Remoc

SEPTEMBER 2008 CHALLENGING THE INDUSTRY’S BEST

MAKING THE
TOUGH DECISIONS
ON LAYOFFS

www.ProRemodeler.com

RENEW | | START

your FREE magazine a FREE e-newsletter

1 subscription subscription

PERIODICAL



To build this window, we went to the best
suggestion box of all. Your job site.

"POR N NN

What do remodelers want in a casement window? We turned your suggestions into our new The New Marvin Ultimate
Ultimate Replacement Casement, with features that streamline any installation—including custom sizing to match openings, Replacement Casement Window
a versatile jamb, frame bevel options, installation accessory kits, etc. To keep homeowners happy, we added the
industry's sturdiest hardware (think no callbacks) and an exclusive new wash mode so it can be cleaned entirely from inside.

Visit www.MarvinCasement.com or call 1-800-241-9450 for a free Ultimate Replacement Casement brochure.

For Free info go to http://pr.hotims.com/20091-1

MARVIN &

Windows and Doors

Built around you



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 do™

ferguson.com/remodeler

MANNERLY BATHROOM

BAMBOO BATHROOM FAUCET FELICITY KITCHEN FAUCET EAUCET WATERHILL KITCHEN FAUCET VIVID BATHROOM FAUCET
s by UﬂMOEN"V

For Free info go to http://pr.hotims.com/20091-2

© 2008 Ferguson
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Navigating the Downturn

Download an archived replay of our FREE
interactive August Webcast, featuring three of
the No. 1 volume remodeling Professional flow, target the right customers,
companies in their respective Remodeler improve closing ratios and more. Learn
markets. You'll hear Market Leaders just how these industry leaders and
and industry experts Sal Ferro from m@l their management teams are directing
Alure Home Improvements in Long NEB EHST their firms through the difficult

Island, N.Y.; Gary Marrokal from economic times that have hit the
Marrokal Construction in San Diego; and Andy remodeling industry in 2008. Register at www.
Wells from Normandy Builders in ProRemodeler.com/Webcast.

Chicago discuss the strategies they’ve
implemented to help them stay on top of cash

Looking for Young Leaders

We're searching for the people who will be
setting the agenda for the remodeling industry
for the next decade and beyond. Nominate
someone at www.ProRemodeler.com.

Remodeling Notes

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

ONLINE POLL

To participate in this month’s poll and view the results as they are tabulated, visit www.ProRemodeler.com.
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Shown with Designer Series'Railing®
components in Woodland Brown.

Introducing the new Trex Artisan Series Railing’

Re-engineered to give your customers exactly what they want. Everything.
Trex Artisan Series Railing has been completely redesigned for unprecedented versatility and value. The ' modular
system now fits a variety of balusters, top rails and accessories — for maximum design flexibility. 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.

For Free info go to http://pr.hotims.com/20091-3

How outdoor living should feel. trex.com




THE NEW COMMERCIAL STANDARD C 5

GRAB LIFE BY THE HORNS

DODGE

\
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IT SIPS.
THE ALL-NEW 2008 DODGE RAM 5500 CHASSIS CAB.

Have you seen the price of fuel lately? You’ll see it a whole lot less in a Dodge Ram 5500 Chassis Cab. The standard 6.7L Cummins®
Turbo Diesel with 610 lb-ft of torque helps make this tough truck 14 percent more fuel efficient than Ford F-550 and 23 percent
more than Chevy Kodiak 5500* Combine that with the largest standard fueltank and we doubt you’ll be running into your friends at
the pumps anytime soon. Why suck when you can sip? For more information, go to dodge.com/chassis_cab or call 800-4ADODGE.

*Estimated fuel economy based on independent testing. When properly equipped. Cummins is a registered trademark of Cummins, Inc.
Independent testing has proven Dodge Ram 5500 more fuel efficient than Ford and Chevy Class 5 chassis cabs, helping you save. BUSINESS
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THIS LIST WILL BLOW YOUR MIND

hange. There’s a whole
generation of remodelers (and
doctors and lawyers ... and,
yes, editors too) who fight it at
every turn. But instead of
climbing up on my soapbox and
preaching that you should get on
board with the concept
of change, I’'m going to
share something with you
that has helped me adjust
my thinking over many
years of rapid change in
the journalism profession.

It's called the Mindset
List. Every August since
1998, two professors at
Beloit College in Wiscon-
sin put together a list of
cultural statements that
can be made about the
students entering college
that year. For me as a
business journalist, it’s a
reminder of the constantly
changing frame of refer-
ence that my audience
and their customers are
undergoing.

Here is a sample of
this year’s list (the entire
list can be found at www.
beloit.edu/mindset/):

e GPS systems have always been
available.

e Coke and Pepsi have always
used recycled plastic bottles.

e Shampoo and conditioner have
always been available in the same
bottle.

e Electronic filing of tax returns has
always been an option.

Michael R. Morris
Editor in Chief

As a business
journalist, it’s

a reminder of
the constantly
changing frame
of reference that
my audience and
their customers
are undergoing.

e The Warsaw Pact is as hazy for
them as the League of Nations was for
their parents.

e Employers have always been able
to do credit checks on employees.

e Clarence Thomas has always sat
on the Supreme Court.

¢ IBM has never made
typewriters.

® They have never been
able to color a tree using a
raw umber Crayola.

e There has always
been Pearl Jam.

e “The Tonight Show”
has always been hosted
by Jay Leno and started
at 11:35 EST.

e They may have been
given a Nintendo Game
Boy to play with in the crib.

e Macaulay Culkin
has always been “Home
Alone.”

e Caller ID has always
been available on phones.
e They never heard an

attendant ask, “Want me
to check under the hood?”

e |ced tea has always
come in cans and bottles.

e The Hubble Space
Telescope has always
been eavesdropping on the heavens.

e And Sammy Davis Jr., Jim Henson
and Stevie Ray Vaughan have always
been dead.

So take a look at the complete list
online (it won’t hurt!) and reconsider the
times. It just may help you cope, as it
has me, with these changing times and
their impact on your business. pr

>> Contact me at michael.morris@reedbusiness.com or 630/288-8057
Read my blog at www.ProRemodeler.com/blogs

Our Mission

Professional Remodeler challenges, inspires and engages owners and top executives of established, successful

remodeling firms by delivering vital, trusted information.

www.ProRemodeler.com

PROFESSIONAL REMODELER
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INCREASE COMFORT

LOWER YOUR ENERGY BILLS

- _ By

GUARDIAN
FIBERGLASS

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

Older homes are more likely to use more energy than newly constructed homes, which will lead to more
expensive utility bills. Inadequate insulation and air leaks cause energy waste. Guardian® fiber glass
insulation helps keep your home cool in the summer and stay warm in the winter, because insulation
resists the flow of heat. Heat is a form of energy that seeks a cooler place. Heat flows out of the home
in the winter and flows into the home in the summer. If you reduce heat flow, you save energy
because it becomes less difficult to maintain a uniform indoor temperature. With a variety of
brand name merchandise such as Guardian® fiberglass you can count on Stock Building
Supply to provide the quality products you deserve.

S|T/O|C K Building Supply

Customer Focused, Associate Driven.sM

JOIN TODAY!

Visit www.stockbuildingsupply.com/
pro_club.asp
* Membership is not available in all areas.

www.stockbuildingsupply.com

For Free info go to http://pr.hotims.com/20091-4



Leadership

POSITION YOURSELF AS A COMPETITIVE LEADER

ast year, | had the opportunity

to attend the Franchise Mini

MBA program at Nova South-

eastern University. During the

three-day course, one of the
topics that really stood out to me was
the “Three Strategic Areas of Focus”
related to creating value for customers.
These three strategic areas of focus —
product leadership, operational excel-
lence and customer intimacy — are
known as the Value Disciplines, a con-
cept developed by Michael Treacy and
Fred Wiersema.

So, why is understanding this model
important to your business? As you
know, understanding where your busi-
ness is positioned in today’s competi-
tive landscape is important to knowing
where your business will be tomorrow.
By gaining a better understanding of
what makes your business superior, you
will be a more effective leader and will
be able to better strategically plan for
the future.

To help you understand the concept,
| found the following definitions from
the book “Strategic Thinking: An Execu-
tive Perspective” by Cornelius
DeKluyver, to be helpful.

e Product Leadership is when “com-
panies typically produce a steady
stream of state-of-the-art products and
services ... by offering more value and
better solutions.”

e Operational Excellence is “a strate-
gic approach aimed at better produc-
tion and delivery mechanisms.”

e Customer Intimacy “concentrates
on building customer loyalty.”

It is suggested that most successful
companies stand out in one of the
value disciplines — either accidentally
or intentionally. While it is challenging
to be superior in two of the three disci-
plines, it is nearly impossible to be
superior in all three. Every business,
including yours and mine, should strive
to be competitive in two of these disci-
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plines and superior in one.
To give you a better idea of which
value discipline applies to your business,
I’d like to define how this might apply to
the remodeling industry. Let’s first look
at product leadership. This discipline
would apply to a remodeling firm
focused on cutting-edge
innovations, such as incor-
porating the latest green
remodeling products or
the newest cabinetry tech-
nology into a project. This
is a remodeler who is will-
ing to embrace new con-
cepts, try new things and

special care to keep the client’s house
clean or who spends extra time finding
the exact product a customer requests
to ensure complete customer satisfac-
tion. This type of organization might
send birthday, holiday or project anni-
versary cards to the client, as well as
follow up with customer
satisfaction calls or sur-
veys and a remarketing
program. An organization
focusing on customer inti-
macy knows exactly what
each customer wants and
accommodates accord-
ingly, employing the phi-

be the first to market. This Doug Dwyer losophy of “customers for
organization is not afraid Contributing Editor life.” Many design/build

to stretch beyond the firms fall into this category.
norm to create an entirely Understanding Is your remodeling busi-

new system or process.
Leadership within this firm
is willing to embrace new
concepts.

A remodeler who focuses
on operational excellence
might be one who focuses
on a niche, such as pull-
and-replace bathroom
packages. This type of
organization does minimal,
if any, design/build work,
but rather focuses on quick
and simple production
work. This remodeler has strong sys-
tems in place for an efficient operation
while offering a limited selection of
standardized remodeling options that
make the buying experience easier on
the client. In new construction, opera-
tional excellence of this type would
be known as the track home building
concept, which can be a very effective
strategy.

The third discipline, customer inti-
macy, would apply to a remodeler who
focuses on putting the customer’s long-
term relationship above everything else.
This might be a remodeler who takes

www.ProRemodeler.com

where your bus-
iness is posi-
tioned in today’s
competitive land-
scape is impor-
tant to knowing
where your
business will be
tomorrow:.

ness focused on product
leadership, operational
excellence or customer
intimacy? As you can see,
it can be quite easy to
identify where your organi-
zation excels within the
remodeling industry. By
understanding this, you
can double-check your
current and future goals to
make sure they are in line
with your value discipline.

| encourage you to set a
reminder to review the disciplines periodi-
cally and to stretch your team to focus on
one primary discipline. This will help you
better position your remodeling business
as the competitive leader in your market
and gain more traction. er

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

>> For more Doug Dwyer on Leadership,
visit www.ProRemodeler.com

PROFESSIONAL REMODELER
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young

leaders

Professional Remodeler
IS looking for the next
generation of leaders.

Describe what makes the nominee a Young Leader:

The January issue of Professional
Remodeler will feature the

Young Leaders — those people
under 40 who will be setting the
agenda for the remodeling industry
for the next decade and beyond.

To submit your nomination, please Nominated by:
complete the form at right and fax Name of nominee:
thiS page tO 630'288'8145 Age of nominee:

or e-mail the information to
Senior Editor Jonathan Sweet at
jonathan.sweet@reedbusiness.com.

Nominee's title:
Nominee's company:
Street address:
Deadline: November 3, 2008 tity. State: Zip:
Web site url:

E-mail:

Profession

emodeler -
- hhhhkhkhhkhkeksSsSsSsSsSaEEESSSS




Sales and Marketing

BALANCE: THE KEY TO THE SALES AND
MARKETING BUDGETING PROCESS

met a girlfriend for lunch the other

day. We had both just finished with

client meetings and it was an idyllic

late summer, New England afternoon,

so we sat outside. We sipped from tall
glasses of iced tea, wore colorful but tai-
lored clothes, and both had recent pedi-
cures. It all felt very “Sex and the City”
until we hugged goodbye and headed
off in our minivans to collect our kids,
our dogs and our dry cleaning. This is
my life, and | love it. Balance. It’s how |
can be “Sex and the City” and Mega
Mom within the same day. And it’s how
| can be in charge of both sales and
marketing for my company.

Much like the juxtaposition of my
personal life, my sales role and my
marketing role don’t necessarily go
hand in hand. It took me awhile to fig-
ure this out; | constantly and consis-
tently hear “sales and marketing”
in the same breath — especially in
small companies. Sales though is more
like the “mom” role. It needs to be dis-
ciplined, consistent and concerned,
always looking ahead to make sure
everyone is going to be fed and help-
ing everyone set realistic goals so they
aren’t disappointed. Marketing on the
other hand, is “Sex and the City:” fun,
colorful, spend-thrift, sexy, enticing.

Given that so many of us are asked
to manage both sales and marketing,
when it comes time to budget, how do
we align the two? In my firm, we oper-
ate on the calendar year. Come late
August, our controller hands me big
sheets of paper with lines and dollar
signs, but no amounts. The sticky note
attached reads, “Please prepare bud-
get projections. We’ll meet in a month
to review. Let me know if you have any
questions.” Questions? Yes, | have
questions. It’s August; how do | think
about January? I’'m still trying to wran-
gle in another lead to make this year’s

SEPTEMBER 2008

projections and now | have to think
about next year? | had a dream about
an F.H. Perry Builder blimp flying over
Fenway Park; can | up the marketing
budget?

Balance. Sales first.
Nothing can happen
without sales. Thinking
about January and Feb-
ruary in August and Sep-
tember is a terrific way to
figure out what current
projects are going to
carry us into the New
Year. | can trend out
potential change orders,
think about current leads
in the shoot and see us
solidly through the first
quarter. For the rest of the
year, | try to think about
trends. When do leads typ-
ically come in? What kinds
of projects do we typically
attract? What revenues
have we achieved in past
years? Then | put the
dream cap on to stretch
the possibilities. What rev-
enue projections do we
dare think about knowing
what the backlog looks like? What
leads can become projects? What
dream project can we add to the list?
Balance: a combination of in-the-bank
work and reasonable dreaming.

With this balanced sales budget in
hand, it’s much easier to then align
the marketing budget. Based on a
consistent brand, the audience we
want to reach, and the dream proj-
ects, | can think about how to mete
out marketing dollars to achieve sales
goals. Much like developing the sales
budget, my marketing budget always
starts off with the same foundation:
plugging in what has always worked.

the two?

www.ProRemodeler.com

Allison P. lantosca
Contributing Editor

Given that so
many of us are
asked to man-
age both sales
and marketing,
when it comes
time to budget,
how do we align

Next, | add what | have already prom-
ised to advertising sales reps for the
coming year. Lastly, | dust off my
trusty dream-cap again and add in a
few, perhaps wild ideas should the
money tree be particu-
larly fruitful next year. |
never want to cut back
on a marketing plan
entirely if times are
tough, but | like to know
what’s first to go because
it was only a wild idea
anyway. My self-check in
the end is making sure
my marketing budget is
roughly 1 percent to 2
percent of my sales bud-
get. This percentage is an
industry standard and
has been a pretty typical
ratio for us in the past
few years.

Luckily, for me, one
doesn’t need a finance
MBA to create these bud-
gets. In fact, it’s probably
better that | don’t have
this education because
then | might discount gut,
intuition and dreams. It’s
also good for my personal life: How
could | be “Sex and the City” and
Mega Mom without trusting these
three things as well? And for the
record, | don’t actually drive a mini-
van...yet. er

Allison Perry lantosca is a partner
and vice president of marketing and
sales for F.H. Perry Builder, a pre-emi-
nent custom builder in the Boston mar-
ket. She can be reached at aiantosca
@fhperry.

>> Coming in December: Stay on track
with your sales and marketing plan in the
New Year.

PROFESSIONAL REMODELER
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discover foam

Discover a better way to insulate and protect your clients’ homes.

Closed-cell spray foam insulation offers a higher R-value per
inch and eliminates gaps in the building envelope that you
experience with traditional wall cavity insulation. This means

better control of moisture, drafts, noise and other environmental

contaminants. Year after year your clients will benefit from lower
utility bills for heating and cooling. Day after day your clients and their families will

enjoy the comfort of more consistent temperature and superior air quality.

Honeywell

Explore the benefits of closed-cell spray foam insulation at
www.honeywell.com/foam or www.ccfoam.com.

©2008, Honeywell International Inc. All Rights Reserved.

For Free info go to http://pr.hotims.com/20091-6



best practices

Trade Secrets|

Growing through acquistion

ike many remodeling

firms, The Kanon Group

not only has to worry
about its financial future, but
also that of its subcontractors.

So when one of its exterior
subcontractors told President
Greg Rittler that he was going
to be shutting down, Rittler
decided to buy his company.
Rittler says the siding and roof-
ing services the contractor of-
fered would be a good way for
his Towson, Md., design/build
firm to diversify in the current
downturn.

From working with him for
10 years, Rittler knew the sub
did good work. The problem
was simply having the busi-
ness acumen to survive in the
downturn.

GREEN

“We’re going to essentially
put him back on his feet and
have him run this part of the
business,” Rittler says.

The new division should
help the company capture
more business as homeowners
turn to smaller projects, Rittler
says. The company’s average
design/build job size was about
$100,000, but the average

exterior job is about $10,000
to $15,000.

“We think there’s a nice
market out there of people that
need to do that roofing or sid-
ing replacement job but aren’t
looking for a large kitchen or
addition,” he says.

Kanon has added two new
employees — one for roofing
and one for siding — plus the
former sub. The company will
use subcontractors to meet any
additional labor needs. This is
similar to the model Kanon uses
for its design/build projects.

Last year, the company had
$1.2 million in sales. Rittler
says he expects the new divi-
sion to add about $1 million
but that $500,000 is probably
more realistic for the first year.

A new use for old materials

ne of the biggest ways remodelers

Reiff estimates that using deconstruction

can make an impact on the environ-

ment is by reusing the materials they
strip out of a home. That’s where The ReUse
People come in.

The ReUse People is a nonprofit firm dedi-
cated to helping remodelers and homeowners
reduce what gets dumped into landfills by sal-
vaging building materials for reuse in low-income
housing in the United States and Mexico.

The company does deconstruction only, no
building or remodeling. About 95 percent of
its business is residential with a small amount
of commercial.

The contractors the company works with
have found it to be a good sales tool, says
President Ted Reiff. Not only do the home-
owners get to feel good about helping the
environment, they also get a tax deduction for
the donated materials.

SEPTEMBER 2008

and salvaging the materials adds about 25
percent to the job time compared to simple
demolition.

“It takes a little longer to take things out
carefully, so there’s an additional cost there,
but that additional cost is made up by the tax
deduction,” Reiff says.

The group started as a temporary building
materials drive in Southern California in 1993
after severe winter storms destroyed thou-
sands of homes in Tijuana. After the success,
the founders decided to make it a permanent
effort. The ReUse People has since expanded
to several locations in California, as well as
Chicago; Boulder, Colo.; and Kansas City, Mo.
The plan is to be in 20 to 25 major metro
areas in the next few years, Reiff says.

For more information, visit www.thereuse-
people.org.

www.ProRemodeler.com

RENDERING: COURTESY AUTODESK

By Jonathan Sweet
Senior Editor

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

Beyond floor
plans

ohn Mangan is always look-

ing for ways to use technol-

ogy to make his company run
more efficiently.

That’s what prompted Mangan,
president of Mangan Group in
Takoma Park, Md., to make the
change from CAD to Building
Information Modeling, or BIM. The
difference is a “4-D” approach to
design, Mangan says.

Revit from AutoDesk (the spe-
cific software the company uses)
not only allows three-dimensional
design, but also incorporates the
time element into the plan. The
software lays out exact times and
dates for each stage of the project
to create a realistic schedule.

The software also helps with
optimizing designs. For example,
by using GPS technology Mangan
has been able to design projects
to make the most of passive solar.
By entering any date and the GPS
coordinates, Mangan’s design-
ers can see what the angle of the
sun will be on that day and plan
accordingly.

PROFESSIONAL REMODELER
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Rheem Water Heating

101 Bell Road

Montgomery, AL 36117-4305
www.rheemtankless.com
customerservice@rheemtankless.com

RHEEM TANKLESS WATER HEATERS

continuous supply of hot water —
bath, after bath, after bath.

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

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

T ankless water heaters provide a

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

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

e Exclusive! Guardian SBT" sensing
burner technology

never running out of hot water again...

e Exclusive! Guardian OFW" overheat
film wrap

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

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

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

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

Tankless water heaters
Endless hot water

For Free info go to http://pr.hotims.com/20091-7

[t's Rheem®
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COVER STORY

By Jonathan Sweet, Senior Editor

IT’S A POSITION NO REMODELER WANTS
to be in, but with a slipping economy and
work dropping off, many owners are hav-

ing to make the tough decision to lay off
employees.
While it’s not an easy call, deciding to
let employees go may be the only way to
survive the current downturn. Labor’s the
biggest expense for most companies but
also their greatest assets. For remodel-
ing company owners, its can be even
harder to make these decisions. They
aren’t CEOs of large corporations letting
1,000 faceless employees go. In many
cases, these are friends, people who
are almost like family.

“The question is what’s most
important, and to me it’s saving the
entity, the business,” says Jim Strite,

president of Strite Design + Remodel
in Boise, Idaho. “We have to make
the decision: do we run a company

www.ProRemodeler.com PROFESSIONAL REMODELER
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into the ground because we desire not to let anybody go,
or is the goal to run a viable company so that when the
market does turn around we provide an opportunity for
those that were let go to come back?”

MAKING THE CALL

One of the most difficult parts can be knowing when to
make the decision to lay off employees. Is a downturn a
temporary blip you can weather or is it a more serious prob-
lem that requires action?

For Strite, the answer became obvious this spring as leads
dropped to 50 percent of the average. Those jobs that were
coming in were much smaller than what the company had
taken on before.

“Since we’re an open-book company, it’s a little bit easier because

we share the numbers with the folks every week,” Strite says.
It was at a weekly Thursday meeting earlier this year that the

management team (made up of Strite, the office manager and the
production manager) explained the situation to the employees and

“The question is what’s
most important, and to me
it’s saving the entity, the
business.” — Jm stite

asked for their suggestions by Monday on how to save money.

The team came up with several suggestions from reducing hours for all
employees across the board to taking the water cooler out of the office. In the
end, the management team opted to lay off three employees (a design assis-
tant, a project manager and a field craftsman), cut the office work week from

40 to 32 hours and take a large salary cut themselves.

“The numbers tell a story, so we had to rebuild the budget for the year based on
the number of calls we were getting and the close ratio,” Strite says.
It was a similar situation that prompted Jason Kirkpatrick, president of Kirkpat-

5 TIPS FOR
SUCCESSFUL LAYOFFS

ttorney Dan Levine specializes in labor and
employment law for Shapiro, Blasi, Wasserman
& Gora PA., in Boca Raton, Fla., and has
handled thousands of employment disputes.

He says that layoffs can be especially challenging

for small businesses that don’t have set policies for
handling them. He recommends five things small
businesses can do to avoid exposing themselves
to legal and financial risk:

1. Get a release — The importance of getting the
employee to sign a “release from all claims” during
the termination process cannot be overstated. This

document can help shield the business against

future civil suits. However, companies need to
make sure the release conforms with age
discrimination guidelines.

2. Offer a severance package - It’s a
mistake to think that severance packages are
only offered by big corporations to high-level
executives. The reality is that any business can
put together a reasonable severance package

for its employees. These don’t have to be

expensive, and they can be tailored to any

employee. Severance packages can go a

long way in cooling off an angry or hostile

former employee.

3. Cut your losses — Don’t challenge
unemployment claims. This mistake probably
leads to the most revenge-motivated
discrimination suits.

4. Avoid the IC Mix-Up — Know the legal
definition of an independent contractor. An
independent contractor may technically
qualify as a company employee, which

increases a company’s liability when

rick Construction, to release two of his four lead carpenters this spring. While the terminating them.

5. Be Nice — Generate goodwill on the
way out. Pay for accrued vacation/sick
time, company cell phone bills, etc. By

being nice — even to those whom you feel
don’t deserve it — a company can avoid
motivating an ex-employee to get even by
filing a lawsuit, grievance or claim.
For more information, visit www.
sbwlawfirm.com.

Centreville, Va., firm usually has work lined up months ahead of time, the company
was working almost week to week by this spring.

“For four months we had about five leads,” Kirkpatrick says. “I used to go on five
leads in one week. It was crazy.”

Kirkpatrick decided he either had to put all four lead carpenters on a part-time
schedule or let two go. He decided he was better off keeping his two best employees
than trying to save everyone. Since then, things have turned around and the company
is booking enough business to easily keep the two leads busy.

“I'had to make a decision on how to keep my ‘A’ players,” he says. “I didn’t want to risk
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losing them in an effort to keep everybody. I feel like I
really made the right decision in doing what I did.”

While some companies are using the downturn to get
rid of sub-par employees, Strite says it wasn'’t easy to lose
any of the team.

“All of them were key personnel, so we had to look at what
would have the least impact on us,” he says. “It came down to
whose work we could pick up with the remaining personnel.”

Remodeling Designs also took a business-based approach
to deciding which employees to lay off when cuts became
necessary last fall. After a record first six months of 2007, work
vanished in the second half of the year, as the local Dayton,
Ohio, economy was hurt by slowdowns at General Motors and
in the mortgage industry. By the end of September, the company
had to let five of its eight project managers go, most of them
longterm employees.

The company chose which ones to lay off by looking at the gross
profits of their jobs over the past year. The three with the highest
job profitability kept their jobs.

“The toughest part is you just
worry about the guys putting
food on the table and making
ends meet.” — Kely Eggers

“It took the personal part of having to lay people off out of it,” says Vice
President Kelly Eggers. “It made sense from a business perspective, and it
reinforced with our project managers how important it is to be profitable on

their jobs and to come in on time and on budget.”

The company has been able to bring back all but one of the project manag-
ers after work picked up earlier this year. (And that employee didn’t come back
for non-economic reasons.) All along, Eggers believed the downturn would be
temporary and wanted to take care of the employees during the time off. So
Remodeling Designs continued to pay the health insurance for the employees and

their families while they were out of work.

“I worried about their families, and I did not want them going without insur-
ance,” she says. “I figured if I at least showed good faith and paid for their insurance,

it gave them one less thing to worry about.”

Typically, the company pays 100 percent of the employees’ insurance and puts
$100 a paycheck toward the families’ coverage. Once the employees came back on
board, Eggers set up a payment plan for them to pay back the family portion of insur-
ance, which the company had covered at 100 percent during the layoff.

“These were all good employees and I wanted them all back, so we did what

we could to help,” Eggers says.
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That loyalty paid off for Eggers as employees turned down
other job offers during the layoff so they could come back to
Remodeling Designs when business picked up.

COMMUNICATION IS KEY

However the decisions are made, making sure employees
know the situation is important, for those who leave and
those who remain.

That’s another advantage of an open-book approach,
Strite says. When employees have been seeing the com-
pany numbers for years, they’re going to be more likely
to trust the owner that there’s a problem.

“It’s important to keep everyone abreast of what’s
going on,” he says. “Without clear communication,
they start creating their own stories and spreading
those stories, and that’s very difficult to turn around.
Open communication cuts through all that talk.”
Kirkpatrick says he also tries to keep his team up
to speed in weekly company meetings. Once he let
the second lead go, the two remaining were under-
standably nervous.

“Ijust flat-out told them the truth,” he says. “Ilet
them know where we were in the pipeline, that I was
out there looking for jobs. The feedback that I got was

that my guys really appreciated it.”
Communication is important not only with

the employees, but also within the management

team, Strite says. Whether it’s a team like his or a

husband-wife team, having someone to talk the

problems over with can be important.
“Remodelers want to please people, so letting
people go isn’t easy,” Strite says. “You've asked
them for dedication, and then to have to turn
around and let them go is not a comfortable
position.”

Kirkpatrick says that the feeling of failing his
employees was the worst part of the experience.

“It’'s my job to have work lined up and give
them job security,” he says. “It was really hard,
sitting in a company meeting Monday morn-

ing, telling guys we have no work for the
week. I felt in some capacity that I somehow
let my staff down.”

Eggers echoes that sentiment.

“These guys are like family,” she says.
“The toughest part is you just worry about
the guys putting food on the table and

making ends meet.” PR
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TAKING THE HARRELL OUT
OF HARRELL REMODELING

By Jonathan Sweet, Senior Editor
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EVERYBODY’S MORTAL, AND THE IDEA IS not easy for most
people to embrace. It’s one of the reasons many remodelers
don’t have a succession plan in place.

Iris Harrell was no different. For years she didn’t give much
thought to more than the next year in her award-winning
design/build firm.

“I finally have passed the test of realizing I'm not going to
live forever,” says the CEO of Harrell Remodeling. “There are 46
people whose lives are greatly affected by what happens to this
company. What will they do if something happens to me?”

For Harrell, the answer has been an employee stock ownership
plan (ESOP), where a portion of company profits are used to pur-
chase stock in the company every year. The company is currently
24 percent employee-owned, with a goal of 100 percent owner-
ship in five years. The program helps to keep employees focused
on profits, because the more profitable the company is, the faster
it will become 100 percent employee-owned.

To participate in the ESOP, employees have to work at least
1,000 hours a year and have completed at least six months of
service with the company. Shares are distributed proportionally
based on an employee’s wages. (There are several legal and busi-
ness ramifications of an ESOP. For more information, visit www.
esopassociation.org or wwuw.nceo.org.)

With no children to pass the business on to, Harrell and her
partner (and former COO) Ann Benson wanted to see the com-
pany live beyond them.

“There’s some ego involved,” Harrell says. “I want to leave a
legacy, to see this company go on to the next generation.”

Although selling to a new owner was an option, Harrell says she
wanted to make sure the company’s culture was preserved and
the current employees were rewarded for their years of work.

“I think the people who brought me here should be the ones
who take it on further,” she says.

LETTING GO WITHOUT LEAVING
Implementing an ESOP has addressed the financial aspects of
succession, but the task now is handling the human side of the
transition.

Getting the right employees is important. When making hir-
ing decisions, Harrell prefers to hire for a culture fit rather than
construction skills, figuring those can be taught.

Harrell Remodeling CEO Iris Harrell still loves what she does, but she

wants to prepare the company to be successful without her day-to-day
involvement.
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Over the next four or five years, the task is to groom the em-
ployees to take over. It will be made easier because of the pres-
ence of General Manager Ciro Giammona, who already handles
much of the day-to-day management.

“He makes my life so much easier as CEO,” Harrell says. “The staff
in general is great. Any company would love to have these people.”

Benson retired last year after her second stint with the com-
pany, but Harrell says she’s in no hurry to retire. At the same
time, she wants to prepare the company for life without her.

To that end, she’s cut her time in the office to under 40 hours a
week and doesn’t come into the office on Fridays anymore. Next
year, she’s aiming for 32 hours a week and 27 or 28 in 2010.

“The reason is if [ continue to be here all the time, they’ll
continue to look at me to make the decisions,” Harrell says. “As
long as I'm here 40 hours a week, people will think the ship can’t
run without me.”

One of the biggest challenges for Harrell, she says, has been
reducing her role in sales. Her role as the leading salesperson
and the engine for growth in the company has been a source of
pride for her for years. It still takes up about 25 percent of her
time but is not the focus it once was. This year, Harrell says she’ll
account for about 10 percent of the company’s projected $10 mil-
lion in sales. She plans to cut that to 5 percent next year and be
totally out of sales in two years.

While still spending time on sales, Harrell now focuses on mar-
keting. She writes columns for two local papers and, along with

EXECUTIVE SUMMARY

Harrell Remodeling, Mountain View, Calif.

CEO: Iris Harrell

Company focus: Design/build

2006 volume: $8.3 million

2007 volume: $11,039,000

Projected 2008 volume: $9.5 million to $10 million

Employees: 46

Founded: 1985

Biggest challenge: Preparing the company for the
transition to the next generation and keeping the Harrell
Remodeling brand strong even as Iris Harrell reduces her
everyday role in the company.

Web site: www.harrell-remodeling.com
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“As long as I’'m here 40 hours a week,
people will think the ship can’t run without me.”

other staff members, sets up workshops and gives speeches
on topics such as green remodeling and universal design.

By freeing herself from everyday responsibilities, she can
also set the agenda for the company, or what Harrell calls the
“visionary things,” e.g., anticipating the growth in green five
years ago because of what she was seeing in other parts of
the state and training her staff to be ready for that as demand
has increased.

“People are just starting to catch on here, but it’s important
because I think it is the movement of the future,” Harrell says.

She also has been able to spend time on building the Harrell
brand. Harrell admits she knew little about what the Harrell
brand was before she hired a marketing firm to help her with it
several years ago.

“We didn’t know what distinguishes us from other people,”
she says. “We can say it’s quality, but everyone says quality.”

To drill down to the true differentiators, the marketing com-
pany interviewed 10 of the firm’s favorite clients to see what
they thought of Harrell Remodeling. The results were anony-
mously presented to Harrell and her top managers. Working with
the marketing company, they were able to identify several key
branding points that set the company apart.

One key finding was that the clients felt the Harrell team
were good listeners. This is something the company has cul-
tivated by sending designers and top-level production staff to
Sandler sales training.

“We respond to the client’s pain and what they want and

A WEEK IN THE LIFE

How Harrell Remodeling CEO Iris Harrell spends
her average 40-hour work week. Harrell also does
not come into the office on Fridays and takes about
12 weeks of vacation a year.

21 hours
9 hours

Administration (e-mail, manager meetings, coaching)
Marketing (including speaking engagements and networking)
Sales (working approximately two leads per week) 5 hours

Design 5 hours
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need,” Harrell says.

That message was carried over to the branding with the
company'’s tagline: we never forget it’s your home. The tagline
is used on all of the company’s marketing pieces.

Another characteristic was that Harrell Remodeling was ex-
pensive and reliable. Harrell has embraced that idea by empha-
sizing that you pay well to get the best.

“We do things differently, but it’s for the betterment of our
clients,” she says. “We’ve learned not to be ashamed of that. We
hire the best staff, so we're going to have to pay well. Otherwise,
you won't get the outcome you want.”

The biggest challenge in branding has been to balance the
recognition of the firm’s name with the expectation that Harrell
herself will be involved in the project.

“When you go to Kentucky Fried Chicken, you don’t expect
to see the colonel there, but you know he would approve of the
gravy,” she says. “We’ve got to get past people thinking I'm driv-
ing every truck, that I'm designing every job, but at the same
time deliver the message that I approve of what’s going on.”

The workshops have been an important part of that, allowing
the employees to take center stage. Giammona and other staff
are taking a public role with the company through the work-
shops, podcasts and articles.

“It’s teaching all of our people to be presenters — making
them comfortable behaving famously, as Sandler would say,”
Harrell says.

KEEPING THE FIRE BURNING
Learning to let go hasn’t always been easy for Harrell, but it’s
what will allow her to keep doing the job for years.

“Somebody heard me say that I get eight hours of sleep a night
and only work 40 hours a week, and they said they didn’t know
contractors were allowed to do that,” she says. “I think you have
to do that or you’ll get burned out. You have to have a life apart
from the business to regenerate yourself when you come back to
the business everyday.”

For Harrell, that inspiration has come from Benson, who has al-
ways encouraged her to keep focused on life outside the business.
Harrell says for her it’s been a matter of finding her spiritual roots
but that everyone should find what gives them an escape.

“There’s another reason we'’re here besides putting that casing
on tomorrow,” she says. “I look for ways I can make a positive
impact, nurture myself and still help others.” pr
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PROJECT SPOTLIGHT

Historic

Task

ALLEGRO BUILDERS
TOOK THE HARD
ROAD TO SAVE THIS
LANDMARK HOME

By Jonathan Sweet, Senior Editor

WHEN LAMBERT ARCENEAUX SAW the building at 205 Bay-
land Avenue, his first inclination was to tear it down. The once-
grand 1910 home had been seemingly ruined by years of neglect
and abuse as it went from owner to owner before ending up as a
halfway house for the homeless.

“It didn’t look like it could be saved,” Arceneaux says. “The
blight on the neighborhood was just tremendous.”

So when Arceneaux’s custom home building firm, Allegro Build-
ers, bought the property, a tear-down was exactly what he had in
mind. The house sat on four lots in Woodland Heights, a historic
Houston neighborhood, and Arceneaux planned to demolish the
home and build four new ones in its place. Allegro Builders spe-
cializes in building new homes that mimic period styles in the
Houston Heights neighborhood and planned to do the same here.

But this house turned out to be something special — the per-
sonal home of William A. Wilson, the founder and developer of
the Woodland Heights neighborhood. At 7,000 square feet, it was
also the largest home in Woodland Heights and a potential cen-
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terpiece of the neighborhood.

“We failed to really understand the significance of the prop-
erty to the community,” Arceneaux says. “The neighborhood
would have just been up in arms if we'd torn it down.”

Enter Bill Baldwin. The local Realtor and his partner, Joe Gon-
zalez, decided to buy the home from Allegro and hire the firm to
bring it back to its original grandeur.

SOUTHERN INSPIRATION

Baldwin was inspired to buy the house after returning from a
trip to Savannah, Ga., where he had taken a tour of homes that
had been restored by antiques dealer Jim Williams (the subject
of the book and film, “Midnight in the Garden of Good and Evil”)
from the 1950s to 1990s.

“He had taken just the same type of houses — ones that had
been neglected for decades — and he took them and transformed
them into these amazing Southern homes with these overhangs,”
Baldwin says. “It was the large overhangs that made me come

SEPTEMBER 2008



Allegro Builders restored the former halfway house to its original 1910 look. The 12-foot-deep porches and custom windows were painstakingly
recreated based on vintage photographs and newspaper articles uncovered by homeowner Bill Baldwin during extensive research on the home.

back to Houston and relook at that house and what it could be.”
The style of the Bayland home was reminiscent of the build-
ings in the traditional Georgia city — a look that was not com-
mon in Houston.
“As I looked at it again, I decided this home should be saved
if it was at all possible,” Baldwin says.
Baldwin wanted to work with Allegro on this difficult project
because of the company’s experience with period-style homes.
He had partnered with the company for a decade on other
homes. Allegro had also built the home he was living in at the
time, as well as his office. Baldwin was also impressed by the
Before work Arceneaux had done remodeling a neglected house that
' ‘ became Arceneaux’s personal home.
“We were committed to using them because they understand
PRODUCTS LIST the nature of these homes; they understand how they need to fit
Appliances: Viking Doors: Bison Custom Fixtures: Kohler Hardware: Baldwin Stone & Tile: into the neighborhood,” Baldwin says. “They bring a quality and
Master Tile Roofing: Elk Windows: Jeld-Wen an expertise that not everybody could.”
And although Allegro doesn’t typically remodel homes, Arce-
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Although no records exist of what the interior of the home originally
looked like, Allegro and Baldwin incorporated features such as the large
foyer and staircase and custom woodwork to reflect the spirit of the era.

neaux was interested in the project as well. He thought that remod-
eling the vintage home would be a good experience for his staff
that would help them when building their period-style new homes.

“That’s how I learned to do period-type houses — by taking
them apart and putting them back together,” Arceneaux says.
“True artisans know how a home is built.”

NO EASY TASK

Once the partners decided to save the home, they knew it would
be a massive undertaking. The interior was a wreck, the exterior
was horrendous and previous owners had grafted three homes

THE FINANCIALS

s a predominantly new-home
builder, Allegro Builders
works at a smaller gross
profit than most remodelers.
On the average home the company
builds (with a price tag north of

Initial estimate
Change orders
Other cost overruns

Final price of job
Cost to produce
Gross profit

Budgeted gross profit

PROJECT TIMELINE

2005 Stage of Project

Dec. 15 Demolition begins

2006 Stage of Project

Jan. 30 Foundation poured

Feb. 28 Framing

Mar. 31 Windows/siding installed
April Insulation

June 15 Trim work begins

July 31 Painting

Aug. 31 Plumbing installed
September Floors placed

October Appliances installed
October Project inspection
November Final punchlist items completed
Payments were made by monthly draws

onto the building in ill-advised additions.

“It was unlivable,” Arceneaux says. “There were holes in the
floor, the windows were missing, the stench in the house was
just miserable. It was just terrible, but it did have good bones.”

And to save the building, Allegro was going to need to go all
the way down to its bones. The company demolished the addi-
tions and stripped the inside to the original studs. Besides the
framing and brick, which was reused on the porches and in the
new wine cellar, nothing else was salvageable.

“Everything else had been ruined,” Arceneaux says. “There
was nothing left for us to use.”

Baldwin drove the design for the remodel as he dove into
researching the home by poring over old photos, talking to long
time residents of the neighborhood and consulting with the

Budget History

$725,000
$250,000
$25,500
$1,000,500
$875,000
$125,500
15%

company went over budget on several
items as new problems were discov-
ered and Baldwin decided on changes
along the way, most notably adding
the 1,000 square foot wine cellar. Bald-
win even ended up going for a second

$1 million), Allegro looks for a 15
percent gross profit. That’s what
President Lambert Arceneaux was
aiming for on this project as well,
although he knew it might change a
little as Allegro remodeled the unique
home for Realtor Bill Baldwin. The
company had worked with Baldwin
several times in the past, and Arce-
neaux liked the experience that

PROFESSIONAL REMODELER

12.5%

Actual gross profit

remodeling the historic home would
give his employees.

“He was a friend of ours, so we were
willing to take it closer to 12 percent
than we would have for most clients,”
Arceneaux says.

During the year-long project, the

www.ProRemodeler.com

loan to pay for the rising costs.

“We just ended up doing a lot of
stuff we didn’t plan on that we had to
cover in change orders,” Arceneaux
says.

“I could tell that given the right time,
effort and money, it was going to be
amazing,” Baldwin says. “Once | got
passionate about it, | was relentless
until it was perfect.”
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The team moved the kitchen from one side of the house to the other to create more open space. The fireplace, which had been between the kitchen
and dining room, now separates the redesigned family room and living room. One side features a custom mosaic of family mementos.

local historical society to return the home to its original design.

Because William Wilson was so well known, there were many
articles written about him, the neighborhood and the house, so
Baldwin was able to use them as resources. There were many
exterior photos of the home, but no interior shots that Baldwin
could find. However, he did find someone who had played in the
house as a child and was able to tap the memories of the next
door neighbors who had lived there for 75 years.

“While it wasn’t a restoration, on the outside we were pains-
taking in trying to replicate it,” Baldwin says. “For the interior,
we embellished a lot, but it was in keeping with the spirit.”

The biggest challenge was replicating the windows, none of
which were standard sizes or even the same size from window
to window. Allegro worked with Jeld-Wen for months to create
the custom windows.

“Some of the windows had 32 lites in just the upper sash, so
it was very, very expensive and time consuming to get it done,”
Arceneaux says. “It took us forever, but I think the windows
make the house.”

Another eye-catching feature of the home is it’s 2,000 square

|
COMPANY SNAPSHOT

Allegro Builders

President: Lambert Arceneaux
Location: Houston

2007 volume: $15 million

Projected 2008 volume: $15 million

Web site: www.allegrobuilders.com

Biggest challenge of this project: Matching the historic
look of the home with modern materials

PROFESSIONAL REMODELER

www.ProRemodeler.com

feet of porches. The old photos of the home showed a wrap-
around porch running from the front of the home around the
right side. By the time Allegro purchased the home, only the
front porch was standing, and the area on the side was covered
by one of the later additions. Porches are a feature that Arce-
neaux likes to incorporate into many of the homes he builds. In
Houston, most homes are built on slabs, he says, so elevating a
house slightly and adding a porch can really set a home apart
from its neighbors.

The new porches run 12 feet deep around the front and side,
along with a smaller porch off the rear of the home. Baldwin
says the family uses them frequently for entertaining and as an
extension of their living space.

The final part of recapturing the original exterior look came
from recreating the original Cypress siding. Although the home
was originally done in old-growth Cypress, Allegro was able to
have new-growth Cypress custom cut and milled to closely match.

With no records of the interior of the home, Baldwin and Alle-
gro simply tried to keep the style consistent with the era, while
updating for modern needs. The trim, staircase and newels were
all custom. The entire house was redone with oak floors
throughout. In the kitchen, the cabinets were custom, as was the
oven hood. Walls were moved, hallways created and spaces rear-
ranged to undo the choppy remodeling done over the years.

One feature that wasn’t moved was one of the original fire-
places, which Allegro was able to restore. Originally between the
kitchen and dining room, it now sits between the family room and
hallway after the kitchen was shifted to the other side of the
home. The restored fireplace features a custom mosaic of memen-
tos from Baldwin’s family on one side and marble on the other.

One decision that was made later in the remodel was to add a
wine cellar. Allegro is known locally for the wine cellars the team
builds. The entire 1,000 square foot basement is dedicated to a
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NARI

LEARNING CENTER

The NARI Learning Center is your gateway to year-round
educational opportunities that keep you current, sharpen

your skills and provide opportunities for achieving professional
success in your remodeling business.

WEBINARS CURRENTLY AVAILABLE: EDUCATION COMING SOON:
Marketing for Remodelers: : What Motivates Us to Learn
Building Profits Presented by: Shawn McCadden
Presented by: S. Robert August Date: Tues., Sept. 23, noon to 1:00
: p.m. ET
FREE: Exit Planning for Business :
Owners NARI 2008 Leadership Summit —
Presented by: Bob O’'Hara Sharing the Vision
: On-demand
Learn About Lead: :
The New EPA Rule and You FREE: The Dos and Don'ts of
Presented by: Ada Duffey Assembling an Award Winning

Project Entry
Coming in October

All Webinars are available on-demand for $79/members and $99/non-members unless otherwise noted
For Free info go to http://pr.hotims.com/20091-12
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cellar and includes storage space for 1,000 bottles of wine, a large
tasting area and a bathroom.

There was a basement in place, but it leaked. Allegro solved
the problem by digging a trench around the basement, then seal-
ing and waterproofing the wall. Then they poured another con-
crete wall, treated and sealed that, and installed a drain and
sump pump. So far it has worked perfectly, Arceneaux says.

The walls are made of brick salvaged from the home and new
brick chosen to carefully match. The ceiling is made of cedar, which
is a touch that Arceneaux likes to put in all his wine cellars. It gives
the cellar the smell of cedar instead of a musty smell, he says.

MAKING AN IMPACT

While the home is a feat of construction, it has also made a big
difference for the neighborhood. The project won the Houston
Business Journal’s Landmark Award, which recognizes a project
each year for its positive impact on a neighborhood and the
community.

PROFESSIONAL REMODELER
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“The neighborhood is just a different place,” Arceneaux says.
“It really, truly changed that neighborhood. Everything around it
is now worth twice what it was before.”

It’s enhanced the image of the company as well. Allegro has
gotten a lot of positive attention for the decision to remodel
instead of tearing down the home, enough so that Arceneaux is
now contemplating starting a second company that would focus
on renovations.

“In Houston, we just tear down houses really fast, and I'd like
to do it differently,” he says.

This project was an important step in that direction, Bald-
win says.

“Our city does not really cherish remodeling or restoration of
older homes,” he says. “This shows people you can save the old
and embrace the new.” PR

>> For more Solutions, visit
www.ProRemodeler.com/solutions
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A remodel makes the most of a kitchen’s view
and frees up space for entertaining

REMODELER AND ARCHITECT: Sylvestre
Construction, Minneapolis

PROJECT LOCATION: Minneapolis

AGE OF HOME: 80 years old

SCOPE OF WORK: Expand and reorganize existing
kitchen to capture lake views and increase
functional space

PROFESSIONAL REMODELER

By Ann Matesi,
Senior Contributing Editor

WHILE THE KITCHEN REMODEL was just
one element of the ambitious whole-house
makeover of this 1920s lakeside cottage in
Minneapolis, it was this part of the project
that really made the difference when it came
to transforming the home’s character from
dark and dated to modern and inviting.
Today, the kitchen functions not only as
a completely modern workspace for the cli-
ents’ daughter, who is a professionally

www.ProRemodeler.com

trained chef, but also as the gathering cen-
ter of the home.

“Remodeling the kitchen had a remark-
able impact on the overall livability of the

The new kitchen island features a recycled red
birch counter made from wood reclaimed from
the bottom of Lake Superior. The perimeter
countertops are granite topped by a glass tile
backsplash.
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PHOTOS BY SYLVESTRE CONSTRUCTION

entire house by redirecting its entertaining
opportunities to the new 24-foot-long
space at the rear of the home,” says
remodeler John Sylvestre, head of Sylvestre
Construction, the local design/build remod-
eling firm responsible for the project.

Once cramped and cluttered, the com-
pletely updated kitchen now takes full
advantage of what was always its most
appealing, but formerly overlooked, attri-
bute: its lakefront orientation. Space
expanded both visually and physically when
the remodeler removed an interior wall

P

between the existing kitchen and an adjoin-
ing room and then increased the depth by
six feet. The new design now offers two din-
ing options — a large island with snack bar
seating as well as a built-in dinette; new
appliances, cabinetry and finishes; and a
distinctive coffered ceiling punctuated by
stained beams and strategically positioned
task lighting.

A garden window above a new sink,
corner windows surrounding the banquette
and an oversized sliding patio door, give the
homeowners a bright, cheerful and much

The variety of wood finishes used throughout the kitchen lend the space a warm and welcoming
ambiance and match details found throughout the rest of the home.

PRODUCTS LIST

Cabinets: Steven Appliances: Viking Windows: Marvin
Countertops: Paramount Granite Ceramic tile: Tile X Design

SEPTEMBER 2008

more welcoming room.

The clients had used Sylvestre for sev-
eral small-scale projects, and when the
time came for their long-planned major
remodel of the home, they turned to him
again. In addition to the kitchen, the base-
ment and second floor were updated.

“What was so important about this part
of the overall project,” says Sylvestre, “was
that we took two spaces — the sitting room
and kitchen — that were largely overlooked
and out of the way, and combined them to
create a gathering space that really func-
tions as the central hub of the home now.
This has completely altered the arrange-
ment of the main floor living space, making
it much more sensible for the way a family
lives and entertains today.”

The kitchen had originally been remod-
eled in the early 1970s but had not been
updated since then. The key, says the
remodeler, was creating a single large room
out of these two disjointed spaces.

“The sitting room was not doing anything
for the house in terms of function. All it did
was make the kitchen a much smaller and
more restricted area. The family already had
a dining room in the house to use for formal
entertaining when they needed it.”

They were ready to sacrifice the separate
sitting room to enlarge the kitchen itself, he
says. “And, since this side of the house
faces the lake, the opportunity to get as
much glass on this elevation as possible
would really increase the view potential sig-

Celling Design Hides Eyesore

beautiful coffered ceiling is one of the most

distinctive features of the new kitchen, says

emodeler John Sylvestre. The design actually
disguises a structural beam that was added to
support the home’s upper floor after a partition wall
was removed between the kitchen and sitting room
and the entire rear wall was extended six feet.

“The original sitting room was an unneces-
sary and confusing space and the result was an
improperly laid-out kitchen. In order to make the
most of the space, we removed the partition wall
between the two rooms and added a 6-foot by

www.ProRemodeler.com

27-foot addition. A single steel beam, which
spanned the entire width of the kitchen, had to
drop below the existing joists and presented us
with a significant design challenge because it
was visible.”

The solution was to use the beam as the basis for
the creation of a grid of “wood” beams that frame
the ceiling coffers. “While only one beam is actually
structural steel, all of them were finished in stain-
grade fir so that they would match,” he says.

“In this case, it was the structure that really
drove the design.”

PROFESSIONAL REMODELER
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nificantly. This was very, very important to
our clients.”

When it came to selecting the appli-
ances and finishes for the space, the hom-
eowners’ desire was to have a space that
featured the latest in commercial-grade
amenities but one that would, at the same
time, complement the overall style of the
home and be warm and inviting.

The continuity of the color scheme, as
well as the repetition of details and materi-
als found in other rooms, ensured that the
new kitchen would appear as though it had
always been a part of the home.

While this project was planned and com-
pleted before green became a hot button for
the remodeling industry, says Sylvestre, it
does include a number of environmentally

New sliding patio doors create a bright sitting
area at the base of the staircase that leads to
the upper floor.

friendly elements, such as: high-efficiency
appliances; reclaimed red birch countertops
for the island and banquette; and energy-
efficient windows and doors.

“Our practice is to try to offer all options,
green or otherwise, to our clients at the
outset of a project as design suggestions.
When it comes to making the choice, we
give them as much helpful information as
possible — including the pluses and
minuses of each option. They don’t always
opt for the green options but we are finding
more and more people are asking about
them all the time.”

Ultimately, the homeowners are thrilled
with their spacious new kitchen, he says.
“They now have this huge room that they
can really get a lot of people into comfort-
ably when they need to. It is really a great
entertaining area. But, it’s also a really com-
fortable space for just one or two people
as well. Their comments to us were that
we more than delivered on what we prom-
ised them.” PR

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

By Michael R. Morris
Editor in Chief

Q&A WITH THE CURMUDGEON

Professional Remodeler’s green guru helps you get started on a greener path

any of you haven’t been properly introduced to our resident curmudgeon, Carl Seville, so we’ve

taken the liberty to sit down with the well-informed guru of green this month to address the
issue of how a remodeling company can get started on the path to fame and fortune on the

green superhighway. Be sure to add Carl’s blog and our other Professional Remodeler staff blogs to your

RSS feed to stay up on all the latest industry news, including green, association updates, trends and
economic activity in a timely fashion that only the Internet can provide.

Professional Remodeler: So, Carl, how does one get started building a green remodeling company?
Green Building Curmudgeon: Training, training, training. Start with NARI and NAHB or your local program

if you have one. Look for advanced training at seminars and trade shows such as the National Green Build-

ing Conference, ACI (formerly known as Affordable Comfort), the Building Performance Institute and EEBA
(Energy and Environmental Building Association). Other training that is very useful for remodeling is Home

Performance with Energy Star and HERS rater training. Buy the books, “Green Remodeling” [by David John-

ston] “Natural Remodeling for the Not So Green House” [by Carol Renolia] and “Green from the Ground Up”
[by David Johnston and Scott Gibbon]. You can also hire an experienced green remodeling consultant
to advise you on your first projects — their experience will be invaluable.

PR: How do | figure out how much it will cost to
get started?

GBC: Understand what is different from your
normal process; define it clearly in your estimates
and trade contractor scopes; and identify the

cost differences. Realize that there are tradeoffs;
money spent on making a house more efficient
will allow you to reduce the cost of HVAC systems,
as they can be smaller.

Other less tangible benefits include improved
indoor air quality, which leads to healthier and hap-
pier clients as well as a cleaner house. While many
of the methods that achieve this cost more, many
homeowners are willing to pay more for a higher-
quality product. The challenge is to help them
understand the value. It is similar to a car. A Yugo
will get you there, but do you want to drive it?

Another issue to address is that it is very likely
that some of your standard techniques may not
be as high a quality as you should aspire to, and
in some cases may barely meet the energy code.
Make a commitment to improve your work, step
by step, job by job.

Finally, there is a learning curve, and making
changes will cost more initially. You will find that
those costs will go down and the long-term ben-
efits such as happier clients will reduce warranty,
callbacks, minimize complaints about comfort and
improve your company’s reputation, which will pay
off in the long run.

SEPTEMBER 2008

PR: How do | figure out what is really green and
what is greenwashing?

GBC: While there is some greenwashing in build-
ings themselves, this mostly deals with products

>> If you have ideas or comments,
e-mail the author at michael.morris@
reedbusiness.com.

claiming to be green when that is not the case.
There are few objective sources on building
materials, but one to look at is BuildingGreen.com.
It’s kind of a Consumer Reports for green building.
They review products and list those that they
determine meet their claims for sustainability.

PR: How do | sell green to clients?

GBC: They should be asking you for it by now, but if
you need to sell it, look for marketing information from
local green building programs, testimonials from green
homeowners, statistics on energy savings, etc.

PR: Where is the best place to find sustainable
and healthy materials?

GBC: Look for local sustainable building product
distributors and trade pubs like this one.
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Is your mind closed or open? How about your foam?
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| have been withess 10 the catfight betreen the apen and closed cell spray foam industries for a whils
and, like many other things in life, there doesn't seem to be a perfect or clear answer. | like foam
ingulation, and | prefer open cell. One of the complaints | hear about open cell foam is thatthe R-value
isn't as high as closed cell That's true, but in the mixed humid clirmate where all my construction
experience comes from, it doesn't get so terribly cold that the R-value in the walls matiers as much as
the air gealing. | particularly like open cell in rooflines, hecause ifyou ever have a leak (and don'ttell me
your roofs don't leak!), the water will flow through and letyou find and fix the problem. YWhile | haven't
experienced this personally, |would be concerned that closed ce. Read More

Jul 31 2008 3:57FM | Fermalink | Email this | Comments (1) |

Today's subject has little, if anything, to do with green, butitis definitely
:urmudgenmy | walked into Home Depat the other day andto my surprise (well

Add Carl’s blog to your RSS feed by logging on to www.ProRemodeler.com/Seville.
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NEW PRODUCTS

FEED ME

You’re not always cutting in ideal

A NEW KIND OF TRADITION

Fourteen new knob and lever designs in

locations, and sometimes it’s
impossible to get a power tool in
place. Bosch kept that in mind with
13 new self-feed bits ranging in

Omnia’s Traditions line are available in all
of the company’s finishes with multiple
rose options, including unlacquered size from 1- to 4% inches in diame-
brass, polished chrome and antique ter. All bits are equipped with a
bronze. All knobs and levers are available replaceable coarse threaded tip
that draws the bit into the wood

without pressing on it, eliminating

as passage tubular latch sets, which can
be paired with a privacy bolt.

For FREE info, go to http://
pr.hotims.com/20091-251

run-out or wobble and pulling
through the wood for consistently
more accurate holes.

For FREE info, go to http://
pr.hotims.com/20091-252

SHINE ON ME

Looking for a creative lighting solution? Graber’s Light-
Weaves Solar Shades have a new single-touch lift system
to retract shades with a single tug of the cord. The
improved continuous loop lift system reduces light gaps
and accommodates larger shades. Graber also offers
motorized shades for hard-to-reach windows.

For FREE info, go to http://pr.hotims.com/20091-253

A NEW HORIZON

Able to complement a variety of design

schemes, Hakatai’s Horizon series of 7-by-
“s-inch tiles contains an array of colors. The
glass blends combine glossy and matte finish
for a hip look. Tiles in the Horizon series are
approximately %-inch thick and mounted on
mesh-backed sheets for easy installation.
For FREE info, go to http://
pr.hotims.com/20091-254

38  PROFESSIONAL REMODELER www.ProRemodeler.com SEPTEMBER 2008



AN INTUITIVE KITCHEN PAL

| ] An exclusive four-part Pure Convec-

tion system helps create uniform

temperatures in Dacor’s new 36-inch
Epicure Renaissance wall oven. The
new units feature a RapidHeat bak-
ing element to cut bake times. They
sport electronic touch controls, six
0 ] cooking modes and the company’s
£ proprietary filter. A 27-inch wall
y model for smaller installations is
j;w OOR USE"ONLY available as well.

' P @ For FREE info, go to http://

pr.hotims.com/20091-255

ey ik A

DON'T PASS THIS UP
These occupancy and vacancy LEVEL-HEADED

sensors from Pass and Sey- DeWalt recently released a series of new
self-leveling rotary lasers. The DWQ74 has

an automatic horizontal self-leveling system

mour feature fixed-time delays,
eliminating the need for adjust-
ments. For homeowners who that provides accuracy at plus or minus Y-inch
per 100 feet. Once the laser is turned

on, it will begin to level itself, and the

desire more flexibility, there’s

a model with an adjustable time
delay and ambient light sens- laser stops blinking when the unit is
ing. All models have 180 degree, level. The unit also has a manual
feature.

For FREE info, go to http://

pr.hotims.com/20091-257

600-square-foot coverage. An
LED locator light provides visi-
bility in darkened rooms.

For FREE info, go to http://
pr.hotims.com/20091-256

A CLEAR PROTECTOR

Guardian’s new ClimaGuard 75/68
Low-E glass is made to withstand
the worst winter chill. The glass

takes in 75 percent of the sun’s
natural light while also taking in

68 percent of the sun’s heat to
warm homes naturally. A U-value
of .28 provides excellent insulation.
For FREE info, go to http://
pr.hotims.com/20091-258
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NEW PRODUCTS

SMALLER MAJESTY

EcoStar released a smaller 10-inch profile in its Majestic
Slate Traditional tiles. The recycled, synthetic tiles more
closely replicate the look of standard slate tiles. Roofers
will appreciate they’re dramatically lighter because the
tiles are made of post-industrial plastics and rubber. Like
EcoStar’s other products, the tiles install with 1'2-inch
stainless steel ring shank roofing nails.

For FREE info, go to http://pr.hotims.com/20091-259

A complete selection of pneumatic fastenings: plastic strip, wire weld,
inserted plastic and paper tape. Collated brads, finish nails, staples
and screws. Available for all tools. In stock for immediate delivery!
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SWAN SECURE

800.966.2801
ORDER ONLINE 24/7 AT SWANSECURE.COM
For Free info go to http://pr.hotims.com/20091-14
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STYLE LOCKED IN

Gorell Windows & Doors’
new 5100 Series line of win-
dows have been designed
with a modern exterior,
higher efficiency glass,
greater structural stability
and easier installation. The
5100 Series also has the
company’s stylish recessed
locks that are hidden from
the exterior side and give
your clients an unobstructed
view from the inside.

For FREE info, go to http://
pr.hotims.com/20091-260

BAMBOO BONANZA

It seems bamboo-based products are
popping up everywhere. Stone Forest has
joined the trend with its new Quattro Bam-
boo Vessels. Naturally lightweight and
water-resistant, these sinks are made from
the laminated exterior of the plant shoot.
The sinks can be wall-mounted and can
be matched with the company’s Bento
Box, which can be configured to a seat

or side table.

For FREE info, go to http://
pr.hotims.com/20091-261
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It’s as easy to install
as it is to enjoy.

Tom Gramlich, President of TimberTech

As President of an industry leader like TimberTech, it's Tom Gramlich’s job to think big, Available in Coastal White
but he also knows that attention to detail is crucial to success. The ease of installation, or Classic Black

clean lines and sleek look of RadianceRail” are the type of innovative details that make No exposed hardware

TimberTech the fastest-growing composite manufacturer in the industry. Easy installation

From our legendary decking and innovative railing and fencing to hidden fastening and Available in 36" and
drainage systems, TimberTech’s comprehensive product line lives up to our famous brand 42" rail heights
promise: Less Work. More Life.”

@ﬁmberTecH

LessWork. More Life.

@

ot 800-307-7780
Building Products www.timbertech.com

DECKING RAILING FENCING DRYSPACE ACCESSORIES
For Free info go to http://pr.hotims.com/20091-15




PAID ADVERTISEMENT

DALE RESSLER

DER Construction, Inc.,
est. 1990

Owner:

DreamMaker
Bath & Kitchen,
est. 2006,
Bainbridge, Pa.

Owner:

Dale Ressler, 46, knows all about re-
modeling — from the highs of national
remodeling awards to the lows

of medical scares and the physical labor
that the career demands. As a general
contractor and the owner of DER
Construction, he’s tackled a full
spectrum of remodeling jobs for years
to produce beautiful results for his
customers. However, that mission to be
all things to all people wasn’t producing
beautiful results for his future goals.

FRANGCHISING

And I set my goal that by age 50 1
wanted to be able to make some of
those changes. But a few years ago

I realized I was no closer to that goal
of 50 than I was at 40. Then, I had
two shoulder operations about the same
time. It was work-related. And my
surgeon told me, ‘you need to figure out
what you're going to do for the next 15
years other than what you’ve done for
the last 15 years that’s gotten you here.’

When I was recuperating from the
initial surgery, I realized we were okay
for a couple of weeks. But if I was un-

DreamMaker has “given me an opportunity to

work on the business much more instead of
just trying to survive the week...”

What was your independent
business like before you bought
a franchise?

Dale: We did all kinds of remodeling,
and it was good. It was really all I
knew to do. The more I could do, the
better I could be at staying busy. It
always kind of scared me to get too
focused in one or two areas for fear of
running out of work. That was the real
trepidation for me in figuring out the

whole kitchen and bath world.

Why did you decide to buy a
DreamMaker Bath & Kitchen

franchise?

Dale: Previously, at DER Construction,
I knew I wanted an exit strategy. My
wife and I talked about that a fair
amount — kind of what [ wanted to do
in a second career more as a volunteer.

able to work much longer,
we would have fallen on our
face. I had employees who
counted on me, and I wasn’t
being a good steward if |
didn’t have the systems and knowledge
in place to produce stability without
me. Then DreamMaker Bath & Kitch-
en called and it seemed like the more
we talked, it just became more evident
that this could really be the key to that
whole part [ had been looking for.

What has been the biggest change
since transitioning your business

to DreamMaker Bath & Kitchen?

Dale: Up until the point I bought
DreamMaker Bath & Kitchen, I was
still out in the field about 50 percent of
the time. We didn’t have a showroom.
We operated out of a home office. So
this was a pretty big shift. As soon as
we became DreamMaker, we became
DreamMaker - in a showroom. And
now I had a place to go to work instead
of my house. I also committed to
pulling myself out of the field. So all

Photo: Dale Ressler and his wife, Bobbi

of those changes have given me
an opportunity to work on the
business much more instead of just
trying to survive the week, keep
enough work coming in and, if
I had the chance, see if we were
making any money.

How has owning a franchise
changed your outlook on the
future?

Dale: Now, [ have a plan. I took “me”
out of the equation. Right now, my
goal is that we would be able to open
another location about 2010. [ would
have never had the freedom to think
that far ahead and begin to put the
wheels in motion to plan something
that’s a year and a half away. That

has been a huge accomplishment. My
business is also the same size as before,
but with a better profit. Independently,
[ had okay net profit, but last year as
DreamMaker we more than doubled
it. And I know that, with the systems
[ have in place, I can continue to
accomplish that, make the customers
happy and have people say, ‘you did
everything you said and more.’

About DreamMaker
Bath & Kitchen:

Based in Waco, Texas, DreamMaker
Bath & Kitchen has approximately 100
independently owned and operated
franchises nationwide.

* .

C N ..._..A. R

DreamMaker
Bath & Kitchen

Strong Margins. Quality of Life."

For more information, please call

800-253-9153

DreamMaker-Remodel.com
For Free info go to http://pr.hotims.com/20091-16



Innovations Interior Products.

HVAC

| SEE(R) YOU

With a SEER rating of 23 for the 09NA model and a 22 rating for the
12NA model, Mitsubishi’s latest Mr. Slim M-Series MSZ-FD/MUZ-FD
heat pumps offer a much higher efficiency rating than standard 13
SEER models. The MSZ indoor units feature two new allergen-remov-
ing filters and an “i-see” sensor for a more comfortable room.

For FREE info, go to http://pr.hotims.com/20091-262

BEAM ME UP

No doubt some of your customers
have been asking for air filtration sys-
tems in additions and throughout the
house. Beam’s HEPA Air Filtration Sys-
tem, made by Electrolux, removes
99.97 percent of airborne particulates
larger than 0.3 microns. The models
have a low-maintenance filter cartridge
that can last five years or longer. They
also have an insulated steel cabinet.
For FREE info, go to http://
pr.hotims.com/20091-263

QUIETER THAN A
CHURCH MOUSE

The Latitude and Affinity fur-
naces in Johnson Controls’
York line feature a more com-
pact design. The furnaces
measure 33 inches high, which
is perfect for closets, attics,
garages and other tight areas.
The Latitude model is a single-
stage furnace, and the Affinity
has a modulating gas configu-

QUITE A PAIR ration. Both operate quieter
Homeowners want to save money on their HVAC systems. than the company’s previous
Sell them on the efficiency of the freewatt Micro-Combined models.

Heat and Power (MCHP) system. The system uses Honda’s For FREE info, go to http://
MCHP cogeneration unit paired with a furnace or boiler pro- pr.hotims.com/20091-265

duced by Climate Energy. This unique pairing system pro-
vides heat for the home with the added benefit of electricity
production. The ultra-quiet MCHP unit produces 3.26 kilo-
watts of heat and 1.2 kilowatts of electric power.

For FREE info, go to http://pr.hotims.com/20091-264
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GET INTO THE

HO US| NG

Make HousingZone.com

your first stop every morning—
and stay on top of critical
issues impacting your

business day.

access FREE archived Web casts

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

enjoy interesting blogs by industry
thought leaders

catch featured stories from the

pages of Professional Builder,
Professional Remodeler, Custom Builder
and Housing Giants.

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

® register for upcoming Web casts
and events

- STOM |
i Remotieler|

SUBACRIBE NEWSLETTERS | MAGAZINES.

e Rt osies o A1 o0 T AL 2007 Dodge Sprinter

S e PO ....c0cc0» |

Housngone
.com

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

® ProBuilder.com

® ProRemodeler.com

¢ GCustomBuilderOnline.com

° HousingGiants.com

www.HousingZone.com



Innovations

Exterior Products

INSULATION & HOUSEWRAP

YOUR MOISTURE SHIELD

Mold and mildew can’t grow without
food. Fi-Foil kept this in mind while
developing the new M-Shield Reflective
Insulation for masonry walls. The perfo-
rated, breathable design and paperless
construction means your homeowners
have little to fear from those pesky
microbes. The insulation has a Class-A
flammability rating and meets or
exceeds the IBC.

For FREE info, go to http://
pr.hotims.com/20091-266

AVIP BARRIER

Remodelers who need to have an air and
water barrier should consider Carlisle
Coatings’ Barritech VP. Its structure allows
moisture vapor to escape while stopping
moisture from seeping in. Install it into
exterior wall assemblies where building
felt or paper would be.

For FREE info, go to http://
pr.hotims.com/20091-267

A SMART SEAL

The new Hilti CF 812 and CF 810 Filler Foams restrict air,
sound, dirt and water infiltration in a variety of applications.

SPRAY IT AND FORGET IT

CertainTeed’s CertaSpray open
cell foam is a low-density,
MDI-based, semi-rigid foam
insulator to help make that
envelope nice and tight. The
two-component, water-blown
spray foam is offered in both
open- and closed-cell formulas
and works well in hard-to-
reach areas such as cathedral
ceilings, knee walls and roof
decks.

For FREE info, go to http://
pr.hotims.com/20091-268

SEPTEMBER 2008

CF 812 Window and Door Pro is low pressure filler foam

that also can be used for sealing openings where flexible
material is necessary. The CF 810 Crack and Joint Pro is a
high-performance, high yield foam for filling around penetra-
tions and general gaps.

For FREE info, go to http://pr.hotims.com/20091-269
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WOVEN WIRE GRILLES &
DECORATIVE GLASS INSERTS
133 % OUTWATER

Dotedededel!
O
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Woven Wire Grilles: Stocked in nearly
50 different patterns in 36” x 48” o
48”x72” Antique Brass, Antique Silver
and Bright Brass sheets, Outwater’s
Woven Wire Grilles are also available

in custom sizes and finishes.

Decorative Glass Inserts: Offered in
more than 100 different designs in
both tempered and non-tempered 1/8”

thick formats, OQutwater’s Decorative
Glass Door Inserts can be custom cut
to any size and shipped via UPS within

KNOoBS & PuULLS BY OUTWATER

In response to numerous requests
for Knobs & Pulls that have
been inspired by and designed
to chromatically and texturally
complement the product trends

of some of the more popular
currently available cabinets and
furniture being introduced into
the marketplace at this time,
Outwater has supplemented
its ever-increasing assortment
of Cabinet and Furniture
Hardware to include extensive
new collections of truly excep-
tional Contemporary, Vintage
and Traditional Knobs and Pulls

in a host of new finishes.

4 to 5 days.

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

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

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

ARCHITECTURAL PRODUCTS BY OUTWATER
égﬂ‘w"te Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales)
Fax 1-800-835-4403
www.outwater.com
New Jersey ¢ Arizona * Canada

e
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For FREE info go to http://pr.hotims.com/20091-126
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housmgzone'com

CATCH ONE MISTAKE
and |t pays for |tsel f!

You can count on your Construction
Master to get it right. Every time. Every day.
» Work in Feet-Inch-Fractions
« Convert dimensions
« Linear, Area and VVolume measurements
« Rafters, Square-ups
» Framing and Stair layouts

Go to our contractor web site to learn how our
calculators can work for you.

[ . CountOnCl.com/cut3 ]
-, CALCULATED PROREMO-708 X Model 4065 @":’

- INDUSTRIES Available af Tool, Survey, Reprographic and Lumber Stores m =

blogs |
awards |
events
hot topics
products
research

Construct a sturdy,
tapeless dust & dirt
* barrier in minutes.
leWaII ‘will save 'j Protective
time and money... Products
to order, call today. ey

128007896633

or order now at
www.protectiveproducts.com

For FREE info go to http://pr.hotims.com/20091-127
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UDA

ConstructionSuite™

Construction Software for Small to Medium Businesses

@ @ Ay
wa [RETRTA  WindowsVista Wnduws""

Oz Paepuels EE,

ConstructionSuite™

Standard $30

ConstructionSuite™

Premier $QQQ)

“% ConstructionNet 2007

www.constructionsuite.com « 1.800.700.UDA1 (8321)
For FREE info go to http://pr.hotims.com/20091-128

Homeowners will
Leave the Garage Door Open
AGAINT =

Garage Alert

Order today!

B&G ELEGTRONIC
ENGINEERING, ING.

Toll-free: 800.852.4795

GarageAlert

 Safe. Secure. Shut.

For FREE info go to http://pr.hotims.com/20091-130

SEPTEMBER 2008

DECORATIVE WOOD CARVINGS
BY OUTWATER

FREE 1 000+ PAGE MASTER CATALOG'
LOWEST PRICES. .. WIDEST SELECTION... ALL FROM STOCK!

ARCHITECTURAL ProODUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Reque: ts)
1-800-835-4400 (Sales) A\

Fax 1-800-835-4403
www.outwater.com ’

New Jersey e Arizona ¢ Canada m

For FREE info go to http:/pr.hotims.com/20091-129

Quit Working Alone!!
Build Your Own Business With Us.
> Homebuilding consulting to Homeowners.
> One of the hottest franchises in America.
> Untapped markets and proven systems
> New-Build - Scrape — Makeover

_ Are youready?
‘ By,

DlrectBuﬂd 4
Your build-it-yourself partner

Call Rick at DirectBuild - 720-940-7683
www.directbuildfranchising.com

www.ProRemodeler.com

For FREE info go to http:/pr.hotims.com/20091-131
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NEW trom the manufacturers of BETTER-BENCH™

Products shown are produced of a corrosion
resistant alloyed aluminum with an elastomeric-
waterproofing and antifracture coating com-
bined with an aggregate bonding base. Fin-
ished materials, ceramic tile, marble, granite,
REC 1414 REC614 | efc. can be applied immediately after product
installation utilizing standard mastics or thin-
set. No additional additives are required.
mEyE Listed products are supplied with (4) multi-
purpose wall fasteners which may be used
with/without preinstalled wood blocking.

BETTER-BENCH"

The Shower
Bench
Solution

An easy to install bench-
forming system that
replaces the complex

methods currently in use. Ty

This fully independent supporting unit can v’ B

be mounted fo most vertical surfaces ZAXXXXA xxx
quickly and efficiently, saving the installer

For more information
or a distributor near you, call

1-800-382-9653
INNOVIS CORPORATION

valuable time. What once took two days
to complete can now be done in about an
hour! BETTER-BENCH™ provides design
flexibility and is ideal for new or retrofit
applications. Pafenfed

www.innoviscorp.com
For FREE info go to http://pr.hotims.com/20091-132

StruCalc 8.0 is the most intuitive design software
available for beams, columns, collar
ties, and footings.

Download a free demo at www.strucalc.com or call 800.279.1353

Design using steel, solid sawn, glulams, Ivls, |-joints, and
composite flitch beams

Design rectangular, round, and continuous concrete footings

Quick and easy multi-span hip/valley beam design
All major building codes, including the 2006 IBC

Precise and thorough single page output including shear/
moment/deflection and loading diagrams

Short learning curve means you'll be sizing
in minutes, not hours

New online video tutorials

For FREE info go to http://pr:hotims.com/20091-134

PROFESSIONAL REMODELER

www.ProRemodeler.com

Permanent Concrete Stain
Will not fade, chip, or peel
Preferred by professionals - Eight Colors Available
Interior/Exterior Use
www.kemiko.com - Call for your local dealer - 903-587-3708
Ask about our new Rembrandt Polymer Stains.

For FREE info go to http://pr.hotims.com/20091-135
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Now appearing
in backyards

SKYSTR=ZAM:?3T

THE POWER TO CHOOSE.

i

www.skystreamenergy.com

For FREE info go to http://pr.hotims.com/20091-136
Top off your projects
with something tilish.

= 230+ mph wind rating — also resists fire,
moisture, hail

= The look of tile, the light weight of metal —
ideal for new construction or re-roofing Z=
= 10 “cool roof” colors for energy savings -r<fgin
|
= Long-length panels install fast PARTNER

MET-TILE

(800) 899-0311, (909) 947-0311
web www.met-tile.com e-mail met-tile@met-tile.com

FauloodBeans.con

- ® Fake Wood

Beams
NI = Ceiling Panels
POLYURETHANE = Coriels
PRODUCTS = S Pt

= Light Weight ® Rafter Tails

= Fasy to Install |

wow FauioodBeams com's

9176 ACORN STREET
DEER PARK = NY 11729

800-651-4223

For FREE info go to http://pr.hotims.com/20091-138

SEPTEMBER 2008

www.ProRemodeler.com

For FREE info go to http://pr.hotims.com/20091-137

spiral stairways in wood
(any species), metal,
stainless steel, aluminum
and brass. Stock or

. Custom-Built to any size.
S Quality selection and

- competitive prices.

Shipped Worldwide
Free Brochure

Call today: 713-680-3110,
Toll-free: 800-231-0793
or visit us on-line.

_IAIRWAYS ..

N
4/‘» WWwWw.stairwaysinc.com

STAIRWAYS INC. * 4166 PINEMONT * HousTon, TX « 77018

For FREE info go to http://pr.hotims.com/20091-139
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» Reduce your water heating bill by
up to 50% or more

+ This system is designed to run
automatically, taking advantage of
solar energy when it is available

+ Save money and the environment
at the same time with a FAFCO
solar hot water system I

+ 10 year warranty provides worry
free protected investment

+ Our system qualifies for the
30% federal tax credit

SunGrrabber

"FAFCO

SOLAR WATERSYSTEM

www.sungrabber.com

435 Otterson Drive, Chico, CA 95928
toll free: 866.786.4722

For FREE info go to http://pr.hotims.com/20091-140

TR T

, ) l )71 </ \,.. Y‘! I] |
A truly low aint[en‘a‘nt Lle k||
* Eagy tongue & groove i
* No exposed faste

' [» Stain & mildew resista
o
%m
* Four earth tone shades, will n

enovation
P Decking
AN

1.800.521.7488|« .genovaproducts.co
For FREE info go to http://pr.hotims.com/20091-141
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INNOVA'
SET THE TONE §

THE INDUSTRY [

SHELLEY PEREZ

P: 630.288.8022
F: 630.288.8145

shelleyperez@reedhusiness.com

www.ProRemodeler.com
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Fill, bond, and laminate
AZEK' Trimboards!

TrimBonder
Bonding System

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

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

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

Devcon.

' Construction Products Group

1-800-933-8266

www.trimbonder.com

AZEK is a registered trademark of Vycom Corporation.
Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 ITW Devcon. All rights reserved.

Available through your local
AZEK" Trimboards dealer

For FREE info go to http://pr.hotims.com/20091-200

Secure

Advertisement

Marketplace

LowEST PRICES...

also in 2x6

Shaped and
in Seconds!

65,000+ DECORATIVE BUILDING PRODUCTS
BY OUTWATER

Architectural Mouldings & Millwork * Columns
& Capitals * Balustrading * Wrought Iron
Components ¢ Lighting ¢ Stamped Steel &
Polymer Ceiling Tiles ® Brass Tubing & Fittings
Period & Contemporary Hardware ¢ Kitchen
& Bathroom Accessories ® Cabinetry ® Cabinet

& Furniture Components ¢ Knobs & Pulls

Surfacing Materials Wainscoting ® Wall Coverings

Plaster Architectural Elements ¢ Fireplace

Surrounds Plenty of Other Stocked Items

FREE 1,000+ PAGE MASTER CATALOG!
WIDEST SELECTION...

ALL FrROM STOCK!

ARCHITECTURAL PRODUCTS BY OUTWATER

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

Fax 1-800-835-4403
www.outwater.com

New Jersey ¢ Arizona ¢ Canada

ick
Qurve
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WOOD. - TREATED
TREATED

FOR A LIMITED TIME
ORDER NOW AT:
866.443.FLEX(3539) |

i24]linearaft. per 2x4 box

i12]lineariftYper 2x6 box 4

$114 delivered for
2x4 Untreated. Please call
for other product pricing.

5500 SW 36th St. Oklahoma City, OK 73179
866.443.3539 405.996.5353

www.flexabilityconcepts.com email info@flexabilityconcepts.com

SEPTEMBER 2008

For FREE info go to http:/pr.hotims.com/20091-202
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1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details

,ﬁ :
:&h-‘j Elmi M{l

—

“"httt!!!!l

'ief"r' ral Galugiridas
all for g FREE Caialoy

www.Worth1ngtonM1llwork.com

Jacksonville, FL

For FREE info go to http://pr.hotims.com/20091-203
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© 2008 Gorilla Glue Company WG3CA2

FOR THE TOUGHEST JOBS ON PLANET EARTH.
1-800-966-3458 « WWW.GORILLATOUGH.COM

For FREE info go to http://pr.hotims.com/20091-204

52  PROFESSIONAL REMODELER www.ProRemodeler.com SEPTEMBER 2008
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CertainTeed Restoration Millwork 33 http://pr.hotims.com/20091-13
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Professional Remodeler
is looking for the next
generation of leaders.

The January issue of Professional
Remodeler will feature the Young
Leaders — those people under 40
who will be setting the agenda for
the remodeling industry for the
next decade and beyond.

To submit your nomination, log
on to www.ProRemodeler.com.

Deadline: November 3, 2008
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Board Room

LEVELING THE SEESAW

emember going to the play-
ground when you were young
and riding the seesaw? Some
people call it the teeter-totter.
Little more than a board cen-
tered on a fulcrum, you and a friend
would get on each end, alternately
pushing one another up and down.

After doing that for a while (some-
times trying to move the seesaw so
violently that you would knock your
partner offl) you might work with the
person on the other end to try to get
the seesaw balanced so nobody’s feet
were touching the ground. This took a
little more work than simply pushing
up and down: It took focus and balance
on your part.

| mention the seesaw because the
way we played with that is a lot like how
we approach trying to create work-life
balance in our lives as adults. It IS pos-
sible to create it, though not without
investing effort that is often counter-
intuitive for motivated people.

Why bother creating such a balance
in your life? My wife, Nina, and | went to
a wedding recently. The bride was the
daughter of dear friends we met 33
years ago. We knew them before their
daughter was born. Now we were
watching her get married.

Sitting in the chapel, | couldn’t
help but reflect on where all the time
went. How did she get to be such a
beautiful young woman, no longer the
young child who once played with our
children?
| was grateful for the choices | had

made that allowed me to see much of
the growing up their children and our
children did in all those years.

At the same time, there were times
when | was too consumed with work,
so much so that | did not appreciate
how ephemeral every-
thing was. My seesaw
got out of balance pretty
regularly.

My experience of being
alive for all these years so
far is that each year
makes it easier to under-
stand how important it is
to get the seesaw level.
Yes, there will always be
that tension between
work and life on either
ends of the seesaw.

Those choices about what
to pay attention to are your
life in the long run.

How do you make it hap-
pen in your world? Simply
put, take a longterm per-
spective when trying to
decide what to do today.

What does this mean in
practical terms? Consider
this: when you are lying on
your death bed what will
you be reflecting on? Prob-
ably not that you wish you
could have worked more
hours and days!

Rather, you will likely be thinking
about the relationships and memories
you helped sustain and create. Try
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There were times
when I was too
consumed with
work, so much
so that I did not
appreciate how
ephemeral
everything was.
My seesaw got
out of balance

pretty regularly.

keeping that in mind when the board is
being pushed down by the weight of
work and all its attendant obligations.

Put into your planner all those things
that will help keep you healthy and
keep you connected to family and
friends, then fit your work
into the remaining space.
This sounds like a simple
thing to do, and | know
that it is not. Remember
how you had to work with
your friend to get the board
balanced and that it took
more work than pounding
your side of the board up
and down?

Your life is as balanced
as you take responsibility
for making it be. There is
no right way or wrong way
to live your life. Do keep
in mind what you want to
be reflecting on when
watching people who
used to be your age going
through one of life’s won-
derful transitions. That is
all up to you. er
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Unleash a new generation of cordless power tools that outpower, outrun, outperform, and completely outclass
competing 18v tools. With industry-leading torque, longer run times and the fastest performances, RIDGIDs is
defining the next class of 18v power tools. And to prove that we mean business,

RIDGIDe covers all X3™ tools, including the batteries, for free for life.”
RIDGIDe X3" - tools that mean business.

“Ranked Highest in
Customer Satisfaction with Cordless Drills.”

— J.D. Power and Associates

1N :
Free Parts. Free Service. RI m I D
LIEE*ILMF Free Batteries. For Life.” o

* Available FREE of charge on all RIDGIDe products displaying the Lifetime Service Agreement logo. Registration is required.
Details about the Lifetime Service Agreement can be found on the RIDGID.com website, the registration form, or by calling 1-866-539-1710. Copyright 2008. RIDGID, Inc. All rights reserved.

You can do it. We can help.
www.homedepot.com

RIDGID. received the highest numerical score among cordless drill and driver brands in the proprietary J.D. Power and Associates 2008 Cordless Drill/Driver Study®™. Study based on 4,818 consumer responses measuring 10
brands and measures opinions of consumers who purchased a new cordless drill/driver within the past 12 months. Proprietary study results are based on experiences and perceptions of consumers surveyed in March-April
2008. Your experiences may vary. Visit jdpower.com

For Free info go to http://pr.hotims.com/20091-18
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The NEW Element
Smooth Star’

The NEW Savannah™
American Style Collection™
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The NEW Hazelton™
American Style Collection™

Even our glass reflects our commitment to innovation and design. That’s why we're _ﬁ? ®
o THERMA TRU
pleased to introduce three new beautiful door glass options — the modern, art-inspired ERETT
DOORS

Element, plus the Savannah and Hazelton patterns from our American Style -
The Most Preferred Brand in the Business™

Collection™ For more information on how to acquire these or other Therma-Tru

masterpieces, visit your local dealer or go to thermatru.com. For Free info go to http://pr.hotims.com/20091-19
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