nformation.

Professm{al

emo

MARCH 2009

| Special Issue:
een Remadel]

LIENTS ﬁULE
FAVOR OF
MONEY. OVER

~ " Pros & Cons of Green /15
" Spray-Foam Insulation TIpS/ 5
NEW Green Products from I?S /37

www.ProRemodeler.com

EERea" S tisA g
. >
4 ROEES £y o

RENEW START

your FREE magazine a FREE e-newsletter
subscription subscription




W WA ME et T W e T

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

Meet the Ultimate Casement Collection, a revolutionary new line that combines the

craftsmanship and innovation you've come to expect from Marvin. Inspired by your suggestions,
we developed larger sizes and matched them with the industry’s most innovative hardware for
unrivaled performance. All that combined with easy installation and a wash mode that allows

homeowners to clean their windows from inside makes this new collection truly ultimate.

Visit marvincasement.com or call 1-800-241-9450 for a free Ultimate Casement Collection brochure.

©2009 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors.

The New Marvin Ultimate Casement Window

The difference is C.L.E.AR.
Countless design options
Large sizes-Ultimate performance
Ease of installation
Any application

Revolutionary wash mode

MARVIN- 4

Windows and Doors

Built around you:

For Free info go to http://pr.hotims.com/23739-1



S

e e

The finest, most authentic wood-grained
fiber cement siding made is also green.

CertainTeed’s patented formula uses more
than 80% recycled fly ash, a majority of
wood fiber from sustainably managed
forests; and a manufacturing process

that conserves water and energy:—

Shown in WeatherBoards™ Cedar Lap in Tan - . ,bull dlngre S p O nS 1b 1>7‘

CertainleedH

800-233-8990 ° certainteed.com Quality made certain. Satisfaction guaranteed.™

EXTERIOR: ROOFING ¢ SIDING * WINDOWS ¢ FENCE ¢ RAILING * TRIM * DECKING * FOUNDATIONS + PIPE
INTERIOR: INSULATION « GYPSUM + CEILINGS

For Free info go to http://pr.hotims.com/23739-2
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Harvard Podcast

Visit our Web site for an exclusive podcast
interview with Kermit Baker from the Joint
Center for Housing Studies of Harvard
University about the center’s latest report on
the remodeling industry. See page 24 in this
issue for a Q&A on the report.
www.ProRemodeler.com

Blogs

Check out our full line-up of blogs from our
team of editors, contributors and remodelers,
including our newest columnist, Bruce Case
www.HousingZone.com/blogs

Remodelers’ Exchange

Can’t get enough of Remodeler’s Exchange?
Read the full transcript or listen to the entire
conversation on our Web site.
www.ProRemodeler.com

Best of the Best
Design Awards

Submissions are now
being accepted for the
2009 Best of Best Design
Awards. Visit our Web site
to download an entry form and see

past winners.
www.ProRemodeler.com/designawards

ONLINE POLL
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WaterSense is a registered trademark of the EPA.

*Computation based on comparison of faucets that have a
flow rate of 2.2 gpm under ASME A112.18.1

Creating a greener home. Delta® smart
water delivery solutions are part of a
green home. As a WaterSense® partner,
Delta is committed to encouraging
efficient use of water resources. Most
Delta lavatory faucets flow at a maximum
1.5 gpm, resulting in up to a 32%
water savings* Saving water—it’s a
beautiful thing. It's one of the many
ideas that make Delta more than
just a faucet.

deltafaucet.com/green

A DELTA

see what Delta can do*

For Free info go to http://pr.hotims.com/23739-3
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Our new energy packages are up to 26% more efficient.

© 2009 Milgard Manufacturing Inc.

And compared to others, 100% easier to sell.

Milgard makes it easy to sell energy efficient upgrades. Our standard window is ENERGY STAR®
qualified. If your customer wants higher efficiency, our 3D™ package is at least 10% more efficient,
~and our 3D MAX™ package is up to 26% more efficient. With Milgard, you don’t have to talk about
components or technical features, which most consumers don't understand. Our program quantifies
the benefits. It's easy to understand and easy to sell. These packages are

available on Milgard fiberglass and vinyl product lines, including Tuscany™ M]lgard
Vinyl Replacement windows. Visit pro.milgard.com or call 1.800.MILGARD. it

Ease-of-Use
Commendation
By Official Ease-of-Use Commendation Recipient.
A ARTHRITIS For more information, visit www.arthritis.org
@ ®FOUNDATION®

www.arthritis.org

For Free info go to http://pr.hotims.com/23739-4
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GREEN NO MATCH FOR ECONOMY

ix months ago, people were

buying energy-efficient cars

like they were going out of

style. Now they actually have

gone out of
style, and gas-guzzling
SUV sales are on the
rise again. And when the
price of gas makes its
annual summer increase
in a couple of months,
the Prius will likely be in
vogue. In the fall, when
the price of gas comes
back down, Escalades
and Navigators will sell
like hotcakes.

What does this say
about the American con-
sumer? Seems to me
they’re fickle windsocks,
swayed by the evening
news and the balance in
their checking account.

Which makes it pretty
darn difficult to establish a
brand as a green remodeler,
especially in today’s econ-
omy. Most of you are finding that it's
tougher to sell any remodeling projects in
this economy. But when it comes to
green, it's even more difficult because
many consumers are under the impres-
sion that a green remodel costs much
more than a “standard” remodel.

Even Dennis Allen (page 20) and

Michael R. Morris
Editor in Chief

Price has once
again become
the main driver
on all of Mr. and
Mrs. America’s
buying decisions,
and that includes
remodeling.

Tom Kelly (page 15), two of our indus-
try’s most established and well-
branded green remodelers, are finding
it difficult to sell green in this economy.
And they operate in mar-
kets that embrace green
like few others in the
country.

Price has once again
become the main driver
on all of Mr. and Mrs.
America’s buying deci-
sions, and that includes
remodeling. So even
though most Americans
still believe that global
warming is a valid issue,
that our carbon footprints
are worth reducing and
that living in a green home
is a worthwhile cause,
they’re not going to pay
through the nose for it.

As we found in this
month’s cover story, the
biggest differentiator
green provides a remod-
eling firm right now is
the energy-efficiency story. But that’s
only if you can convince the client that
the payback time is worth the wait. 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, success-
ful remodeling firms by delivering vital, trusted information.
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« David K. Bryan, CGR, Blackdog Design/Build/Remodel

« Vince Butler, CGR, CAPS, GMB, Butler Brothers Corp. »
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CKBR, CLC, Creative Contracting » Craig S. Durosko, CR, Sun
Design Remodeling Specialists « Doug Dwyer, DreamMaker
Bath & Kitchen by Worldwide « Dennis D. Gehman, CR, CLC,
Gehman Custom Remodeling « Mary Busey Harris, NARI «
Alan Hendy, Neal’s Design-Remodel « Allison P. lantosca,

www.ProRemodeler.com

F.H. Perry Builder « Greg Miedema, CGR, CGB, CAPS, Dakota
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« Mike Nagel, CGR, CAPS, Remodel One Inc. « Bill Owens,
CGR, CAPS, Owens Construction Contracting Co. « Randy
Ricciotti, Custom Design & Construction « Carl Seville, CR,
Seville Consulting « Scott Sevon, CGR, CAPS, GMB, Sevvonco
Inc. « Mike Tenhulzen, CGR, CAPS, Tenhulzen Remodeling ¢
Paul Winans, CR, Remodelers Advantage
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PASSIONATE

PEOPLE!?

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

expertise is unrivaled. And our one-stop shopping for remodeling
products is the height of convenience. But there is one thing we supply
that remodeling 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

KARBON,, FAUCET FOUNTAINHEAD,, BATH INDIO,,, SINK

FOUNTAINHEAD,, TOILET PALLENE,, LAVATORY

£ FERGUSON  “'«onie
O KOHLER.

© 2009 Ferguson




GET IN TOUCH WITH PAST CLIENTS

s | thought about what to

write in this month’s column,

| began to think about the

core of every business: the

customer. Think about your
past customers. How have they helped
your business? Of course, they have
contributed to your sales objectives,
but | recommend you think of them as
a customer for life, which can create a
win-win relationship. If you do a quality
remodel and give them a great cus-
tomer experience, then they can
become your biggest marketing ally.

Now more than ever, we in the
remodeling industry need as many
allies as we can get. With the current
economic climate, we must take
advantage of remarketing to our past
customers as an inexpensive yet
proven grassroots marketing tactic.
Naturally, if your clients have chosen
to do business with you, they typically
know people like themselves who
need similar work done to their homes.
As the old saying goes, “Birds of a
feather flock together.”

When considering ways to take
advantage of grassroots marketing
utilizing client relationships, ask your-
self the following questions:

Am | staying in touch with my past
clients?

Right now, remarketing is one of the
most cost-effective marketing tactics
you could undertake. Staying in con-
tinuous contact with past clients
allows you to maintain or build your
brand in your market. In addition to
sending mailings to past clients, find
the time to actually call them. See if
there are any current challenges or
needs that you could solve or service.
Perhaps right now they just have a
small job, but they may have a longer-
term need for a larger remodel.

How happy are your recent clients?

A good way to find out is through

MARCH 2009

customer satisfaction surveys. Ideally, it
is good to hire a third-party vendor that
specializes in customer surveys; cus-
tomers will be more candid with a third-
party than they will with your staff or
you. Yet, if you’re like most in the indus-
try now, you’re looking at
cutting expenses, not
incurring new costs. If
you do not have the bud-
get to hire a third-party to
facilitate the survey pro-
cess, then | encourage
you to at least do in-
house surveys.

If you are already
doing surveys, then you
know the value the
responses can be to your
company. With the cus-
tomer’s permission, you
can use their comments
as a powerful marketing
tool. And, if you find
someone that is unhappy
with their remodel and
you go back to their
house and resolve the
issue, then they are likely
to be one of your best
referrals.

What happened to
those leads that never
closed?

If your phone is not ringing as much
as it used to, take some time to go back
and look at the leads that your team did
not book. Now is the time to maximize
what you already have around you.
There may be some opportunities here
to make a sale now or in the near future.
Sometimes you will find that these pro-
spective clients did not end up using
one of your competitors — they simply
put the project on hold. By following up,
you can get an update of when and if
they plan to begin their project.

Remember, when times are as chal-

tactic.

www.ProRemodeler.com

Doug Dwyer
Contributing Editor

With the cur-
rent economic
climate, we must
take advantage
of remarket-

ing to our past
customers as an
inexpensive, yet
proven, grass-
roots marketing

Leadership

lenging as they are now, it is easy to want
to lower your profit margin to make a
sale. What | have learned over time is that
if a client is ready to do business with
you, they will do so regardless of if you
lower you margins. And, if they are not
ready to get started on
that remodeling project,
it’s rare that lowering your
margins will turn them
around. The clients you’re
going to lose, you're going
to lose regardless.

What now?

As you and | continue
to lead our companies,
we must not forget the
backbone of our busi-
ness: our customers.
There is great opportu-
nity within our contact
lists and all of those old
customer files. This does
take a commitment of
time, because in addi-
tion to making phone
calls to clients, you may
also need to transfer old
paper files to your com-
puter to do mailings with
ease. But, | can tell you,
it’s worth it.

| encourage you to be
proactive and begin the
remarketing process if you haven’t
already. It is time to get back to the
basics and make sure we are fostering
those client relationships, creating win-
win relationships. er

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

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

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

Bl
HousingZone
.com

® access FREE archived Web casts

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

® enjoy interesting blogs by industry
thought leaders

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

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

® register for upcoming Web casts
and events

From HousingZone.com, you can click over to
these favorite sites and and dig even deeper into

e |REGeler| CUSTOM topics of specific interest to you:
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=== ® ProBuilder.com
° ProRemodeler.com
¢ GustomBuilderOnline.com
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Customer Satisfaction

IT’S ALL ABOUT COMMUNICATION

strongly believe that almost all cli-

ents are reasonable and under-

standing about issues with their

project, as long they are communi-

cated with regularly. Solid commu-
nication begins with the first client
contact and does not end. Even after
the project is done and the warranty
period has passed, good communica-
tion becomes good marketing to past
clients.

Good communication takes many
forms. A clear contract with detailed
specs get a project off on the right
foot. Our agreements detail every
facet of material and labor that goes
into the project; where there is a
product included (such as a sink,
faucet or window), there is a color
image of that product next to the
written description. We want every-
one to know what was purchased
so there can be no confusion during
installation. To be even clearer, we
have a paragraph at the beginning
of the specifications (initialed by the
clients) that says “everything you are
getting and paying for is written
below. If it is not written here, you
have not paid for it and it is not
included.” While this may seem
redundant, good communication
often means stating and then
re-stating the obvious.

Once the project is underway,
there is no such thing as over-com-
munication — you cannot take things
for granted. We recently re-learned
this lesson with a new project man-
ager. He presented an everything-
is-under-control impression. In meet-
ings and in discussions things gener-
ally seemed to be smooth and
trouble-free. In reality, this person
was overwhelmed, but was reticent
to tell anyone. He was falling behind
in his daily duties, yet because he
was very likable, everyone assumed

MARCH 2009

the best. It was not until we began
seeing poor scores from clients on
our final satisfaction surveys — we
have historically received high
scores — that we knew there was
a problem.

We were able to track
back each poorly
scored survey to this
one project manager
and realized, through
subsequent investiga-
tion, that a majority of
the problems stemmed
from insufficient com-
munication. He was not
responding to lead car-
penters, subcontractors
or clients in a timely
manner (or at all), which
resulted in poorly run
projects and, ultimately,
disgruntled clients.

We have a number of
checks and balances
within our company to
ensure things are hap-
pening as designed and
expected. However, if
the information we are
collecting to monitor
progress is not accu-
rate or timely, then our
system fails (in other
words, GIGO, or Gar-
bage In, Garbage Out).
For instance, each
week our project man-
gers make current predictions of their
clients’ satisfaction, but if the ratings
are not accurate then our response
will not be accurate either. Addition-
ally, our project managers meet
weekly with their manager for a
“coaching session,” but if clients’
problems are being glossed over or
not honestly relayed, then issues
obviously can fester. A few missteps

www.ProRemodeler.com

Dave Bryan
Contributing Editor

Solid commu-
nication begins
with the first
client contact
and does not
end. Even after
the project is
done and the
warranty period
has passed, good
communication
becomes good
marketing to
past clients.

in communication will not kill a job as
long as you make an earnest effort to
recover. However, it is almost impos-
sible to recover from a slow, continu-
ous erosion of confidence and trust.

Keep in mind, our prior systems
had always led to very
high client satisfaction
rates. But our system
was not well-designed
for an aberrant
employee. In the past,
we have worked on a
basis of trust with our
employees, and going
forward this will not
change. However,
especially with new
employees, we will trust
AND verify. Systemi-
cally, we are planning
to add an interim client
check-in survey.

Where are the chinks
in your armor? Every
company in business
has ways in which
the communication
process can break
down. Take a break
from the day-to-day
and look over your
systems and pro-
cesses. Where can the
ball be dropped? Fixing
systemic problems and
setting clear expecta-
tions with your people
will make employees happy and cli-
ents elated. er

Dave Bryan is the president and
CEO of Blackdog design/build/remodel
in Salem, N.H. He is also a facilitator for
Remodelers Advantage. Contact Dave
at dbryan@blackdogbuilders.com.

>> For more Dave Bryan on Customer
Satisfaction, visit www.ProRemodeler.com.
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Only the best. Mastic delivers a complete exterior solution - more than 3000 great viny/,

aluminum and polymer products: Siding, soffit, fascia, trim sheet, trim coil, shutters, MASTIC
casings, moldings, columns, gutter systems, corner posts, mounts, blocks, vents, HOME EXTERIORS™
accents, accessories + more. Backed by more than 50 years of history, Mastic + Alcoa
Home Exteriors Performance Metals remain, without a doubt, the industry’s premier

siding + accessory brand. For uncompromising quality, beauty and performance, insist
on a complete exterior by Mastic Home Exteriors.

by PLY GEM

‘ s PERFORMANCE
SIDING i CIA DESIGNER ACCENTS METALS RAIN REMOVAL
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Market

AFTER LATE START, PORTLAND HAS JOINED SLUMP

By Jonathan Sweset,
Senior Editor

n the early days of the
housing crash, Portland,
Ore., was one of those
cities like Seattle and
Charlotte, N.C. that
resisted the national trend.

2008 was the year that all
came grinding to a halt. Exist-
ing home sales plunged,
home prices dropped for the
first time and remodeling
activity quickly dried up.

“Portland came to this
party late, but now we’re
getting hit pretty hard,” says
Tom Kelly, president of Neil
Kelly, the largest remodeling
company in Portland.

While the market was
slowing, it wasn’t until the
implosions of the stock and
credit markets last fall that
things really got bad, Kelly
says.

Neil Kelly’s prime client is
the high-end homeowner.
With the losses many of
them took in the market last
fall and the current uncer-
tainty, a lot of homeowners
are reluctant to invest in
their homes.

“I’'ve managed through
four recessions, and they all
have different characteris-
tics,” he says. “This one, the

Portland Market Leaders

Neil Kelly

A Cut Above Exteriors & Construction

Metke Remodeling & Woodworking
Olson & Jones Construction
Master Plan Remodeling

MARCH 2009

2002
Source: AMLS

2003 2004

fear on the part of people
with wealth is like a new
dimension I’'ve not seen
before.”

Those who are choosing
to remodel are undertaking
smaller projects and are
much more budget con-
cious than in the past.
Instead of additions, many
clients are opting for smaller
interior remodels.

One positive for the com-
pany has been it’s focus on
green, which Kelly believes
has helped the company
weather the downturn better
than others.

2005

Portland Existing Home Sales

2006 2007 2008

Since peaking in 2005, existing home sales in Portland have dropped
precipitously, leading to a slowdown in remodeling activity as well.

ahead of the pack on
green,” he says. “For those
contractors that have taken
that on, and we have for
years, that’s proven to be
a business bonus.”
January was the best
month ever for the compa-
ny’s home performance
division, and Kelly says the
green incentives that look
to be part of the stimulus
package should help
increase interest as well.
The 2009 Market Leaders list

will appear in the October issue.

For more information on the
Market Leaders, visit www.pro-

Market Update

Some of the key figures
from Portland show that
the Pacific Northwest is

no longer resisting the
national downturn.

Metro Area Population:
2,175,113 (12.8 percent
increase since 2000)
Change in home values:
Down 2.64 percent since
2007; up 55.4 percent over
last five years

Existing home sales: 2008
sales were down 32 percent
from 2007 and 49 percent
from 2005 market peak
Median household income:
$40,285

Unemployment rate:

8.1 percent (up from 4.8

percent in 2007)

Sources: U.S. Bureau of Labor Statistics,
U.S. Census Bureau, Office of Federal
Housing Enterprise Oversight,
Regional Multiple Listing Service

“I've managed
through four reces-
sions. ... This one, the
fear on the part of
people with wealth is
like a new dimension
I’ve not seen before.”

“Portland’s been pretty far  remodeler.com. — Tom Kelly, Neil Kelly
Specialty Installed volume )
Design/build remodeler $25,488,031 Remodeler

Full service remodeler
Full service remodeler

Exterior remodeler
Full service remodeler

$14,118,051
$4,633,024
$3,400,000
$2,600,000

www.ProRemodeler.com
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_Remodelers’ Exchange JSESNsIEOIEER

Finding what works in green remodeling

GREEN REMODELING’S BEEN the hot
topic in the industry for the last few years,
but is it here to stay or is it just a fad? What’s
the future of green remodeling going to look
like? Our participants (see how they’re sell-
ing green in out cover story, page 20) share
their challenges and successes with green
remodeling in today’s market.

Tom: Bernie, what defines green building
and remodeling? Any specific examples?
Bernie: The first question for us when we
started doing green was how would we
define it and market that to the customer.
We became EarthCraft [House] certified so
we would have an independent company
that would train us. Everyone went through
the training program. They would come and
inspect basically a checklist you would cre-
ate and submit. We went through a series

of inspections.

Tom: John, what marketing ideas have
you done to present yourself as a true
green remodeler and not simply just

This month featuring:
John Murphy, President

Murphy Bros. Designers & Remodelers
Minneapolis

Founded in 1983, Murphy Bros. is a full-service
design/build firm with 21 employees and about
$3 million in annual revenue.

Bernie Smith, President

MasterWorks Atlanta, Roswell, Ga.
MasterWorks has been in business for 26 years
and focuses on design/build projects. The
company has 17 employees and had a volume
of $4 million in 2008.
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“green washing,” which would be my term.

| see a lot of people out there saying that
they’re green and they practice green.
John: Part of it is taking coursework and
education so you’ll know what you’re talking
about and you’re current on what’s being
disseminated as green information. Of
course, putting it on your marketing in terms
of any advertising or mailings you’re doing
SO you’re getting people to cue in on that is
important. | have gone through the certifica-
tion process for Minnesota Green Star,
which is along the lines of LEED. We actually
haven’t done a full Green Star project yet.

| think up here we make it a bit more com-
plex. We have an 800-point list. We use it as
a talking point. Our clients will like the prem-
ise and like where it’s going but don’t want
to pay for the extra expense for the inspec-
tions and process of doing it.

Tom: Bernie, what do you do for market-
ing ideas to present yourself as a true
green remodeler?

Bernie: We pretty much follow the same
route as John in that we market the educa-
tion we’ve all been through. We’re all certi-
fied in this EarthCraft class we’ve taken.
We take refresher courses every six months
to a year to learn the latest and greatest
things they have to offer. We’ve done all the
same things John is referring to. If the cus-
tomer has a sense that they want to “go
with green,” we educate them on what
green means, what it does for them and
what the value is for them.

Tom: John, staying on the marketing
aspect of it, is being green going to be a
fad like lead and asbestos were in the
past? Where do you see green going?
John: Honestly, right now, maybe green

www.ProRemodeler.com
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PROS AND CONS
OF GREEN

JOHN: “(Green
remodeling) is going
to be around. I think
the term green is the
thing that’s a little
faddish right now.”

is being a little overused. People are getting
a little tired hearing about it. Some clients
have picked up on it and are reading about
it and are interested in it. Other clients are
just totally clueless and it’s a new thing to
them. We’re going to put it out there to
show we’re up to speed. We bring it up in
every client conversation, at least in initial
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interviews. We try to get a feeling of where
it ranks for them in importance and try to
educate them on things, especially things
to do with energy efficiency and the longev-
ity of the products we’re using on their
homes. We’ve got to say it consistently and
then basically educate each client, and take
it where it goes depending upon where the
client’s interest is.

Tom: When lead-based paint came up
that same procedure happened. Also,
when asbestos came up it was the same
thing. We talked about it all the time. It
kind of went away — it didn’t go away

but no one talked about it too much.

Now lead is back into the headlines with
asbestos. You’re saying that green is not
a fad but really it is a whole different pro-
cess, isn’t it?
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John: It’s different and it’s going to be
around. | think the term green is the thing
that’s a little faddish right now.

Tom: Bernie, do you find the client is
asking specific questions about green,
or is it something that the industry is
building up? Is it customer driven or is
it contractor driven?

Bernie: | think it’s a little bit of both. The
customer asks some questions, but they
don’t ask a lot of questions. Maybe one out
of 50 we get is really intense on it and has
researched it. | think it will
become more of a process,
like you said. It will evolve
into, “this is how we remodel
and how we build.” It’s
going to become what we
do in the future. Various
resources are diminishing
and will become more
expensive. We’ve got to fig-
ure more ways to be more
efficient about what we do.

Tom: John, what do you

think? Are they asking questions and is

it customer or contractor driven? Is the
industry building this up, or is there an
actual customer need?

John: It’s some of both. But, I'd say it’s
more industry driven than client driven right
now, especially in things like runoff and
what-is-green-building material. Those are
things that are brought to the client’s atten-
tion and we’re making cases on it. | don’t
think if the industry didn’t say anything that
people would think much of it.

Tom: The National Association of Home
Builders has a national green building
standard for all residential construction:
single-family construction, single-family,
apartments, condos, land development
and remodeling. It was approved by ANSI,
the American National Standard Institute.
Does it affect your business having that
certification by a third party?

John: That becomes one of those bench-
marks of competency for any kind of certifi-
cation. That is why | chose Green Star, which
is our local green initiative. | think it creates
some credibility with you and your company.

www.ProRemodeler.com

Tom Swartz
Contributing Editor

I think it’s one of those things that keep you
in the game with a client but doesn’t neces-
sarily make a difference on who they want to
work with. | think we just have to keep work-
ing on consistency and universal accep-
tance of defining what green is.

Tom: Bernie, do you see that to be of
value to your business?

Bernie: Yes, definitely. Defining it and
streamlining it gives it credibility for sure.
Builders, for example, they’ve built this
same house 20 times. They can tell you
the square foot price for

it to be a ANSI certified
green or standard con-
struction. People can
actually see, touch and
feel what it is that they’re
getting. | think it’s a great
definition of green and it
will help all of us.

Tom: Do you have any last

minute thoughts that you
would want to leave with a
remodeling contractor that
wants to go green and needs some advice
from someone who practices it?

John: | thought of one thing that sepa-
rates the green washers from the green
builders. A lot of the green washers tend
to think of things just in terms of using
green products. Really there’s a lot more
to it than that. It’s about the whole system
of your home and how it relates to both
your indoor environment and the durabil-
ity and longevity of your home; the energy
efficiency of the home; and runoff water
management of your home. Green is
really a comprehensive look at how the
structure will be built, lived in and used,
versus just putting in a bunch of green
products. Even Green Star says there are
no green products per se. Taking green
products aside from the system is pretty
meaningless. Pr

>>/Forthe rest of'the discussionon ‘this
topic or to listen to the podcast, visit
www.ProRemodeler.com/bestpractices
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best practices

Trade Secrets

Build a trade referral base

rade contractors are

often a source for job

referrals, but Strite
Design + Remodel has created
an incentive program to increase
the flow of leads from its
partners.

When the company’s trade
partners bring a job to the
Boise, Idaho, design/build firm,
they’ll get a referral fee of 1 per-
cent of the gross on the project
under a program the company
just launched.

Strite came up with the idea
that better leverages the rela-
tionships the company has with
its trade contractors, 70 percent
who have been working with
Strite for more than 10 years.
The company works with a sin-
gle company for most trades,
helping to create a Strite
“team,” says Marketing Man-
ager Neil Jansen.

The referral fee encourages
the subs to refer any project,

while in the past they may have
been focused only on jobs they
might get to work on, he says.
Now, for example, a roofing con-
tractor gets a financial benefit
from referring a bathroom job.
So far the program has gen-
erated a $300,000 project
referred by an interior designer
and a handful of other leads.
Over the last 8 years, only 2.2
percent of Strite’s work has

come from trade referrals. That
represents $600,000, or just
twice what the company has
already realized this year under
the new program.

“I’'m not saying we wouldn’t
have gotten this job without the
referral program, but now we
have a whole group of people
out there looking for work for
us,” Jansen says.

The referral fee program is
part of a larger effort at Strite to
find new ways to create leads.
The company is also making a
greater effort to target past cus-
tomers for referrals and repeat
business, as well as forming
new partnerships with several
other affiliated businesses.
Strite is working on co-op mar-
keting and joint referral pro-
grams with several local com-
panies including a high-end
furniture retailer, a building
materials dealer and a plumb-
ing supplier.

Draw the garage sale crowd

eople love a bargain, especially these
days. And nothing brings out bargain hunt-

ers like a garage sale.

That was the thinking for
Ocean Breeze Awnings &
More, a specialty remodeler in
Surfside Beach, S.C., that
recently hosted a garage sale
at its company warehouse.

Besides garnering attention
for the company, it also helped
the firm’s employees make

some extra money during a slow time, says

COO David Powers.

Employees brought in their own items to sell
and Ocean Breeze also sold some unneeded
windows and doors. Powers advertised the
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sale in local magazines and newspapers to
generate traffic.

The company also provided donuts and

coffee in its showroom to help
draw people inside — although
the 18-degree outdoor temper-
ature helped as well, Powers
says.

Employees made more than
$1,000 from the sale, with one
taking home more than $200.
More than 300 people

attended the garage sale and three jobs have

already been sold off of the leads generated.

Powers was also one of our 2009 Young Lead-
ers. You can read more about him and the others
at www.proremodeler.com/youngleaders.
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By Jonathan Sweet
Senior Editor

THE SWEET SPOT BLOG
ProRemodeler.com/sweet
An ‘Obama Bump’?

| don’t want to be trafficking in any
irrational exuberance here, but several
remodelers have told me January ended
up being a pretty good month — cer-
tainly better than they expected.

Take, for example, Tom Kelly of Neil Kelly
in Portland, who told me that January
leads were up 33 percent from a year
ago ... and January 2008 wasn't a bad
month. Or Bernie Smith of MasterWorks
Atlanta, who said he’s been on 35 sales
calls the last two weeks, a much higher
number than usual.

Those two and other remodelers seem

to be crediting a few things for the bump:
pent-up demand from the fall (we all
know Q4 was terrible), traditional
increase in activity as things begin to
thaw (even here in Chicago) and just a
feeling of renewed hope and confidence
with the new president. Two of them have
actually called it an “Obama bump.”

So, it’s anecodotal, and I'm not calling a
bottom, that’s for sure, but at least some
remodelers are seeing some positive
changes. Follow me on Twitter at www.
twitter.com/sweetedlt.

>> If you have a Trade

Secret you would like to share,
e-mail Senior Editor Jonathan
Sweet at jonathan.sweet@
reedbusiness.com.
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By Jonathan Sweet, Senior Editor

WANT TO SELL GREEN? These days you better be prepared to
show some economic benefits.

With projects getting tighter in a declining economy, home-
owners appear less likely to spend extra money on anything,
especially if they are not seeing a personal benefit.

“I think the demand is still there, but I think the reality has
changed,” says Dennis Allen, president of Allen Associates in
Santa Barbara, Calif.

Allen, one of the pioneers of green remodeling, says it has
been a long time since he’s seen clients this budget conscious,
and that attitude carries over to green remodeling.

Concern for environment drops
during downturns
Percent considering the environment a “top priority”
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That’s not a big surprise as people tend to be less concerned
about the environment during times of economic worry, stud-
ies show. A January survey from The Pew Research Center for
the People & the Press found that only 41 percent of Americans
ranked protecting the environment as a top priority, com-
pared to 56 percent in 2008 and 57 percent in 2006 and 2007.
Researchers said similar drops have occurred during other
economic downturns. (See graph on this page. For more on the
report, visit www.people-press.org.)

If people are going to cut their budgets, green benefits are
the first target for many clients, says Bernie Smith, president
of MasterWorks Atlanta in Roswell, Ga.

“Folks right now are looking to get something that looks
really nice but costs a tiny bit of money,” he says. “They’re not
really worried about the quality of what’s behind it but rather
what’s on the face of it. When it comes down to the final bud-
get, people generally want to put their dollars in what they can
see rather than what they can save over the long haul.”

SUCCESSFUL SALES TACTICS

Selling green in the current environment to most clients is all
about pitching value by emphasizing the green features that
can save money immediately and in the long-term.

“We talk to them about the green things that can be done to
stay within their budget,” Allen says. “We keep talking to them
about not just looking at upfront costs but looking at their
operating costs over time and how they’ll be ahead on that.
As people are hurting now, it’s hard for them to hear that, but
some people get it.”

For example, Allen Associates is having a lot of success with

PROFESSIONAL REMODELER
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“Clients want to know
what this remodel will
save them over the next
10 years.”

— John Murphy, Murphy Bros.

water-saving fixtures and irrigation systems because there is
little difference in the upfront costs but significant savings on
water bills down the road.

“If people are stuck on the pennies, that’s pretty persuasive,”
Allen says.

For most remodelers, energy efficiency is likely to be the best
seller. It’s something clients can understand and an area where
a remodeler can point to tangible monetary benefits.

“Energy efficiency is what people are interested in,” says John
Murphy, president of Murphy Bros. Designers & Remodelers
in Minneapolis. “Clients want to know what this remodel will
save them over the next 10 years — it’s that return on invest-
ment more than straight cost.”

PROFESSIONAL REMODELER
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“When it comes down

to the final budget,
people Eenerally want

to put their dollars in

what they can see rather

than what they can save

over the long haul.”

— Bernie Smith, MasterWorks Atlanta

Without calling it green, Murphy has focused on building
and remodeling energy-efficient homes since the early 1980s. A
lot of the “common-sense” aspects of building that he adopted
following the 1970s energy crisis fell out of favor with the big
production builders during the last two decades, he says.

“Back when we hit the high fuel prices in the late 70s, I
think it really affected people’s psyches and building practices
for the next 10 to 12 years,” Murphy says. “I really think that’s
going to happen again in the cars we drive and the homes we
build and live in.”

Even though fuel prices have dropped recently, most people
realize that the long-term trend is steadily upward, Smith says.

“If you say to someone, ‘We’re making these changes to
upgrade your home to a Level 2 EarthCraft house and that’s
$10,000 more,’ people aren’t on board,” Smith says. “If I can tell
them it’s $50 a month on their mortgage payment, but they’re
going to save $200 a month on utilities, people will say that
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makes sense, let’s do that.”

Smith also talks about the higher resale value a green home
can realize, an especially important factor in today’s tough
real estate market.

“Trying to sell homes now, you've got to have every edge you
can,” he says.

Another approach that has worked for Allen is blend-
ing green products with other needs such as fire prevention,
which is an important selling point in Santa Barbara because
of California’s frequent wildfires and the lower insurance rates
proper materials can garner for homeowners.

“There is a convergence between fire prevention and the
green point of view,” he says. “If we talk to people about that,
we get a double sales tactic.”

Many of the products that insurance companies like to see
for fire prevention — such as fiber cement siding, non-asphalt
roofing products and dual-glazed, tempered glass windows
— also offer energy savings and last longer, both important
green benefits.

“A lot of these products can meet both needs, and people like
that,” Allen says.

A TOUGH SELL

Even features that may have appealed to clients just a year ago
aren’t as important to homeowners as they increasingly watch
the bottom line.

“For a long time, it was the health issues driving green.
Nobody was against health,” Allen says. “It’s not that people
aren’t interested in health now, but if they have to cut, that’s
an area they look at.”

Allen Associates, like many remodelers, addresses indoor air
quality on every project by using low- or no-VOC paints, caulks
and sealants. Those changes are standard for the company and
don’t cost the client any more. However, in decisions such as
carpet versus other flooring materials, homeowners are often
opting for the cheaper, albeit less healthy, solution.

While the distance products have to travel is important from
a green standpoint, that’s another factor that doesn’t matter to
most clients, Murphy says.

“If they like a product and it comes from Indonesia, they're
going to choose the product if it makes sense in their budget,”
he says.

One big problem, Smith says, is the lack of definitions and
standards for what is green.

“People feel like it’s a term that people just plug on to things
and it doesn’t really mean anything,” he says. “They feel like it’s
a loosely used term, and it’s negative from the beginning.”

In the end, many clients are distrustful of the green label
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“It’s not that people
aren’t interested in health
now, but if they have to
cut, that’s an area they

look at.”
— Dennis Allen, Allen Associates

when there aren’t obvious benefits to back it up. As the market
settles and green becomes better defined, with more standards
and regulations, it should grow in popularity — at least in the
area of energy efficiency, Smith says.

Adds Smith, “Once it gets a little more momentum and
people understand that they can save money on utilities every
month, and they can save the earth’s resources and it’s the
right thing to do, people will warm up to it” PR

>> John Murphy and Bernie Smith discuss The Pros and
Cons of Green on page 16.
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Kermit Baker, director of the Remodeling Futures program at
the Joint Center for Housing Studies of Harvard University.
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DAVE BRADLEY

By Jonathan Sweet, Senior Editor

THE LATEST REPORT ON REMODELING from the Joint Center
for Housing Studies of Harvard University shows that the mar-
ket continued to grow through 2007, reaching $326 billion.
Although 2008 showed declines in remodeling activity, the
study concludes that the long-term outlook for remodeling is
good. Professional Remodeler talked to Kermit Baker, director of
the Remodeling Futures Program at the Joint Center, about the
report. Visit www.ProRemodeler.com for more coverage, includ-
ing a podcast interview with Baker.

The report identified three major opportunities for
growth: aging rental stock, growth in immigrant house-
holds and increased interest in sustainable remodeling.
Let’s take those one at a time. Aging rental stock, why
is that important?

With all the focus on homeownership over the last 10 years
and households increasingly moving to homeownership to
take advantage of this run-up in house prices, there was less
demand for these rental units, particularly in the upper-end
range of the distribution. I think it took a lot of households out
of the market and moved them into homeownership. Rental
property owners didn’t have a lot of incentive to reinvest in
those properties because there just wasn’t much demand in
the upper end of the rental scale. The result is there was just
very little money invested in that market.

For many reasons, more households are looking to rent,
whether it’s foreclosures or households deciding home owner-
ship is not everything it’s cracked up to be, particularly in a
market where house prices are declining. This will put more
pressure on the rental stock, particularly on the upper end.
Rental property owners, to be competitive, are going to have to
reinvest in those units to attract those tenants.

We haven'’t seen it yet because of this inventory overhang on
the construction side. What a lot of folks are doing is renting
those homes out in the short run until the market recovers and
they can find buyers. We've seen this glut of what I would call
temporary rental units. Condos also fit in this category —
homes that were designed as for-sale condos, but are being
rented out until the condo market recovers.

Once the market begins to correct, I think we’re going to see
a new reality in terms of demand for rental units that’s not
really in sync with the supply that’s out there. It’s probably not
going to happen for another year, year and a half, but when we
get there I think that’s a market that offers a lot of potential.

How about immigration?

The majority of the household growth we’re seeing in this
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country is from immigrant and minority households. We've
never really looked at it as a specific market for remodeling,
and when we were looking through the file this time and we
were toting up what share of spending immigrant households
were responsible for, we saw that it had broken into double
digits, somewhere over 10 percent of total market spending.

We identified two markets [Houston and Miami] where
immigrants accounted for more than 30 percent of spending
in 2007 and another three [San Diego, San Francisco and
Washington, D.C.] where they were responsible for 25 to 30
percent of spending.

It’s a message not only for the industry in these gateway cit-
ies but really throughout the country that this is going to be a

Top Cities for Remodeling Spending by
Immigrant Homeowners

Foreign-born homeowner share of spending, 2007
Houston

Miami

San Diego

Washington, D.C.

San Francisco
Los Angeles
Chicago
Dallas

New York
Seattle

Source: Joint Center for Housing Studies of Harvard University

In many cities, immigrant households are making up an increas-
ingly larger share of the remodeling market.

source of a lot of growth moving forward. To the extent — and
we haven’t done a lot of research yet — that immigrant house-
holds make different home improvement decisions or need dif-
ferent services, it would behoove the industry to focus on that.
What about sustainable remodeling?

It’s obviously something that’s gotten a lot of attention in the
industry lately. When we were looking at this, it was an effort
to see to what extent sustainable remodeling was just kind of a
buzzword for energy-efficiency projects.

We were quite surprised that remodelers were reporting that
these other motivations were as popular as energy conserva-
tion. It looks like this is more broadly based than we thought it

PROFESSIONAL REMODELER
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was. Because of that it is unlikely to fade as quickly as other
cycles have. Since the environmental movement has gotten
underway, we've seen it kind of ebb and flow. Every time there
is a spike in energy prices, people get more focused on it. Then
when energy prices return to more normal levels, people kind
of forget about it.

This seems to be different in our view because, No. 1, how long
the spike was, and No. 2, the perception that although energy
costs have eased, when the economy recovers we may see those
spike up again, and we really do need to treat this as a new reality
and adjust our life cycle to energy costs that are going to trend
higher than they have over the last two or three decades.

Last year, we saw a pretty steep decline in remodel-
ing. What are some of the reasons for that?
It was really the cycling down of the same forces that caused
the growth. The story we tried to tell in the report and prior
reports is that we were seeing very strong house price appreci-
ation. This house price appreciation generated strong growth
and equity for homeowners.

Federal Reserve Board surveys indicate that a high share of
that equity that homeowners pull out of the house — some-
where between 25 and 30 percent — homeowners have tradi-
tionally reinvested back in their homes through home improve-
ments. And then those home improvements pushed up house
prices even further, leading to more equity, more to extract. You
had this circle sort of cycling up, and once it flipped, it had the
reverse effect. With house prices declining, households had no
equity to pull out of their house. They were losing money; they
felt poor. Even if they had cash they might have devoted to
home improvements, they decided to hold on to that.

If households had owned their homes for a while and still had
equity despite the housing downturn, banks made it more and
more difficult to tap into that. It was kind of the mirror image of
what caused the upturn in the market causing the downturn.

One of the things you highlight in the report is you
expect remodeling to recover more quickly than new
construction. Why is that?

Historically, it doesn’t cycle as much on the upturn and doesn’t
cycle as much on the downturn. A lot of households were
attracted to homeownership because of the price appreciation
potential they were seeing. I think most people don’t believe
that anymore. They don’t believe they’re going to get a 6 or 8 or
10 percent increase in the value of their home moving forward.

The homeownership rate has declined a full percentage
point and a half over the last two or three years after growing
very rapidly prior to that. I think there are a lot of households
that are going to say renting is just fine for me at this stage in
my life. A lot of those owners were single individuals in their
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Source: Joint Center for Housing Studies of Harvard University

The remodeling industry has steadily grown over the past decade,
more than doubling in size since 1997.

20s or 30s that historically have not been very active in the
homeownership market and got lured into it because of some
unique characteristics. As we return to life as usual, they won’t
be as attracted to it.

When can we expect to see a recovery?

The when is a tricky question, and it depends on a lot of things
that haven’t happened yet. Are we going to see a stimulus
package? And what impact is that stimulus package going to
have on the economy? How long is it going to take to get the
credit markets back lending again?

Our leading indicator doesn’t look like it’s going to break
back through zero in 2009. We’ve got projections out through
the third quarter, and we're still in double-digit declines. It
looks like we may be close to a bottom in terms of the rate of
decline, but given the current trend, I wouldn’t see that creep-
ing back up to begin a recovery until well into 2010.

A lot of people have suggested that the last few years
were an anomaly and that to expect to quickly get back
to that level of remodeling activity would be unrealistic.
I think to get back to that level, we will get back to that level,
but we’re going to creep up to it. We're not going to see the 8,
10, 12 percent growth we saw earlier this decade. A lot of what
generated that growth was a very thin slice of the market
undertaking very high-end projects, and I think that market
has largely evaporated.

We're going to be rebuilding it through $10,000, $15,000,
$20,000 remodeling projects and more of them, and not
through the $50,000, $75,000, $100,000 projects that really
drove the market over the last few years. pr

Listen to a podcast with Baker at www.proremodeler.com.
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unsurpassed level of energy efficiency
in every home you build. Granted, it's
not one of those things that get oohs

{ and ahhs whenever someone opens the

door. But it's greatly appreciated every

time someone opens the hills.

Dow

www.insulateyourhome.com

KEEPING THINGS FROM
GOING THROUGH THE ROOF.

@M Trademark of The Dow Chemical Company (“Dow”) or an affiliated company of Dow

For Free info go to http://pr.hotims.com/23739-9



PROJECT SPOTLIGHT

en Swan

AN
GREEN

By Wendy A. Jordan, Senior Contributing Editor

SHARON PATTERSON WANTED A BAD HOUSE, and she found
one. It was the ugliest and one of the cheapest in Boise, Idaho, she
says. A tiny, uninsulated bungalow built around 1910, the run-
down house had seen hard times as a rental for decades. Most
buyers would have torn it down, which is exactly why Patterson
didn’t do so when she bought it in 2007. An ecological designer,
she wanted to salvage the unpromising house as a model of green
remodeling. The house would become her own residence and an
educational showplace for her real-estate industry clients, OM
Your Home residential remodeling and Eco Edge.

Boise contractor Josh Bogle was eager to take on the project.
The new company he co-owns, Green Remodeling, had used
some green materials and techniques in projects, but Patterson
would be the first client for whom green was the primary
driver, he says. She was just the kind of client he wanted.

Together with Doug Cooper of McKibben & Cooper Archi-
tects, local sustainable design specialists, Green Remodeling
and Patterson turned the ugly duckling into a green swan.

THE CHALLENGE
The old house had two assets from a green perspective: It
offered good southern exposure, for passive solar design; and it
is within walking distance to downtown, stores and the bus,
allowing Patterson to get around without burning auto fuel.
Her remodeling goals were to change the 540-square-foot
stucco house as little as possible and augment it with a two-
story, 730-square-foot rear addition; reuse materials from the
house and other sources; choose products and suppliers from
nearby to reduce the carbon footprint; and implement a full
complement of green products and progressive green building
technologies, all without an extreme-looking design or prohibi-
tive cost. The revamped house needed to be “achievable,

PROFESSIONAL REMODELER
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UGLY DUCKLING BLOSSOMS INTO A
REMODELING SHOWPLACE

approachable and fitting for the neighborhood,” Patterson says.
That would be ambitious enough, but the production sched-
ule heightened the challenge. Patterson landed a promotional
plum: a local half-hour television show about the remodel
to air in early December 2007. With work starting August 7,
2007, Bogle faced a rigid, three-month production timeline
including weekly video documentation. “This made the whole
project very dynamic,” Bogle says. “Sharon and I talked daily.
Many times we were waiting to hear about possible promo-
tional prices from suppliers before making a product decision.”
Patterson drafted the overall plan, which features a kitchen
and living room in the existing space, and stacked bedroom
and bathroom areas in the new rear “tower.” Cooper designed
the exterior and fine-tuned the design, with a shed roof and a
large south-facing tower window to drink in light and passive
solar heat. A design-build remodeler, Bogle contributed to the
plan as well. His idea to move the first floor bathroom to the
addition, for instance, improved traffic flow. To save money, he

COMPANY SNAPSHOT

Green Remodeling

Owner: Josh Bogle, CRA, and John King
Location: Boise, Idaho

2008 volume: $1 million

Projected 2009 volume: $1.5 million

Web site: www.greenrem.com

Biggest challenge: maintaining a fast-paced, unbending
schedule to coordinate with ongoing local television
coverage of the project
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The remodeled house retains its simple, vintage character; the two-
story addition recedes into the background. A large south-facing win-
dow in the tower captures light and heat; trellises shade windows
from the summer sun.

advised against vaulting the great room ceiling because the
room is airy and bright without it.

EARTH-FRIENDLY COMPONENTS

Bogle routinely deconstructs to salvage materials. Doors saved
from Patterson’s house and other Green Remodeling jobs were
reused in her project. Additional doors came from Second
Chance, a local reclaimed building materials supplier. Plywood
and lumber from Patterson’s dismantled carport formed the
headers, underlayment and risers in the addition’s staircase.
The stair treads are wood reclaimed from an old barn in Idaho
and sold by another local salvage supplier. Interior windows for

the stair tower use glass from another Bogle project. More old

glass, painted on the back, forms a kitchen backsplash. Patter-
son adds, that most of the materials that left the house, includ-
ing the cabinets, and couldn’t be reused went to Second
Chance, not the Dumpster. Three trees on the property had to

MARCH 2009
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PRODUCTS LIST

Bathroom fixtures: La Toscana Chimney finish: American Clay Concrete soy stain: Ecoprocote
Cotton insulation: Bonded Logic i i Amsco tops: Cambria,
Paperstone Kitchen sink: Kohler Marmoleum flooring: Forbo Metal roof: Elixir Industries
No-VOC paint: Sherwin-Williams, American Pride Particleboard: Roseburg Skyblend Pullout
faucet: Moen Roof deck E-barrier: Sherwin-Williams Sinks, bathtub: Kohler Soyfoam
insulation: BioBased Toilets: Decolav, Kohler Whole-house fan: R.E. Williams

PROFESSIONAL REMODELER
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PROJECT SPOTLIGHT

SHARON PATTERSON

The living room now extends the full width of the existing house. A high-efficiency wood stove heats the existing space; ceiling fans spread the
heat and in summer, circulate cool breezes. Horizontal-grain bamboo provides durable wood flooring; strand bamboo would be even more hard-
wearing, says Patterson.

be cut down, but Patterson burns the wood in the stove that
heats the existing house.

To reduce carbon emissions from transportation, Bogle and
Patterson chose local suppliers for the lumber and the sand
for concrete and stucco. A local cabinet maker crafted the
custom cabinets using recycled and sustainable woods. The
recycled paper-based countertops came from relatively
nearby Portland, Ore., and the Energy Star-rated composite
windows, ordered from Salt Lake City, Utah, use raw materials
from the Pacific Northwest. Bogle wanted FSC-certified lum-
ber, but to meet the television schedule he had to settle for
other lumber on hand locally (since the Patterson project, his
lumberyard has stocked FSC products).

Other green products include Cambria quartzite counters,
which require no toxic sealants and which Bogle says are U.S.-
manufactured in an environmentally responsible way; all-natural
Marmoleum and bamboo flooring; natural clay on the chimney;
VOC-free paints; recycled wood particleboard without added urea
formaldehyde; and cotton batt insulation made from recycled
jeans. Supplemented with spray foam insulation made from soy;,
the denim insulation makes “a good, tight wall,” says Cooper.

PROFESSIONAL REMODELER

www.ProRemodeler.com

PROGRESSIVE CONSTRUCTION

“Almost everything we did had not been done in our area,” says
Bogle. Excited about the innovation, the UltraTouch insulation
manufacturer sent out representatives to help with the instal-
lation. A Sherwin-Williams crew applied the radiant barrier
coating to the underside of the addition’s roof deck, training
Bogle’s team in the process.

A nonvented system incorporates mold-resistant spray foam
insulation in the roof of the addition, allowing the area to be
vaulted without sacrificing energy performance. “We’ve done
spray foam insulation at the roof deck on every house since,”
says Bogle. “In more traditional roofs, it allows our ductwork to
run in conditioned space and adds storage.” (Bogle also installed
under-roof plumbing at Patterson’s house in preparation for
later installation of collectors and a solar hot water heater.)

For the slab-on-grade addition, he experimented with a
frost-protected shallow foundation. The footings and floor are
poured at the same time and the concrete is insulated, so the
foundation can be shallow — above the frost line. The slab is
plumbed for radiant heat. Neither Bogle nor the engineer was
familiar with the system. “As it turns out,” Bogle says, “we used
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PROJECT TIMELINE

2007
May 25
June 12
Aug. 2

Aug. 7

Aug. 10
Aug. 13
Aug. 16
Aug. 27

Sept. 3
Sept. 10
Sept. 16
Sept. 24
Oct. 8
Oct. 15
Oct. 27
Oct. 29
Nov. 1

Initial meeting with client; commitment to do project
First meeting with architect to see conceptuals
Construction agreement signed; scope of work mostly
complete

Deconstruction begins

First television shoot

Excavation begins for foundation

Radiant heat lines installed

Framing begins

Windows arrive, installed

Rough plumbing and electrical begin, roofing installed
Insulation completed

Stucco exterior, drywall interior completed

Cabinets and flooring installed

Finish carpentry and Paperstone counters completed
Client moves in

Cambria counters installed

Final television shoot

Payment schedule: 2007

Before

$3,155

$11,000
$52,410
$48,183
$20,132

BEDROOM

IST FLOOR

LY

: [ ]
119
L NP

KITCHEN

LIVING
ROOM

MASTER
BEDROOM

L iRy

2ND FLOOR

LIVING ROOM

The existing one-story house squeezed two hedrooms, a bathroom,

a kitchen, and a living room into 540 square feet. Though the rear
addition is just 730 square feet, it makes a big difference, housing a
second-floor master suite and a first-floor bathroom and bedroom/flex
room. Relocating the bedrooms and bathroom cleared the way for a
larger living room and an open kitchen and breakfast area.

IST FLOOR
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PLEASE ACCEPT OUR DEEPEST APOLOGIES.
After inventing the alternative-decking category we lead, you'd think wed have left

well enough alone. We're sorry, we didn’t. We took on the railing category and turned

conventional wisdom on its head. Now railing is no longer an afterthought—it’s an
integral part of outdoor living design. Our modular railing systems offer unprecedented
design options coupled with unmatched installation ease. And the same quality,
durability and craftsmanship that you've come to expect from our decking is in our
railing. Simply put, nobody else offers the versatility, design freedom and continuous
innovation that we do. So when your phone rings off the hook for Trex® railing—we

apologize. But we can’t say it won’t happen again.

Tumum == 1
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DECKING

RAILING TREXPARTNERS.COM 1.800.BUY.TREX

FENCING
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TRIM

©2009 Trex Company, Inc.

For Free info go to http://pr.hotims.com/23739-10




PROJECT SPOTLIGHT

SHARON PATTERSON

Sunny and spacious, the kitchen boasts Marmoleum flooring, Cambria and recycled paper
counter tops, and custom cabinets made with recycled wood products. The wraparound backs-

plash is re-purposed glass that’s been painted.

more concrete than a traditional pour. It
was not a green technique as built.” Now
Bogle designs these insulated concrete
foundations differently, using 15 percent
less concrete than a traditional pour.

Though the addition has no air condi-
tioning, Bogle installed a whole-house
fan system high on the wall that draws
out summer heat and pulls cool air in.
To keep a tight envelope, the fan is
sealed behind an insulated door when
not in use. “It’s a very inexpensive way
to provide cooling and ventilation,”
Bogle says.

Cooper designed trellises for south-
facing windows to provide shade from
the summer sun. Patterson’s landscap-
ing plan features low, non-obstructive
plantings to the south; an open area on
the northwest to admit summer
breezes; and evergreens on the south-
east to block winter winds. She plans to
add a ductless multi-split heating sys-
tem and build a south-facing passive
solar sunroom next.

Home performance auditor Ted Duby,
of On-Point in Boise, Idaho, did a blower-

door-test on the house before and after
the remodel. His findings were dramatic.
By insulating the existing walls; sealing
the attic and crawlspace; air sealing
around windows and plumbing connec-
tions; and building a tight addition, Bogle
cut air infiltration in half. “This house
will heat for 50 to 75 percent less than
the pre-renovation structure, even with
the additional square footage,” says Duby.

The house was essentially complete
for the final television shoot in early
November 2007 — though Bogle admits
he took care of a few out-of-view things
afterward, such as insulating under the
existing house. The show aired in early
December, and Boise residents still talk
about it. Together with word-of-mouth
endorsements, Green Remodeling’s
home show exhibit, and the green
remodeling seminars that Bogle and
Patterson give, it put an airtight seal on
Bogle’s reputation as the company of
choice for green remodeling. Pr

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

WE GET IT.

SO WE GOT IT.

You listen to your customers—uwe listen
to you. When they asked for more design
options, we responded by expanding our
best selling Artisan Series and Designer
Series railing systems. When your clients
demanded freedom to express their style,
we gave you mix and match balusters,
top rail caps and post caps. And our
innovative baluster spacer lets you install
square, round, turned or architectural
balusters easily and in no time at all.

So when they’re ready to relax, you can

accommodate that, too.

TILIITC

BUILD YOUR BUSINESS WITH
GENUINE TREX®.
TREXPARTNERS.COM.
1.800.BUY.TREX

For FREE info go to http://pr.hotims.com/23739-11



34

roduct Trends

PROFESSIONAL REMODELER

CertainTeed Porch: The American
Great Room. As a beautiful extension of your
home, a porch is the very definition of a great room
— one that offers great style, great atmosphere and
great rewards. CertainTeed building products make
it easy to create the porch of your dreams. So think
outside the walls. And discover the potential of the
porch.

www.certainteed.com

CertainTeed

See our ad on page 4

Ferguson Showrooms: Whether you

are building a new home or remodeling a room,
Ferguson showrooms offer you the largest range of
plumbing fixtures, lighting and appliances from qual-
ity names, the latest trends and cutting-edge styles.
Our Showroom Consultants offer the best expertise
in the business as they understand design; the build-
ing process; budget planning; and ensure that the
right products are delivered on-time.
www.ferguson.com

Ferguson

See our ad on page 10

New Options for Rustic Style.
Eco-savvy style meets rustic appeal with JELD-
WEN® Juniper doors. The rich, deep colors and
swirling grain patterns add dynamic beauty to
any entry or passage way. Beautiful. Reliable.
Sustainable.

www.jeld-wen.com
JELD-WEN®
See our ad on Back Cover

No Paint, No Stain, No Hassles.
Mastic Home Exteriors™ by Ply Gem Cedar
Discovery® has an expanded color offering for 2009.
The selection includes over 700 unique colors and
custom matching capability. The siding features the
rugged look of real cedar shakes and shingles in
four styles, all with realistic textures.
www.plygem.com

Mastic Home Exteriors by Ply Gem

See our ad on page 14

Milgard. The first window manu-
facturer recognized by the Arthritis
Foundation. Standard on all Tuscany™ premium
vinyl windows, Milgard’s award winning SmartTouch
lock™ provides simple, one-touch operation to open
and close the window. As the first window company
to receive the Arthritis Foundation’s Ease-of-Use Com-
mendation our windows have undergone extensive
independent testing. To find out more visit arthritis.org
pro.milgard.com

Milgard Windows & Doors

See our ad on page 8

Special Advertising Section

www.ProRemodeler.com
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Boost Energy Efficiency, Curb Appeal
with CedarBoards™ XL Insulated Siding
Molded from real cedar boards, designed in a
classic wide-board style, and backed with extruded
polystyrene insulation, CedarBoards™ XL Single 7-
inch Clapboard exterior siding is available in 12 low-
gloss colors and can significantly improve the overall
R-value of traditionally insulated wood-framed walls.
CertainTeed.com

CertainTeed Corporation

See our ad on page 39

Polyseamseal® Enhanced Silicone
Technologies: innovative solutions
to common sealant problems.
Polyseamseal® Ever Bright™ is an active silicone
that protects against sealant mold growth and
discoloration for 5 years. Polyseamseal® Speed
Seal™, a 100% silicone, is capable of withstanding
water contact two hours after application.
www.polyseamseal.com

Henkel Corporation

See our ad on page 36

Meet the Ultimate Casement
Collection. Inspired by your suggestions,
this revolutionary new line of windows combines
the craftsmanship and innovation you’ve come
to expect from Marvin. Larger sizes, increased
durability, easy wash mode and energy efficiency
make it a win-win for you and your customers.
www.marvin.com

Marvin Windows and Doors

See our ad on Inside Front Cover &
page 3

Energy-Efficient Ply Gem Replace-
ment Windows. Ply Gem® offers a complete
family of replacement windows designed to meet the
specific needs of the replacement and remodeling
market. With three series — Premium, Pro, and
Contractor — there’s a Ply Gem window for every
project. Ply Gem windows are ideal for energy
efficiency upgrades with U factors as low as .19.
www.plygem.com

Ply Gem

See our ad on page 18

Lighting Solution. TimberTech® DeckLites®
offers a customizable lighting solution for any
application with post cap lights, baluster mounted
accent lights, post mounted accent lights and stair
riser lights. The low-voltage system offers many
advantages — straightforward electrical connec-
tions, uses minimal electricity, and provides soft
ambient light is as functional as it is stylish.
www.timbertech.com

TimberTech

See our ad on Inside Back Cover
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Innovations

The Green Room

By Nick Bajzek
Products Editor

SEAL IT UP FOR SUCCESS

“These are just theories I’'m working with, subject to review at any time,” jokes
Michael McCutcheon, president of McCutcheon Construction in Berkeley, Calif.

cCutcheon, a green con-
tractor, says that spray-
foam products are at the

top of the food chain when it comes
to green insulation. But no matter
what method remodelers use to seal
up the home, they better do it right.

“First of all, like many general
contractors, we’re also subcontrac-
tors. So sometimes we use what
the general contractors use,”
explains McCutcheon. Typically,
he says, they still use a lot of the
Owens Corning “pink stuff” or
Johns Manville “white stuff.”

But after taking green courses,
McCutcheon found himself kind of
stumped on the issue.

“They tell us we shouldn’t be
using the pink stuff because of the
urea formaldehyde in the binding or
the fibers that are released in the
air. So, OK, say you use the ‘white
stuff’ from Johns Manville | believe,
but those still have fiberglass fibers
in the air. But then we have green
clients, and they ask about recycled
cotton denim. | don’t know all the
technicalities, but the bottom line
problem with that stuff is the fire
retardant chemicals in there.”

So what is a company to do?
McCutcheon points out the “pink
stuff” is GreenGuard certified —
schools in California recommend it
and don’t find formaldehyde in the
air when it’s tested. But it’s not just
what’s in the insulation that counts;
installation quality and the insula-
tion’s effect on reducing air infiltra-
tion are even more important. “If
you inspect some jobs, you can
find the batt insulation that’s just
a Ya-inch off, or they didn’t cut it

MARCH 2009

Pictured is Icynene’s new LD-50 spray-foam insulation. McCutcheon and his team
use spray-foam in many applications, especially to seal up roof rafter planes.

around an outlet correctly. The
home performance guys say that
even the smallest gap has a huge
degrading effect on the insulation,”
he says, comparing that air infiltra-
tion to driving your car with a slight
crack in your window.
McCutcheon’s company has
increasingly moved toward spray
foam. “Whenever we can we use
open-cell foam like Icynene. Among
other things, it lets moisture through
and lets the house breathe. We’d use
closed-cell on a flat roof or in any
situation where we need to keep all
the water out,” he says. He avoids
the closed-cell versus open-cell
debate but agrees you generally
want moisture to be able to move.
“When we’re retrofitting, we like to
spray open-cell foam into the roof raf-
ter plane — assuming we have an
attic space. We spray it up under the
roof. It keeps the attic itself cool. Now
we don’t have this hot or cold blanket

on top of the house. It seals beauti-
fully,” he says.

The company likes to seal off
the ventilation and other areas. For
around $2,000 - $3,000 they’ll take
some spray foam and caulking and
stuff up all the home’s penetrations
— flue chases, skylights, anything
that allows thermal movement and
can be safely reached will be
plugged. “In one stroke you don’t
have to find every darn hole in the
ceiling like you would if you wanted
to use blown-in cellulose and caulk.
We don’t like that wires and ductwork
are covered up. Yeah, it's more expen-
sive, but even if you put in a Y2-inch
layer of foam it’s going to be better.”

McCutcheon, though a strong
green advocate, doesn’t commit to

Properly sealing all wall penetrations
will dramatically affect your work.

any one particular method or com-
pany. “I believe you need the most
effective method of reducing air
penetration in the home for each
individual situation. You have to
seal it up, period,” he says. He
points to the typical Styrofoam cup,
as an example. “If you’re focused
on R-values, you’re focusing on the
wrong thing. A Styrofoam cup is R-1
and yet you can hold boiling hot
water inside it. So it’s not about the
R-value, it’s about air penetration.
It’s like wearing light fleece on a
windy day — it’ll cut right through
you,” he says.

He repeats his mantra. “Closed-
cell on the roofs. Open-cell in the
floors,” he says — “Subject to
review and change at any time!” pr

>> If you have ideas or comments, e-mail Nick Bajzek at
nicholas.bajzek@reedbusiness.com.

www.ProRemodeler.com
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This is not green.

A green label doesn’t make a product green.

And since high-performance OSI GreenSeries
products are the only construction adhesives
and sealants that release low levels of VOCs?
it makes it a real stretch to call any other
VOC compliant product truly green.

It’s like saying that at a half-a-pack a day,
you’re a non-smoker.

osl g,
L 3 R i
Greenseries: Gezonn oo

www.greenseries.com  800-624-7767

*California Air Resources Board (CARB) compliance mandates VOC levels of < 200 g/L for adhesives and < 60 g/L
© 2009 Henkel Consumer Adhesives, Inc. for sealants. OSI® GreenSeries™ products contain VOC levels of < 2g/L and <5g/L respectively.

For Free info go to http://pr.hotims.com/23739-12



Innovations Product Preview

IBS GREEN PRODUCTS

A LOADED ADDITION

Whole-home surge protection is
there to prevent damages to sensi-
tive electronics such as computers

and televisions. Eaton’s new Plug-

on Neutral Loadcenter enables a

fast, efficient installation of Arc

Fault breakers by eliminating the

neutral pigtail. Simply connect the
load wires and plug the breaker
onto the neutral bar.

For free information visit
http://pr.hotims.com/23739-251

FSC-CLAD

KlipTech’s EcoClad exterior cladding is
VOC- and benzene-free. Made from a
50/50 blend of FSC-certified, post-con-
sumer recycled paper, wood fiber and
bamboo fiber. The cladding is bound by

a 100 percent water-based co-polymer KEEP IT DOWN IN THERE

resin. Added bonus: it could help you get Green Glue is an eco-friendly viscoelastic compound
7 different LEED credits. used between layers of standard drywall to ensure
For free information visit best-in-class soundproofing at the lowest cost, so
http://pr.hotims.com/23739-252 it won’t matter if a jam band just moved in across the

street. Green Glue dramatically improves sound isola-
tion and significantly lessens noise and structure-
borne sound transmission.

For free information visit

SUPER-DUPER PAINT http://pr.hotims.com/23739-253

Reliable and with a low-VOC for-

) mula, Sherwin-Williams’ enhanced
SuperPaint Interior features excel-
lent durability, washability and
scrubs to better resist household
stains. For your paint crews, it pro-
SUPEg'ﬁER_ég';LT'i"}E'SN 7 vides a “color-full” look with a rich,
glowing finish and can be used on
drywall, plaster, paneling, wood,
metal, concrete and masonry.

For free information visit
http://pr.hotims.com/23739-254

INTERIOR AcRYLIC LATEX
25 YEAR WARRANTY
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IBS GREEN PRODUCTS

OMNIPOTENT THERMOSTATS

The new technology behind HAI’'s Omni-
Stat2 keeps precise temperature and
humidity in the home. Using an advanced
feature, the OmniStat2 actually “learns”
the home’s heating and cooling patterns
and adjusts controls to maximize the
installed HVAC system. A seven-day
programmable feature is included.

There are two models for different
heating and cooling systems.

For free information visit http://
pr.hotims.com/23739-255

INSPIRED AUTOMATION

inspired Architectural.

PROFESSIONAL REMODELER

Enspire by Vantage/Legrand is designed as a modular-based
home automation system, allowing the homeowner the choice
of automating a single room, such as a home theater; multiple
rooms, perhaps with a multi-room audio system; or an entire
house. It is available in two styles, Decorator and minimalist-

Innovations

For free information visit http://pr.hotims.com/23739-257

www.ProRemodeler.com

TANKLESS FOR THREE

The RTG-66DV by Rheem is a
tankless natural gas water
heater that provides a continu-
ous supply of hot water from

an energy-efficient and space-
saving design. The UMC-117
model remote control is
included and can be set to a
range of 85 to 140 degrees.
RTG-66DV model water heaters
are suitable for a two- or three-
bathroom home.

For free information visit http://
pr.hotims.com/23739-256

COOL DISCS

Use it above a mantel, below a cabinet
or in a variety of other areas. Kichler’s
cool new Design Pro Discs use 75 per-
cent less electricity than their incan-
descent counterparts and feature an
ultra-thin, nearly invisible %-inch pro-
file. The cool-operating LED Design
Pro Discs also apply the best LED
technology available for focused or
directional lighting.

For free information visit
http://pr.hotims.com/23739-258
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© 2009 CertainTeed Corporation

CedarBoards™ Insulated Siding can give a 39%" boost to the overall R-value of
traditionally insulated wood-framed walls. Meaning homeowners get energy-saving
muscle—along with classic, wide-board style.

800-233-8990 certainteed.com CertainTeed ﬂ

*Thermal performance calculation comparing a standard 2x4 wood framed wall with stud spacing 16" on center, 4 1 » 3 S
R-13 fiber glass cavity insulation, 1/2" interior gypsum board, 7/16" exterior OSB sheathing and traditional viny! siding. Quﬂllt}/ made certain. Sﬂ tleﬂCthl’l guﬂfﬂ”teed-

EXTERIOR: ROOFING + SIDING * WINDOWS « FENCE ¢ RAILING « TRIM « DECKING « FOUNDATIONS -« PIPE
SR BRSSO GYRSUM NEFILINGS For Free info go to http://pr.hotims.com/23739-13
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IBS GREEN PRODUCTS

SUSTAINABLE TRANSITION

Made from recycled aluminum and sus-
tainable wood products, Kolbe’s new
Terra-Span lift and slide doors provide
expansive, easy-to-operate doors that
unobtrusively transition between indoor
and outdoor living spaces. The doors can
incorporate up to 10 panels per unit with
a 12-foot maximum panel height. Each
panel can nest behind one another or fit
into a pocket opening.

For free information visit http://
pr.hotims.com/23739-259

AN ILLUMINATED MIX

The beautiful llluminations Electric Fireplace is an eclectic
and attractive fireplace indeed. It’s a fusion of translucent
calcite stone, bee’s wax, sand or glass and magnetic impulse
flame technology. An arched portrait-style fireplace and the
panoramic see-through fireplace (shown) features glowing
stone, frosted and wax sleeve candelabras.

For free information visit http://pr.hotims.com/23739-261

Innovations

PROFESSIONAL REMODELER

www.ProRemodeler.com

SOLAR SECURITY

The Solar Entry Light by ODL
contains four eco-friendly,
energy-sipping LEDs and pro-
vides enough light to make
entering a home easy after
nightfall. Homeowners can see
the keyhole, the ground and the
steps leading to the door. The
light can be installed in minutes
and is completely self-con-
tained, requiring no hard wiring.
For free information visit http://
pr.hotims.com/23739-260
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EVERYBODY FU-TUNG TONIGHT

It’s all about versatility when it comes to
renowned designer Fu-Tung Cheng and his
new “elements,” line of cabinetry made by
Tonusa. These modern cabinetry offerings
feature such eco- and home-friendly ele-
ments as FSC-certified Plyboo bamboo
doors, soft-close hinges, 3form resin sliding
panels, and recycled aluminum fixtures.
For free information visit http://
pr.hotims.com/23739-262
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DON'T LEAVE

DUST

HANGING

IN THE AIR.

Rapid Coat® Low Dust, All Purpose
Joint Compound forms heavier
dust particles during sanding for
less airborne dust.

Dust falls quickly to the ground
instead of hanging in the air
for less mess and faster clean up.

Find out more at
www.LowDustLessMess.com

y —

www.lafargenorthamerica.com

Product Preview

Innovations

For FREE info go to http://pr.hotims.com/23739-15

IBS GREEN PRODUCTS

CASHING IN

CMI unveiled an 8-foot-tall version of the
CraftMaster Cashal arched top, two-
panel plank interior door. The CraftMas-
ter molded interior line has green attri-
butes, such as containing a minimum of
50 percent by weight, pre-consumer
recycled content. In addition to the
doors, the company’s MiraTEC trim and
Extira panels have received Scientific
Certification Systems’ (SCS) certification
for key green building elements.

For free information visit http://
pr.hotims.com/23739-263

MANLY CEDAR

Cedro Macho, or “Manly Cedar,”
retains a warm reddish-brown color
that naturally deepens over time and
is especially appropriate for Mediter-
ranean, cottage and Southwestern
architectural styles. Marvin Entry
Doors’ new Character-grade Cedro
Macho is available on all of the com-
pany’s seven architectural styles,
transoms and sidelites. The doors are
FSC-certified as well.

For free information visit http://
pr.hotims.com/23739-265

LEED HELPER

You’ve heard of its spray foam,
and here’s the next generation.
Icynene’s LD-50 is a renewable-
based foam insulation and air
barrier that is responsibly made
using castor oil. A big plus is that
castor oil has been used in place
of a portion of the petroleum-
based polyol.

For free information visit http://
pr.hotims.com/23739-264




While you’re at work, who is
protecting your home?

Let BuyerZone lend a hand with your
HOME SECURITY SYSTEM.

Compare features and price quotes on Home Security Systems today. View supplier comparisons
and ratings, and read buyer’s guides and pricing articles to help you decide. At BuyerZone,
you’re in control. We’re just here to make your work easier.

Join the millions who’ve already saved time and money on many of their Home Security
System purchases by taking advantage of BuyerZone’s FREE, no obligation services like:

® Quotes from multiple suppliers

® Pricing articles

® Buyer’s guides

e Supplier ratings

e Supplier comparisons

REQUEST FREE QUOTES NOW! B z ~
Call (866) 623-5529 or visit uyer _ ne
BuyerZoneH omeSecurity. com Where Smart Businesses Buy and Sell

A division of
G Reed Business Information.
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Professional remodeling contractors, architects and
designers — here’s your chance to gain national
acclaim for your projects completed between
January 1, 2008 and May 1, 2009

The Professional Remodeler Best of the Best

Design Awards recognize the best construction quality,
creativity, design and problem solving in 21 entry categories.
Judging is conducted by an expert panel of remodeling
professionals and the editors of Professional Remodeler
magazine. Platinum, Gold, Silver and Bronze awards are
awarded in each category.

Enter today at
www.ProRemodeler.com/designawards

Entry forms and fees are due June 15, 2009.

You will receive an official project notebook for each project
you enter. Official project notebooks must be submitted no

later than July 15, 2009. (Note: CotY Award binders will be
accepted, as long as Best of the Best Design Award cover

sheets, entry forms and project information sheets are inserted)

Winners will be honored at the Professional Remodeler

Best of the Best Design Awards Celebration at the

October 2009 Remodeling Show™ in Indianapolis, featured in
the December 2009 issue of Professional Remodeler magazine and
in an expanded photo slideshow on www.ProRemodeler.com

Plus, we’ll help you promote your achievement...
Winners will also receive a promotional package, including logos,
press releases and a link to our online slideshow to help you market
your company’s design excellence!

Event is brought to you by:

Remodeler THERMARTRU
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Cabinet & Millwork Shops ¢ Contractors ¢ Remodelers
Design/Build Firms ¢ Project Managers

The quality you demand.
The service you deserve.

e Easily assembled,
frameless cabinet boxes

e Storage & Closet Systems

e Custom-sized casework

e Drawer boxes

e Adjustable shelves

e Full overlay slab-style fronts

e Superb customer service

* Increased profitability

e Higher productivity

e Better cost control

e Consistent quality

For more information or to
download a FREE digital catalog,
please visit our website.

CabParts, Inc.

Your Case Work Made Easy *

Confirmat
Joinery

www.cabparts.com
970-241-7682

Finlandia Saunas
are a Cut Above The Rest...

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

www.finlandiasauna.com
Nationally recognized since 1964!

For FREE info go to http:/pr.hotims.com/23739-127
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FAUX WoOD BEAMS BY OUTWATER

Free of CFCs!

Free of VOCs!
Outwater’s Faux Wood
Beams are offered in
Hand Hewn, Ancient
Rustic, Vintage, Modern,
Contemporary, Mesa and
Tahoe styles in water
based finished or unfin-
ished formats with a host
of complementary acces-
sories in a variety of sizes
to suit the aesthetics of
your installation.

Are You?

Outwater’s Faux Wood Beams are priced as low as $3.99 per linear foot!

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

ARCHITECTURAL ProODUCTS BY OUTWATER

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

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

New Jersey ® Arizona ® Canada

YOUR ACCESS T0:

premium
CONTENT

Easy access in and out of job site
enclosures. Zipwall Zipper Systems
are available
in Standard and
HeavyDuty...to
order, call today.

128007896633

or order now at
www.protectiveproducts.com

For FREE info go to http:/pr.hotims.com/23739-128
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Independently
s certified to exceed
OSHA temporary
guardrail regulations,
Safety Boots anchor
| to most surfaces
including concrete
and are fully
throughout c { reusable.
PROTECTION including
Freestanding
Build a freestanding OSHA compliant guardrail in design allows
minutes using construction grade 2X4s and Safety ~ guardrails to remain
in place throughout
construction, including
drywall installation.

NobleSeal CIS NobleSeal SIS NobleSeal TS &
Chloraloy®

1-800-804-a74a1 » www.safetyboot.com

Contribute To LEED points

For FREE info go to http:/pr.hotims.com/23739-130

Improve Air Quality...
* No VOC’s

* Stop moisture & vapor
* Help preveni mold

Add to Sustainability...

* Guaranteed to last for
the life of the original
tile installation

* Profect tile from failures (mNﬂ

Simpie Salutions... Proven Performance

PROFESSIONAL REMODELER

800.878.5788 | www.noblecompany.com

Nobfo-Company aivo producor recly-fa-fife shower produche. Visit our webate far addiancl informmafian.

For FREE info go to http:/pr.hotims.com/23739-129

Advertisement YOUR ACCESS T0:

Marketplace /GO _Vpremium

NUNG: " GONTENT |

housingzon®: o

* blogs

» Heavy-Duty Polycotton fabric (jean-like fabric) )/ awards
» Custom patterned for front or rear seats °
* Throw in washer & dryer to clean events .
« Easyon/ Easy off - Choose from 7 colors (] hot top|cs

5 o
For information (COVERCRAFT * products
1-800-4-COVERS (426-8377) WWW. covercraft COM  auality Softgoods Since 1965
* rgsearch

For FREE info go to http:/pr.hotims.com/23739-131

Custom Seat Cover Protection for Pickups & SUV’s

Great for
landscape or |\*
construction &
crews!

COME CHECK IT OUT:

DD O elAce vour ap ropav: . <<« | I
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1.800.872.1608

PN WORTHINGTON

Your Only Source For Fine Architectural Details

Architectural Columns
. Call for:a*FREE Cai Catalo

9%@”,%% e Pkl

www.WorthingtonMillwork.com

Jacksonville, FL

For FREE info go to http://pr.hotims.com/23739-132

rved Walls,
Cellmgs Soffits
and More! =

Quick
Qurve

WOOD. - TREATED
TREATED

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

i24]lineardftyper. 2x4 box

also in 2x6

Shaped and

A
A2
= € ed
Secured in Seconds!

s

$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

For FREE info go to http:/pr.hotims.com/23739-133
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Fill, bond, and laminate
AZEK® Trimboards!

TrlmBonde
Bonding System

Fills nail holes, joints, and gaps
quickly and permanently

Bonds/laminates AZEK" Trimboards,
metal, wood, and CPVC

Easy to use, fits standard caulking gun

Devcon

Construction Products Group

1-800-933-8266

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

For the location of
your nearest dealer visit:

www.trimbonder.com

For FREE info go to http:/pr.hotims.com/23739-134

WOO d S h Utte I‘S make a statement

ahout the quality of your home. Design and price
online using Vixen Hill's proprietary auto-design
system. Order factory direct.

leenHlll COm / 800-423- 2766

For FREE info go to http:/pr.hotims.com/23739-135

ADVERTISING

MEANS BUSINESS!
7—

PROFESSIONAL REMODELER
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The most revolutionary
thing to happen in painting
since paint.

tape that gives you clean, sharp lines
making touch-ups a thing of the past.

Its exclusive PaintBlock® Technology
s rfosins! forms a micro-barrier along the edges,

/ i G
| . ‘ ‘f c....ap-bmdmlu,fm Mwm stopping paint in its tracks. All you're
) i ) | | | . left with are perfect results and very
DER | o  pleased customers.
X [Edges. { 5
HO C( ] gl |
N UN DU N
1 » 9 A ' For 2707, Sharp. Lines

Shurtape’

FROGTAPE.

FrogTape.com 877-FROGTAPE

Made by Shurtape"

For FREE info go to http:/pr.hotims.com/23739-137

Doors Thaf Work' rorcommercial ot
-~y

residential remodelers,
our doors work. Each
is custom made to
order and promptly

M shipped, allowing you
4l to move on to your

i next project.

& Our doors are available
through a network of
building material and
specialty suppliers.

: Ph: 503-357-7181
WOOdfOId Mfg. Eax: 800-257-9282 woodfold.com
For FREE info go to http://pr.hotims.com/23739-138

ACCORDION BOOKCAQE ROLL-UP

For FREE info go to http://pr.hotims.com/23739-136
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For FREE information on any Professional Remodeler advertisers, go to http.//proremodeler.ims.ca

Advertiser Index

Advertiser Page No. Web Site

CertainTeed WeatherBoards FiberCement 4 http://pr.hotims.com/23739-2

Dow Chemical Company 27 http://pr.hotims.com/23739-9

Henkel Consumer Adhesives 36 http://pr.hotims.com/23739-12

Lafarge North America 42 http://pr.hotims.com/23739-15
Masco Contractor Services 7 http://pr.hotims.com/23739-3
Milgard Manufacturing 8 http://pr.hotims.com/23739-4
Ply Gem Windows 18 http://pr.hotims.com/23739-8
Trex 32,33 http://pr.hotims.com/23739-10
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10 TIPS TO LIVE IN THE MOMENT

magine for a moment if we could

be 100 percent in the present 30

percent of the time. | can tell you

that | would be happier — and at

times sadder. | would have more
clarity of focus. | would listen better. |
would make decisions based on more
details. | would enjoy the little things
more than the superfluous. Certainly |
wouldn’t want to cease learning from
the past or planning for the future, but
if | could find more time to be in the
moment, each moment would be more
enriching for me, for my family and for
my business.

Things that are important should get
our full attention. In business, | need to
be in the moment as often as possible
when | am with our team members
and when | am with our clients. That’s
because when | am in the moment
with them, they know it. And it makes
them feel good — respected, loved,
heard — even if they aren’t totally
aligned with my point of view.

Ever get a call on your cell phone
from an upset client while simultane-
ously ringing the doorbell of a pro-
spective new client? | have. Ever been
in a deep discussion with an employee
about an opportunity for “performance
improvement” only to have someone
barge into your office with a problem?
Been there too. The world of the
remodeler, by nature, is 50 percent
reactive.

How can | strive to be 100 percent
in the moment for them at least 30
percent of the time?

1. Consult rather than sell, not
just with clients but also with team
members. People can tell the differ-
ence, and when you are “selling” you
are not 100 percent in the moment;
you are thinking about your next
chess move.

2. Turn off my BlackBerry when | am
meeting with clients. If | am doing my

PROFESSIONAL REMODELER

job right, calls and e-mails can wait
until | am done.

3. Make sure that at least once a
week, | sit down and ask open-ended
questions privately: “How are we doing
for you?” “How do you feel about
that?” etc.

4. Don'tjust listen to
what they have to say but
understand what they are
communicating. Watch
verbal and non-verbal
cues, listen “between the
lines,” ask follow-up
questions and repeat
what they have said.

5. Take notes — but
not too many. Find a bal-
ance between codifying
the relevant points and
action items and having
time to understand what
they are saying.

6. Limit “working”
meetings to three or less
people. If there are more
than three people in a
meeting, it’s hard to
actually get decisions
made.

7. Create dashboards
so that we get pro-
active, accurate and
efficient reads on the
key indicators of our
business. That way we
can give the right focus to our team
and to our clients rather than spend
countless hours studying numbers.
Knowing our numbers is critical, but
it is what we do about them that
matters.

8. Limit the number of people
directly reporting to me to seven or
fewer. More than that and | get scat-
tered.

9. Give myself the luxury of one
hour of “me” time per day. | need to

clients.

www.ProRemodeler.com

Bruce Case
Contributing Editor

Things that are
important should
get our full atten-
tion. In business,
I need to be in
the moment as
often as possible
when I am with
our team mem-
bers and when

I am with our

find the right balance of “me” time,
family time and business time. With-
out this, my focus becomes blurred.

10. Understand that my biggest
strength is my biggest weakness. My
abilities to learn from the past and to
think ahead are
strengths | can leverage,
but | also need to con-
sciously focus on the
present. Let’s stop
thinking through the
lens of time and start-
ing thinking more about
what’s important in the
moment. What do we
really love: things or
people? What is really
important? How deeply
do we truly listen? I'm
going to give it a try
because | think it will
help my world. | also
think this is what our
businesses and our
society need today.
Getting back to the
fundamentals, focusing
on the moment and
understanding what we
truly care about rather
than materialistic
endeavors is, at the
core, what will get us
through tough and
prosperous times. pr

Give your input and continue the
dialogue on Bruce’s blog at www.
housingzone.com/brucecase.

Bruce Case is president of Case
Design/Remodeling and is chief oper-
ating officer of Case’s national fran-
chise organization Case Handyman &
Remodeling. He can be reached at
bcase@casedesign.com.

>> For more Bruce Case the Professional
Remodeler, visit www.ProRemodeler.com.
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Timberlcch

Less Work. More Life.

}l,

ULTIMATE

Offer even more long-lasting durability W|th‘.'9(LM®

)
Shown in Desert Bronze L& v TSN G

P o S AT

The ultimate in low-maintenance decking options, XLM is engineered from
PVC to provide unparalleled scratch, slip and stain resistance. Remarkable
durability and outstanding performance are enhanced by XLM’s Class A , ‘
Flame Spread fire rating. XLM is the only PVC deck board on the market to Mountain Cedar " I ——
achieve this safety rating. Available with matching railing and offered in - -

four colors — including our striking new tropical look, Desert Bronze — XLM SandRidge
is the obvious choice for premium decks.

TimberTech’s complete product line lives up to our famous brand promise: RiverRock
Less Work. More Life®

It’s not just a deck. It's TimberTech. 800-307-7780  cuciomencs
For Free info go to http://pr.hotims.com/23739-17
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For more information and complete product

These days, it's easy to find products that claim to be environmentally friendly. But it's much tougher to
find ones that actually are. Products like JELD-WEN® windows and doors made with Auralast® wood.

WATER: The Auralast process captures and recycles water, conserving a vital resource.

|
1

AIR: The Auralast process reduces VOCs by 96% when compared to traditional, solvent-based, f
dip-treated wood methods, preserving air quality. :

{

LAND: AuraLast is made to be long-lasting, resulting in less waste in our landfills and reducing
reharvesting. Additionally, SFI® certified wood is an available option.
|

ENERGY EFFICIENCY: JELD-WEN windows and doors with'Low-E glass meet ENERGY STAR® qualifications.

For more information call 800.877.9482, ext. 11215, or visit www.jeld-wen.com/11215.

RELIABILITY for real life '(JELD"WEN

WINDOWS & DOORS

For Free info go to http://pr.hotims.com/23739-18

arranties, see www.jeld-wen.com. ©2008 JELD-WEN, inc.; JELD-WEN, AuraLast and Reliability for real life are registered trademarks of JELD-WEN, inc., Oregon, USA. All other trademarks are the property of their respective owners.






