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SUPPLY CHAIN BEGINS WITH YOU

I
t’s one day since our meeting of 
the Remodeling Futures Steering 
Committee at Harvard University 
as I write this, and I can tell you 
that you’re not alone 

if you’re searching for 
answers. 

The Remodeling 
Futures group, which 
meets twice a year in 
Cambridge, Mass., 
comprises some of 
the greatest minds our 
industry has to offer. 
Yet this time around, it 
was very apparent that 
there were a lot more 
people asking questions 
than there were offering 
bonafi de answers.

Harvard, as you may 
know, predicts the cur-
rent downturn will not 
show any signifi cant 
signs of recovery until 
sometime in 2010. And 
even that prediction 
comes with an asterisk. Nobody 
knows precisely when the economy 
will turn around and breathe life back 
into consumers’ willingness to spend 
their hard-earned dollars on home 
improvement projects.

But with new home construction 
sucking wind even faster than remod-
eling, building product manufacturers 

and suppliers have turned their focus 
to remodelers to help drive sales. 

So the highlight of the conference 
for me was a panel discussion “The 

Renewed Importance 
of the Remodeling Con-
tractor in the Residential 
Supply Chain.”

Led by Therma-Tru 
Vice President Jerry Ole-
shansky, Stock Building 
Supply Director of RMI 
Dave Corna and Case 
Design/Remodeling 
President Bruce Case, 
the discussion revealed 
suppliers and manufac-
turers’ increased interest 
in everything from co-op 
advertising to special 
delivery services to 
dedicated sales reps for 
remodeling contractors.

When you get right 
down to it, we’re all in 
this together. After what 
I witnessed yesterday, 

my advice to you is to get on the phone 
with your suppliers and fi nd out what 
they’re willing to do for you. The supply 
chain, after all, begins with you.  PR

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

Our Mission

• David K. Bryan, CGR, Blackdog Design/Build/Remodel 
• Vince Butler, CGR, CAPS, GMB, Butler Brothers Corp. 
• Therese Crahan, NAHB Remodelers • Bob DuBree, CR, 
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. Iantosca, 

F.H. Perry Builder • Greg Miedema, CGR, CGB, CAPS, Dakota 
Builders • Larry Murr, CGR, CAPS, Lawrence Murr Remodeling 
• 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

Editorial Advisory Board

>> Read my blog at 

www.ProRemodeler.com/blogs.

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

Building product 

manufacturers 

and suppliers 

have turned their 

focus to remodel-

ers to help drive 

sales. 

Michael R. Morris

Editor in Chief
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I
n our current economic environment 
it is all too easy to get negative, be 
discouraged or, even worse, think 
foolishly about how to improve our 
business.
As the owner of a national franchise 

company, I have the unique opportunity 
to experience this fi rsthand. Over many 
years, I have learned some business 
owners are looking for a “magic pill” or 
a lifesaver idea that will fi x everything.

For a moment, let’s look at improving 
your business in the same terms as 
weight loss. We have all seen weight 
loss commercials that not only promise 
amazing results but also transform 
lives. The idea is to take a diet pill and 
magically lose the weight, then have 
increased confi dence and start pros-
pering in every area of life. Wouldn’t 
that be cool if it were healthy and sus-
tainable? Most of us have known many 
people who have had little to no results 
from taking a diet pill or a few who have 
had tremendous results short term. But 
we would be hard-pressed to name 
anyone with sustainable results by the 
diet pill method alone.

We may know one or two people 
who have had sustainable weight loss 
results, but if we investigate closer, we 
will likely fi nd one or more of the follow-
ing elements exist: they changed their 
eating habits and the type and quantity 
of food they eat; they stopped eating 
anything heavy or high in calories late 
at night; they started or increased the 
amount of exercise they get on a 
weekly basis; or they found additional 
activities for enjoyment other than eat-
ing. In other words, they made an 
investment and changed behavior over 
and above the diet pill to achieve the 
sustainable results they desired.

The same concept applies to the 
business world of get-rich-quick pro-
grams that mirror the diet pills. They 
don’t work unless you do! We all want 

to avoid the foolish thinking diet pills 
encourage, and we want to avoid get-
ting stuck believing that nothing can 
help us achieve a quantum leap in our 
business.

Let me share a personal story to help 
illustrate this. I was a pole-
vaulter in my junior year 
of high school and cleared 
11 feet to 11 feet, 6 inches, 
which would sometimes 
place me in the top 6. I 
accomplished this by 
being mostly self-taught 
with some coaching, hard 
work, determination and a 
desire to improve. But I 
suffered from not know-
ing everything. At a local 
track meet, I met a coach 
who ended up being the 
pole vaulting coach for 
Baylor University. 

The coach invited me 
to train with him. I learned 
many lessons from him, 
including that I had the 
wrong size pole, so he let 
me borrow one to use. 
Then, he explained the 
different elements of the science and 
art of pole vaulting. He had me prac-
tice each element over and over again 
for hours. In my mind, I impatiently and 
foolishly wanted to get to the end 
result of vaulting over the bar. Thank 
God I had a great coach who under-
stood the need for a strong foundation 
and knowledge of the fundamentals. I 
wasn’t necessarily the fastest or most 
gifted, but I was coachable. I invested 
the time, energy, money and hard work 
and made good decisions that sup-
ported the result I wanted. This 
resulted in breaking the district record 
(which had stood for over a decade) by 
a foot and a half at 14 feet, 6 inches, 
and Baylor University discussing 

scholarship opportunities with me.
So, whether it is weight loss, sports 

or business, you can’t avoid the law 
of sowing and reaping. If you invest 
foolishly, you will get what you plant, 
but if you invest wisely your odds of 

a fruitful harvest will 
increase exponentially. 
For sustainable suc-
cess, you will have to 
invest wisely, of your 
time, energy, money and 
hard work; be coach-
able; and make good 
decisions, which equal 
effective leadership. 

Whichever way you 
might look at investing 
in your business and 
improving your results, 
be prudent and do your 
homework. Nothing 
replaces diligence. But 
don’t be so doubtful, 
fearful or close-minded 
that you miss a chance 
to have a quantum leap 
in your business as I 
experienced pole vault-
ing! What I gained was 

knowledge I didn’t have — a system, 
training, tools and ongoing coaching — 
that made the difference for me.

There’s a proverb that has helped 
me in business and life: “A wise man 
has great power, and a man of knowl-
edge increases strength; for waging 
war you need guidance and for victory 
many advisors.”  PR

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

Leadershipon 

BUSINESS DOESN’T CHANGE UNLESS YOU DO!

If you invest fool-

ishly, you will get 

what you plant, 

but if you invest 

wisely, your odds 

of a fruitful har-

vest will increase 

exponentially.

Doug Dwyer 

Contributing Editor

>> For more Doug Dwyer on Leadership,

visit www.ProRemodeler.com
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PA I D  A D V E R T I S E M E N T

F R A N C H I S I N G

DALE RESSLER

Owner: DER Construction, Inc.,
 est. 1990

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

Dale Ressler, 46, knows all about
remodeling – from the highs of national 
remodeling awards to the lows
of medical scares and the physical labor 
that the career demands.  As a general 
contractor and the owner of DER
Construction, he’s tackled a full 
spectrum of remodeling jobs for years 
to produce beautiful results for his 
customers.  However, that mission to be 
all things to all people wasn’t producing 
beautiful results for his future goals.

Why did you decide to buy a 
DreamMaker Bath & Kitchen 
franchise?

Dale: Previously, at DER Construction,
I knew I wanted an exit strategy.  My 
wife and I talked about that a fair 
amount – kind of what I wanted to do 
in a second career more as a volunteer.  
And I set my goal that by age 50 I 
wanted to be able to make some of 

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

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

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

How has DreamMaker helped
you deal with the current
economic challenges?

All the training and the tools that 
DreamMaker provides have helped us be 
prepared for this economic downturn.
Prior to DreamMaker I would have 
never been able to forecast revenue, 
other than my gut saying ‘oh this is bad 
and it’s going to be worse.’ DreamMaker 
has given me sophisticated forecasting 
and fi nancial tools, and critical coaching 
that is needed to really feel confi dent 
using these tools. But, even more, they 

taught me how to price for 
profi t and gain margins I 
never thought were possible.  

From a marketing and sales 
perspective, DreamMaker’s 

marketing system has helped me proac-
tively generate leads.  In the past, my 
business was based mostly on referrals, 
but now I have a good balance between 
referrals and generated leads.  The best 
part is the DreamMaker sales system 
works hand in hand to produce the best 
results and the margins that we want.

If you had to do this all by
yourself, without DreamMaker, 
what would be different?

I would defi nitely be struggling 
more in the current economy.  
There’s no way I could realize the 
numbers that I’m hitting, had I not 
been part of DreamMaker Bath & 
Kitchen.  They’ve helped take my 
business, and my leadership and 
management skills to the next level 

of effectiveness.  Plus, the DreamMaker 
image and brand really set us apart. I’ve 
weathered the current economic storm 
much better than I would have on my 
own.

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

Now I have a plan.  My whole point in 
investing in a DreamMaker franchise 
was to have higher profit margins, 
have a better quality of life and have a 
business to sell that’s worth something 
– not a business that’s just centered 
around me.  If I took “me” out of the 
equation, there would have been no 
business before joining DreamMaker. 
It is comforting to know that even in 
an economy like this, I still have a 
business that’s worth something.  

About DreamMaker
Bath & Kitchen:
Based in Waco, Texas, DreamMaker
Bath & Kitchen has approximately 90 
independently owned and operated 
franchises nationwide.

“There’s no way I could realize the numbers
that I’m hitting, had I not been a part of

DreamMaker...”

Photo: Dale Ressler and his wife, Bobbi

For more information, please call

800-253-9153
DreamMaker-Remodel.com

For Free info go to http://pr.hotims.com/23740-5
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Business Strategyon 

I
n my work as a consultant to remod-
elers, I am hearing from clients about 
the challenges they are facing. A 
downturn looks different in each per-
son’s world: A signed job (or two or 

three) is canceled. Permitting obstacles 
delay or prevent a project from starting. 
Pricing pressures tempt or force the 
reduction or absence of profi t, as work 
is needed simply to cover overhead — 
and so on.

It is worth noting that there are 
remodelers who have work and are 
doing more than well. Why? To some 
extent the answer to this question is 
the same for both situations, both good 
and not so good. For most remodeling 
companies, getting the job or not get-
ting the job makes a huge difference. 
If your company does 20 jobs a year 
and you don’t get 5 in a row, that can 
be devastating. On the other hand, if 
your company gets an unusually large 
job the business can be carried for sev-
eral months until more sales occur. It 
doesn’t take a lot to make a big differ-
ence, one way or the other.

So what can you do?  
Consider all possibilities. In gen-

eral, people tend to get wrapped up in 
the way things are. But that is just the 
starting point. Take some time for 
yourself to refl ect on what you would 
do “if.” Many of us never think about 
such things — we just work a little 
harder and a little longer thinking it 
might make the difference.

In the meantime, we are miserable, 
fi nding little satisfaction with anything.  

Break the patterns and do some-
thing different. A client loves to fi sh 
but had a hard time fi nding the time to 
do so, particularly with the down mar-
ket he is in. Then he realized he could 
take a great client fi shing, building the 
relationship that will translate into 
more business and referrals, while 
doing what he loves. What is the 

equivalent for you?
Live in the present and let the 

future pull you forward. It is very hard 
to get up every day and go to work 
when yesterday was not as successful 
as you wanted it to be — more of the 
same old, same old, with 
likely the same results 
being realized.  

That mindset can crip-
ple your business. You set 
the tone for your entire 
company. If you are in 
sales, it is imperative to be 
focused positively on 
your future and not 
anchored by a yesterday 
you wish you had never 
experienced. How can 
you do that without being 
a wishful thinker?

A client was experienc-
ing real hurdles with his 
team. They just were not 
performing the way he 
thought they could. At the 
same time, he was not 
clear about his own goals, 
the life he wanted for his 
own life and for his family.

Sales were down. Get-
ting people to commit 
was impossible. This was 
before the downturn.

He started getting clear about the life 
he wanted. He began by doing some 
simple exercises that got out of his 
head thoughts that were in there but to 
which he was not paying much atten-
tion. The resulting clarity changed his 
expectations of his people so that 
everyone in the company feels more 
successful. Clients are signing con-
tracts and the company has work, even 
when many other companies don’t.

I am not saying it is magic nor that it 
works in all cases. I do think that being 
clear about the point makes you more 

effective in all areas of your life, not 
just in business. 

Remember that tomorrow will 
come. For many of us, our work is 
how we defi ne ourselves. After all, we 
spend most of our life at work. Run-

ning a small business is 
very hard, even in the 
best of times. It does not 
take much to make it 
close to impossible to 
succeed.  

I remember in the 
early ’90s living through 
a set of circumstances 
that felt like a perfect 
storm. I had several diffi -
cult remodeling clients, 
the prospect of no 
upcoming work and new 
challenges every day. 

I found that stepping 
away, even in little ways, 
made a big difference. 
Carving out some time 
for me to stop being a 
remodeler and to be a 
person made me able 
to be more effective at 
my work. For me, it was 
taking walks; reading; 
spending time with my 
wife and children; and 

taking inexpensive, short vacations.
You are not your business. Things will 

get better. What do you want your tomor-
row to be? Craft a vision that will pull you 
forward. And start living it today.  PR

Paul Winans CR works with Remod-
elers Advantage, the premier peer 
group and consulting company serving 
the industry. He is a founder of Winans 
Construction, which he and his wife, 
Nina, sold in 2007. He can be reached 
at paul@remodelersadvantage.com.

HOW TO HANDLE THE UPS AND DOWNS

If you are in sales, 

it is imper ative 

to be focused 

pos itively on 

your future and 

not anchored by 

a yesterday you 

wish you had 

never experi-

enced.

Paul Winans 

Contributing Editor

>> For more Paul Winans on Business 

Strategy, visit www.ProRemodeler.com
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• access FREE archived Web casts
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• enjoy interesting blogs by industry   
 thought leaders

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

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

• register for upcoming Web casts
 and events

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

• ProBuilder.com

• ProRemodeler.com

• CustomBuilderOnline.com

• HousingGiants.com

Bookmark it: 

www.HousingZone.com
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T
here are certain lists 
you don’t want your 
city to be near the 
top of. Foreclosure 
rate would certainly 

be one of those, spelling 
bad news if you’re a remod-
eler in Atlanta. 

While not hit as hard as 
the California and Florida 
markets, Atlanta was still a 
Top 20 market for foreclo-
sures in 2008, according to 
RealtyTrac. Outside of those 
markets, only Las Vegas, 
Detroit and Phoenix ranked 
ahead of Atlanta.

The city was also recently 
named the third-emptiest 
city in the country by Forbes 
(behind only Las Vegas and 
Detroit), based on Atlanta’s 
rising homeowner and rental 
vacancy rates.

That’s led to less work 
for remodelers in the city, 
and those homeowners 
who are looking to remodel 
are reducing the scope of 
their projects, says Brad 
Cruickshank, president of 
Atlanta-based Cruickshank 
Remodeling.

“Most people are not 
remodeling to do a show-
place kitchen to keep up 

with the neighbors or for 
resale,” he says. “They’re 
doing projects that will 
make their lives better.”

Even high-end clients 
have been affected, as 
they’re less confi dent in 
the market and the value of 
their homes, says William 
Bartlett, president of Home 
Rebuilders in Atlanta.

“People are fearful of 
over-improving their 
homes,” he says. 

Home Rebuilders has 
seen average project size 
drop from $200,000 to less 
than $100,000 since Sep-
tember, as clients focused 

on improving their living 
space without making 
expensive upgrades.

Cruickshank and Bartlett 
both think the Atlanta mar-
ket could turn around later 
this year as people opt to 
stay home and invest in 
their houses instead of 
spend money on items such 
as expensive vacations.

“What I see in Atlanta is 
that there are a lot of people 
who really want to do some-
thing,” Bartlett says. “I think 
the hysteria’s gone. We’re 
standing on a bottom, and 
I think we’re going to grow 
out of it.”

Marketthe 

ATLANTA HIT HARD BY DOWNTURN

“Atlanta tends to be 

a more transient city. 

People don’t tend to 

make the investment 

that they do in homes 

in other cities.” 

— William Bartlett, 
Home Rebuilders

By Jonathan Sweet,

Senior Editor
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Atlanta Homeowner Vacancy Rates

Source: U.S. Census Bureau
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Atlanta’s rising home vacancy rate, combined with a 16.1 percent 
rental vacancy rate, prompted Forbes to name it the third emptiest 
city in the country.

Some of the key economic 

indicators from Atlanta 

Metro Area Population: 

5,278,904 (24.3 percent 

increase since 2000)

Change in home values: 

Down 3.82 percent since 

2007; up 11.1 percent over 

last five years

Existing home sales: 

2008 sales were down 18.5 

percent from 2007

Median household income: 

$44,163

Home vacancy rate: 

6.3 percent (sixth-highest 

in the country)

Unemployment rate: 

8.7 percent (up from 5.2 

percent in 2008)

Sources: U.S. Bureau of Labor Statistics, 
U.S. Census Bureau, Office of Federal 
Housing Enterprise Oversight, Atlanta 
Journal-Constitution’s 2008 Home 
Sales Report/SmartNumbers

Market Update

 Specialty  2007 Installed volume

Weidmann & Associates Design/build remodeler $6,987,500

Rembrandt Remodeling Full service remodeler $6,800,000

Home Rebuilders Full service remodeler $5,367,168

Cruickshank Remodeling Full service remodeler $4,474,000

Atlanta Decking & Fence Co. Outdoor living $4,200,000

Atlanta Market Leaders
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best practicesRemodelers’ Exchange

Workshops are a low-pressure way to reach potential clients

RUNNING A 
CONSUMER SEMINAR
CONSUMER SEMINARS are a win-win 

for any remodeling company. They serve 

to educate your potential clients, familiarize 

homeowners with your company and act 

as a marketing tool.

 

Jud: Devon, what’s your goal in your 

consumer seminars? Strictly for generat-

ing leads, branding or what else? 

Devon: Primarily, it’s a branding and 

positioning exercise, and it’s a communica-

tion exercise. We’re known as a premier 

remodeler in the area. We were looking for 

a way for people to feel very comfortable 

approaching us. It’s kind of a soft entry into 

HartmanBaldwin. Sometimes our reputation 

precedes us. I have people who have heard 

about HartmanBaldwin for 30 years; they’ve 

grown up hearing about HartmanBaldwin. 

Some people may be a little hesitant to 

approach us. We love the idea that we can 

have a no-responsibility, no-strings-

attached way to come in, meet us and talk 

to us and get to know us a little bit. We’re 

learning that we do generate new leads. We 

have people that come through here who 

are just curious. We’re fi nding that a lot of 

our clients will end up going through fi ve or 

six of our seminars.  

Jud: Bjorn, what about you? Consumer 

seminars strictly for generating leads, 

branding, what else?

Bjorn: There are a number of things. 

No. 1, we position ourselves as the leader 

in our marketplace. We believe that taking 

the approach of having an educational 

seminar series that speaks to some of the 

things — exactly what Devon talked about 

— taking away the mystery of remodeling 

and taking an educational approach to it. 

That’s one thing. Naturally, we do not put 

on seminars just for the pure joy of educat-

ing the public. Our job within this series is 

to generate the leads, fi ll the seats and ulti-

mately, at the end of the day, we want peo-

ple to work with us. Just to give a couple 

key stats as it relates to 2008: about 9 per-

cent of our total leads came from seminars. 

In the fi rst two months of the year, in 2009, 

out of all the leads coming in, 14 percent of 

the 50 leads in the fi rst two months have 

come through seminars. About 30 percent 

of what we’ve sold has come through semi-

nars. 

Jud: Who do you target and how do you 

promote that, Bjorn?

Bjorn: I’ll give you two answers to that. 

The initial premise and the entire logic 

behind the seminar series was that if Col-

lege City Remodeling has built thousands 

of homes over the years, we want to go 

after the “low hanging fruit” if you will, and 

we want to make sure that past clients now 

have a way to learn about upgrades, 

remodels and renovations in their home. At 

fi rst, we geared the majority of our efforts to 

the existing clients. We learned that we did 

not get a strong following there. We made a 

shift in mid-year 2008 and went after a 

demographic segment in the seven-county 

area that has the highest income levels and 

home values in the $400,000-plus. We uti-

lize the standard demographics for a “most 

BJORN: “Our job within 
this series is to generate 
the leads, fi ll the seats 
and ultimately, at the end 
of the day, we want peo-
ple to work with us.”

JO
NA

TH
AN

 C
HA

PM
AN

/G
ET

TY
 IM

AG
ES

 

This month featuring:
Devon Hartman, Principal 

HartmanBaldwin Design/Build, Claremont, Calif.

In business since 1979, Hartman/Baldwin is a 

design/build firm with a fully integrated architec-

ture and construction company with 35 employ-

ees. Volume for 2008 was close to $10 million.

Bjorn Freudenthal, General Manager

College City Remodeling, Lakeville, Minn.

A division of College City Homes, the company has 

focused on remodeling since 2000. Revenue for 

2008 was about $4 million.
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likely” remodeling client with over $120,000 

in household income and over $400,000 in 

home value. We send out the direct market-

ing pieces of 6,000 postcards. We’ve gen-

erated better results in talking to this seg-

ment. 

Jud: Devon, who decides the topic?

Devon: I’ve been designing the topics 

myself just from a sense of what the market 

would be, what the general topics are that 

people are concerned about. We have an 

evaluation sheet at the end of every semi-

nar that we have everyone fi ll out. We ask 

people very specifi cally what was of most 

value, what was of the least value, what 

they would like to have covered that wasn’t 

covered. We track all of that and continue 

to modify the seminars based on feedback. 

Jud: Bjorn, who decides your topics?

Bjorn: We look at the amount of incoming 

leads per project type and we look at what 

are the profi table things we do on a daily 

basis. That determines what program we put 

on. We added two seminars this year. One of 

them is green building and the other one is 

accessible, universal and aging-in-place. We 

take the market demands and try to differenti-

ate ourselves. We try to do much of the same 

that we feel we’re profi table and good at.  

Jud: Devon, what’s the cost of this thing?

Devon: It depends on the event. I would 

say the budget of the eve-

ning is usually about $600. 

Then, of course, promo-

tional costs can be any-

where from zero to $2,500: 

phone calls, e-mails, Web 

site augmentation. Then of 

course, direct mail and print 

costs for the direct mail, or 

for newspaper advertising, 

it can go up above that. I 

think we send out about 

80,000 direct mail pieces a 

year. There’s a budget for that, which has to 

be worked in. 

Jud: Bjorn, what about your costs?

Bjorn: Pretty much the same. We made 

some calculations on that. In our direct mail 

campaign, we list the three next upcoming 

seminars. We get a little synergy there. If we 

do 18, we’re going to have six postcards go 

out. We spend about $3,000 — probably a 

fair statement for each seminar. 

Jud: Devon, tell me how many leads you 

get from this.

Devon: We can pretty much count on 

two to four super-qualifi ed leads at each 

seminar. Then, in this business, we have 

very long lead times, as you all know. I have 

people coming back that I spoke to two to 

three years ago. I have people who have 

been coming to seminars off and on for up 

to fi ve years now and are just now coming 

on board. The other thing that’s fascinating 

is that some people can come to a seminar 

and have a project that may be too small 

for us or maybe they’re only looking and 

kicking the tires, and maybe they’ll go off 

and have someone else do something, but 

then they’ll come back a year later and do a 

major project with us. There’s this ability to 

stay in touch. I think the level of profession-

alism that we’re instilling in people’s minds 

— the ability for them to come back and 

feel comfortable talking to us at any point in 

time, coming back to the fi nished project 

receptions that we’re having, talking with 

other clients and other people who are in 

the process at these seminars over the 

years — increases the level of trust to the 

point where they become part of the family.   

Jud: Bjorn, this is a 

strange question, but I 

want to make sure that 

we have it clear: there is 

no charge for these in any 

way, shape or form? 

Bjorn: No charge; it’s 

a free seminar. We do not 

promote that fact that we 

have beverages, wine and 

beer or the fact that we 

have a chef there; it will 

be a nice surprise when 

the people get there. 

Devon: That’s a nice idea. Bjorn, I have a 

question about the co-branding from your 

sponsors there. Do they give you actual 

money to help support these efforts, or are 

they giving away materials? How does all 

that work?

Bjorn: Yes, yes and yes. The way we go 

about it in this marketplace is that you 

have to be everywhere. And, I’m going to 

need help to be everywhere. The more we 

sell, the more of their services and prod-

ucts we will sell. We’ve rallied them around 

us, and we have contributions coming 

anywhere from a couple hundred dollars to 

$4,500 to $5,000 from these partners. I 

want to believe that at the end of the day, 

the co-op amounts for the joint seminars is 

going to be in the $20,000 to $25,000 

range for the year.  PR

Jud Motsenbocker 

Contributing Editor

DEVON: “We love the idea 
that we can have a no-
responsibility, no-strings-
attached way to come 
in, meet us and talk to 
us and get to know us a 
little bit.”
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TALK BACK>> For the rest of the discussion on this 

topic and more Best Practices, visit 

www.ProRemodeler.com/bestpractices.
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BOWA Builders wants to 

make it as easy and cost-

effective as possible for 

its clients to go green.

That’s the idea behind a new 

environmental incentive program 

the company just launched that 

waives the company’s fees 

associated with an environmen-

tal upgrade. BOWA will present 

customers with the basic, 

already environmentally friendly 

options the company offers, 

but if they want to upgrade 

BOWA will waive its profi t and 

overhead on the change, says 

Larry Weinberg, CEO of the 

McLean, Va., fi rm.

For example, if clients want 

to change from a 14-SEER 

HVAC unit to a 17-SEER unit, 

they would only pay the labor 

and materials associated with 

the change without the normal 

markups. 

The new program is in 

response to what BOWA sees 

as some companies taking 

advantage of the green label to 

increase profi ts without neces-

sarily improving the environment. 

“I don’t want it to be some-

thing where we’re pushing them 

to do something that we make 

more money on,” Weinberg 

says. “To me, that wouldn’t be 

genuine in terms of being envi-

ronmentally conscious.”

The program will be the 

focus of BOWA’s spring market-

ing campaign. The company 

normally sends out a letter to its 

past clients every spring, and 

the environmental incentives 

will be the centerpiece of that 

as well as the company’s news-

letters, postcards and magazine 

ads this spring.

The incentives are also high-

lighted on the company’s Web 

site (www.bowa.com) and the 

BOWA sales team discusses it 

with every client, Weinberg says.

Many more clients are inter-

ested in green than they were 

just a few years ago, so it’s a 

good time for incentives like 

this, Weinberg says.

“There were times when 

some of these ideas were 

falling on deaf ears,” he says. 

“People know what we’re talk-

ing about now.”

Giving clients green rebates

I’m going through the results of our 

annual Business Results Survey, and 

some of the responses on marketing are 

nuts. Two in particular stuck out at me. 

The fi rst? Twenty-six percent of remod-

elers are not using job site or truck sig-

nage. Huh? This has got to be the most 

basic, obvious, “well, duh” type of market-

ing. The only reason I can think of not to 

use sign age is if you’re so embarrassed of 

the work you do or the way your employ-

ees act that you don’t want potential cli-

ents to know who you are. If someone out 

there has a better idea, let me know.

And it’s not just smaller contractors, 

if that’s what you’re thinking. Of those 

contractors over $3 million a year in 

sales, 22 percent aren’t using truck or 

site signage.

The other surprise? Web sites. More 

than 40 percent of remodelers said they 

don’t have a site, including 21 percent 

of companies with more than $3 million 

in 2008 sales.

Condensed from a post at www.prore-

modeler.com. For more on the Business 

Results survey, see p. 18.

Illogical marketing

>> If you have a Trade 

Secret you would like to share, 

e-mail Senior Editor Jonathan 

Sweet at jonathan.sweet@

reedbusiness.com.

Marketing the new green tax credits

G
overnment estimates show that the new 

green tax credits could add $6 billion in 

new activity to the remodeling market.

With the tax credit increasing from 10 to 30 

percent and the lifetime credit cap increasing 

from $500 to $1,500, that may be enough to get 

homeowners thinking about energy-effi cient 

remodels off the fence.

That’s what John Sperath, president of Blue 

Ribbon Residential Construction in Raleigh, 

N.C., hopes. He’s making the new incentives 

the centerpiece of his new marketing campaign.

The design/build fi rm has already sent out 

an e-newsletter to 1,200 past clients and pros-

pects highlighting the changes, and Sperath 

plans to promote it heavily at upcoming home 

shows. He also brings it up with every pro-

spective client he talks to. 

Many clients don’t know about the change, 

so getting the message out is important, 

Sperath says.

“For the most part, it’s new information,” he 

says. “I think there’s so much out there about 

all these plans that in many cases they haven’t 

even heard about this.”

While the tax credits alone probably won’t 

be enough to convince people to remodel, it’s 

another “tool in the toolbox,” Sperath says.

“We’re still getting a fair number of inquiries, 

but converting them into a sale is just a night-

mare,” he says. “All these things pile up, and 

each one contributes a little bit to the buying 

decision.”

Blue Ribbon had a division that focused exclu-

sively on the exterior envelope of the home but 

had moved away from that in recent years. Spe-

rath says the new tax credits are a good oppor-

tunity to get that up and running again. 

THE SWEET SPOT BLOG
ProRemodeler.com/sweet

By Jonathan Sweet
Senior Editor
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ULTIMATE
Offer even more long-lasting durability with XLM®

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. Available with matching railing and offered in 
four colors – including our striking new tropical look, Desert Bronze – XLM 
is the obvious choice for premium decks.

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

Shown in Desert Bronze

RiverRock

SandRidge

Mountain Cedar

It’s not just a deck. It’s TimberTech. 800-307-7780

DECKING     RAILING     FENCING     DRYSPACE     ACCESSORIES     TIMBERTECH.COM

For Free info go to http://pr.hotims.com/23740-7
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How Bad Is It?

SPECIAL  REPORT

OUR BUSINESS RESULTS SURVEY 
EXAMINES THE DEPTH OF THE DOWNTURN
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TTHERE’S LITTLE DOUBT THAT 2008 was a brutal year in 
the housing industry, and unlike previous ones most remod-
elers did not emerge unscathed.

We saw early signs of turmoil in 2007, but 2008 was the year 
that the remodeling downturn really hit remodelers across the 
country. Almost every indicator in our 7th annual Business 
Results Survey points to a shrinking market in 2008. 

Average installed volume was down more than 17 percent 
from $1.2 million in 2007 to $995,000 in 2008. Average job 
size dropped by a third, to $43,224 from $65,216. Total jobs 
and profi ts were down. 

Besides giving us a snapshot of the industry, the study 
also provides a benchmark for you to compare your company 
against others across the country. With more than 400 respon-
dents, this year’s study allows you to see how your company 
measures up across several areas, including expenses, rev-
enues, marketing, labor and sales.

PAIN AT THE LOW- AND HIGH-END
Companies of different sizes have different cost structures, 
challenges and profi t goals, so we’ve looked at several areas 
through that fi lter. We classifi ed the industry into four groups 
based on 2008 revenues: less than $500,000, $500,000 to 
$999,999, $1 million to $3 million and more than $3 million. 
The tables on this page show what the “average” company of 
each size looks like.

(For reference, 29 percent of respondents had revenues 
less than $500,000; 21 percent were between $500,000 and 
$999,999; 32 percent fell between $1 million and $3 million; 
and 18 percent had revenues of more than $3 million.)

The biggest difference between the various company 
groups was average job size, from a low of $5,248 for the 
smallest fi rms and $77,687 for the largest. The numbers seem 
to support the anecdotal evidence that job sizes, especially 
in the high end, decreased in 2008. Those companies, over 
$3 million saw their average job size drop by almost $60,000, 
from $133,456 in 2007 to $77,687 last year, while the total 
number of jobs increased from 157 to 181.

The smallest fi rms were also hurt, too. Firms with revenue 
under $500,000 saw the average job drop to $5,248 — barely 
half of the 2007 level of $9,847 — and job numbers increase 
more than 50 percent, from 26 to 41. Perhaps this represents 
an increasing reliance on handyman projects at the bottom of 
the industry or the increasing competition from former build-
ers and subcontractors for the smallest projects. The middle 
two groups actually saw job sizes slightly increase.

Although not refl ected on the tables, larger companies were 
also much more likely to belong to a trade association. Nearly 
70 percent of companies with volume of more than $1 million 
belong to a trade association, compared with 44 percent of 
those with revenues less than $1 million. Overall, 41 percent 
of respondents were members of NAHB, 25 percent were 
members of NARI and 14 percent were members of NKBA.KE
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By Jonathan Sweet, Senior Editor

The average remodeling fi rm
Years in business 21

Field employees 5

Office employees 1

Salespeople  2

2008 installed volume  $995,000

Annual jobs  76

Average job size  $43,224

Less than $500,000 in revenue
Years in business  18

Field employees  2

Office employees  0

Salespeople  1

Annual jobs  41

Average job size  $5,248

$500,000-$999,999
Years in business: 21

Field employees 3

Office employees 1

Salespeople  1

Annual jobs 37

Average job size $18,512

$1 million-$3 million
Years in business  20

Field employees  6

Office employees  2

Salespeople  2

Annual jobs  74

Average job size: $22,225

More than $3 million
Years in business  26

Field employees  11

Office employees 3

Salespeople  2

Annual jobs  181

Average job size $77,687

Source: 2009 Professional Remodeler Business Results Survey
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2008 revenue compared to 2007

Down

50%

Up

36%

Unchanged

14% 

Source: 2009 Professional Remodeler Business Results Survey

Projected 2009 revenue 
compared to 2008

Decrease

43%

Increase

34%

No change

23% 

Source: 2009 Professional Remodeler Business Results Survey

THE AVERAGE REVENUES FOR OUR RESPONDENTS was 

$995,000, a 17 percent drop from 2007’s $1.2 million number. 

Half of all respondents reported their revenues were down in 

2008, and another 14 percent were basically unchanged. Even 

in this challenging climate, 36 percent of companies reported 

an increase in revenue.

Once again, the middle seemed to be the place to be, as 58 

percent of fi rms below $500,000 reported a drop in business, as 

did 51 percent of those over $3 million. Only 45 percent of the 

companies between $500,000 and $3 million reported a decrease.

Contractors in the Midwest also saw less of a downturn than 

their brethren in other regions, with only 42 percent reporting 

a decline in revenue, compared with more than 50 percent 

in every other part of the country. Whether related or not, 

Midwest contractors also had the smallest average revenue at 

$765,000, with the Northeast ($950,000), West ($1 million) and 

South ($1,102,500) all coming in signifi cantly higher. For every 

region, those numbers represent a decrease from 2007.

Contractors are also not very optimistic about 2009, with 43 

percent of them saying they expect to see a decrease in business 

this year and only 34 percent expecting an increase. Larger fi rms 

were less optimistic, with 52 percent of those doing more than 

$1 million in business expecting a decrease, compared with 34 

percent of those under $1 million. Those numbers held steady 

across the country with negligible regional differences. It’s worth 

noting that as of this writing the economy has declined even 

more since the survey was conducted and many remodelers 

might have an even more pessimistic view of the year ahead.

Last year, remodelers were overly optimistic, with 56 percent 

of remodelers saying they expected an increase in business 

in 2008 and only 21 percent expecting a decrease. Clearly, the 

numbers did not justify that optimism.

Revenues take a plunge

The average company
  revenue dropped 
 by 17 percent from 
  2007 to 2008.
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Net profi t percentages
 Target Actual

All companies 17% 13%

Less than $500,000 23% 16%

$500,000 to $999,999 18% 13%

$1 million to $3 million 16% 12%

More than $3 million 12% 9%

Source: 2009 Professional Remodeler Business Results Survey

Amounts spent on key expenses
2008 Revenue < $500,000 $500,000-$999,000

Direct labor $44,200 (21%) $145,278 (21%)

Subcontractors $38,763 (18%) $169,724 (24%)

Building materials $65,325 (31%) $187,604 (27%)

Owner’s comp $17,808 (8%) $44,631 (6%)

Marketing $2,868 (1%) $9,010 (1%)

2008 Revenue $1M-$3M > $3M

Direct labor $286,628 (17%) $734,500 (15%)

Subcontractors $465,047 (28%) $1,581,000 (32%)

Building materials $425,893 (26%) $1,275,500 (26%)

Owner’s comp $74,671 (5%) $215,000 (4%)

Marketing $23,293 (1%) $73,000 (1%)

Source: 2009 Professional Remodeler Business Results Survey

WHETHER THE WORK IS PERFORMED IN-HOUSE or subbed 

out, labor leads all expenses, accounting for 44 percent of all 

expenditures. That number was basically equal across com-

panies of all sizes, but the split between employees and subs 

shifted as revenues increased. (We’ve split expenses out by 

company size in the adjacent table.) 

The percentage of money spent on direct labor decreases 

and the amount spent on subs increases as company size 

increases. Only the smallest companies spend more on direct 

labor costs than subcontractors, and the largest companies 

spend more than two-thirds of their labor costs on trade con-

tractors. (For more on labor, see p. 22)

Building materials accounted for 27 percent of expendi-

tures, with little difference between companies of varying 

sizes, except that those under $500,000 spend a slightly higher 

percentage on materials. That’s probably due to the very low 

overhead these small fi rms have.

Owner’s compensation ranged from 4 percent of revenue for 

the largest fi rms to 8 percent for the smallest. For the second 

year in a row, the real dollars ($17,808) that equates to for the 

smallest fi rms seem low. One possible explanation is that 

owners were not taking into account profi ts and other benefi ts, 

such as a company truck, that they pull out of the business. It’s 

also quite possible that these smallest fi rms are only part-time 

endeavors for the owners.

SLIPPAGE A PROBLEM
Most companies continue to have problems hitting their profi t 

goals. The average company is aiming for a gross profi t of 28 

percent but ending up with 23 percent. Nearly half of compa-

nies have gross profi ts under 20 percent, and 23 percent have 

gross profi ts under 10 percent. In fact, 14 percent had a target 

gross of under 10 percent, a number that would seem to make 

it diffi cult to stay in business. More than a third of companies 

targeted a gross profi t under 20 percent. 

There was, however, signifi cant difference in the net profi t 

percentages, which declined as revenue increased (see table). 

There was also less slippage by the largest fi rms, likely refl ect-

ing their better handle on overhead costs. The smallest fi rms 

aimed for a 23 percent net profi t, achieving only 16 percent on 

average, while the largest companies aimed for 12 percent and 

achieved 9 percent.

Overall, more than 60 percent of companies had net profi ts 

under 10 percent and 9 percent of fi rms had no profi t in 2008. 

Nearly half of companies had a target net profi t of under 

10 percent.

Labor is top expense
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DESPITE GROWTH IN THE MARKET, remodeling remains an 

industry of relatively small companies. The average company 

reported three fi eld employees and one offi ce employee, not 

including the owner. A quarter of companies have no offi ce 

employees, and 17 percent have no fi eld employees. More than 

90 percent of fi rms have less than fi ve offi ce employees, and 

72 percent have less than fi ve fi eld employees.

Most companies make extensive use of trade contractors, 

with the average company subbing out 45 percent of labor. The 

biggest companies were the most likely to sub out their work, 

as fi rms with more than $3 million in revenue subcontracted 

61 percent, compared with the 32 percent subbed out by com-

panies under $500,000.

While most companies sub out at least some labor, 11 per-

cent of fi rms reported using no subcontractors in 2008. At the 

other end of the spectrum, 16 percent used subcontractors for 

more than 90 percent of fi eld labor.

Companies subcontract out a wide variety of services, but the 

most common were electrical, HVAC and plumbing, which were 

subcontracted by at least 80 percent of fi rms. Companies also 

frequently used trade contractors for other specialty trades, such 

as concrete, masonry and drywall. Many companies also sub their 

design services, with 54 percent reporting using outside architec-

tural services and 29 percent farming out interior design.

SPECIAL  REPORT
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Small workforce the norm

17 percent of companies 
 have no fi eld employees
 beyond the owner.

Which services are subcontracted

Decks/patios

Interior Design 

Demolition

Cabinetry

Architectural

Painting

Flooring

Drywall

Roofing

Countertops

Masonry

Concrete

Plumbing

HVAC

Electrical

83%

80%

68%

65%

62%

54%

31%

28%

81%

69%

66%

65%

62%

48%

29%

Source: 2009 Professional Remodeler Business Results Survey

How much labor is subbed out?

More than $3 million

$1 to $3 million

$500,000-$999,999

<$500,000

All companies

45%

32%

43%

47%

61%

Source: 2009 Professional Remodeler Business Results Survey
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NO MATTER HOW YOU LOOK AT IT, job sizes shrunk in 2008. 

In every category, the average price tag dropped from 2007 to 

2008. (See adjacent graph.)

Another indicator: In 2007, whole-house remodels made 

up the biggest portion of revenue for the average company. In 

2008, it was kitchens.

The average company completed 76 jobs in 2008, but there 

were many companies doing less work as well. More than a 

third of companies reported less than 20 jobs for the year. 

The most popular type of job was kitchens, with 70 percent 

of companies reporting they renovated at least one kitchen in 

2008, followed by bathrooms (67 percent), additions (58 percent) 

and whole-house remodels (52 percent). 

By pure number of projects, home repairs or handyman work 

topped the list, accounting for about a quarter of all remodeling 

jobs, although only 46 percent of companies reported at least 

one home repair project for 2008. Home repairs also equaled 

only 6 percent of total revenue because of the much smaller 

price tags for those projects.

The least popular type of remodeling work was insurance 

restoration, with only 19 percent of companies providing that 

service in 2008. Those projects accounted for 2 percent of total 

revenue and about 5 percent of total projects.

About a quarter of companies also built at least one new 

home in 2008, with an average price tag of $275,000.
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The amazing shrinking job

Remodeling dominates revenue
Percent of revenue from each project type

Remodeling   88%

New
construction

10%

Other
business

2%

Kitchens 17%
Additions 13%
Whole-house 13%
Baths 12%
Commercial 8%
Single-line 8%
Home repairs 6%
Other remodeling 10%

Source: 2009 Professional Remodeler Business Results Survey

Project size shrunk in 2008
Average job size by type

Home repairs

Single-line remodeling

Insurance restoration

Decks/Outdoor living

Baths

Light commercial

Kitchens

Additions 

Whole house

$101,667
$112,000

$65,000
$84,000

$45,000

$36,000

$35,384

$25,000

$25,000
$30,000

$15,000

$14,925

$23,734

$13,611

$14,650

$15,497

$6,500

$4,275

2008 2007

Source: 2009 Professional Remodeler Business Results Survey
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REPEATS AND REFERRALS CONTINUE to be the most reliable 

source of leads for most contractors, accounting for almost 80 

percent of lead activity.

Past customers make up the biggest portion of that, with 35 

percent of business coming from client referrals and 32 percent 

coming from repeat business. An additional 12 percent comes 

from referrals from other professionals, such as trade contrac-

tors or architects. Overall, 51 percent of all companies get more 

than half their business from repeats and referrals.

While companies of all size are fairly dependent on client 

referrals for business, repeat business is clearly more impor-

tant to the smallest companies. Companies with less than 

$500,000 in annual revenue get 40 percent of their leads from 

repeat business, compared with only 30 percent for those with 

revenues over $500,000. About 21 percent of companies get less 

than 10 percent of leads from repeat business.

Despite this reliance on repeats and referrals, most compa-

nies get a signifi cant portion of their leads from other sources 

— 21 percent on average. Not surprisingly, that number goes up 

as company volume increases. Still, 26 percent of companies 

report relying solely on repeats and referrals for leads, and 

another 28 percent say they get less than 10 percent of busi-

ness from other sources.

Remodelers use a variety of tactics to get the word out, with 

the most popular being job/truck signs (74 percent), company 

Web site (58 percent), organization membership/networking 

(48 percent), print advertising (48 percent), direct mail (39 per-

cent) and Yellow Pages (35 percent). 

Conversely, this means that many remodelers are ignoring two 

of the basics of marketing: 24 percent of companies don’t use job 

site or truck signage and 42 percent don’t have Web sites, includ-

ing 21 percent of those with revenues over $3 million.

The most effective of those “other sources” were job/truck 

signs, membership in local organizations and a company Web 

site (see adjacent graph).
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Repeats and 
referrals dominate

Where the business comes from

Past client
referrals

35%

Repeat business

32%

Other sources

21%

Other referrals

12%

Source: 2009 Professional Remodeler Business Results Survey

Most successful marketing techniques
Beyond repeats and referrals, percent of remodelers
who identified tactic as first or second most effective 

Referral services

Yellow Pages

Home shows

Direct mail

Print advertising

Company Web site

Organization membership/networking  

Job signs/trucks

49%

29%

22%

32%

16%

14%

14%

11%
Source: 2009 Professional Remodeler Business Results Survey

  26 percent of 
companies get all 
  business from repeats
 and referrals.
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MOST COMPANIES ARE RUNNING small sales operations, 

with an average of less than one salesperson besides the 

owner. In fact, 58 percent report no salespeople besides the 

owner. That number increases to 74 percent for fi rms under 

$1 million in sales. More than 90 percent of companies have 

three or fewer salespeople.

Ninety percent of owners spend at least some of their time 

selling projects. Those owners who do sell spend an average of 

34 percent of their time on sales.

More than half of companies reported a drop in leads in 2008, 

compared with only 36 percent who saw leads drop in 2007. 

Still, 23 percent of companies did see lead activity increase in 

2008. There was a strong correlation between lead activity and 

revenue. Of those that saw an increase in leads, 70 percent had 

higher sales in 2008, while 79 percent of companies that had a 

decrease in leads had lower or unchanged sales.

About half of qualifi ed leads become sales. Companies 

reported converting 49 percent of qualifi ed leads to sales in 

2008. (We defi ned qualifi ed as someone the remodeler met in 

person or at least provided a ballpark price.)  PR

Be sure to visit www.HousingZone.com/BizResults for online-only 

content from the Business Results Survey, including podcast inter-

views with our Market Leaders on the current state of the market and 

exclusive analysis of the survey results.
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2008 leads compared to 2007

Fewer

51%

More

23%

Unchanged

26%

Source: 2009 Professional Remodeler Business Results Survey

Lean sales operations

 58 percent of 
 companies have no 
salespeople beyond 
  the owner.

The average company 
 converts 49 percent of
  qualifi ed leads to sales.

METHODOLOGY
417 remodelers completed the survey via the Internet. 
Data were collected from January 9 through February 
6, 2009. Survey invitations were sent to random 
samples of subscribers to Professional Remodeler
print and electronic editions as well as to members of 
Remodelers Advantage.
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Take Two

FOR 
MICHAEL 

KLEIN,
THE SALE 

OF AIROOM 
ENDED UP 
BEING A 

BEGINNING, 
NOT AN

END

By Jonathan Sweet, Senior Editor

THE CORNER OFF ICE
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O
ONCE A REMODELER DECIDES TO SELL a company he and 

his family have spent decades building, it’s typically the end 

of the story. 

For Michael Klein, it turned out to just be a short hiatus. 

Nearly fi ve years after he sold Airoom to a private equity group, 

Klein is back in charge as the sole owner of the fi rm his father 

founded in 1958.

The company has struggled in the years since Klein sold, 

with revenues dropping from nearly $100 million before the 

2004 sale to only $40 million last year. That left the equity 

group looking for an exit and presented Klein with an opportu-

nity to get back into the business and restore it.

“It wasn’t going the direction that I wanted it to go, and they 

weren’t getting to the places that I had envisioned,” Klein says. 

“Their focus was not the focus that this type of company needed 

to ultimately grow and become what it could potentially become.” 

While he won’t discuss exact fi gures, Klein admits it was a 

great opportunity, as he was able to buy the company back for 

less than he sold it for in 2004, leaving the Lincolnwood, Ill., 

company debt-free and with the fi nancial resources to make it 

through the current downturn.

UNPLANNED EXIT
Five years ago, Klein certainly didn’t expect things to end up 

this way. Initially, the partnership with the private equity group 

was about injecting capital into Airoom so the company could 

make acquisitions and expand outside the Chicago area.

At the same time, Klein was looking to take a step back after 

years of 90-hour weeks. Under the initial agreement in May 

2004, Klein retained 18 percent ownership in Airoom and 

stayed on as the CEO. It quickly became apparent that the new 

and former owners weren’t going to be able to work together.

“We had a difference of opinion on how the company was 

going to move forward,” Klein says. “They had their opinion, 

probably formulated before they bought the company [about] 

what they were going to do and how they were going to do it.”

The equity group decided it wanted to bring its own CEO 

aboard, and Klein offi cially left the company in January 2006, 

although he was “mentally out” by June 2005, he says.

“That’s pretty much the standard M.O. for equity groups. You 

take the old CEO/entrepreneur out,” Klein says. “I wasn’t 

excited about it, but that’s what they did.”

When the opportunity came around to buy the company 

back, Klein decided he’d had enough time off and was ready to 

get back in the game.

“If the company was going to be transitioned, I felt like the 

best transition would be back to me, especially because it’s 

kind of been fl oundering,” Klein says. “It couldn’t afford to have 

a false start again.”

While the remodeling market is certainly not what it was a 

few years ago, Airoom suffered a steeper decline in revenues 

than it needed to, Klein says. The biggest reason, he says, is a 

difference in the entrepreneurial mindset he brought to the 

fi rm versus the bottom-line focus of an equity fi rm.

“I believe in investing more today for tomorrow,” Klein says. 

“They’re looking for returns every month, every year, so that’s 

not their M.O. That’s the fi rst thing that goes in the private 

equity mindset.”

Klein also believes the company was too quick to make cuts 

when revenues dropped rather than addressing the problem. 

That led to the departure of several good employees, hindering 

the company further. At the same time, the company never had 

a clear leader after Klein was ousted, with the fi rst CEO leaving 

after just 13 months and Airoom having to scramble to fi nd a 

new chief executive.

“There were some bad decisions that caused more retraction 

than was necessary,” Klein says. “Arguably we should be 20 or 

30 percent down, not 50 percent down.”

GROWTH DELAYED, NOT STOPPED
In a way, Klein intends to continue where he left off with 

Airoom in 2004. He projects an increase in revenues to $45 mil-

lion this year, even in the current market, with the goal of get-

ting the company north of $80 million in the next few years.

Klein plans to get there through acquisitions and expansions 

into other markets — much the same strategy that drove the 

Five years after he sold Airoom, Michael Klein is back at the helm of 
the Chicago-area remodeling fi rm.M
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EXECUTIVE SUMMARY

Airoom, Lincolnwood, Ill.
Chairman: Michael Klein
Specialty: Design/build
2008 projects: 300
2008 volume: $40 million 
Projected 2009 volume: $45 million
Employees: 70
Founded: 1958
Biggest challenge: Driving leads and qualifying 
them at a reasonable cost
Web site: www.airoom.com
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initial partnership with the private equity group. This time, 

though, Airoom has the resources to do it on its own.

One of the company’s biggest strengths going forward will be 

its mortgage business, which Klein intends to beef up to make 

sure Airoom’s clients can continue to get fi nancing.

“The companies that are able to control the funding through 

good times and bad times are ultimately the companies that can 

sustain success and navigate through muddy waters,” Klein says. 

That fi nancing arm is one part Klein would like to take 

national this year because he believes there are a lot of remod-

elers and clients that have gotten tied up in the lending freeze 

despite being able to pay for a project.

At the same time, the Airoom team is looking for possible 

acquisitions, especially companies that provide services that 

would supplement the company’s core remodeling services, 

such as closet systems or home automation. Klein doesn’t plan 

to expand the company’s remodeling services outside Illinois 

this year, but says that is defi nitely in the plan for 2010.

“I think we have a real opportunity to build some of these 

‘micro-businesses’ inside of our business,” Klein says.

Even as Airoom plans for future growth, the company has 

to deal with the very real challenge of a recession. Leads are 

down, and the average job ticket is 10 to 15 percent less than 

it was a year ago.

At the same time, Airoom is balancing the need to keep the 

best employees with the reduced overhead necessitated by 

lower revenues. 

“Is it OK not to run a profi t this year?” Klein says. “How much 

is that talent that you’ve invested in for years worth?”

In the end, a lot of those decisions have to come down to 

gut calls.

“You can look at the math, but the math doesn’t tell you 

what tomorrow is; it just tells you where you are today,” Klein 

says. “None of us have crystal balls.”

While the recession is a challenge, it also presents an oppor-

tunity for an established business like Airoom to pick up mar-

ket share as inferior competition leaves the marketplace.

“The good news is that as money becomes more important, 

clients are more concerned about who they’re investing with,” 

Klein says. “We’re going to take advantage of our debt-free 

empire, so to speak, and our good name and brand and our 

longevity.”

That’s a message the company is emphasizing through its 

advertising and other marketing efforts: that it’s a good time to 

remodel, and Airoom’s history makes it the right company to 

choose.

“We have to bring people back to the mindset that it’s OK to 

spend,” Klein says. “It’s not necessarily that they can’t do it the 

way they did 2½, 3 years ago, but they feel like they shouldn’t.”

The phone is ringing less these days, but those clients who 

are calling today are more serious and better qualifi ed than 

those a few years ago.

“Those people were calling you on a whim,” Klein says. 

“The people that are calling today know what’s going on 

around us.”  PR

“There were some bad decisions that caused more 
retraction than was necessary. Arguably we should 
be 20 or 30 percent down, not 50 percent down.”

THE CORNER OFF ICE

THE NEW 
MARKETING REALITY

O
ne of the biggest changes in the short time 
Michael Klein was away from Airoom is in the 
arena of marketing.

“How to generate a lead and how to talk to 
the consumer has totally changed,” he says. “It’s a little bit 
weird. Newspapers are dead for all practical purposes, and 
died so quickly.”

Year after year, the cost of getting and qualifying a lead 
increases as remodelers have to go to many different 
sources to reach the potential customer, as opposed to 
the past when Airoom could buy its real-estate in the 
newspaper and expect to see results.

“Nobody really has a good understanding of how to drive 
leads the way it used to be,” Klein says.

For Airoom, the answer so far is a combination of the 
global and the hyper-local. While investing heavily in 
electronic marketing, the company is also getting more 
involved in neighborhood events to drive local attention. 
At the same time, the company can’t abandon print 
advertising because that is still the best way to reach some 
segments of the market. However, where newspapers and 
direct mail once made up 90 percent of the company’s 
marketing budget, it’s now closer to 15 percent.

“It’s not changed a little, it’s changed a lot,” Klein says. 
“We were trained by the generation before us that there’s 
only one thing — print — and we have to get over that.”
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Team up CertainTeed FiberCement siding and Restoration Millwork Cellular 
PVC exterior trim. Both are low maintenance, sustainable, and beautiful with 
the authentic look of real wood. Some things are just meant to go together.
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CertainTeed FiberCement Siding and Restoration Millwork® Trim.

Perfect Harmony

EXTERIOR: ROOFING • SIDING  • WINDOWS • FENCE • RAILING • TRIM  • DECKING • FOUNDATIONS • PIPE
INTER IOR : INSULATION • GYPSUM • CEILINGS

800-233-8990  •  certainteed.com

For Free info go to http://pr.hotims.com/23740-8
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SFit for a King
A REMODELED BATHROOM FINDS 
ROOM FOR KING-SIZE FEATURES

PROJECT SPOTL IGHT
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Home Rebuilders angled the extra-large tub into 
the space between the shower and water closet. 
The stylishly curved tub surround incorporates a 
seating/transfer area while preserving fl oor space.

PRODUCTS LIST
Cabinets: Diamond Cabinets  Ceramic tile: Noche, Medici  Commode, shower and tub fittings: 
Kohler  Countertops and tub deck: Cambria  Door hardware: Baldwin  Grab bars: Ginger  

Grout: Laticrete  Lighting: Ryan Lighting  Tub: Amerech
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STALK ABOUT WELL-PREPARED CLIENTS. Gerald Dupre and 

Keith Kyle compiled bathroom design ideas and knew what they 

wanted six months before contacting any contractors. In their 

fi rst meeting with David LeCourt of Home Rebuilders, Atlanta, 

they presented a three-page list of wants and needs and even a 

sketch of the design they had in mind. But even in remodeling 

projects headed for perfection, things happen. 

CLEAR GOALS
Frequent travelers, Dupre and Kyle wanted to bring the beauty 

and fi ne appointments of luxurious “European spa” hotel bath-

rooms into their 1993 suburban Atlanta home via a master 

suite remodel. They hoped to incorporate a large shower, air-jet 

tub, private water closet, enhanced bathroom storage and bet-

ter closets in an airy, elegant space, all without adding on.

They picked up more ideas from HGTV and the local home 

improvement magazine. When they were ready to get started, 

they contacted three design-build contractors whose ads in that 

magazine caught their eye. “We wanted a design-build fi rm,” 

says Dupre, because “we wanted one party to be responsible 

for everything. The whole design-build concept gives us peace 

of mind.” The Home Rebuilders ad impressed him because it 

announced an award the company had received. Another point 

in the company’s favor: “They were in town,” says Dupre. “They 

had a place where we could go to meet with them and a show-

room, which allowed us to visualize.” 

Though Home Rebuilders had the edge, all the work they 

showed to Dupre and Kyle was traditional in style. The home-

owners wanted a clean, contemporary look. 

When they came to the showroom for a fi rst meeting, Home 

Rebuilders bathroom designer Kim Wingard won them over.  “I 

had past experience doing contemporary kitchens and baths,” she 

says. She pulled together materials that create a soft, contempo-

rary palette, and immediately the trio was on the same page. 

PLANS AND SURPRISES
Staff intern architect Stephanie Ives faced a twofold challenge in 

rearranging the bathing area. She needed not only to incorpo-

rate large fi xtures and features but also to make the space what 

Dupre calls “AARP friendly” — with wide doorways, generous cir-

culation room, clear access, accessible storage and shadow-free 

lighting. The 217-square-foot existing space included a 115-

square-foot bathroom, two walk-in closets, a linen closet and a 

22-square-foot entry alcove. Ives relocated the bathroom entry, 

absorbed the alcove area into the room and centered the closet 

entry door between separate vanities. By positioning the closet 

By Wendy A. Jordan, Senior Contributing Editor
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The original bathroom wasted space, with a needless entry alcove 
on one side and an overly long vanity. Intern architect Stephanie Ives 
absorbed the alcove into the bathroom and centered the entry, creating 
separate vanities and room for a larger shower and water closet.

COMPANY SNAPSHOT
Home Rebuilders
Owner: William A. Bartlett
Location: Atlanta
2008 volume: $6,422,596
Projected 2009 volume: $5 million
Web site: www.homerebuilders.com
Biggest challenge of this project: Accommodating an 
extra-large tub midway through the project
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door between the vanities, she created wide, straight access into 

the room. Absorbing the alcove space enabled Ives to squeeze a 

large shower, water closet and tub into the room without con-

stricting the circulation area. 

New vanities plus cabinets over the toilet boost storage 

capacity. Grab bars and a built-in bench prepare the shower 

for use by a person with mobility issues. More handrails in the 

water closet and on the tub deck also anticipate the homeown-

ers’ needs as they age. The new plan encompasses a 137-square-

foot bathroom — including a bonus foot gleaned when some 

small walls came out — and  a single, storage-rich, 81-square-

foot walk-in closet. Dupre and Kyle signed a construction con-

tract with almost no changes to the design. 

Soon after demolition began, Home Rebuilders faced the fi rst 

challenge of the job. Crews tore open the old vanity wall to dis-

cover plumbing pipes from the bathroom above and an HVAC 

chase. With fi nished space above and below, Ives had little 

room for adjustment. Planning for this possible problem, Ives 

had made a place for the plumbing inside slim wing walls 

inserted by the vanities. “It was an opportunity to make each 

vanity to feel separate,” she says, “and that would allow us to 

conceal the plumbing if required.” 

However, the chase could not be relocated so easily. Ives 

enclosed it in a soffi t and used the resulting wall area between 

vanities as the location for one of the homeowners’ must-

haves: a fl at screen television.

Another surprise centered on the beige, chair-height toilet 

the clients had chosen. A toilet was delivered. It leaked. No 

more were available. It would be three months — too long to 

wait — before others in that color would be produced. As a ges-

ture of good will, the manufacturer sent a fancier model at no 

extra charge. The problem was that it required an electrical 

connection, and the water closet area had none. Luckily the 

access panel for the tub was nearby, so project manager Mike 

Meagher put the toilet wiring there.

SUPERSIZE TUB
The biggest surprise of the project involved the air jet tub. Early 

on, the clients had selected an oval unit 6 feet long to accommo-

date his tall frame. Ives managed to position the large tub under 

the existing etched glass window, between the shower and toi-

PROJECT SPOTL IGHT

32  PROFESSIONAL REMODELER  www.ProRemodeler.com  APRIL 2009

Dec. 28, 2007 Contract signed
2008
Jan. 24 Permits pulled

Feb. 21 Demolition begins

Feb. 25 Framing begins

Feb. 28 Rough-ins complete

March 6 Insulation and drywall installed

March 25 Tile installed

April 11 Counter tops and tub decking installed

April 18 Plumbing fixtures installed

April 25 Electrical fixtures installed

May 6 Painting completed

May 12 Punch list walk-through

May 16 Project completed

Client payment schedule: 

Dec. 28, 2007 $2,403

Jan. 24, 2008 $1,602

Feb. 21, 2008 $4,005

Biweekly cost-plus payments after construction began

PROJECT TIMELINE

Before

After

MASTER BATHROOM

MASTER BATHROOM
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When you select SHEETROCK,® DUROCK® and FIBEROCK,® you get the most reliable brands in the industry.  
Keep the reputation you’ve worked so hard to earn by asking for USG products at your local home 
improvement center or specialty dealer. Visit usg.com for more information.

For Free info go to http://pr.hotims.com/23740-9
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For Free info go to http://pr.hotims.com/23740-10

prx0904_fullads.indd   34prx0904_fullads.indd   34 3/20/2009   3:42:41 PM3/20/2009   3:42:41 PM



let, only by carefully angling it into the 

room. Once construction was under way 

yet before signing off on all the plumbing 

selections, Dupre went shopping one last 

time. He found an even larger tub, wider 

and more rectangular than the fi rst one. 

“It’s huge,” he admits. The close toler-

ances of the tub placement instantly 

went from small to microscopic.

“It was too tight to do on CAD,” Ives 

says. Instead they made a template of 

the new tub. To fi t the tub in, “We went 

from 6½ inches between tub and wall 

to maybe an inch and a half,” says Ives. 

And the giant tub cuts somewhat more 

sharply into the circulation space. 

Dupre sees the adjustment as lemon-

ade, not a lemon. “It took a lot of the 

straight lines out of the bathroom,” he 

says. “It’s really cool.”

Pre-matted mosaic tiles wrap smoothly 

around the sinuous tub surround. Solid 

surfacing, not tile, made it easier to fabri-

cate the curved deck. 

The benefi ts of the new bathroom 

design spill into the adjacent bedroom. 

Moving the bathroom entry some 4 feet 

to the center of the wall “created a nice 

balance between the sleeping side of the 

bedroom and the relaxing side,” says 

Ives. The “relaxing side,” which before 

barely had room for a chair, now houses 

a chaise lounge where the clients can 

stretch out and read after a soothing 

shower or bath.  PR

>> For more Solutions, visit 

www.ProRemodeler.com/solutions

PROJECT SPOTL IGHT

THE FINANCIALS

A
s it does with most clients, 
Home Rebuilders gave Ger-
ald Dupre and Keith Kyle a 
choice of fixed price or a 

cost-plus contract that incorporates 
draws when the contract is signed, 
permits are pulled and demo begins, 
then it shifts to biweekly cost plus 
payments. Offering this choice 
“makes us different than many of our 
competitors,” says Account Manager 
David LeCourt, and it’s “absolutely 
one of the reasons some people call 
us. Clients who see cost-plus as 
more risky are more comfortable with 
fixed-price. But if they like the idea of 
saving money,” they choose the cost-
plus approach. 

Dupre opted for cost-plus, believing 
the fixed-price contract incorporated 
“too much safety net” while cost plus 
held out the possibility of savings. Each 
itemized cost-plus invoice showed bills 
Home Rebuilders had received, hours 
worked, plus the company’s standard 

20 percent gross profit. “We were able 
to see exactly what was going on,” 
Dupre says. “It worked out fine.”

For his part, LeCourt was happy 
with cost-plus because it largely pro-
tected his gross profit. After paying 
for a flower urn that a sub had dam-
aged and giving the clients a credit to 
make up for delays in receiving their 
new tub, LeCourt says gross profit 
stayed close to target. 

Since the Dupre-Kyle project, the 
design-build company has added 
another incentive for clients to go cost-
plus: the company provides a “not to 
exceed” price on cost-plus projects.

Initial estimate   $65,000

Bid add-ons $20,108 

Final estimate $80,108

Final price of job $86,706

Cost to produce $70,527

Gross profit $16,179

Budgeted gross profit percentage 20%  

Actual gross profit percentage 19%

Budget History

For FREE info go to http://pr.hotims.com/23740-11

prx0904spotlight_ID   35prx0904spotlight_ID   35 3/25/2009   6:04:50 PM3/25/2009   6:04:50 PM



 36  PROFESSIONAL REMODELER  www.ProRemodeler.com  APRIL 2009

Product Trends
Special Advertising Section

Ferguson offers you the largest 
range of plumbing fi xtures, lighting 
and appliances from quality names, 
the latest trends and cutting-edge 
styles. Our Showroom Consultants offer the best 
expertise in the business as they understand design; 
the building process; budget planning; and ensure 
that the right products are delivered on-time.
www.ferguson.com 
Ferguson 
See our ad on page 5.

CertainTeed Porch: The American 
Great Room. As a beautiful extension of your 
home, a porch is the very defi nition 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 the inside front cover.

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 effi ciency 
make it a win-win for you and your customers.
www.marvin.com
Marvin Windows and Doors 
See our ad on pages 34 & 35.

Boost Energy Effi ciency, 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 signifi cantly improve the overall 
R-value of traditionally insulated wood-framed walls.
CertainTeed.com
CertainTeed Corporation
See our ad on page 29.

Build Houses and Your Business 
at the Same Time. Intuit® QuickBooks® 
fi nancial software helps you stay on top of your 
jobs. You’ll see where every penny is going. Plus 
QuickBooks has a tailored solution for the specifi c 
needs of general contractors, subcontractors and 
specialty trades. Get Intuit QuickBooks software 
and get back to business.
www.QuickBooks.com
Intuit 
See our ad on the inside back cover.

Milgard. The fi rst 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 fi rst window company 
to receive the Arthritis Foundation’s Ease-of-Use Com-
mendation our windows have undergone extensive 
independent testing. To fi nd out more visit arthritis.org 
pro.milgard.com
Milgard Windows & Doors

Authentic Hardwood Look With 
Ultra-Low Maintenance Benefi ts 
TimberTech® has introduced a new XLM™, extreme low 
maintenance, decking board, Desert Bronze. The Desert 
Bronze planks closely emulate tropical hardwoods with 
TimberTech’s color streaking process that provides a 
unique pattern to every plank. TimberTech’s XLM is the 
only all-PVC boards on the market having received a 
Class A Flame Spread Rating.
www.timbertech.com
TimberTech
See our ad on page 17.

Don’t pay for leads. Pay for jobs. 
With the new Free Leads Program from Contractors.
com and HGTV, you never have to pay for a lead again. 
Only pay after you complete the job. Every specialty 
and territory is limited to 3 contractors, so call today to 
check availability in your area. 866-241-8865.
www.contractors.com/freeleads
Contractors.com
See our ad on pages 6 & 38.

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® 

Andersen makes easy.
With our unique combination of SmartSun™ glass 
and Perma-Shield® cladding, almost every window 
and patio door in our 400 Series product line meets or 
exceeds the stringent new energy tax credit qualifi ca-
tions—without the expense of triple-pane glass. That 
gives you thousands of styles, shapes and sizes. For 
details and a complete list qualifying Andersen windows 
and patio doors, just visit our website. 
andersenwindows.com
Andersen Windows
See our ad on the back cover.
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innovations The Green Room

GREEN-POWERED CABINETRY

N
eil Kelly fi rst started crank-
ing out high-end cabinets 
in 1966, fi rst as a division 

of Neil Kelly Design/Build Remod-
eling and since 2001 as a stand-
alone company based in Portland, 
Ore. “We’re pretty much a custom 
shop,” says Tom Kelly, Neil Kelly 
Cabinets’ Chairman of the Board 
and Owner who is also the presi-
dent of the design/build arm today. 
“We have standard doors, of 
course, but we always build frame-
less cabinets. We don’t get into 
making fi xed-frame models, but 
otherwise we make a wide variety 
of cabinets.”

A decade ago, the company 
introduced its innovative Naturals 
Collection featuring no added 
formaldehyde agri-board panels, 
binders and glues; responsibly 
produced certifi ed wood veneers; 
and low-VOC glues, adhesives and 
fi nishes. “We came out with a full 
range of environmentally friendly 
materials and construction tech-
niques. I can say with almost 
99.9 percent certainty that we 
were the fi rst FSC-certifi ed cabinet 
maker in the U.S.,” says Kelly. 

The company periodically uses 
reclaimed wood, but all other wood 
is FSC-certifi ed. “It requires a fair 
amount of accounting, so there’s a 
chain of custody from the forest to 
the mill. That adds some burden on 
the cost and it varies all the time,” 
says Kelly, adding, it is very impor-
tant for companies that want to 
make green claims to get it right. 

“That’s the only way you build a 
green cabinet. Everything has to be 
reviewed for its environmental 

friendliness. Ten years ago the les-
son we learned was about adhe-
sives. A lot of companies sort of for-
get about that. It’s always important 
for us to say ‘No added urea formal-
dehyde,’ and we’re very careful,” he 
says. There’s no added urea formal-
dehyde, or NAUF, as well as any 
industrial melamines. 

Optional interiors of NAUF 
plywoods or NAUF MDF are also 
available. The company offers a 
fi ve-year limited warranty against 
defects in workmanship and mate-
rials. According to the company, 
the proprietary soy fl our-based 
binders used in its panels resulted 
from research by Oregon State Uni-
versity scientists using “biomim-
icry” techniques based on experi-
ence with shellfi sh.

“Hardware,” he says, “is a bit of 
a different story. With pulls, there’s 
a fair amount of product on the 
market with some eco story. But 
with slides and such the only option 
really is reclaimed steel. I wish 
there were more green options.” 

Because of the success of the 
Naturals Collection, the company 
switched all production methods to 
those using the same home-friendly, 
healthy materials and methods. 

It’s just as well. Kelly points out 
that starting this year California’s air 
quality regulations restrict the emis-
sion of formaldehyde, a cancer-caus-
ing chemical found in kitchen cabi-
nets, shelving, countertops and 
ready-to-assemble furniture. Legis-
lation in the future will likely con-
tinue down the stringent path, Kelly 
says, so it’s time to do the right thing 
for the environment.  

Although the company avoids 
toxins, it isn’t skimping on crafts-
manship. Each order is custom 
crafted to exacting standards using 
the aforementioned frameless 
European-style construction.

The company organizes its 
product line into four distinct col-

lections: the Signature Collection, 
the Craftsman Collection, the Tran-
sitions Collection and what the 
company says is the “evolving” 
Mid-Century Modern Collection. 
it also recently introduced a no-
added urea formaldehyde closet 
collection.  PR

>> If you have ideas or comments, e-mail Nick Bajzek at 

nicholas.bajzek@reedbusiness.com.

By Nick Bajzek
Products Editor

APRIL 2009 www.ProRemodeler.com PROFESSIONAL REMODELER 37

A sampling of the work Neil Kelly has done over the years. The company uses 

only FSC-certifi ed wood in its cabinets with no added urea formaldehyde
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FSC-certified and with low- or no-VOC binders and glues, 
Neil Kelly Cabinets were green before green was cool.
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For Free info go to http://pr.hotims.com/23740-12
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innovations

A ROLLING STONE
We like the unique style of Meyda’s 

Moss Creek Stepping Stone Pendants. 

The fi xtures sport beige iridescent glass 

tiles that are hand-set in miniature win-

dows on raised side panels. Behind the 

art glass insets in this Arts & Crafts-

styled pendant is a layer of Amber Mica 

to provide a unique decorative ambiance.

For free information, visit http://

pr.hotims.com/23740-254

CLEAN AND CLEAR
Made for both interior and exterior 

applications, Nichiha’s KuraStone 

panels create the look of stacked 

stone with a cleaner fi nish and less 

mess. These fi ber cement panels 

are unmatched in depth and detail 

and install easily thanks to the com-

pany’s clip installation system. The 

panels are available in canyon, des-

ert and mountain colors.

For free information, visit http://

pr.hotims.com/23740-251

SMALL MIRACLE
It may not look it, but Bosch’s new PS20-2A 

Pocket Driver is a hefty little guy. It features 

25 percent more speed and torque than its 

fi rst generation Pocket Driver forbearers. 

The new version also utilizes the fi rst mag-

netic bit holder in the ultra-compact category, 

which means insert bits and changeovers are 

no problem.

For free information, visit http://

pr.hotims.com/23740-252

Product Preview

WHO’S IN CHARGE?
Knaack’s new PowerCrew has four GFCI-protected electrical outlets 

providing 15 amps of power for operating tools and equipment or 

charging batteries. The power source comes from a standard three 

prong/straight blade extension cord that plugs into the outside of the 

box. Other safety features include an internal relay.

For free information, visit http://pr.hotims.com/23740-253

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

dust particles during sanding for 
less airborne dust. 

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

for less mess and faster clean up.

Find out more at 
www.LowDustLessMess.com

DON’T LEAVE 

DUST

HANGING

IN THE AIR.

www.lafargenorthamerica.com

Product Preview
KITCHEN & BATH

THAT SINKING FEELING
Moen’s new stainless steel sinks are available in a variety of sizes and confi gu-

rations, including double- and single-bowl; undermount; drop-in; D-shaped; 

round; and square sinks in 16- to 22-gauge stainless steel. Shown here is the 

Lancelot double bowl. All models sport Moen’s SoundShield noise-protection 

undercoating for a quieter experience while working at the sink.

For free information, visit http://pr.hotims.com/23740-255

UP IN THE CLOUDS
Your homeowners will escape to their 

own private waterfall with Danze’s Sirius 

line. Create the ultimate shower with the 

company’s ¾-inch thermostatic valve, 

4-port shower diverter with trim, two 

function wall mount body spray, 6-inch 

square sunfl ower shower head with 77 

Jets and the 15-inch Sirius shower arm.

For free information, visit http://

pr.hotims.com/23740-256

innovations

BATH OF ALL TRADES
Offering numerous mix-and-match options, 

Sonia’s Versatile Collection of modular fur-

niture collection can be created by pairing a 

frame with a console and countertop. The 

Versatile Collection’s console box unit fea-

tures multi-layer, 100-percent water-resis-

tant marine-grade wood. Homeowners can 

choose glass panels featuring numerous 

color options or a graphic motif.

For free information, visit http://

pr.hotims.com/23740-257

For FREE info go to http://pr.hotims.com/23740-13
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A division of

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
• Supplier ratings
• Supplier comparisons

REQUEST FREE QUOTES NOW!
Call (866) 623-5529 or visit 
BuyerZoneHomeSecurity.com Where Smart Businesses Buy and Sell
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innovationsProduct Preview

CULINARY CREATOR
Want to install appliances that can achieve 

chef-worthy results? Look no further than 

KitchenAid’s commercial-style series. Mod-

els include high-performance cooktops, 

dual-fuel ranges and powerful ventilation 

hoods. New dual fuel ranges and cooktops 

will be offered in 30-, 36- and 48-inch 

confi gurations and will be ready to hit the 

market by summer.

For free information, visit http://

pr.hotims.com/23740-258

FILL ’ER UP 
As compact as it is powerful, the 

PBS-400 mounts under virtually 

any countertop and plumbs to 

existing faucets, delivering an 

impressive 2.2 gallons per minute. 

So that means your homeowners 

can fi ll an entire gallon container in 

fewer than 30 seconds — not bad 

when they are fi lling a large pot for 

pasta or to steam vegetables.

For free information, visit http://

pr.hotims.com/23740-259

EUROPEAN ELEGANCE
Storage and accessibility are incredibly 

important in the garage and it’s no differ-

ent in the bathroom! Xylem’s Europa bath 

furniture collection offers style from the 

other side of the pond through simple 

lines and a rich walnut fi nish. Available in 

three sizes, it accommodates any size 

space and also offers plenty of storage.

For free information, visit http://

pr.hotims.com/23740-261

DRAIN YOU
Mix it up a little with Quick Drain’s new stainless steel linear slot drains 

for commercial or residential showers, pools, whirlpool tubs, and foun-

tains. There’s no need for traditional round center drains thanks to 

the unintrusive linear slot drains. The drains are easy to install, and 

because you won’t have to work around a hole in the center of the job, 

installing tile, stone or glass will be faster and easier.

For free information, visit http://pr.hotims.com/23740-260

KITCHEN & BATH
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A good remodeler shouldn’t
leave you hanging.

We’ve all heard it before—“This job will never get

finished!“

NARI is addressing this homeowner concern with its

new consumer outreach campaign. Designed to drive

homeowners to choose NARI members through print

and Web opportunities, NARI is using this opportunity

to tout its members and NARI’s core purpose: to

advance and promote the remodeling industry's

professionalism, product and vital public purpose.

For more information on how to join NARI,
please visit our Web site at www.nari.org
or call (800) 611-NARI.

OVER MY HEAD
Offering the look and feel of handcrafted 

wood, Overhead Door’s EcoBuilt line includes 

the Verde Collection in four styles: Yosemite, 

acadia, presidio and Tahoe. It is available in a 

variety of patterns and several window and 

decorative hardware options. The doors fea-

ture steel integrated meeting rails and can be 

purchased with or without insulation.

For free information, visit http://

pr.hotims.com/23740-263

ORGANIZING THE MAN PAD
If a man’s garage is his playground, make it an organized one at 

least—and you can with PremierGarage’s PremierAccess cabi-

netry line. The ingenious sliding doors allow homeowners to get 

to their stored items without having to move the car. It’s great 

for hobbyists and any client looking for more space.

For free information, visit http://pr.hotims.com/23740-264

Product Preview
GARAGE & GARAGE DOORS
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IT KEEPS GOING
Power outage? That’s no problem thanks to Chamberlain’s new 

LiftMaster Elite Series Model 3840, a ¾-horsepower, DC-pow-

ered screw drive garage door opener. It sports the company’s 

EverCharge Standby Power System, which allows the opener to 

continue operating during a power outage. It just hit the market, 

so be the fi rst kid on the block to check it out.

For free information, visit http://pr.hotims.com/23740-262

For FREE info go to http://pr.hotims.com/23740-15
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2009 Call 
for Entries

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 offi cial project notebook for each project 
you enter. Offi cial 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:
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Product Showcase
Advertisement

For FREE info go to http://pr.hotims.com/23740-126
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Finlandia Saunas 
are a Cut Above The Rest...

...with the highest quality materials and old country 
craftsmanship.  In fact, we still use 1" x 4" wall and 

ceiling boards, while our competitors use only 
1/2" x 4".  That's why more architects and builders 

come back to Finlandia Sauna again...and again...for 
easy and trouble free installation of any standard or 

custom size, as well as best finished product. 

Contact us at 

800-354-3342 
www.finlandiasauna.com
Nationally recognized since 1964!

pbx080101_worth1.indd   1 12/4/2007   2:42:55 PM

For FREE info go to http://pr.hotims.com/23740-127

For FREE info go to http://pr.hotims.com/23740-129

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

are available 
in Standard and 

HeavyDuty...to
order, call today.

ZIPWALL™ Zipper Systems

1.800.789.6633
 or order now at

www.protectiveproducts.com

For FREE info go to http://pr.hotims.com/23740-128

pbx090101_lit.indd   108 12/30/2008   12:59:58 PM

The universal underlayment for ceramic and stone tile floors, DITRA
provides the four essential functions that ensure a lasting installation:
• Uncoupling • Waterproofing 
• Vapor Management • Support

Schluter®-DITRA

For additional information, or for a free copy
of the DITRA Installation Handbook, visit:

www.schluter.com
or call 1-800-472-4588

For FREE info go to http://pr.hotims.com/23740-125

WE SELL ROPE MOULDINGS AT THE LOWEST PRICES!

Available from Stock: Style “B” Half Round, Right Hand Twist in 8 Foot Lengths

3/8”, 1/2”, 3/4”, 1”, 1-1/2”, 2-1/2”, 3” and 4” Diameters in Hard Maple, Poplar, Red Oak and Cherry

LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!
 ARCHITECTURAL PRODUCTS BY OUTWATER
  Call 1-888-772-1400 (Catalog Requests) • 1-800-835-4400 (Sales)
                

Part   Price Price Part   Price Price
Number Width Per Foot 100+ Ft. Number Width Per Foot 100+ Ft. 
 

 

 

 

Part   Price Price Part   Price Price
Number Width Per Foot 100+ Ft. Number Width Per Foot 100+ Ft. 
 

 

 

 

ROPE-375-OAK 3/8”     $1.36  $0.55 ROPE-375-CH 3/8”     $1.70  $0.85
ROPE-500-OAK 1/2”   $1.36  $0.56 ROPE-500-CH 1/2”   $1.70  $0.86
ROPE-750-OAK 3/4”    $1.36  $0.59 ROPE-750-CH 3/4”    $1.85  $0.89
ROPE-100-OAK 1”  $1.80 $0.89 ROPE-100-CH 1”  $2.38 $1.24
ROPE-150-OAK 1-1/2”  $4.13 $2.50 ROPE-150-CH 1-1/2”  $5.84 $3.63
ROPE-250-OAK 2-1/2” $7.84  $4.75 ROPE-250-CH 2-1/2” $11.08  $7.25
ROPE-300-OAK 3” $10.38 $7.63 ROPE-300-CH 3” $14.77 $11.50
ROPE-400-OAK 4” $16.33 $9.04 ROPE-400-CH 4” $23.10 $12.06

ROPE-375-MP 3/8”     $1.36  $0.76 ROPE-375-POP 3/8”     $1.19  $0.54 
ROPE-500-MP 1/2”   $1.36  $0.77 ROPE-500-POP 1/2”   $1.19  $0.55 
ROPE-750-MP 3/4”    $1.36  $0.80 ROPE-750-POP 3/4”    $1.19  $0.56 
ROPE-100-MP 1”  $1.80 $1.27 ROPE-100-POP 1”  $1.47 $0.75 
ROPE-150-MP 1-1/2”  $4.13 $3.13 ROPE-150-POP 1-1/2”  $3.07 $1.81 
ROPE-250-MP 2-1/2” $7.84  $6.50 ROPE-250-POP 2-1/2” $5.82  $3.63 
ROPE-300-MP 3” $10.38 $9.75 ROPE-300-POP 3” $7.76 $4.63
ROPE-400-MP 4” $16.33 $10.04 ROPE-400-POP 4” $12.13 $8.14

                      Fax 1-800-835-4403
                      www.outwater.com
                New Jersey • Arizona • Canada
                                               $5.00 Packing Fee
                                        Not Responsible for Typographical Errors

prx090401_litarchproutwtr.indd   1 3/16/2009   2:40:29 PM
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Product Showcase
Advertisement

For FREE info go to http://pr.hotims.com/23740-131

For FREE info go to http://pr.hotims.com/23740-130
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Marketplace
Advertisement

For FREE info go to http://pr.hotims.com/23740-134
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For FREE info go to http://pr.hotims.com/23740-132

Fill , bond, and laminate
AZEK ® Trimboards !

1-800-933-8266

TrimBonder
Bonding System

TM

Fills nail holes, joints, and gaps 
quickly and permanently
Bonds/laminates AZEK® Trimboards,
metal, wood, and CPVC
Easytouse, fits standardcaulkinggun

For the location of 
your nearest dealer visit:
www.trimbonder.com

AZEK is a registered trademark of  Vycom Corporation.
Devcon and TrimBonder are registered trademarks of Illinois Tool Works.

©2006  ITW Devcon.   All rights reserved.

For FREE info go to http://pr.hotims.com/23740-135

ADVERTISING
MEANS BUSINESS!

pbx081201_cls 61 11/25/2008 4:44:13 PM

Modular Three-Season GardenhousesModular Three-Season Gardenhouses 
complete the deck and garden environment. Design complete the deck and garden environment. Design 

and price online using Vixen Hill’s proprietary and price online using Vixen Hill’s proprietary 
auto-design system. Order factory direct.auto-design system. Order factory direct.

VixenHill.com / 800-423-2766

For FREE info go to http://pr.hotims.com/23740-133
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FOR THE TOUGHEST JOBS ON PLANET EARTH.®

1-800-966-3458   gorillatough.com   Made in U.S.A.

DEDICATED TO ALL
THE PERFECTIONISTS
WHO CONTINUE TO
INSIST ON DOING
THINGS RIGHT.

For FREE info go to http://pr.hotims.com/23740-136

For FREE info go to http://pr.hotims.com/23740-138

Great for 
landscape or 
construction 

crews!

1-800-4-COVERS (426-8377) www.covercraft.com

•  Heavy-Duty Polycotton fabric (jean-like fabric)
•  Custom patterned for front or rear seats
• Throw in washer & dryer to clean
• Easy on / Easy off - Choose from 7 colors

Custom Seat Cover Protection for Pickups & SUV’s

®

Quality Softgoods Since 1965

To order Visit: For information:

Marketplace
Advertisement

For FREE info go to http://pr.hotims.com/23740-137
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2009 Call 
for Entries

Enter today at www.ProRemodeler.
com/designawards

Entry forms and fees are due June 15, 2009.

Offi cial Entry Notebooks 
due July 15, 2009.

Sponsored by
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Professional Remodelerthe 

M
ost of us got into this busi-
ness for our love of the 
craft and because remod-
eling is not fraught with 
offi ce politics and corpo-

rate ladders. Yet in the last 15 years of 
prosperity, it was easy to get caught 
up in the politics and lose sight of what 
is important. Our employees are 
important, but are they all aligned with 
our culture? Our clients are important, 
but are we focused on creating the 
most value for them — in pricing and 
in experience? 

We need to help homeowners buy. 
Trying to sell our prospects on just any-
thing is not effective — and could hurt 
our brand. Case’s marketing focuses on 
giving our prospects knowledge or 
enjoyment — think educational semi-
nars, open houses, community involve-
ment. Our sales team should focus on 
consultative approaches. When meet-
ing with a prospect we should be trans-
parent; we should be their advocate. If 
the project doesn’t make sense for their 
home, tell them that. If we aren’t the 
right company to do the work, tell them 
that. When we are following up with 
past clients we should relish opportuni-
ties to fi x warranty issues. We should 
proudly ask them about the space we 
created and if they would have done 
anything differently in retrospect.

The balance of power has shifted to 
the buyer in numerous ways: 

1. Demand vs. Supply: Three years 
ago most consumers were elated with 
remodelers who called them back, 
showed up on time and didn’t track 
mud through their living room. Today 
consumers can line up remodelers to 
give them free advice and design. If we 
don’t call them back within 24 hours, 
we’ve lost our edge and we need to be 
ready to answer their knowledgeable, 
penetrating questions. At the same 
time, we have more competitors that 

are willing to work at, or sometimes 
below, cost to get a project — think 
new home builders or unemployed 
craftspeople hanging out their shingle.

2. Transparency: Knowledge is 
often commensurate with power, and 
the Internet age has 
empowered the buyer. I 
have met some home-
owners who know more 
about a specifi c product 
than me because they 
researched it for three 
hours on the Web. At two 
in the morning, they can 
line up seven remodelers 
though Web-based refer-
ral services. Pricing is 
available 24/7 on most 
products and even from 
some remodelers. Not only 
does this shift the balance 
of power to the buyer, but 
if we don’t add value to a 
specifi c task our consum-
ers know that and won’t 
pay our mark-ups.

3. Time:  Unless a 
repair is required to pre-
vent home damage, there 
is no reason for most 
homeowners to remodel 
today rather than remod-
eling in a year. Home values are depre-
ciating. Uncertainty is rampant with 
unemployment rising and fi nancial 
sectors crumbling. There are plenty of 
quality craftspeople hungry for work, 
and they (we) are likely to be hungry 
for work a year from now too. Time is 
on the side of the buyer.  

With this new-world order, we 
should focus on building relationships, 
not one-night stands. At Case, creat-
ing “Clients for Life” is our beacon. We 
are not interested in their fi rst or sec-
ond project; we are interested in creat-
ing a relationship with our clients over 

the myriad home improvements in their 
lifetime. Our business model incorpo-
rates kitchens, bathrooms, small 
handyman repairs, larger remodeling 
work and design/build. We recently 
added another arm focused on con-

necting our clients with 
our preferred trade spe-
cialists. We even have a 
list of approved contrac-
tors that we will recom-
mend to homeowners for 
services that don’t fall 
within our scope of work 
(driveways, pools, etc.). 
Regardless of what a cli-
ent wants done to their 
home, we want them to 
call Case. We see the cli-
ent relationship, not the 
project, as the true focus 
of our efforts. 

This is the time to get 
back to what got most 
of us into this crazy 
business called remod-
eling — things like top 
quality craftsmanship 
and service as well as 
a focus on the client 
rather than on offi ce 
politics and toxic 
employees. For some-

one to buy from us, these founda-
tional issues must be strong. Excel-
lence is required.  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 offi cer of Case’s national organi-
zation Case Handyman & Remodeling. 
He can be reached at bcase@case-
design.com.

THE BUYER’S POWER

When meeting 

with a prospect 

we should be 

transparent; we 

should be their 

advocate. If the 

project doesn’t 

make sense for 

their home, tell 

them that.

Bruce Case 

Contributing Editor

>> For more Bruce Case the Professional

Remodeler, visit www.ProRemodeler.com
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Get back to business.

Is running your business getting in the way of running your business?

For Free info go to http://pr.hotims.com/23740-16
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Take 5 minutes to start an estimate on your own.
Deliver fast, detailed, and accurate “whole project” remodeling 
and building estimates. Plus, give your estimates a professional 
appearance that will help you close more sales.

Not just FREE to try – FREE to use
andersenwindows.com/estimatePROREM

“Andersen” and all other marks where denoted are trademarks of Andersen Corporation.  © 2009 Andersen Corporation.  All rights reserved.

 Close more sales.
 Spend less time estimating..

It’s available free.
Introducing Intelligent Estimate from Andersen

020-1640_IE_PROREM_d1.indd 1 3/18/09 2:08:24 PM

For Free info go to http://pr.hotims.com/23740-17
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