years ago,” 

Gallagher says. “We need to hear them on an emotional level and 

prescribe solutions.”

The Sun Design staff is also emphasizing networking and 

branding in its marketing efforts, to become more personally 

connected to people. That means attending events the company 

wouldn’t have in the past — such as a local wine festival — to 

get out in front of potential clients.

“The point is when the market changes and the thing you’ve 

done for years doesn’t work, you can dig in your heels and be 

stubborn or you can fi nd some alternatives,” Gallagher says.

Job size has also gotten smaller. Normandy Builders is seeing a 

shift away from large additions toward smaller kitchen projects, 

which Wells believes has been caused by the drop in home sales. 

The two types of projects actually represent two different sets of 

clients, he says.

“Some people would have moved, but now they can’t sell their 

house, so they’re remodeling their kitchen instead,” Wells says. 

“The bigger additions came from people who moved into a house 

and decided they were going to remodel. I think the clients who 

would have done the addition are now doing nothing instead.”

Earlier this year, the company started making cuts to be more 

effi cient and position the company to succeed when the market 

comes back. That meant watching every dollar, avoiding big pur-

chases, consolidating some jobs and laying people off.

“We had to lay off some people we really liked, but you just 

have to do it,” Wells says. “We had to recognize that right away, 

because if we waited too long to make those decisions it could 

hurt the company.”

Layoffs have also been a necessary survival tactic for Fein-

mann Inc., an Arlington, Mass., design/build fi rm. President 

Peter Feinmann let 25 percent of his staff go. The company 

has also been chasing more leads. Typically, Feinmann would 

visit 40 to 45 percent of the leads that come in. This year, it’s 

THE UPSIDE OF GAS PRICES

RR
ising costs of staples like fuel, food and utilities 
obviously reduce discretionary income and hurt 
spending on luxury items, including remodeling. It 
also drives up material costs.

But there may be a benefit to rising fuel prices, as well, 
says Kermit Baker, director of the Remodeling Futures 
Program at Harvard’s Joint Center for Housing Studies.

“It’s suddenly gotten a lot more expensive to live in a 
new subdivision 40 or 50 miles from downtown,” Baker 
says. “One thing it’s going to do is force prices up closer to 
downtown and in older suburbs and force prices down in 
remote locations.”

That’s a trend already being seen in many markets. 
For example, in Washington, D.C., property values inside 
the Beltway are staying strong, while far-flung exurbs are 
suffering.

“It’s simple supply and demand,” says Bob Gallagher, vice 
president of Sun Design Remodeling Specialists in Burke, 
Va. “People are just not buying out there anymore.” 

Take a look at the foreclosure map for almost any major 
metropolitan area, and it gets worse the further you are from 
the city center. (We’ve also posted several blogs on this 
topic at www.housingzone.com/sweet.)

The benefit for remodelers is that those homes in the cities 
and near suburbs are older and in more need of remodeling. 
As prices there rise, it presents a great opportunity for work. 

“These are prime targets for major remodeling activity,” 
Baker says. “It encourages home improvements, often big 
additions or, at the very least, major structural improvements 
to the home.”

“We should be back into 
the growth range in 2010.”
 – Kermit Baker

prx0808feature_ID 21prx0808feature_ID   21 7/25/2008 12:21:48 PM7/25/2008   12:21:48 PM



22  PROFESSIONAL REMODELER  www.ProRemodeler.com AUGUST 2008

FEATURE

closer to 80 percent.

“We want to be in front of as many people as possible these 

days,” he says.

The company also cut prices to get some work this year, 

something Feinmann says was possible because he had rein-

vested past profi ts back into the company over the years.

“We didn’t have to make a lot of money this year; we just had 

to be maintaining what we were doing,” he says.

The company closed three or four jobs this past winter by cut-

ting margins, yet still maintaining profi tability. Making those 

tough decisions allowed Feinmann to avoid more layoffs. 

“At that point, it was that job or no job, and I was better off 

getting the work at low margins than not getting them at all,” 

Feinmann says. “So we were very aggressive this winter selling 

jobs with the specs and prices that we could make a decent 

amount of money to keep the energy of the company fl owing. 

Some people didn’t do that, and they got in trouble.”

The other big change has been focusing on smaller projects 

and being more effi cient in those projects, Feinmann says.

“There are less larger projects, so we need the smaller projects 

to keep us going,” he says.

Smaller job sizes have also been the theme for Los Angeles-

based Custom Design & Construction this year. A couple of years 

ago, the company had jobs in the $500,000 to $600,000 range. 

Those projects are now closer to $400,000. The company is taking 

on the same number of projects this year, but revenues are down 

about 25 percent.

“It used to be if someone wanted to spend $500,000 and we 

designed a project for them that was $600,000, and they fell in 

love with it; they’d do it,” says President Bill Simone. “Today peo-

ple are holding hard and fast to what their intended budget is. 

That’s it, and they’re not going to exceed it.”

One signifi cant competitive advantage for the company has 

been that it can carry the fi nancing for its projects. In today’s 

lending climate, that has helped close many deals, Simone says. 

(For more on the company’s fi nancing program, see the Innova-

tors article in the January issue of Professional Remodeler or visit 

www.proremodeler.com.)

WHERE DO WE GO FROM HERE?
A big part of making it through the downturn will be having real-

istic expectations for the recovery. It’ll likely be quite a while 

before the industry reaches its 2005-2006 highs because of fun-

damental changes in the residential construction industry – and 

that’s probably a good thing.

“I’m not sure the peak is something we should really be look-

ing for, because when the market was at it’s highest level, it was 

driven by a fairly thin slice of the population, spending a lot on 

fairly high-end home improvement projects,” Baker says. “That’s 

not something I consider a very healthy market and probably not 

something we want to replicate.”

Much of that growth was driven by unsustainable increases in 

home sales and prices. Instead, we should look for a return to the 

healthy market of the 1990s, Baker says, when the industry was 

growing, but not being driven by a very small upper-end clientele.

“It should be a much healthier industry with more broad-

based activity and more and more households undertaking 

home improvement projects,” he says. “We’re looking for a good 

mix of projects to restore a healthier industry.”  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

THINKING POSITIVE
Even in a down market, there can be opportunities. Here are 
some of the key ones:
• Rental market – The increasing demand for rental units 

means rising rents are allowing owners to invest after years 
of not doing so.

• Handyman work – The maintenance and repairs 
segment of the industry remains strong even in economic 
downturns.

• Urban remodeling – The rising price of gas is making 
cities and near suburbs more attractive for commuters and 
those older areas ripe for remodeling.

• Financing – With tightening credit markets, helping clients 
land a loan could be the difference between selling or not 
selling a job.

“We want to be in front of 
as many people as possible
these days.” – Peter Feinmann
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GRASSROOTS
MARKETING MAKES 
ORREN PICKELL 
STAND OUT FROM 
THE CROWD
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ORREN PICKELL IS A REMODELER. He’s a custom builder. He’s a 

businessman. But perhaps most importantly, he’s a brand.

Talk to high-end homeowners in Illinois, Michigan or southern 

Wisconsin and they’ll know the name Orren Pickell. Whether it’s 

remodeling or custom homes, the name Orren Pickell carries a 

meaning beyond what most contractors ever achieve. So much 

so, in fact, that the company that carries his name can charge 

more for a project if Pickell is going to be personally involved 

with the design work.

“Probably the No. 1 thing that allows us to keep revenue com-

ing in is branding,” Pickell says.

BUILDING A BRAND
For the last 30-plus years, Pickell has made decisions that have 

brought him to this point. Building a brand is not a short-term 

process, but investing time and energy in it can make a huge dif-

ference down the road.

“You’re not going to have a brand until you’re out there for 10 

years,” Pickell says. “You’ve got to have those years of work out 

there to show quality and longevity.”

The most important part of building a brand is having a repu-

tation for quality work and service. 

“Treat your customers more than fairly. Exceed their expecta-

tions,” Pickell says. “When you exceed expectations, customers 

will go out of their way to talk about you.”

 That grassroots marketing lays the foundation for any suc-

cess. Bringing classic marketing (advertising, public relations, 

etc.) into the mix raises a company’s profi le. The idea is that that 

gets people to ask their friends and neighbors about Orren Pick-

ell. If the grassroots marketing has done its job, then the 

response will be, “I hear they do good work,” Pickell says.

“A brand is a promise,” he says. “It’s a promise of longevity, of 

quality. In the last 15 years, I’ve never seen one of our homes go 

up for sale, or one of our major remodels, without our name 

being mentioned.”

Besides remodeling and building, the company also has cabi-

net and maintenance divisions. That’s all part of a strategy of 

exposing more people to the Pickell brand.

“One of the great ways to brand and do grassroots marketing 

is to do high-volume, low-revenue touches as opposed to custom 

homes, which are high-revenue, low-volume touches,” Pickell 

says. “So now instead of touching 20 or 30 clients a year, we’re 

touching more than 100 clients in a year, hopefully in a positive 

way. I know if I do a $25,000 remodel or a $225,000 remodel now, 

I’ll get another remodel in seven years, or if they decide to move, 

I’ll get a shot at building that home.”

While he was trying to build a brand, Pickell also had to build 

a strong company behind him if he wanted to continue to grow. 

That meant fi nding the right employees and creating systems 

and processes that allow them to excel. That way, as the grass-

roots marketing did its job, the company was ready for growth 

and didn’t let quality suffer. 

“If you grow your business and don’t build it behind you by 

actually putting people in place, your business will probably do 

what 95 percent of remodeling businesses do,” he says. “They go 

up, get that one last job, then they go down. Because one bad job 

will make it all go bad if it’s just you.”

COMPANY CULTURE
Pickell says the company would not be where it is today without 

a good group of employees who buy into a culture.

“For most people who work here, it’s as important to be great 

at what they do as it is to make money,” he says. “Everybody on 

this team, they want to do great work and be known for that.”

When building a team, the mistake many remodelers make is 

looking for “superstars,” Pickell says. Although they have the tal-

ent, they are hard to fi nd, hard to keep and usually don’t work 

well in a team. The key for Pickell has been to fi nd those employ-

Orren Pickell built a brand that is recognized among high-end 
homeowners in three states.PH
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EXECUTIVE SUMMARY

Orren Pickell Designers & Builders, Lincolnshire, Ill.
President/CEO: Orren Pickell
2007 remodeling projects: 23
2007 remodeling volume: $5.2 million 
Projected 2008 remodeling volume: $9 million
Employees: 94
Founded: 1974
Biggest challenge: Dealing with increased 
government regulation, which Pickell says has become 
“obtrusive, obstructive and destructive.”
Web site: www.pickellbuilders.com

By Jonathan Sweet, Senior Editor

THE CORNER OFF ICE
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ees who want to be great, but know they’re better as part 

of a team.

That philosophy carries over to the owner as well. Like most 

remodelers, at one point, Pickell has done just about every job in 

the company, and he readily admits he has people in place now 

who do it better than he did.

“I couldn’t have been the best by myself,” he says. “Everything 

I’ve ever tried to do, there’s someone better at it. So I’ve looked 

for those people and gotten them to do it.”

Delegating has made the company better by allowing Pickell 

to keep his best employees — those who want a chance to grow 

and lead.

“I’m giving them an opportunity to better their lives and do 

something they absolutely have a passion for,” he says. 

Building a big team hasn’t been without its pitfalls, though. 

With an employee count that peaked at more than 120 before 

recent cuts to under 100, workplace politics became a problem. 

One of his biggest mistakes, Pickell says, was having a human 

resources department.

“As soon as you’ve got somebody that you can put in a requisi-

tion for a body to, the managers don’t have to work as hard and 

they can build a fi efdom,” he says. “You know why GE fi res 10 

percent of its workforce each year? You can walk down the aisles 

and not know who’s working. Only the manager knows who’s 

really working. It was the same problem here.”

For that reason, the company has returned to a system where 

the managers do all of their own hiring and legwork. Pickell has 

also rededicated the company to cross-training employees, so if 

one department needs help, an existing employee can temporar-

ily do so instead of the company having to hire another person. 

It’s a return back to the way things were done in the past.

“As you’re growing a business, everybody’s helping each 

other, so cross-training is just a natural phenomenon,” Pickell 

says. “What happened here is my HR department took in spe-

cialists. Nobody ever did anyone else’s job. It’ll never happen 

here again.”

MOVING FORWARD
These days, Pickell focuses mostly on doing “what presidents do,” 

as he puts it — making the big decisions and giving his employees 

the tools to be successful. His only frontline involvement now is 

design work, something he says he’ll never get tired of doing.

“When a client comes to you to do a remodeling project, it’s 

the biggest thrill on the planet,” he says. “They can go anywhere 

they want. It’s not like I own the lot. When you’re chosen to do 

something custom for someone, it’s a huge honor.”

As for the company, the future will be determined by what the 

team wants rather than any desire he has to grow at this point.

“If you believe part of your job as CEO is to create opportuni-

ties for people who have devoted their lives to this company, you 

have to give them those opportunities,” Pickell says. “So if they 

want to do it, I’m behind them. If my troops want to consolidate 

and instead of becoming bigger want to become more profi table, 

then I’m all for that.”

A lot will also have to with what his daughter, Lisa, will want the 

direction of the company to be. Currently the sales and marketing 

manager, she’s on the ladder to be the president, Pickell says.

The company has lost some business, going from about $60 

million to $45 million over the last few years, but Pickell says the 

custom home business is strong, and he expects remodeling to 

follow. Even with the “goofi est economy since 1981,” he says the 

biggest long-term challenge for the company — and the industry 

— will come from increasing government regulation. 

 “I’ve been doing this for 33 years, and it’s never been worse,” 

he says. “It seems like the less busy we get, the more obstructive 

government gets.”

It’s gotten bad enough in some municipalities that Pickell wor-

ries about the future of the industry.

“My guess is by the time I’m dead, this whole industry will be 

a shambles,” he says. “Either that or it will be so expensive, the 

small guys won’t be able to do it.”  PR

“A brand is a promise. It’s a 
promise of longevity, of quality.”

THE CORNER OFF ICE

A WEEK IN THE LIFE

How Orren Pickell spends his average week

Meetings with executives and senior management  5 hours

Project/site visits 2 hours

Client meetings 7 hours

E-mail and returning phone calls 5 hours

Design 5 hours

Promotional or marketing events 6 hours

Strategic planning  5 hours

Company management  6 hours
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 CedarBoardsTM Insulated Siding wants to broaden your perspective. 

And with profi les up to 7" wide, plus a rigid foam backing that 

packs serious R-Value, we’re not kidding. 

800-233-8990   certainteed.com

 E X T E R I O R :  ROOF I N G • S I D I NG • W I N D OWS • FE N CE • D EC K IN G • RAI L I N G •  T R IM • F O UN DA TI O N S  •  P I PE
I N T E R I O R :  IN S U L A T I O N  •  G YPSU M •  C E I L I N G S

Stop being so
narrow-minded.

For Free info go to http://pr.ims.ca/5662-10
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AAFTER PUTTING UP WITH A LEAKY DECK for 10 years, Mick 

Roberts wanted the problem to end. Permanently. The deck had 

been leaking since he and his wife had had the Tarpon Springs, 

Fla., house that was built in 1996. Over the years, he had brought 

back the builder three times to repair it. He commissioned a 

home inspector to recommend how to fi x it. He hired a home 

repair specialist to make the repair. All failed. 

Roberts had run out of patience. So when he turned to design/

build remodeler John Marzulli of Emerald Contractors in Tarpon 

Springs, he had a straightforward request: make the problem 

disappear; give him a deck that is leak-free, a deck that will no 

longer require a stitch of maintenance. Oh, and do this without 

changing the appearance of the deck in any way.

STUBBORN PROBLEM 
When the developer built the house on the banks of the Anclote 

River, Roberts’s wife specifi ed Key West style details, including 

lap siding and traditional-looking white cedar trim. The look is 

Weather Beater
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TIME-HONORED
LOOKS AND STATE-
OF-THE-ART 
MATERIALS COME 
TOGETHER IN A DECK 
THAT WITHSTANDS 
THE ELEMENTS

By Wendy A. Jordan, Senior Contributing Editor
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pleasing, but in this coastal area the elements — from the sun’s 

piercing rays to windblown saltwater and heavy rains — can take 

a toll on wood-skinned buildings. The Robertses knew that well.

“My wife and I wanted [the builder] to use some of the low-

maintenance, synthetic wood products that would be resistant 

to decay,” Roberts says, “but he continually told us that there 

were no products on the market that would work with our 

design.” Instead, the builder used pressure-treated wood steps, 

cedar posts and handrails, and wood trim for the decks and bal-

cony. To expedite the project, Roberts went out and found metal 

roofi ng and wood-look fi ber cement siding — the only weather-

resistant products specifi ed.

Soon after the Robertses moved in, they discovered water bleed-

ing onto the rear deck from the 7½-foot by 14-foot balcony over-

head. The builder came back and applied “Band-Aid” solutions that 

corrected the problem only temporarily. 

In 2005, Roberts’s next-door neighbor hired Emerald Contrac-

tors to design and construct a detached garage that matched the 

style of the house. Roberts was impressed. “I saw John visit my 

neighbor’s a number of times to check on the progress of the 

construction and to make sure my neighbor was satisfi ed. I 

noticed how clean and neat the workers left the work area each 

day. I saw a group of craftsmen who seem to take great pride in 

doing things with care and precision.” Not only that, he says, but 

he had confi dence, too, because of the extensive research on 

contractors in the area that his neighbor performed.

Roberts called Emerald in February 2006. “We talked over the 

phone at great length,” Marzulli recalls. Then Marzulli and proj-

ect manager Bill Muehling met with Roberts at the house “for 

probably a good couple hours.” Marzulli came away with a plan 

AUGUST 2008 www.ProRemodeler.com PROFESSIONAL REMODELER 29

Faulty original construction meant that water leaked persistently from 
the rear balcony onto the deck below, deteriorating the deck fl ooring, 
posts and steps.

PROJECT SPOTL IGHT
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PRODUCTS LIST
Boardwalk composite decking: CertainTeed  LXT railings: Digger Specialties Fiber cement 
siding: James Hardie  Composite vinyl column wrap & trim: Versatex  

COMPANY SNAPSHOT
Emerald Contractors
Owner: John Marzulli
Location: Tarpon Springs, Fla.
2007 volume: $1.5 million
Projected 2008 volume: $1.3 million
Web site: www.emeraldcontractors.com
Biggest challenge of this project: Maintaining a 
traditional-looking deck using high-tech materials
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for solving the leakage problem, a signed design agreement and 

a commitment to build. Roberts never considered contacting 

additional contractors. 

BAD NEWS, GOOD NEWS
Looking around the rear deck, Muehling says, “it was purely evident 

that there were faulty details” in the structure. “They had tucked 

the fi berglass deck behind the drip edge and fascia,” says Marzulli. 

The cedar railing posts had never been fl ashed. Water was going 

behind the fascia boards, around the posts and into the wood 

members. “We poked and prodded,” says Marzulli, “and saw how 

soft things were.” It was clear that the balcony perimeter beam was 

partially rotted, and the railings and posts had deteriorated.

Marzulli gave Roberts the bad news: the decks needed to be 

torn open and rebuilt. The good news: The leak would fi nally 

be resolved.

But rebuilding with high-tech, maintenance-free products 

would not come cheap. Marzulli gave Roberts a rough prelimi-

nary budget of at least $22,000 and said, “I think it will be 

more — as much as $27,000 or $28,000 [total].” Roberts didn’t 

fl inch. “I could have cut the price in half if I had used standard 

materials and done a Chevy fi x” — another patch and paint 

THE FINANCIALS

J
ohn Marzulli based his estimate 
for the Roberts project 
on a sticks-and-bricks calcula-
tion, including the 35 percent 

gross profit margin that is standard 
for Emerald Contractors. Ordinarily 
that margin holds. When it doesn’t, 
says Marzulli, “most of the time [the 
change] goes in our favor, not against. 
To slip a point is the exception, not 
the rule.” 

But two factors brought down the 
margin on the Roberts project to 

33.15 percent. One is that the team 
had to order more LXT railing than 
needed to be sure not to run short. 
“When I did my initial take-off, I 

didn’t realize they don’t take back 
[any extra]. We ate the difference.” 
The second factor: Marzulli’s esti-
mate included about $350 for paint-
ing the new fiber cement siding 
around the deck door. It turned out 
that the new siding matched the 
existing so well that painting was 
unnecessary. “We gave him credit 
because it was work we didn’t need 
to do. “I could have kept the money,” 
says Marzulli, but that’s not how 
Emerald does business.

Initial estimate   $25,480

Final estimate $25,480

Change orders 0

Final price of job $25,130

Cost to produce $16,798

Gross profit $8,332

Budgeted gross profit percentage 35%

Actual gross profit percentage: 33.15%

Budget History

PROJECT SPOTL IGHT

2006 Stage of Project

Feb. 2 Design agreement signed

March 15 Pre-construction meeting

March 25 Contract signed

April 9 Materials ordered

April 14 Demo begins

April 21 Fiberglass deck installed

April 27  Railing and trim installed; existing awning and
 storm shutter reinstalled

April 20 Deck painted

May 8 Punch list and cleanup

2006 Client Payment Schedule

March 25 $6,000

April 27 $16,630

May 27 $2,500

PROJECT TIMELINE

So much of the balcony perimeter beam was rotted that the balcony 
would soon have given way.
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job — says Marzulli. But that’s not what Roberts wanted. “He 

didn’t mind paying for a Mercedes,” says Marzulli, “as long as 

he got a Mercedes.” 

Unlike the builder, Marzulli assured Roberts that classical 

style, maintenance-free materials could be found. He had 

used some on other projects, and he scoured the market to 

fi nd more that would suit the Roberts project. “He sometimes 

brought me samples, sometimes just brochures. Several times 

he sent me Web links,” says Roberts. “Then we would discuss 

the various products, the pros and cons, and which best met 

my requirements.” Marzulli’s $25,480 estimate incorporated a 

palette of innovative, traditional-looking, easy-to-install prod-

ucts including: 

• Composite decking that never rots and resists mildew. It “cuts 

and miters with a regular saw — no special tools or fi ttings” he 

says, and installs like a pressure treated wood deck.

• A polyvinyl railing system with a stainless steel core that is 

“indestructible and colorfast. It goes together like an Erector set,” 

he says. “It’s so much quicker than standard wood fencing, and it 

looks like a regular rail system unless you are up close.”

• White, wood-grained composite trim that “cuts like cedar, 

looks like cedar, and blends and fl ows” with the other products.

HIGH AND DRY
Soon after demolition began, Roberts left the country; his wife is 

stationed overseas, and Roberts is away for months at a time. 

Emerald sent reports by e-mail, often with Muehling’s progress 

photos attached. “They kept in constant contact with me,” says 

Roberts. Before draw requests, Muehling asked Roberts’s brother, 

who lives nearby, to come take a look. Roberts then wired pay-

ments to the bank. 

One of Marzulli’s fi rst e-mails to Roberts was a shocker. It read, 

“Hey, you’re lucky you didn’t stand on the corner of your balcony 

six months from now.” Why? The beam was rotted farther back 

than Emerald had anticipated, the sheathing was completely rot-

ted away, and the corner post was supported on the bare edge of 

old fascia board. Marzulli said another six months would have 

left no corner at all.

Emerald’s subcontracted crews repaired damaged structural 

members in the rear deck and balcony; replaced the main beam, 

posts and wood wraps; and rebuilt the structure. They reinstalled 

the awning and installed a new frame around the balcony door, 

surrounding it with fi ber cement siding to meld with the existing 

siding. In the front deck, they replaced all the wood rails.

Is the problem solved? Since project completion, “we’ve had 

some big weather systems come through,” says Marzulli. “I’ve 

been over a couple of times” to take a look. It looks as crisp and 

fresh as new. And best of all: no leaks.  PR

For FREE info go to http://pr.ims.ca/5662-11
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Portfolio

A new custom layout coupled with exotic finishes turns 
a basement remodel into an exciting adventure

REMODELER PATRICK CONDON of 

Finished Basement Co. knows how impor-

tant a well-fi nished basement can be for 

homeowners who want to boost their living 

space or expand their entertaining options.

The family of this Centennial, Colo., home 

turned to his company to do just that and 

now enjoy a basement that provides an 

at-home “escape from convention” that 

the family sought.

Condon is familiar with such projects. 

They are so popular, in fact, that the Den-

ver-based design/build fi rm he founded 

nearly 11 years ago has been very suc-

FINISHED BASEMENT
REMODELER AND ARCHITECT: Finished 
Basement Co., Denver
PROJECT LOCATION: Centennial, Colo.
AGE OF HOME: 3 years
SCOPE OF WORK: Create a unique design and 
improve the functionality in a previously finished 
walk-out lower level

By Ann Matesi, 
Senior Contributing Editor

WILD AND
WONDERFUL
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cessful in focusing exclusively on this 

element of the remodeling market. With a 

client list that averages more than 90 proj-

ects annually in the city’s metro area, as 

well as additional projects handled out of 

a second offi ce that serves the Minneapo-

lis-St. Paul, Minn. region, business is 

booming, he says.

A Great Escape
This one-of-a-kind safari-themed walk-out 

basement features distinctive coffered ceil-

ings and unique fi nishes that depart from 

the upscale traditional Colorado home. The 

1,800-square-foot space connects directly 

with the homeowner’s pool terrace and 

features a dramatic circular wet bar as its 

primary focal point. 

It wasn’t always that way. The basement 

of this three-year-old home had previously 

been fi nished. “But it was just your very 

run-of-the-mill basic basement with framed 

BEFOREThe remodeler gutted the lower level to have a fresh start for the new basement. Existing mechani-
cals and support structures were either incorporated into the new design elements or moved. The 
coffered ceiling (above) incorporates recessed lights and features a tongue-in-groove fi r fi nish. The 
new circular bar (opposite page) features a split bamboo fi nish and a granite countertop.

PRODUCTS LIST
Insulation: R13 & Visqueen barrier in furnace room  Paints 
& stains: Kwal paints  Cabinets: Mastercraft Heritage  Coun-
tertops: Black Galaxy granite  Faucets & fixtures: Kohler

Tile: Eddie Walnut  Fireplace: Novus  Carpet: Karistan
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out walls, drywall and a small wet bar,” 

Condon says. “There was nothing unique or 

remarkable about it. We came in and totally 

gutted out the space, and then took a com-

pletely fresh approach.”

The remodeling team pushed the clients 

to consider new ideas. “Nothing is as chal-

lenging or ultimately as rewarding as get-

ting a client to think outside the box when 

it comes to the possibilities a fi nished base-

ment can offer them in terms of bonus 

living and entertaining space. In this case, 

we had to get the clients to see what the 

potential was beyond what currently 

existed.”

In addition to the central wet bar, the 

lower level includes a changing room, a 

full bathroom, several zones for gaming, a 

media center and generous storage space. 

Departure from Convention
It was the homeowners who seized the 

concept of a safari retreat because of its 

similarity to the theme of one of the family’s 

favorite local restaurants. The African-

inspired accents are a deliberate departure 

from the traditional style found throughout 

the rest of the home. 

The result, says the remodeler, is an 

informal entertaining area that is as much 

a conversation point as it is inviting and 

comfortable.

With the selection of faux zebra-skin 

carpeting, split-bamboo trim for the bar and 

natural stone trim, the clients went “all in for 

this design theme,” says Condon. “They 

never plan to leave this house.”

However, because care was taken to 

keep the overall fi nish palette of the lower 

Built-in storage cabinets fl ank a niche surrounded by faux stone trim.
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Be Our Guest at the 

Join us at this 
exciting event when 

Professional Remodeler magazine 
announces the winners of its 

prestigious award programs — 
the 2008 Best of the Best 

Design Awards and the 2008 
Remodeler of the Year.

Mark your calendars now!  
Cap off your busy Thursday at the 2008 

Remodeling Show by partying with 
Professional Remodeler for a few fabulous hours.

Mix, mingle and toast the winners! 

Thursday, September 11, 2008
5:00 — 7:30 p.m.

Sheraton Inner Harbor
Chesapeake Ballroom

300 S. Charles St., Baltimore

R.S.V.P. by August 28 to Judy Brociek: 
jbrociek@reedbusiness.com

 Cocktails & Hors d’oeuvres are complimentary 
with your advance reservation. 

After 8/28 reservation deadline, cost is $50 per person.

20082008
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T H E  P O W E R  O F  Y E L L O W.®

Pella’s new expanded offering delivers the solutions you need — fast. Wood, vinyl or fiberglass windows.

Patio doors to match. Plus steel, fiberglass or our stunning new wood entry door systems. Even more quality 

products and service you can count on for the long haul. That’s The Power Of Yellow.

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

© 2008 Pella Corporation
For Free info go to http://pr.ims.ca/5662-13
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level upscale but neutral, the unique char-

acter of the space can easily be altered to 

satisfy the homeowner’s tastes should 

they change. It will also help meet the 

requirements of a future buyer with mini-

mal effort. “By changing the carpet, you 

can literally change the character of the 

room,” says the remodeler.

Focus on Enjoyment
Because the home’s lower level connects 

to an outdoor terrace and swimming pool, 

the transition between the two areas was 

improved by adding an additional access 

door that connects directly to a new chang-

ing room and full bath.

“The whole family uses this space, but it 

is really great for their two teenage daugh-

ters who love to entertain their friends 

downstairs.”

The new lower level also features an 

elaborate sound and lighting system as well 

as a wall-mounted television that can be 

pulled out from the wall and rotated to pro-

vide an optimum viewing angle from any 

area in the basement.

While every job may not be as elabo-

rate as this $150,000-plus project, each 

one gets the same attention to detail, 

says Condon, because the majority of his 

customers come from word-of-mouth rec-

ommendation. These clients contacted 

him after they’d seen his work at a neigh-

bor’s home.

“Ultimately, they’re thrilled with the way 

that their new space turned out,” he says. 

“I know that they spend a lot more of their 

time downstairs these days.”  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

© 2008 Pella Corporation

T H E P O W E R

O F  P E R S UA S I O N.

Pella’s new beautiful Mahogany, Alder, 

Douglas Fir and Pine windows and doors 

have the ability to turn house hunters into 

homebuyers. That’s The Power Of Yellow.®

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

For FREE info go to http://pr.ims.ca/5662-14

W
ith their myriad of structural support 

beams and columns, not to mention 

mechanicals, ducting and plumbing 

runs to plan around, basements can pose a 

significant challenge for the remodeler when it 

comes to creating design excitement as well as 

functional living space.

Remodeler Patrick Condon, owner of Denver-

based, Finished Basement Company, however, 

says that he finds inspiration, rather than 

limitation, in the constrictions presented by this 

type of building environment.

“The first thing I do when I look at all of these 

elements in an unfinished basement is think ‘How 

do we cover these up?’” he says.

For this project, the curved ceiling details that 

add character to the space were inspired by the 

existing ductwork. 

“We incorporated them into the design and 

made them beautiful architectural elements,” he 

says. “We actually do this quite often.”

The pie-shaped soffit above the bar radiates 

from a central point. “We then used the space 

below to imitate the ceiling curves with the 

shape of the bar. The design goal was to create 

drama by mimicking the ceiling in the structure 

below it.

Curves Put a New 
Spin on Thinking 
Outside the Box

The lower level connects to the home’s 
outdoor swimming pool terrace, so the team 
replaced the basement’s laundry room with a 
new changing room and bathroom.
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innovations The Green Room

PASSIVE SOLAR DESIGN
Increase a home’s energy efficiency by keeping the sun’s heat in mind

The techniques involved in designing to take 
advantage of the sun’s rays are the same in every 
climate. Regardless of location, the goals are to 
maximize solar heat gain in winter and minimize 
it in the summer. Two key elements for achieving 
these goals are properly selecting and locating 
windows and ensuring the home is well-sealed 
and insulated. But there are many others that 
can be used depending on the job scope. The 
U.S. Department of Energy recommends incorpo-
rating the following elements:

INSULATION
Passive solar design’s effectiveness will be sig-
nifi cantly reduced if a home is not insulated and 
sealed effectively. By tightening the building enve-
lope, using the International Code Council’s rec-
ommended insulation levels (www.intlcode.org), 
properly installing the insulation and repairing or 
replacing leaky ducts, you can effectively reduce 
heat loss and gain to prepare for further passive 
solar techniques.

WINDOWS
The science behind using windows is simple: 
when the sun shines through the glass, heat is 
trapped, which helps keep the house warm. The 
part that’s not so simple is choosing the right win-
dows and locating them for maximum heat gain or 
loss, depending on your market’s climate.

In cold climates, maximize heat gain by locat-
ing many windows on the south-facing walls (7 
percent of the building fl oor area is recommended) 
while reducing the number of windows on the 
north, east and west. Choose windows with a high 
solar heat gain coeffi cient (.60 or higher is recom-
mended) and low U-factor (.35 or less is recom-

mended) to reduce heat transfer. You’ll also have 
more visible light transmitted. 

In warm climates, locate fewer windows on 
the south facing walls and more on the other 
sides. To reduce heat gain on the south-facing 
windows, install solar window screens, shutters, 
oversized overhangs or landscaping to reduce the 
effects of the full sun. The Department of Energy 
recommends you specify windows that have a 
U-factor below .4 and a solar heat gain coeffi cient 
below .55 in warm climates.

SHADING
Because the sun rises higher overhead in 
summer than in winter, properly sizing window 
overhangs or awnings can help heat a home in 
winter and cool it in summer. To properly size 
an overhang for optimum effectiveness, follow 
these fi ve steps:

1. Draw the wall to be shaded to scale.
2.  Draw the summer sun angle upward from 

the bottom of the glazing.
3.  Draw the overhang until it intersects the 

summer sun angle line.
4.  Draw the line at the winter sun angle from 

the bottom edge of the overhang to the wall.
5.  Use a solid wall above the line where the 

winter sun hits. The portion of the wall below 
that line should be glazed.

DAYLIGHTING
Increasing the natural light in a home can 
decrease the homeowner’s electric bill. Gener-
ally, glazing should account for at least 5 percent 
of a room’s fl oor area for effective daylighting. 
Install windows with low-E coatings and a high 
visible light transmittance to minimize glare 

while allowing for proper heat gain and loss 
characteristics. Skylights can also provide addi-
tional natural light.

NATURAL COOLING
Natural cooling techniques help capture cooling 
breezes and reduce the need for mechanical cool-
ing, thereby lowering energy bills.

The stack effect, or chimney effect, is one tech-
nique that can be used for this purpose in two-
story homes. Create a design with second-fl oor 
exit windows, ridge vents, whole-house fans or 
other openings that will draw warm air out of the 
top of the home and fi rst-fl oor windows or vents 
where cool air can enter.  PR

P
assive solar design is one of the more unique and innovative ways you can boost the energy 
effi ciency of your clients’ homes. Good passive solar design is driven by the sun’s heat. In 
warmer climates, you can sometimes eliminate the need for mechanical cooling, heating and 

artifi cial lighting entirely.
For many remodeling jobs, incorporating passive solar design is simply not an option. On a simple 

bathroom or kitchen remodel, for instance, it’s probably not a good fi t. But on major additions, whole-
house remodels and numerous other jobs where window location can be altered and insulation concerns 
addressed, there are energy-effi ciency gains to be had.

>> If you have ideas or comments, 

e-mail the author at michael.morris@reed

business.com.

By Michael R. Morris
Editor in Chief

For more information on passive 

solar design, visit these sites:

•  NAHB Research Center

www.nahbrc.org

•  Southface Energy Institute

www.southface.org

•  U.S. Department of Energy

www.eere.energy.gov

Passive Solar Online
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Milgard makes it easy to sell energy efficient upgrades. Our standard window is ENERGY STAR®

qualified. If your customer wants higher efficiency, our 3D™ package is at least 10% more efficient,

and our 3D MAX™ package is up to 26% more efficient. With Milgard, you don’t have to talk about

components or technical features, which most consumers don’t understand. Our program quantifies

the benefits. It’s easy to understand and easy to sell. These packages are

available on Milgard fiberglass and vinyl product lines, including Tuscany™

Vinyl Replacement windows. Visit milgard.com or call 1.800.MILGARD.©
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For Free info go to http://pr.ims.ca/5662-16
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KALLISTA
This one’s for the kitchen afi cionados. The 

fashionable one-pot fi ller, made by Kohler’s 

Kallista brand, features a unique joint that 

allows the pot fi ller to retract almost fl ush to 

the wall or deck area when not in use. The 

design also allows for supply pipes to run 

behind or inside kitchen cabinetry or islands. 

It reaches 26 inches when fully extended.

For FREE information, go to 

http://pr.ims.ca/5662-126

INCLINATOR COMPANY 
OF AMERICA
Universal design is sure to 

dominate baby-boomer con-

cerns when it comes to remod-

eling. If you have clients with 

mobility concerns, suggest the 

near-silent drive system and 

smooth ride from Inclinator’s lat-

est home elevators. The models 

feature attractive decorative 

panels and hardwood veneer 

raised panels. Cars can be up 

to 15 square feet. 

For FREE information, go to 

http://pr.ims.ca/5662-125

DUO-FAST
Contractors and remodelers can set 

up and get to work quickly and easily 

on all jobs, from joists and rafters to 

sheathing and decking, thanks to 

Duo-Fast’s lightweight 903000 Cord-

less 20° Round Head Framing Nailer. 

The nailer has a powerful motor that 

drives 2- to 31⁄4-inch fasteners. The 

sequential operation will drive two to 

three nails per second, up to 1,200 

nails per fuel cell and up to 4,000 nails 

before recharging the battery.

For FREE information go to 

http://pr.ims.ca/5662-127

Product Preview
NEW PRODUCTS

ALNO
You don’t need to feel bad about lumber compa-

nies cutting down old-growth forests with Alno’s 

Alonart Woodglas product. The product line fea-

tures the company’s patented inkjet technology 

to print patterns on kitchen doors to create truly 

stunning book-matched veneers in an eco-

friendly way. Three exotic fi nishes are offered: 

Brazillian rosewood, zebra and beech heart.

For FREE information, go to 

http://pr.ims.ca/5662-128
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Product Preview

KOLBE
The latest options in Kolbe’s aluminum-

clad wood windows include more low-

maintenance features such as an 

extruded aluminum exterior trim; rustic 

and fl ush panel designs; a dozen new 

glass styles; a variety of PDLs (perfor-

mance divided lites); and an extensive 

line of fi nishes. Remodelers can select 

from a wood grain or smooth skin 

appearance in specialty colors or 

request a custom match.

For FREE information, go to 

http://pr.ims.ca/5662-131

NEW PRODUCTS

For Free info go to http://pr.ims.ca/5662-17

SAINT-GOBAIN
Mold is a pain to deal with. Remodelers 

who need help with that battle should 

reach for Saint-Gobain’s FibaTape Mold 

X-10 fi berglass mesh tape to complement 

mold-resistant drywall. The tape has an 

anti-microbial coating that actively kills 

fungus and black mold. The material is 

self-adhesive and doesn’t require a pre-

bedding coat and the mesh construction 

helps you avoid bubbling. 

For FREE information, go to 

http://pr.ims.ca/5662-130ENLUX
Designed for replacement lighting in existing recessed cans. The 

Down Light LED Module by enLux is designed for and fi ts most fi ve- 

or six-inch recessed housings. The lights beat most performance 

standards, with 700 Lumens of output. It boasts a 160-degree beam 

spread, while only using 15 Watts of power consumption.

For FREE information, go to http://pr.ims.ca/5662-129
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Professional Remodeler

presents a LIVE, interactive Webcast

Navigating the 
Downturn

Tuesday, August 26, 2008
12 PM EST / 11 AM CDT / 9 AM PST

Moderated by Mike Morris,
Editor in Chief, Professional Remodeler

Register now for this FREE Webcast 
featuring a panel of our Market 
Leaders – the nation’s largest and 
most successful remodeling firms – 
discussing how they are steering their
companies through rough waters 
in 2008.

You’ll learn how to:

• Sell in a down market

• Market to produce quality leads

• Reduce overhead effectively

• Maximize revenue

• Protect profi t margin

• And much more!

You’ll have a chance to e-mail questions 
to the panelists during the Webcast. And you 
can download the presentation to share with 
your team.

Join us online Tuesday, August 26, for this important discussion.

REGISTER TODAY at

www.ProRemodeler.com/Webcast

Professional Remodeler
Editor in Chief Mike Morris, 
a 20-year industry veteran, 
moderates the panel 

discussion and is joined by industry experts 
whose valuable views and insights offer 
you a fresh perspective on surviving 
the downturn.
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SCHULTE
Easy to install and even easier on the eyes comes 

Schulte’s new FreedomRail Collection of storage. 

The real wood veneer covers the composite wood 

interior for a light but warm-looking material. Two 

color options are offered: espresso and light oak 

(shown). Use the FreedomRails in closets, offi ces 

and laundry rooms for a quick, custom look.

For FREE information, go to 

http://pr.ims.ca/5662-132

ATLAS HOMEWARES
The latest creations from Adri-

enne Morea’s Atlas Homewares 

hardware company include the 

Studded Mango Wood Collec-

tion, which features round, 

square and triangular knobs 

and pulls at an affordable price 

point. The company recently 

released the self-adhering, 

screwless Paragon Collection 

of house numbers and letters.

For FREE information, go to 

http://pr.ims.ca/5662-133

RSI HOME PRODUCTS
Two new styles are now offered from RSI 

Home Products’ American Classics Kitchens 

line. The Manhattan has a raised panel, full-

overlay with stylized details, and the Shaker 

has a versatile full overlay design for a more 

modern look. Also new to the line are custom 

accessories, including oven cabinets, refriger-

ator panels, corbels and light rails.

For FREE information, go to 

http://pr.ims.ca/5662-135
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LIBERTY HARDWARE
A pop of color in the right place can make all the difference in the 

world. That’s why Crystal Lace decorative hardware collection 

from Liberty Hardware comes in three color choices that can cre-

ate a snappy look. The new line is available in 3-inch bar pulls and 

38 mm bar knobs. Crystal Lace is fi nished in satin nickel and 

black; satin nickel and blue; or satin nickel and clear.

For FREE information, go to 

http://pr.ims.ca/5662-134

Interior Products
CABINETS & HARDWARE
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QUALITY CABINETS
If it ain’t broke, don’t fi x it. That’s just what 

Quality Cabinets put in practice when it 

updated the Classic II cabinet line. The 

standard overlay design and recessed cen-

ter panel is perfect for a consistent, clean 

look in both new and remodeled kitchens. 

The company now offers the door style in 

cherry wood with three standard fi nishes 

and three glazing options.

For FREE information, go to 

http://pr.ims.ca/5662-137

BERENSON
Sporting a hip, modern look, 

the Opus Suite from Beren-

son can complement most 

any traditional or contempo-

rary kitchens, vanities and 

entertainment centers. The 

suite offers 96 mm, 128 mm, 

and 416 mm pulls that are 

accompanied by an oval-

shaped 13⁄8 inch knob. Stan-

dard sized hardware in Vene-

tian bronze, rustic tin and 

other fi nishes are available.

For FREE information, 

go to http://pr.ims.

ca/5662-136

SIGNATURE CUSTOM CABINETRY
Two exclusively designed door styles form 

the foundation of Signature Custom Cabine-

try’s latest line of turn-of-the-century cabi-

nets. The Harbor View raised panel door 

features a modern twist on beading and 

carving and is fi nished in a custom stain 

with the company’s Cordovan cherry fi nish. 

The second door style, Drape Mullion, has 

an arched glass front with the same early 

1900s look.

For FREE information, go to 

http://pr.ims.ca/5662-138

Interior Products
CABINETS & HARDWARE

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

For FREE info go to http://pr.ims.ca/5662-18
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EXPO INDUSTRIES
Featuring at least 10 percent post-consumer recycled con-

tent, lower weight and 25-percent more coverage on appli-

cation, Expo Industries’ GX2 Exterior Stucco has been 

billed as the industry’s fi rst green stucco. In addition to 

weight and freight cost savings, the company uses locally-

sourced raw materials in the manufacturing process.

For FREE information, go to http://pr.ims.ca/5662-140

FOR THE SAME REASONS THEY 
WANT PROPANE IN THE KITCHEN,

innovationsExterior Products
GREEN

NORITZ
The new N-0841MC by 

Noritz sports the company’s 

hybrid condensing technol-

ogy to yield an impressive 93 

percent energy effi ciency. 

The main component of this 

new technology is the revolu-

tionary Hybrid Super Heat 

Exchanger. The N-0841MC 

integrates two heat exchang-

ers that are actually fused 

into one, with the primary 

heat exchanger comprised of 

copper and the secondary of 

stainless steel.

For FREE information, go to 

http://pr.ims.ca/5662-139
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THEY’LL LOVE HOW IT CAN 
FUEL THEIR ENTIRE HOME. 

Many homebuyers understand the 

benefi ts of cooking with propane. 

But they might not realize that once 

propane is installed for the kitchen, 

it’s easy to expand it throughout their 

homes. From tankless water heaters, 

dryers and furnaces to fi replaces and 

grills, clean-burning propane gives 

off less than half the greenhouse gas 

emissions of electricity. To help your 

clients get the performance, comfort 

and effi ciency of propane inside and 

out, visit buildwithpropane.com. buildwithpropane.com.

For FREE info go to http://pr.ims.ca/5662-19

VELUX
Already a staple in Europe, solar water heating is making 

its way into the green markets here in the U.S. Velux’s 

solar water heating system uses low-profi le solar collec-

tors and the company’s fl ashing system for mounting on 

both shingle or tile roofs. The water heater unit uses a 

recirculating glycol (antifreeze) solution for operation.

For FREE information, go to http://pr.ims.ca/5662-141

TRIMLINE BUILDING PRODUCTS
At one-third the weight of the materials they 

replace, Trimline Building Products’ new 

composite tile (shown) and composite 

slate products are meant to mimic the 

beautiful appearance of natural 

materials while making it easier on 

roofi ng crews. Both products can 

be nailed, cut and drilled with

 standard power roofi ng tools. 

Each product contains 58 

percent recycled content.

For FREE information,

go to http://pr.ims.ca/

5662-142
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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

FAUXSTONE PANELS +
FAUX WOOD BEAMS

BY OUTWATER

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

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

Real Savings!

DECORATIVE WOOD CARVINGS
BY OUTWATER

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

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

For FREE info go to http://pr.ims.ca/5662-125 For FREE info go to http://pr.ims.ca/5662-126

For FREE info go to http://pr.ims.ca/5662-127
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For FREE info go to http://pr.ims.ca/5662-129

DECORATIVE WOOD CARVINGS
BY OUTWATER

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

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

GENUINE STONE TILES BY OUTWATER
Hand sorted by color, size and 
thickness, Outwater’s Genuine 
Stone Tiles comprise 100% natural 
stones that are individually adhered 
in mosaic or stacked patterns onto 
mesh style backings to create easy 
to install, seamless interlocking 
12”x12” and 4”x12” tiles.  Ideally 
suited for interior or exterior use 
in a vast range of residential and 
commercial new construction or 
renovation projects, Outwater’s 
Genuine Stone Tiles are offered in 
a variety of exotic and traditional 
round and flat stones in numerous 
styles and colors to suit a wide 
assortment of vertical or horizontal 
applications.

 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!

For FREE info go to http://pr.ims.ca/5662-128 For FREE info go to http://pr.ims.ca/5662-130

For FREE info go to http://pr.ims.ca/5662-131
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Product Showcase
Advertisement

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!

Stock & custom 
cupolas from New 
Concept Louvers are 
wrapped with PVC 
coated aluminum 

and copper. Made from the same materials as our 
custom louvers, they never require painting like 
wood products. They arrive in three easy to install 
pieces pre-cut to fi t any roof pitch, and can be or-
dered in stock sizes or to custom specifi cations. 
Over 400 colors are available, as well as many dif-
ferent weather vanes and accessories. 

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

Maintenance-Free Aluminum
Cupolas and Louvers

For FREE info go to http://pr.ims.ca/5662-132

For FREE info go to http://pr.ims.ca/5662-133
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Noble Niches 
and Curbs
    Waterproof,
    lightweight & 

”tile ready“.
    Install in 
    minutes.

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

Clamping
Ring Drain
With square or 
round strainers. 

Chloraloy®

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

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

Positive Weep
Protector™
Keeps weepholes clear.

Pre-formed
Shower Dam
Corner

800-878-5788
www.noblecompany.com

Clamping
Ring Drain

Pre-formed
Shower Dam
Corner

Chloraloy®

For FREE info go to http://pr.ims.ca/5662-137 For FREE info go to http://pr.ims.ca/5662-138

For FREE info go to http://pr.ims.ca/5662-134 For FREE info go to http://pr.ims.ca/5662-135

For FREE info go to http://pr.ims.ca/5662-136

TimberTech has expanded the Floorizon® line by offering three 
tropical colors that include: Walnut, Teak and Rosewood.

Floorizon distinguished itself in the 
decking market with its VertiGrain™ 
surface that has a one-of-a-kind ap-
pearance that varies from plank to 
plank, similar to real wood.

TimberTech
(800) 307-7780
www.timbertech.com

Real Wood Appearance Without The Work
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For FREE info go to http://pr.ims.ca/5662-201

For FREE info go to http://pr.ims.ca/5662-202

For FREE info go to http://pr.ims.ca/5662-200

Marketplace
Advertisement
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G
rassroots marketing is a way 
organizations can get exposure 
for their company by being 
active in their community by 
giving of their time, treasure 

and resources. This involves the con-
scious effort of an organization and can 
lead to stronger relationships within the 
company and the community. It is a way 
to gain respect and trust while helping 
others, which is the best reward of all. 

The idea is to fi nd ways to help your 
community or a special cause. That’s 
easiest if you and members of your 
company are involved in local organiza-
tions such as the chamber of com-
merce; local NARI and NAHB chapters; 
Rotary; or BNI. Not only will networking 
in a community organization give you 
an opportunity to help build relation-
ships with key members of the commu-
nity, it will also offer an avenue to 
meaningful projects that you can feel 
good about sponsoring. 

Here are 5 examples of small steps 
you can make to create some com-
munity goodwill — marketing dollars 
well spent!

1. HELP BUILD AND REVITALIZE 
THE COMMUNITY 
Consider reworking your marketing bud-
get to include a category for community 
involvement and sponsorship activities. 
We recently had the opportunity to spon-
sor an addition and remodel of a local 
theater that features live music and chil-
dren’s shows. Our sponsorship has 
enabled us to reward our subcontractors 

and clients with theater tickets and dining 
opportunities, as well as other benefi ts. 

2. PROMOTE THE ARTS
Consider sponsoring a local theater, 
museum, dance company or art studio. It 
is another way to reach a 
market of people who 
appreciate beauty. As 
designers and remodelers, 
we appreciate art, and this 
is a good way to communi-
cate that appreciation to the 
community. 

3. HYDRATE RUNNERS 
AND WALKERS
Everyone drinks water — 
why not drink a bottle with 
your logo prominently dis-
played on the label? Water 
donations are always popu-
lar for fundraising activities. 
Consider donating recycla-
ble bottled water or reusable 
aluminum water bottles to 
local events such as races 
or festivals.

4. GIVE BACK TO THE KIDS
I’m willing to bet that some of the kids 
you know play on little league teams, 
play an instrument in the marching 
band, run on the track team or are 
involved in one of the other plethora of 
organized activities available to them. 
The fi elds they play on, the pools they 
swim in, the tracks they run on and the 
instruments they play all require mainte-

nance and cost the school, township 
and parents money. As a local organiza-
tion, you have the opportunity to donate 
to these organized activities that keep 
kids active and out of trouble. Whether 
you donate money toward uniforms or 

for instruments, the 
schools and kids will be 
extremely grateful and 
may offer you a billboard 
or Web site for advertising. 
And if you’re the parent of 
one of the team members, 
you’re likely to get a lot of 
thanks throughout the 
season for your help. 

5. DONATE TIME 
AND LABOR
Nothing is as valuable as 
time. Donating time and 
labor is a meaningful way 
to create personal con-
nections. And having a 
personal referral is so 
much more of a benefi t 
than a call from a picture 

in an ad. What projects are going on in 
your community that you may be able 
to donate personal time or a few hours 
of company labor to?  PR

Bob DuBree, CR is the president of 
Creative Contracting, located in North 
Wales, Pa. Bob and his wife Kim 
founded Creative Contracting and along 
with their entire staff are celebrating 
their 20 year business anniversary this 
year. Bob can be reached at bob@cre-
ativecontracting.biz.
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The idea is to 

fi nd ways to help 

your community 

or a special 

cause.

By Bob DuBree 
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 Introducing TrexTrim.™

The real beauty is how it performs.
From the world leader in high-performance 
wood alternatives comes the new industry
standard in ultra low-maintenance trim. 
TrexTrim is made of cellular PVC, so it’s
impervious to rot and insects, resists yellowing 
and splitting, and cuts, routs and fastens 
easily. Plus, unlike any other product of 
its kind, TrexTrim features a release fi lm 

that protects the boards during transport 
and installation—for a clean, scratch-free 
fi nish. It’s also available in sheets, corner 
boards, bead board, as well as smooth and 
wood-grain trimboards, all backed by our 
25-Year Limited Residential Warranty. 
To learn more, call 1-800-BUY-TREX 
ext. 6336 or visit us online at trex.com/trim.

 Our innovative release fi lm 
protects the boards for a clean fi nish. 

trex.com/trim

For Free info go to http://pr.ims.ca/5662-20
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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.
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