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contractors.com

Free Leads Program

You're not in business to chase leads.

Introducing the Free Leads Program where you only pay for jobs.

Traditional leads programs cost you money and time, but the Free Leads Program from
Contractors.com is different. It makes you money and saves you time. You see, just like
the name implies, all the leads are free to the three contractors who have exclusive rights
to each trade and territory.

You are in business to help people. You are in business to make money. You aren’t in
business to chase leads. Spaces are filling up fast. Go to ContractorFreeLeads.com and
see if your trade is still available in your territory and find out more about this revolutionary
new way to build your business.

Join the Free Leads Program today from Contractors.com and HGTV.

e Don’t pay for leads. Pay for jobs.

e Compete for the high-margin jobs
against other qualified remodelers.

e Every category and territory has
exclusivity for three contractors.

. contractors.com

Wt Free Leads Program
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Y LT Go to www.ContractorFreel.eads.com or call
> ' today to see if your territory/specialty is still
available. (866) 241-9052
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Professional Remodeler Blogs

Check out our full line-up of blogs from our
editors and contributors. Senior Editor Jonathan
Sweet covers the remodeling industry at The
Sweet Spot, Products Editor Nick Bajzek is

The Product Guy, columnist Bruce Case writes
about leadership and contributor Patricia Nunan
blogs about universal design and aging in place.
Talk with other remodelers and let us know what
you think. www.ProRemodeler.com/blogs

Professional Remodeler Social

Networking LT

Join our LinkedIn

and Facebook

groups and follow us on Twitter. Find Editorial
Director Paul Deffenbaugh at www.twitter.com/
PDeffProbuilder, Senior Editor Jonathan Sweet
at www.twitter.com/SweetEdit, and Products
Editor Nick Bajzek at www.twitter.com/nbajzek.

Best of the Best

Design Awards Riiiicdeler,
Submissions for the Best of the
2009 Best of Best L I )
Design Awards are B S

due June 15. Design
Visit our Web site to Awards

download an entry form
and see past winners.
www.ProRemodeler.com/designawards

ONLINE POLL

How much of your remodeling business

is generated by minority clients?

To participate in this month’s poll and view the results as they are tabulated, visit www.ProRemodeler.com.

PROFESSIONAL REMODELER www.ProRemodeler.com

JUNE 2009



1

Composite
Siding in Europe
Now Available
inthe U.S.

Kodiak® Composite Siding
from Deceuninck®

KODIAK

building products

An innovative, eco-friendly alternative to traditional siding

Inspired by nature and formulated using advanced technology, Kodiak composite siding
features Twinson®, a ground-breaking material that combines recycled pine fibers with
Deceuninck’s proprietary PVC compound. This revolutionary formulation offers the
warmth of wood with added durability and ease of maintenance.

Available in six attractive colors, Kodiak siding resists fading and does not require painting
or staining to maintain its color. It features an authentic cedar finish for a premium natural
wood appearance that is virtually impervious to water, mold and insect damage—providing
the long-lasting, low maintenance solution that busy lifestyles demand.

Kodiak siding is easy to install using standard woodworking tools. Light weight and simple
to align, Kodiak siding is available in 16' lengths for fewer seams and quicker installation.

The curb appeal homeowners desire. The ease of installation and outstanding performance
your projects demand. The solutions you need to build a better business—supported by a
company with 70 years of industry experience and a commitment to better living.

For more information, visit www.deceuninck-americas.com,
call 1.877.563.4251 or e-mail support@deceuninck-info.com.

Innovating solutions for

u ®
the environments of your life.™ dﬂﬂﬂlllllllﬂk

© 2009 Deceuninck North America. Kodiak is a registered trademark of Deceuninck North America.

All rights reserved.

For Free info go to http://pr.hotims.com/23742-2
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PHONE CALLS

A service claim shouldnt put a hole in your schedule.
That's why Milgard services all our warranty work.

Milgard has a Full Lifetime Warranty that covers parts and labor. If your customer ever has a warranty
claim, we take care of it. A specially-trained crew will go to the site and make things right. With our
warranty, you're covered. No hassles. No gimmicks. It’s as simple as that. For
complete warranty details, including glass breakage coverage on new Tuscany™ Mllgard
Series replacement windows and doors, visit pro.milgard.com or call 1.800.MILGARD.

WINDOWS

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

www.arthritis.org

For Free info go to http:/pr.hotims.com/23742-3
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YOUR NEW CLIENTS

unning a successful remodel-
ing business often is about
finding a comfortable spot
and working it. That spot can
be a neighbor-
hood, a niche, a price
point or a demographic.
Once you’ve staked that
out, you work it like a
farm, sowing the seeds
and reaping the value.

There are, of course,
things that push you be-
yond that comfort zone.
A tough customer. A
challenging build. A me-
ticulous design. Sometimes
that discomfort is less
tangible, less remodeling
related and more cultural.

| remember when | sold
remodeling projects and
visited a prospect whose
kitchen and family room
were filled with junk floor
to ceiling. They wanted a
new kitchen, and all | could
imagine was how they would trash the
beautiful cabinets we would install. My
sales visits with them became extraor-
dinary efforts of discipline where | tried
to focus on their needs and not shout
out that what they really needed was a
professional organizer. To make matters
worse, the dining and living rooms were
decorated with large, porcelain dolls. |

Paul Deffenbaugh
Editorial Director

Immigrants bring
widely varied
cultural practices
to our shores.
There are rea-
sons to pursue
these clients.

was completely unnerved by the dolls.
In fact, they scared me.

Senior Editor Jonathan Sweet has

written a great feature in this issue
about what is probably
the ultimate discomfort
zone for most remodel-
ers: the immigrant client.
Immigrants bring widely
varied cultural practices
to our shores, including
cooking different foods
that create different
smells, restrictions on
communication between
the sexes and significant

differences in the nature

of negotiation.

There are reasons to
pursue these clients. As
research from the Joint
Center for Housing Stud-
ies of Harvard Univer-
sity points out, immigrant
homeowners spend more
on remodeling and have
higher value homes. They
are clearly good prospects for profes-
sional remodelers.

It’s time to push beyond the comfort
zone. It’s just smart business. pr

Contact me at paul.deffenbaugh@
reedbusiness.com or 630/288-8190.
>> Read my blog at
www.HousingZone.com/blogs.

Our Mission

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

Editorial Advisory Board

« 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 lantosca,

www.ProRemodeler.com

FH. Perry Builder « Greg Miedema, CGR, CGB, CAPS, Dakota
Builders « Larry Murr, CGR, CAPS, Lawrence Murr Remodel-
ing « Mike Nagel, CGR, CAPS, Remodel One Inc. « Bill Ow-
ens, CGR, CAPS, Owens Construction Contracting Co. « Randy
Ricciotti, Custom Design & Construction « Carl Seville, CR,
Seville Consulting « Scott Sevon, CGR, CAPS, GMB, Sevvonco
Inc. « Mike Tenhulzen, CGR, CAPS, Tenhulzen Remodeling ¢
Paul Winans, CR, Remodelers Advantage
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CertainTeed

RESTORATION MILIWORK

Exterior Trim

Interior decorators arent the only ones who
get to fuss over details, you know.

Restoration Millwork PVC Exterior Trim.

With a full line of profiles, sheets and trimboards, a choice of TrueTexture™ woodgrain or smooth finishes,
and the option to paint—you have endless opportunities for exterior designs that everyone will notice.
And the confidence of details that last.

responsibly

CertainleedH

Holssiensen ) @ S Quality made certain. Satisfaction guaranteed.™

EXTERIOR: ROOFING * SIDING « WINDOWS « FENCE ¢ RAILING ¢ TRIM  DECKING * FOUNDATIONS « PIPE
INTERIOR: INSULATION « GYPSUM « CEILINGS
For Free info go to http://pr.hotims.com/23742-4



Customer Satisfaction

YOUR WARRANTY IS CRITICAL

[timately, when you stop and
think about it, isn’t satisfying
our clients about doing the
right thing?

We are smack in the
middle of the most challenging eco-
nomic times our 20-year-old com-
pany ever has seen. Sales are hard
to come by, and overhead reductions
and layoffs have left an atmosphere
of fear and anxiety. It is just this sort
of atmosphere that can create the
perfect storm for reduced client sat-
isfaction. This situation is not unique
to us; companies all over the country
are feeling the pinch, and none that |
know of are immune.

THE WARRANTY REALITY
Recently, every time an issue or
problem has popped (on either a cur-
rent job or a past project), a part of
me cringes. Some of our hard-earned
gross profit is now going to be redi-
rected to address an issue rather than
fuel our operations. Or so it may seem.
The reality is that, in every company,

a certain amount of rework or war-
ranty work exists. There is no avoiding
it. Well, check that — there should be
no avoiding it. Doing the right thing is
not just a choice that we make when
things are good. In fact, a measure of
company’s integrity and commitment
to clients is how it responds when
revenue and profits are down.

Many companies in our industry are
struggling for survival, no longer enjoy-
ing the relative excesses of years past.
It is during times like these that it takes
foresight, well-planned cash reserves
and, most importantly, internal forti-
tude for leaders to see the big picture
and do the right thing.

What kind of warranty does your

JUNE 2009

company offer? About 10 years ago
we extended ours, so that now we
provide an industry-leading three
years on all material
and labor, and | know of
no other companies in
our market that meet or
beat it.

GOLDEN
OPPORTUNITY

Often, a one-year war-
ranty is looked at as

a “must provide” to
clients, and companies
breathe a sigh of relief
when that year goes by
without a call. This is a
lost opportunity! We use
our warranty as just one
more reason to partner
with our clients. We tout
the fact that we have a
dedicated handyman
who, in addition to doing
small projects for us,
also quickly and effi-
ciently handles warranty
calls. We have made the
investment in this person
because it shows com-
mitment to our clients
and ensures that we can
walk our talk.

Recently we ripped out a custom
tile shower that was eight (!) years
old, well over our generous warranty
period. However, there had been a
recurring problem, and while we had
always addressed the issues, we
ultimately realized there were some
underlying problems in the installation
that we could not properly address
unless we removed everything. The
client was blown away and has talked

www.ProRemodeler.com

Dave Bryan
Contributing Editor

Often, a one-
year warranty
is looked at as
a “must pro-
vide” to clients,
and companies
breathe a sign
of relief when
that year goes by
without a call.
This is a lost
opportunity!

to us about doing more work for him,
and he even referred other clients.

All the industry pundits advise
maintaining a com-
mitment to a disci-
plined and well-funded
marketing program,
especially when times
are tough and leads are
thin. This commitment
to marketing is the
same as committing to
maintaining and even
stepping up your war-
ranty. Saying you will
take care of something
and then getting it
done in a timely and ef-
ficient manner will gen-
erate business for you
(and take it away from
your less-than-accom-
modating competitors).
But it takes discipline
and a long-term view.

Every referral is like
water in the desert,
especially in a down
market. Doing the right
thing — even when it is
tough — will ensure your
clients’ long-term satis-
faction and faithfulness.
They’ll come back to you and send
others in your direction as well. pr

Dave Bryan is the president and
CEO of Blackdog design/build/remodel
in Salem, N.H. He is also a facilitator
for Remodelers Advantage. You can
reach him at dbryan@blackdogbuild-
ers.com.

>> For more Dave Bryan on Customer
Satisfaction, visit ProRemodeler.com.

PROFESSIONAL REMODELER
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It’s more than a window. I ' [ |
It’s a whole new point of view. Wl ] l"”" [ m“

'At Ply Gem Windows, we view things from your perspective. We see our windows as more than just

products; we see them as opportunities to build your success. And that's exactly why we've taken our
entire portfolio of brands, brands that you know and trust like MW Windows, CertainTeed, Patriot Windows,
Alenco Windows, and Great Lakes Window, and given them a new name — Ply Gem Windows. With this
one name comes a lot of distinct advantages, like one-stop access to a variety of window materials and
styles for all of your remodeling project and replacement needs. Plus, with our national manufacturing and
distribution network, industry leading warranties, and exceptional customer service and support, you'll

get the right window for every project and every budget.

To learn how Ply Gem Windows can help you build your business,
visit www.plygemwindows.com.

“ /.‘ PLY GEM

BUILDING PRODUCTS. BUILDING SUCCESS.

Windows Siding StoneVeneer Fence+Rail Designer Accents P plygem.com For Free info go to http://pr.hotims.com/23742-5




Market

EARLY SIGNS OF RECOVERY IN BAY AREA

By Jonathan Sweset,
Senior Editor

t's almost a tale of two

markets in the San Fran-

cisco Bay Area.

Closer to the city,

home sales continue to
drop, down 20 to 30 per-
cent from a year ago, but in
outlying areas sales are up
by as much as 100 percent
from a year ago, according
to DataQuick. Much of that
sales increase in the outly-
ing areas has been driven
by foreclosures, which are
pushing prices down by
close to 50 percent in some
suburbs.

Not surprisingly, those
declining prices have helped
to slow remodeling activ-
ity, even in the more stable
areas, say local Market
Leaders.

“Even though people
have equity, they know
their homes aren’t worth
as much,” says Michael
McCutcheon, president of
McCutcheon Construction
in Berkeley, Calif. “Right
where | am, the houses
have declined 5 or 10
percent, but a 15 to 30-
minute drive will bring you
to places where the houses
are off 30 to 50 percent.”

San Francisco Market Leaders

American Home Renewal
Harrell Remodeling
McCutcheon Construction
Schiller Construction
Creative Spaces

2006 008
2007 009

January
Source: DataQuick

The biggest issue is
confidence, says Iris Har-
rell, CEO of Harrell Remod-
eling in Mountain View,
Calif. People are worried
about declining home
prices, but more impor-
tantly they are concerned
about their jobs, she says.
Homeowners are hold-
ing off on all but the most
necessary projects as they
wait for positive signs from
the economy.

“We’re seeing a lot of
maintenance and repair
work,” she says. “There
has to be a really compel-
ling reason for people to go
ahead and start now.”

San Francisco Bay Area Home Sales

February

Home sales have started to rebound in the far suburbs of the Bay
Area, as rising foreclosures bring people back into the market.

SIGNS OF HOPE

That said, both Har-
rell and McCutcheon see
reasons for optimism in
the market. In the liberal-
leaning Bay Area, there’s a
renewed sense of enthusi-
asm since President Obama
was elected, McCutcheon
notices. Lead activity has
also started to pick up, Har-
rell says, as homeowners
start to feel that the worst
may have passed.

“The feeling of panic and
things continuing to go
down, | think that’s over,”
she says. “I think the bot-
tom has definitely been
hit.” pr

Market Update

Some of the key data from
the San Francisco market.
Metro area population:
4,203,898 (1.9 percent
increase since 2000)
Change in home values:
Down 7.86 percent since
2007; up 25.98 percent over
last five years

Home sales: Down 34.6
percent in San Francisco
over the last year, but up
29.1 percent for the entire
Bay Area

Median household income:
$74,560

Unemployment rate:

9.5 percent (up from 4.9

percent in 2008)

Sources: U.S. Bureau of Labor
Statistics, U.S. Census Bureau,
Office of Federal Housing
Enterprise Oversight, DataQuick

“We’re seeing a lot

of maintenance and
repair work. There

has to be a compelling
reason for people to
go ahead and start

[a project] now.”

— Iris Harrell

Specialty

Exterior remodeler
Design/build remodeler
Design/build remodeler

Design/build remodeler

Full-service remodeler

*The 2009 Market Leaders list will appear in the October issue.

JUNE 2009

Installed volume
$14 million
$11,039,000
$6,452,645
$4,070,530
$2.5 million

www.ProRemodeler.com

Professional

Remodeler
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QuickBooks

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

Then get Intuit® QuickBooks® Premier Contractor Edition and spend less time on your paperwork
and more time on your business. Our industry-specific solution makes it easy for contractors to:

CREATE INVOICES TRACK SALES MANAGE EXPENSES

Get back to business.
Get started now at QuickBooks.co
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Marketing Customer Surveys

best practices

Trade Secrets

very remodeler boasts of GUILD@UALITY

Weidmann & Associates could

Weidmann
Remodeling

good customer service,
but Weidmann & As-

come up with on its own, Wei-
dmann says.

GuildQuality pro
we help

sociates backs it up with cold,

At the same time, the sur-

hard data.

reportType | Shortly After Closing

| veys allow Weidmann to moni-

For the last two decades,
Weidmann has conducted

99.0%

post-project customer surveys,
but it wasn’t until four years ago
that the Roswell, Ga., design/
build firm started working with
GuildQuality to deliver third-

82.7%

Rate

Recommendation Rate

| Easier Than Expected

cusomars inscatas the sveral exsarance ‘

tor the company’s customer
service performance and keep
‘ an eye out for any trends. Over
the years, the surveys have
also prompted him to make
changes in response to client
comments. For example, a cli-

party results.
Now, Weidmann posts the
results of its surveys right on

85.1%

Response Rate

ent expressed concerns about
being able to reach people
involved in the project. In re-

its home page (www.weidma-
nnremodeling.com). With a 99
percent recommendation rate,
that gives clients confidence
that Weidmann is a company
they want to work with, says
President Dan Weidmann.

“It’s helped us tremendous-
ly,” Weidmann says. “I get calls

from people who have gone to
our Web site first and based
on the recommendation have
put us on the list of contractors
they want to talk to.”

Having the information come
from an outside firm makes it
more credible than anything

sponse, the company instituted
a best practice on all projects
in which the client gets a
laminated card with contact
information for everyone they’ll
work with, from Weidmann and
his brother and co-owner, Bill,
to the project manager and
production coordinator.

Building a Green Dream

hen Murphy Brothers Contracting

purchased a property in Westchester

County, N.Y., the remodeler intended to
build a spec home.

At the same time, Westchester Magazine was
looking for a company to partner with to build a
model green “Dream Home.” For Murphy Broth-
ers, it was a chance to take advantage of rising
interest in green and to hedge their bets against
the declining home market.

“We knew this would help us market the
house and sell it a little faster in this economy,”
says Vice President Sean Murphy.

The home has proven to be a marketing boon
as well, with leads coming in before the home
was even completed thanks to extensive cover-
age in the magazine and other local media.

Although the company has been remodeling
and building green since before it had a name,
Murphy says, this is the first time the firm has

JUNE 2009

put a big marketing push behind sustainable
construction.

The home was open to public for four weeks
starting May 1, with 3,000 to 4,000 people ex-
pected to come through on tours. Proceeds from
tour ticket sales benefit a local medical center
that provides care to low-income patients.

The Craftsman-style home showcases eco-
friendly features throughout, including floors
of reclaimed lumber; PaperStone countertops
made from recycled paper; low-VOC paints
and sealants; and spray-foam insulation. The
best aspect of the home, Murphy says, is that it
shows green can go hand-in-hand with luxury.

“The neat part is how we blended it all into
the house without jeopardizing the design,” he
says. “It didn’t have to be designed around the
green aspects.”

For more on the “Dream Home,” visit dream-
home.westchestermagazine.com.

www.ProRemodeler.com

By Jonathan Sweet
Senior Editor

THE SWEET SPOT BLOG
ProRemodeler.com/sweet
Reduce Client Risk

It started with Hyundai Assurance, the
automaker’s program that lets you walk
away from your loan if you lose your in-
come in the first 12 months you own it.

That idea’s been adopted by many
other companies in a variety of indus-
tries. We've even seen variations of this
in construction, with several builders
offering to make payments if homeown-
ers lose their jobs.

Now, the first remodeler I've heard
about is going down that road: Renewal
Design-Build, a Decatur, Ga.-based
firm. Under its new money-back
guarantee, if a client signs a design
contract then experiences a loss of
income, job relocation or the inability to
secure funding, Renewal will refund 50
percent of their retainer fee.

[t's not the same deal that the build-
ers and automakers are offering, but it
is a way of reassuring clients who are
nervous about making a big decision
these days.

Condensed from a blog post at www.
proremodeler.com.

>> If you have a Trade

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

PROFESSIONAL REMODELER
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DIGITAL VISION

COVER STORY

Foreign-born homeowners have a higher
median income and higher home values
than native-born homeowners."

By Jonathan Sweet, Senior Editor

FOR YEARS, REMODELERS HAVE BEEN HEARING that they
should start paying attention to the minority and immigrant
market. And for just as long, many have resisted, using reasons
ranging from, “They won’t pay for professional remodeling,” to
“They don’t have the money to buy from us.”

But the excuses don’t stand up to the numbers. Consider
the latest data from the Joint Center for Housing Studies of
Harvard University. According to JCHS’s analysis of the Ameri-
can Housing Survey, foreign-born homeowners demonstrate
spending patterns very similar to native-born homeowners.
From 2000 to 2007, the average native homeowner spent $2,300
a year on remodeling. Immigrants spent $2,360 a year.

From a monetary standpoint, they should be even more at-
tractive. Median income of foreign-born homeowners in 2007
was $57,600, compared with $53,700 for native homeowners.
Median home values? $210,000 for foreign-born homeowners
and $140,000 for natives.

“We did try to see if we could find a difference between types
of projects, level of expenditure, and we couldn’t find anything
at all in terms of that,” says Kermit Baker, the director of the
Remodeling Futures Program at JCHS. “What we're finding
is that this population doesn’t have lower incomes on aver-
age, this population overall lives in higher-valued homes than

Immigrant Spending
Continues to Increase

Improvement spending by foreign-born homeowners in billions of dollars

Source: Joint Center for Housing Studlies of Harvard University

Spending by foreign-born homeowners has grown in real dollars
and as percentage of total spending over the last decade.

the domestic population and spends a higher portion of their
income on housing.”

It is worth noting that one of the reasons there is such a
stark difference in home values is that the immigrant popula-
tion is concentrated in what Harvard has dubbed “gateway
cities” such as San Diego, Miami and San Francisco that have
higher home prices. However, every year that population
disperses to more housing markets. At the same time, the

s Joint Center for Housing Studies of Harvard University
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Minority Population Growing
Minorities as a percentage of total population

2000 2010 2020 2030 2040 2050

Source: U.S. Census Bureau

The minority population will be the majority by the middle of this
century, according to the U.S. Census Bureau.

THE EFFECT OF
THE DOWNTURN

here is limited data available on the impact of the
economic downturn and housing crash on minorities
and immigrants, but what is available indicates slight
declines in their effect on the housing market.

According to a recent Pew Research Center study,
the white homeownership rate has dropped from 76.1
percent in 2004 to 74.9 percent in 2008, a decline of 1.2
points. The Hispanic homeownership rate has dropped 2.6
percentage points from peak, and the homeownership rate
for blacks has dropped by 1.9 percentage points from its
peak. The Asian homeownership rate is down 1.7 points.
However, the immigrant homeownership rate has dropped
only 0.4 points, less than the overall rate.

Immigration also seems to have slowed with the declining
economy, but that is almost certainly a temporary condition
that will end when the economy recovers, says Kermit
Baker, the director of the Remodeling Futures Program at
the Joint Center for Housing Studies of Harvard University.

“We’re talking about something that’s been going on for
30 or 40 years, in terms of the upward trend in immigration,”
Baker says. “l haven’t heard anything or seen anything that
indicates we’re going to move off that path anytime soon.”

PROFESSIONAL REMODELER
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longer an immigrant lives in the country, the greater his or her
remodeling spending, according to the JCHS. That means more
opportunities in a wider variety of cities.

“That’s where the growth is, pretty clearly,” Baker says.
“Minority households are going to account for two-thirds
to three-quarters of the population growth over the coming
decade. You're limiting yourself to an increasingly small part of
the population if you don’t branch out.”

NO TIME TO BE PICKY

If nothing else pushes you off the fence into the minority mar-
ket, simple economics should do it. In the current climate, re-
modelers shouldn’t be ignoring any viable customer base, says
Bill Carter, president of the William E. Carter Co., a design/build
firm in Sacramento, Calif.

“It's important because if you limit yourself to one specific
thing, you’re not going to grow, you're going to die,” Carter says.
“It’s a different world today. You have to market to everybody.”

Whether it’s adding a maintenance and repair division or
targeting new clients, remodelers need to be open to finding
business wherever they can, says Carter, who is also national
NARI president.

Carter has worked with a diverse immigrant customer base
for years, from Hispanic to Asian to Eastern European. It’s just a
matter of finding the business where it is.

“This is the biggest thing that guys need to do going forward:
capturing the entire market,” Carter says. “The market is there.
They can borrow money. They’ve got incomes. It’s the real deal.”

Tucson, Ariz., remodeler Greg Miedema says the changing
demographics of the country make the minority customer
important for the future of the remodeling industry.

“It’s as important to think about that client base as it is to
think about aging-in-place projects,” Miedema says. “They’re
both growing, and they’re going to continue to grow, and you
can’t ignore that fact.”

That'’s already the case for Miedema’s company, Dakota
Builders, which has a large Hispanic customer base.

“A minority client for other folks might be our majority cli-
ent,” he says. “Almost every client I work with, if they’re not
Hispanic, they might be married to a Hispanic or are second-
generation with a Hispanic parent.”

CUSTOMER APPROACH

The biggest challenge in working with clients of a different

culture is establishing trust, say both Carter and Miedema.
“It can be a little tougher to break into as an outsider, but

once you do you're in,” Miedema says. “Once you earn their

trust, you really get it.”

JUNE 2009



3 MISTAKES NOT TO MAKE WITH MULTICULTURAL CLIENTS

ulticultural marketing

adviser Michael Lee,

president of EthnoConnect,

says there are several
common mistakes remodelers and
other salespeople make when meeting
with minority clients.

“We tend to insult our customers
from the moment we meet them by
making certain assumptions,” Lee says.

Here are the three big mistakes
remodelers can make in the first 30
seconds they spend with a client,
according to Lee:

1. Shaking hands — The first
assumption is that everybody wants
to shake hands, but that’s not the
case. In some cultures, it can be
offensive for a man to touch a woman

The issue of trust is a common one for companies trying to
reach out to multicultural clients, says Michael Lee, president
of EthnoConnect, a firm that helps companies increase sales
to that market. EthnoConnect works with remodelers, builders
and a variety of other industries.

“As much as you have to talk about
the job, you also need to talk about

who is not his wife, so remodelers
should always wait and see what the
client does. If they don’t offer their
hand, don’t offer yours.

2. Eye contact — In the United States,
solid eye contact signifies respect.
However, in many Asian cultures, for
example, respect is shown by looking
down. If the client isn't making eye
contact, don't try to force it.

3. Personal space — Two to
three feet is considered a “normal”
amount of personal space for most
Americans. In other cultures, they
need more space, while some
cultures want less space. If the
customer moves back or forward,
don’t adjust. They’re trying to get
comfortable, and a remodeler should

do what’s comfortable for the client.

“Just follow the lead of the client,
but you have to give them the
opportunity,” Lee says. “These little
things can speak volumes about how
the relationship is going to go.”

Sometimes the best way to avoid
problems is simply to ask clients
about their background and culture.
While many Americans fear offending
people when asking this question, it’s
actually the best way to get to know
them, Lee says.

“What it says to the person is, ‘I'm
interested in your culture and I’'m not
going to make assumptions,’” Lee says.

Lee is the author of “Cross-Cultural
Selling For Dummies” and a frequent
speaker at industry events.

ture. While that is true to a certain extent, remodeling is such a
large purchase that most homeowners want to make sure the
job is done right regardless of who does the work.

“What they do look for is someone who treats them with re-
spect,” Lee says. “When that doesn’t happen is when they’ll go

yourself and your company, because you | Minorities make up about a third of

have to build a trusting relationship,” th e U s
Lee says. ofRTe
That may mean more meetings, and
longer ones, than a remodeler is used to
with the average client. The advantage is
that because many minority communities are close-knit, there
is a much better chance for referrals once you establish that

trust with one member, Lee says.

Even more than with the average remodeling client, spend-
ing time in the community is the best way to get to know mi-
nority clients. It’s also a good way to learn cultural norms and
avoid offending potential clients. (For Lee’s tips on common
cultural mistakes, see the sidebar on this page.)

A common mistake that companies make is assuming that
minorities only want to work with someone of their own cul-

opulation. That number is
projected to top 50 percent in 2042.*

to somebody else and be willing to pay more for inferior work.”
That trend is most common on smaller projects, where
minorities, like many homeowners, will choose a relative or
somebody else they know, Miedema says.
“People who have a real asset and want to protect it are go-
ing to choose a qualified contractor,” he says. “They don’t care
what the color of your skin is or where you come from.” Pr

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

% U.S. Census Bureau
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A COMPANY ACES TH
REMODELING ALONG

LADEN SEASHORE

By Wendy A. Jordan, Senior Contributing Editor

VINCENT AVERNA GOT BURNED THE FIRST TIME he remod-
eled his Jersey Shore vacation house, and he was determined
not to let it happen again. After he inherited the 1950s ranch
house several years ago and began using it as a weekend get-
away, the Virginia resident added a master bathroom and closet
to the back. He went by the book, researching remodelers,
requesting estimates and choosing the mid-priced contractor.
But the job put him in the middle of a finger-pointing scenario
between contractor and architect, and it took twice as long.

Later, when he decided to transform the home to a two-story
beach house with water views and more space, he rewrote the
book on selecting a remodeler. And his choice, Todd Miller of
QMA Design+Build, could write a book himself about getting
remodeling work done in the demanding construction environ-
ment of Absecom Island, N.J.

PROFESSIONAL REMODELER

E
A

www.ProRemodeler.com

JOB
REG

EXPERT SOURCES
Having shepherded the bathroom addition through a headache-
causing approvals process, Averna knew the permit officials and
building inspectors in the island town of Longport all too well.
Figuring that nobody knew remodelers in Longport better than
those officials, he asked them for recommendations.

An inspector recommended QMA based on his work on other
projects and gave the company high marks. So did the appraiser
who had assessed the house for the first remodel. Another

PRODUCTS LIST

Acrylic block windows: Hy-Lite Bathroom cabinetry: EImwood Kitchens Deck surface: Val-

spar Exterior doors and windows: Andersen Exterior trim boards: Azek Exterior porcelain
tile: Edicoughi Faucets, shower controls, tub fillers: Moen Hardwood flooring: Clear oak
Interior doors: CraftMaster Tub, toilet, bidet: Kohler Roofing: GAF Siding: CertainTeed
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A cathedral cellmg, generous windows and sliding glass doors
brighten the master bedroom (left) and open it to breezes and views.
Once a modest, brick-fronted ranch, the house (above) now is a
two-story beach property with crisp, white trim and gray siding, deep
verandas on hoth floors and columns that tie the two stories together
in a commanding facade.

plus: because QMA is a design-build company, tension between
designer and builder would not arise.

Averna checked around and found that QMA's good reputation
was solid. Averna believed he could rely on QMA, an established
local company, to maintain high standards. He bypassed the
three-bids step and went
straight to Todd Miller, telling
him that if he came up with

FLOOR PLANS ONLINE

See the floor plans before and
after the remodel online at
ProRemodeler.com.

a concept he liked, he'd likely
get the contract. He did.

The house sits on a finger
of land between ocean and bay, so to capture views of the wa-
ter on both sides, a second-floor pop-up design was essential.
With its brick front and skimpy deck, the old house clearly
needed a face-lift as well. Averna’s wife had collected ideas on
new exterior finishes, opting for crisp, white vinyl siding, but
was even more inspired when Miller drove around the island
with her, pointing out features on other houses. He suggested

JUNE 2009
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COMPANY SNAPSHOT

QMA Design+Build

Owner: Todd Allen Miller, AIA

Location: Ventnor, N.J.

2008 sales volume: $2 million

Projected 2009 sales volume: $1.9 million

Web site: QMAdesignbuild.com

Biggest challenge of the project: Moving forward with
construction while reconciling plans with changing FEMA
and building code requirements.

PROFESSIONAL REMODELER
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Product Trends

WINDOWS*DOORS

Andersen. a7

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 qualifica-
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 Back Cover.

Ul InTuif.

ACCOUNTING

' Contractor

PROFESSIONAL REMODELER

Build Houses and Your Business
at the Same Time. Intuit® QuickBooks®
financial 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 specific
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 page 12.

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

www.certainteed.com

CertainTeed

See our ad on page 8.

Unmatched performance. Unrivaled
beauty. Unmistakably Genuine Trex®.
Our greatest asset is the same as yours: reputation.

To prove this point, we have invested $24 million to refine
our manufacturing process and are introducing trexpartners.
com, featuring side-by-side product comparisons and other
educational resources. Learn how our continuous innovation
is what sets the standard that helps set you apart.
Trexpartners.com

Trex®

See our ad on pages 22-23.

Authentic Hardwood Look With
Ultra-Low Maintenance Benefits
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 all-PVC boards have received a
Class A Flame Spread Rating.
www.timbertech.com

TimberTech

Special Advertising Section
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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 Inside Back Cover & 28.

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

Milgard Windows & Doors

See our ad on page 6.

Healthier for you and the
environment Unlike fiber cement siding
which releases harmful silica dust when cut, Kodiak
composite siding cuts clean, reducing health risks
during installation. This 100% recyclable siding
requires no painting, staining or harsh cleaners to
maintain its insect-resistant, real-wood appearance.
Europe’s #1 composite siding... now available in
the U.S.

www.deceuninck-americas.com
Deceuninck North America

See our ad on page 5.

GREAT STUFF™ Fireblock
Insulating Foam Sealant

GREAT STUFF™ Fireblock Insulating Foam Sealant is
an easy way to provide fire protection on residential
construction by impeding the spread of fire and
smoke through service penetrations. This product
is recognized as an alternative fireblocking material
and has been tested according to ASTM E84, ASTM
E814 (modified), UL 1715.
www.dowgreatstuff.com

The Dow Chemical Company

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

Henkel Corporation
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PROJECT SPOTLIGHT

PROJECT TIMELINE

Phase 1
June 12, 2005

With three bedrooms, two bathrooms and a combination liv-

ing-dining-entry, the existing 1,333-square-foot house was tight
Preliminary design and cost feasibility analysis g g-enty, gh 4 &

signed

Construction agreement signed
Construction drawings completed
Building permit issued
Construction completed

quarters for the Avernas and their children and grandchildren
who visited often. Miller’s design called for a 140-square-foot

Aug. 19, 2005

Sept. 28, 2005 extension to the first floor deck and a new second floor that en-

Nov. 3, 2005
June 19, 2006
Phase 2

April 1, 2008

compasses 832 square feet of living space plus 651 square feet of
wraparound deck. He found room for the stairway by converting

the smallest bedroom on the first floor — a 10-by-10-foot space

— . — - — into a bright, spacious stair hall. The Avernas would move
Preliminary design and cost feasibility analysis

signed

May 2 Construction agreement signed

May 16 Construction drawings completed; materials for
construction dry-in and cabinets ordered

June 16 Building permit issued

July 8 Roof removed, framing started

July 12 Framing completed; roofing, windows,

doors, sheathing installed

Rough mechanicals completed

Interior finishes completed

Internal punch list completed;

all inspections passed

Construction completed

into a new master bedroom and bathroom suite on the second
floor where they could enjoy privacy and views. Guests would
have the downstairs bedrooms. Miller designed another upstairs
room as a cigar room, a retreat just for Averna.

INTERPRETING THE REGULATIONS
The project began in late 2005. Phase 1 — all but the cigar room
and its deck — was completed in about seven months. Because

i of FEMA code and budget issues, however, it was not until 2008
uly

Aug. 15
Aug. 22

that Averna got his cigar room.

“Everything here is complicated to deal with in terms of shore
construction,” explains Miller. First there are the hurricane loads.
Miller met these requirements by specifying windows with a DP

Aug. 27 (design pressure) upgrade package. Then there are the zoning or-
dinances. “The zoning departments in urban beach resort areas

extending deep decks across both the first and second floors. are very strict about building setbacks and heights,” says Miller.
The Avernas loved the idea. His proposal to unify the decks The calculation of lot coverage by buildings and impervious sur-

visually with columns “sold us,” says Averna. faces is down to /1 of a percent, he says; the existing house was

Budget History

THE FINANCIALS

Phase 1

hen QMA Design+Build
develops a preliminary
design, the company
also does a complete
cost feasibility analysis that specifies
all materials, establishes product
allowances and presents a fixed-
price construction contract. “There’s
a 2.5 percent fee for the design
development,” says Todd Miller. “It
doesn’t usually cover our design costs,
but I'm looking for a commitment,” and
it accomplishes that.

To prepare the estimate, says
Miller, the company uses an Excel
spreadsheet checklist of 200-300
typical purchases for a project

JUNE 2009

$243,000
$23,104

Contract price

Change orders
(replace rotted sill plate, allowance

overage on bathroom cabinets, tile,
plumbing fittings)

Final price of job
Phase 2

Contract price
Final price of job
Total project cost

$266,104

$95,000
$95,000
$361,104

that follows a general construction
sequence and includes general items
such as insurance, management
costs and portable toilets. “The

list includes about 95 percent of
everything that goes into a typical

www.ProRemodeler.com

home,” he says. The rest are items
specific to a project. Every item has
an account code that ties into QMA’s
accounting software.

“We use the software to write
purchase orders and track expenses
against estimates,” says Miller.
Nothing is contracted without a
purchase order, including changes to
trade contractor assignments.

Clients receive a schedule of
construction phases and approximate
costs so they can anticipate billings.
But bills are not tied to production
milestones. Instead, once work is
under way, QMA submits monthly
invoices that reflect what’s been done.

PROFESSIONAL REMODELER
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PLEASE ACCEPT OUR DEEPEST APOLOGIES.

After inventing the alternative-decking category we lead, youd think we'd have left
well enough alone. We’re sorry, we didn’t. We took on the railing category and turned
conventional wisdom on its head. Now railing is no longer an afterthought — it’s an
integral part of outdoor living design. Our modular railing systems offer unprecedented
design options coupled with unmatched installation ease. And the same quality,
durability and craftsmanship that you've come to expect from our decking is in our
railing. Simply put, nobody else offers the versatility, design freedom and continuous
innovation that we do. So when your phone rings off the hook for Trex® railing — we
apologize. But we can’t say it won’t happen again.

g GENUITE. N
ﬁ‘ey ®) HOW OUTDOOR LIVING SHOULD FEEL.
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For Free info go to http://pr.hotims.com/23742-7
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out of compliance. Miller set back the
cigar room 40 inches to keep the addition
within allowable setback limits without
the need for a variance, while taking care
to maintain a balanced composition for
aesthetic appeal.

FEMA rules dictate what percentage
of the building’s value can be invested
in improvements. Complying with FEMA
rules is always a challenge, Miller says.
“Every town in New Jersey interprets
these FEMA rules differently,” he says,
and that interpretation often changes.
“My policy is to go meet with the build-
ing inspector [during the project design
phase] to make sure our interpretation
of those codes agrees with theirs.”

While the first phase of the Averna
project was being planned, FEMA rules al-
lowed 50 percent of the assessed property
value to be invested in improvements.
That, plus the client’s desire to save some
of the job cost until later, precluded con-
struction of Averna’s cigar room.

A year and a half after Phase 1, Av-
erna was ready to try again for the cigar
room. By then the local implementation
of the FEMA codes had changed. Addi-
tions could amount to only 40 percent
of the value of the structure itself, not
including land, and the valuation had to
be based strictly on tax assessed value.
The assessment was so low, however,
that the building officials allowed QMA
to obtain a second valuation — this one
by a state-certified appraiser based on
depreciated replacement cost — and
use that instead. Even with some
subtractions due to six-year look-back
requirements, the appraisal had gone up
enough to make the project allowable.
The $95,000 room addition would bring
the property right to the building value.

BUILDING AT THE BEACH

Miller designed the house to celebrate
the outdoors while minimizing main-
tenance in a saltwater setting. For light,

PROJECT SPOTLIGHT

breezes and a sense of lofty space, the
new master bedroom has a cathedral
ceiling plus large windows and glass
doors on three sides. Deep decks on
both floors offer plenty of space to sit
and enjoy the views. Miller covered the
first-floor concrete deck with durable,
slip- and frost-resistant porcelain tile.
The second-floor deck is built like a
surfboard, with fiberglass mesh rein-
forced resin over two layers of 3%-inch
PTS Marine grade plywood.

Adding the cigar room more than a
year after Phase 1 introduced the chal-
lenge of blending finishes inside and
outside the house. The specs for the
new and 18-month-old siding matched,
but the white was a shade off, says
Project Manager Jason Zelinka. He hid
the difference by running a j-channel at
the inside corner where the two sidings
meet. Inside the second floor, Zelinka’s
flooring subcontractor managed to du-
plicate the tone of the existing red oak
strips, selecting pieces that were close
in color and working with the oil-based
polyurethane coating to match the new
to the more seasoned “old.”

Dealing with new and discarded
materials required special planning,
too. There was no room for a Dumpster
or for storage, and building officials
frowned upon Dumpsters in the street.
Zelinka strategically scheduled deliv-
eries to arrive the day materials were
needed and asked his subcontractors to
haul trash to other QMA trash bins.

Carting the trash away was inconve-
nient, but it also was an indicator that
Zelinka goes by the same book as Miller.
By arranging to dispose of the garbage
off site, “I created a relationship with
those guys in the building department,”
Zelinka says. When he needs a favor, he
hopes they will remember. PR

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

WE GET IT.
SO WE GOT IT.

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

So when they’re ready to relax, you can

accommodate that, too.
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BUILD YOUR BUSINESS WITH
GENUINE TREX®.
TREXPARTNERS.COM.
1.800.BUY.TREX

Trex Company, Inc.

For Free info go to http:/pr.hotims.com/23742-8




_Product Preview

NEW PRODUCTS

SNAP IN PLACE

Screen Tight’s Fluted Wrap N’ Snap Column Wrap dramatically cuts
labor cost by using a patent-pending snap design and one-piece con-
struction with no external fasteners required. This makes one-person
installation easy. The column wraps can be painted, and there are

multiple sizes to fit most columns.
For FREE information, visit http://pr.hotims.com/23742-251

In addition to its blade-stopping function, SawStop’s
new Professional Cabinet Saw also sports a patent-

pending dust collection system that whisks particles
away from the blade through an aerodynamically
engineered dust shroud to a four-inch port at the rear
of the saw. Other great features include an infinitely
adjustable T-Glide fence; a quick-release, zero-clear-
ance insert; a hands-free on/off paddle; and a tool-
free blade guard and riving knife system.

For FREE information, visit
http://pr.hotims.com/23742-253
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LIGHT UP THE NIGHT

The Color Changing LED Step Lights Kits
by Bulbrite include 10 color-changing LED
step lights, which can be expanded to up
to 30 units; and a 12-volt, plug-in trans-
former. Also included is a large controller
that can be wall-mounted and offers four
modes: Flow, to change colors gradually
at slow, medium and fast levels; Pause;
Sound, which enables color effects to
synchronize with music and other audio
from a stereo or sound system; and Ice,
which delivers a solid white light.

For FREE information, visit
http://pr.hotims.com/23742-252

A PASSION FOR PERMEABLE

Permeable stone reduces storm water runoff, flooding, erosion
and drainage problems, just like Boral’s new Permeable Pavers.
Made in a standard paver size, each paver is notched out every 3
inches around its perimeter to produce six rectangular voids (two
on each side, one on each end). It is available 2 V4 inches thick for
pedestrian and light vehicular applications. For FREE informa-

STOP INJURIES COLD tion, visit http://pr.hotims.com/23742-254




Innovations

ASCENDING STYLE

The new ioDIGITAL shower system
from Moen has an innovative,
easy-to-use interface that gives
consumers the ability to set and
maintain water temperature and
flow with electronic precision.
ioDIGITAL is powered by an elec-
tronic valve that manages the hot
and cold water supply. The valve
can be located up to 30 feet from
the bathroom for easy installation.
For FREE information, visit
http://pr.hotims.com/23742-255

Product Preview

NEW PRODUCTS

CRAFTY BRASS

Slash installation times in half! BrassCraft’s new Sure-
Connect features dual o-rings of Viton and nitrile that
provide a tough double seal. The connector’s unique
lockable housing lets plumbers see, feel and hear the
connection lock in place for a fast, leak-free installa-
tion. No mess, no leaks and no callbacks. The kit also
includes BrassCraft’s patented Speedi Plumb PLUS
water connector.

For FREE information, visit
http://pr.hotims.com/23742-256

Learning from your computer

NARI offers Webinar programs
convenient for you—
on-demand education.

New programs every month.

Topics include:

v Making Money with Change Orders

v Generating Referrals

v Get Strong, Survive and Prosper:
Why Now is the Time to be

Aggressive

v How Fit is Your Remodeling

Business?

Sponsored by The Home Depot

™\ www.nari.org/
learning

NART

NATIONAL ASSOCIATION OF
THE REMODELING INDUSTRY

JUNE 2009

For FREE info go to http://pr.hotims.com/23742-9
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CONSTRUCTION ,
EQUIPMENT 3
purchases
weighing heavily
on your mind?

Let BuyerZone
take a load off.

Get free advice, pricing articles, ratings

and quotes on all your business purchases,

anything from skid steer loaders, to aerial lifts, to

air compressors and more. BuyerZone will help you make the
right choice for your company and your budget, free of
charge. 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 Construction Equipment 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) 623-5448 or visit
BuyerZoneConstruction.com

BuyerZcne

Where Smart Businesses Buy and Sell

A division of

Q\ Reed Business Information..
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BALTIC TRIM

Available in numerous heights from 2
inches to 3.46 inches (depending on the
profile chosen) in nominal 4-foot lengths,
Outwater Laser Carved Wood Moldings are
manufactured from Baltic wood. The pieces
offer a variety of Design Repeats every
1.625 inches to 13.81 inches (depending on
the profile chosen) to suit a wide variety of
creative applications.

For FREE information,

visit http://pr.hotims.com/23742-257

CASE THE JOINT

CPVC trim and molding-maker AZEK has expanded
its line with the addition of the new Adams Casing
profile. Casings are primarily used to cover the gap
between the wall surface and a door or window frame
and are the most visible and defining parts of the
trim. The Adams Casing is a universal profile for cre-
ating detailed shadow lines. It’'s coming to a lumber
yard near you.

For FREE information, visit
http://pr.hotims.com/23742-259

Interior Products

MILLWORK & MOLDING

CLEARLY IMPROVED

Kleer Lumber has advanced its molding offering
with a new formulation to more precisely match
the color and sheen of its trimboards, sheets
and other products. The new moldings are ideal
for both interior and exterior applications and
feature 16 different styles and thicknesses. Siz-
ing varies, and custom sizes can be specially
ordered through the company’s dealer network.
For FREE information, visit
http://pr.hotims.com/23742-258

CLASSICALLY INSPIRED

The 35-plus new crown and cornice molding additions by
Century Architectural Specialties are versatile enough to
offer builders a significant degree of individuality. The new
collection is inspired by the classic architectural styles of
the ancient Greek and Roman eras. Each of these new
molding families is available in 14-foot lengths.

For FREE information, visit
http://pr.hotims.com/23742-260
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A REVOLUTIONARY NEW
LEADS PROGRAM.

With the change in the economy,
lead generation has become more
and more important to contractors
all across the country. There are

a number of lead services which
all have delivered varying degrees
of success.

But recently, one of the leaders in the
contracting industry has taken a
brand new look at lead generating
programs. Contractors.com, a
primary source of leads thru HGTV,
HGTV.com, and FineLiving.com, has
created a program that saves the
best contractors time and money
and delivers high-quality, high-paying
jobs—the kind of jobs that allow
these successful companies to thrive
during challenging times. Contractor.
com is calling this program the Free
Leads Program.

Free Leads Program developed
from experience.

“We've been in the leads business for
along time, and we know the issues
that contractors face with traditional
leads generating programs. We also
know the troubles that homeowners
have — getting too many calls, or
being connected with the wrong
contractor” explains Kurt Reuss,
President of Contractors.com. “We've
taken our experience from the past
11 years and created a program that
works better for everyone.”

Just like the name suggests, all the
leads are free to participating
contractors. All the leads are first
verified by phone, then sent out to
the three category- and territory-

exclusive contractors. Only the
company that wins the job pays a
fee, and only after a contract is
signed. "We verify all leads before
sending them out. Remember, our
success depends on the contractor’s
success, so if we send out bad
leads, we don’t get paid — and we
risk losing the interest of our
members,” says Reuss.

Traditional lead services
have problems.

“A lot of the leads | get from my
current leads-generating company
are bad leads. The phone number
doesn’t work, or the homeowner isn’t
interested in doing a job. If | try to get
a refund, they give me a run around,”
says Ken Porter, owner of Grey Wolf
Remodelling in Los Angeles, CA.

Leads are not well screened. “I've
had times when | call the homeowner
within minutes of receiving a lead,
and they’ve already hired someone.
That doesn’t make any sense. So |
just paid for a lead that was a waste
of my time,” said Tom Byrum, owner
of Farallon Builders in California.

The new Free Leads Program from
Contractors.com has addressed
these concerns by aligning its
success with the contractor’s
success. Participation is limited to just
three contractors in each market, so
each of these contractors receives
every lead generated in their area.

Better competition!

Because this program is designed
for top-quality contractors, members
don’t have to worry about competing
against low-budget competitors. In
order to be accepted into the Free
Leads Program, companies must be
Certified by Contractors.com.
Because this program is designed
for top-quality contractors, members
don’t have to worry about competing
with unprofessional competitors that
provide unrealistic bids. “With
traditional lead services,

For Free info go to http:/pr.hotims.com/23742-11

homeowners typically get quotes
that can vary drastically in price. This
puts the quality contractor, like me,
on the defensive, having to justify my
higher quote against some truck and
ladder guys. But with the Free Leads
Program, I'm competing on a level
playing field with other quality
contractors,” explains Shane
Monday of US Home Improvement
Brokers. “It's the higher margin jobs
that | want. Plus, | don’t have to pay
if | don’t win the job.”

Free Leads Program.
e Don’t pay for leads. Pay for jobs.

e Compete for the high-margin jobs
against other qualified remodelers.

e Every category and territory has
exclusivity for three contractors.

Free Leads
Program Pricing Notes
Per specialty $100 Be one of
per Territory three exclusive
contractors
in a territory.
A territory
is defined
as an area
with 100,000
households.
Security $1,000 | Completely
Deposit refundable upon
termination.
Call today.

With all these benefits going to a
small number of contractors, this
revolutionary new program will fill up
fast. Call 866-241-9052 right away
to see if there is still availability in
your area and your specialty. Go to
www.ContractorFreeLeads.com
to watch a 6 minute video about
this exciting new program.

contractors.com

promoting contractors



CERTIFIED TO SUCCEED

Easy Fit Savannah Ledge, pictured here in
the Glacier Valley color selection, is the new-
est texture to join Owens Corning’s ProStone
line of products. The stone veneers are
designed to help builders quickly and easily
achieve the look of tight-fitted ledgestones.
The line is also Greenguard certified.

For FREE information, visit
http://pr.hotims.com/23742-261

ROLLED OUT

Rollex has expanded its aluminum color
palette to offer cost, performance, and
easy installation options. It’s geared for
home builders and contractors who use
fiber cement siding as the principal sidewall
cladding but would welcome companion
products of aluminum in the same colors.
Rollex’s new hues are the seven most
popular colors fiber cement siding com-
panies use. For FREE information, visit
http://pr.hotims.com/23742-263

JUNE 2009

Innovations Exterior Products

SIDING & TRIM

WOOD WITHOUT THE
MAINTENANCE

The Classic Perfection
Shingle from vinyl siding
manufacturer The Foundry
balances unique design, uni-
form texturing and bold color
definition. According to the
company, the new line falls
somewhere in between the
company’s shingle, which is a
naturally-textured flat surface
featuring random saw marks,
and its split shake, which of-
fers a more rough-hewn look.
For FREE information, visit
http://pr.hotims.com/23742-
262

DON’T FADE AWAY

Grab some curb appeal! Alside has introduced seven new dark colors
for its Prodigy Next Generation Insulated Siding line to give builders a
selling advantage. The fade-resistant shades of charcoal smoke, Som-
erset wheat, Autumn red, canyon drift, deep moss, midnight blue and
English saddle bring the entire palette to 21 subtle low-gloss colors.
For FREE information, visit http://pr.hotims.com/23742-264
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Advertisement

Product Showcase

LED Track LicHT BY QOUTWATER

i Price
Number Description Each Kit 10+ Kits

LED-4TLIG-SN  Satin Nickel LED Track Head  $56.00ea. $52.00 ea.

mparable illumination to a 35-watt halogen MR16 bulb, Outwaters LED
Light offers amazing output at a great price! Energy efficient LED’s
consume only 4-watts per fixture, generate no UV radiation, virtually no heat
emissions, and have an average 50,000 hour lifespan! Heads rotate 360° to direct
light wherever it is required! High quality all metal housing in a Satin Nickel
finish! Fully compatible with any existing Halo Track System!

FREE 1,000+ Pace Master CataLoG!
LowesT PRICES... WIDEST SELECTION... ALL FROM STOCK!

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

Safetyi oot

Safety Boot temporary guardrails simplify
installation by eliminating bracing. Its
free-standing design is simple, low-cost
and exceeds OSHA fall protection
requirements. The Safety Boot is tested,
proven and certified effective by a
third-party engineering testing firm.

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

o]
faffaw Fratection Sobutions

1280078926633

or order now at
www.protectiveproducts.com

For FREE info go to http://pr.hotims.com/23742-128
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FAUX WoOD BEAMS BY OUTWATER

Free of CFCs!

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

Are You?

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

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

ARCHITECTURAL ProbpUCTS BY OUTWATER

Call 1-888-772-1400 (Catalog Requests)
1-800-835-4400 (Sales)
Fax 1-800-835-4403
www.outwater.com -
New Jersey ® Arizona ® Canada (HIN

For FREE info go to http://pr.hotims.com/23742-126

PROFESSIONAL ESTIMATION SOFTWARE

BETTER

ESTIMATING

LESS
TIME

XactRemodel is built for
remodeling pros and their
customers. Pros get fast,
accurate estimating with
advanced tools that turn
work that used to take
hours into as little effort
as a single mouse click.
Customers get detailed
floor plans, 3-D views, and
easy-to-read estimates.

1-888-973-3661
www.fryxcctremodel.com

For FREE info go to http://pr.hotims.com/23742-129
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Advertisement

Product Showcase

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

Commercial & Residential Casework

The quality you demand.
The service you deserve

e Easily assembled,
frameless cabinet boxes F |
Storage & Closet Systems
Custom-sized casework
Drawer boxes

Adjustable shelves

Full overlay slab-style fronts
Superb customer service
Increased profitability
Higher productivity

Better cost control
Consistent quality

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

CabParts, Inc.

Your Case Work Made Easy ™

Confirmat Dowel
Joinery Joinery

www.cabparts.com

970-241-7682
For FREE info go to http://pr.hotims.com/23742-130

FLEXIBLE MOULDINGS
BY OUTWATER

Outwaters Orac DEcor®
Flexible Polymer Mouldings
enable you to easily create “on
demand” radii right on the job
site to suit almost any inside,
outside or arch radius applica-
tion without profile deforma-
tion or causing excess stress to

the mounting surface. Orac
Drcor® Flexible Mouldings

can be installed using typical
woodworking equipment and
do not require priming before
finishing,

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

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

For FREE info go to http://pr.hotims.com/23742-131

YOUR ACCESS TO:

premium
GONTENT

L\“é\

gzone COm

nousin

e awards
e gvents

Custom Seat Cover Protection for Pickups & SUV’s

For information: =
1-800-4-COVERS (426-83777 WWW.covercraft.com auaiity Softgoods Since 1965

Advertisement

Marketplace

Great for
landscape or [}
construction §
crews!

» 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

LI AL COVERCRAFT

* hot topics
e products
e research

For FREE info go to http://pr.hotims.com/23742-200

. GOME CHECK IT OUT:
www.housingzone.com

ADVERTISING MEANS BUSINESS.
PLACE YOUR AD TODAY!

JUNE 2009
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Marketplace

Fill, bond, and laminate
AZEK® Trimboards!

TrimBonde¥
Bonding System

Fills nail holes, joints, and gaps
quickly and permanently

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

Easy to use, fits standard caulking gun

Devcon

Construction Products Group

1-800-933-8266

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

For the location of
your nearest dealer visit:

www.trimbonder.com

For FREE info go to http://pr.hotims.com/23742-201

Modular. Cedar Gazehos
complete the deck and garden environment. Design
and price online using Vixen Hill's proprietary

auto-design system. Order factory direct.

leenHlll COM / 800-423-2766
For FREE info go to http://pr.hotims.com/23742-202

ADVERTISING

MEANS BUSINESS!
CE—
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1.800.872.1608

| WORTHINGTON

Your Only Source For Fine Architectural Details

.f?lf m mm“

el Haligiidas

C.l.’! for ¢« FREE Caialog
www.WorthingtonMillwork.com
Jacksonville, FL

For FREE info go to http://pr.hotims.com/23742-203

Quick
Qurve

e e

Quick | curve
Qurve

d Walls,
. Cellmgs Sofflts

PLATE and More'

WOOD. - TREATED |8
TREATED

o Shape to desired position.

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

24]lineansftYper 2x4 box'

also in 2x6

Shaped and
Secured in Seconds!

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

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

www.flexabilityconcepts.com email info@flexabilityconcepts.com

For FREE info go to http://pr.hotims.com/23742-204
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THE PERFECT TIME TO GROW MARKET SHARE

f your sales have shrunk by 50 per-

cent in the last 6 months, are you a

bad businessperson? It depends.

How many remodeling projects are

being done in your service area
within that niche? Have the total avail-
able opportunities for remodeling also
shrunk by 50 percent?

This is called market share, and it
really matters. Market share is deter-
mined by dividing the number of your
company’s projects by the total num-
ber of projects done by all homeown-
ers in your target market, i.e. kitchens
and bathrooms for upper-middle-class
households. Market share tells you
what percentage of the total market
you have captured.

It seems sort of philosophical to
bring all this up now when we are
all fighting for the same jobs, danc-
ing with the temptations to lower
margins and trying to hold on to our
team members. We should be beating
the streets, trying to get every nickel
we can and not worrying about data
crunching or statistical analysis, right?

But now is precisely the right time
to bring this up. Now is the time to
gain market share on our competi-
tors so we can help pay the bills in
the short term. Competitors have cut
back on their marketing budgets,
our team members are more eager
to participate in their communi-
ties (think home shows, parades,
seminars, etc.) and we need to be as
competitive as possible.

In the mid-term and long-term,
market share will rocket our business
to new heights. In the short-term,
there is less demand for remodeling.
Regardless of how much market share
we garner we are still shrinking. In the
long term when the economy bounces
back, any increases in market share
we gain now will multiply our revenue

PROFESSIONAL REMODELER

exponentially as the pool of remodel-
ing demand grows.

Cash and corporate energy is tight.
So if you buy into this concept of mar-
ket share, what can you do about it?
Here’s a sampling of our
initiatives:

1. We spend some of
our marketing budget
on branding. These
efforts, which typi-
cally are spent on more
traditional forms of
marketing (radio, print
advertising, etc.), are
not expected to gener-
ate direct leads. With
these we want to build
our brand; we want to
plant the seeds that
grow into future market
share.

2. We spend some of
our marketing budget on
lead generation. These
efforts have evolved as
traditional marketing
avenues have proven
ineffective for lead generation. Today,
our efforts include home shows, com-
munity events, open houses, seminars
and, of course, past clients and
referrals.

3. We want to hear how we are
doing in the eyes of our customers
and potential customers. We have

surveyed past clients for many years.

Three to four years ago we stepped
up these efforts by investing in a
third-party surveying firm to gather
the feedback of our past clients and
give it back to us in easily under-
stood and indexed forms. About
three months ago, we started sur-
veying leads as well — clients who
have not proceeded. It is not to try
to change their minds; it is because

www.ProRemodeler.com

Bruce Case
Contributing Editor

Now is the time
to gain market
share on our
competitors so
we can help pay
the bills in the
short-term.

we are committed to gaining market
share. We want to know if we left a

good impression even through they
did not proceed with Case.

4. A focus on market share means
a focus on clients, not
on projects. Our handy-
man services give us
the ability to get our
foot in the door with
a prospective client,
show our worth and
earn that client for life.
Our breadth of services
(handyman, kitchens,
baths, remodeling,
design/build) gives us
the ability to capture the
majority of remodeling
dollars spent by that
client, assuming we ex-
emplify excellence each
step of the way.

We are constantly
fighting for market share.
With more market share,
we have more of a base
of clients. With more cli-
ents we are more stable. With stability
comes more income potential — short-,
medium- and long-term — for our
entire Case team. All that means our
business is truly a business; it has a
brand, and it is valuable because of the
awareness customers have about it. pPr

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

Bruce Case is president of Case De-
sign/Remodeling and COOQO of Case’s
national franchise organization, Case
Handyman & Remodeling. He can be
reached at bcase@casedesign.com.

>> For more Bruce Case the Professional
Remodeler, visit www.ProRemodeler.com.
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Enter today — Entries Due June 15th

Professional

Remodeler

Best of the

Awards

Professional remodeling contractors, architects and
designers — here’s your chance to gain national
acclaim for your projects completed between
January 1, 2008 and May 1, 2009

The Professional Remodeler Best of the Best

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

Enter today at
www.ProRemodeler.com/designawards

Entry forms and fees are due June 15, 2009.

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

later than July 15, 2009. (Note: CotY Award binders will be

accepted, as long as Best of the Best Design Award cover

sheets, entry forms and project information sheets are inserted)

Winners will be honored at the Professional Remodeler

Best of the Best Design Awards Celebration at the

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

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

Event is brought to you by:

Profession d

emodeler THERMANTRU
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THERE'S ANDERSEN.

Replacement products you need.
Strong ally you deserve.
Respected brand you trust.

Find a dealer near you at:
www.andersenwindows.com/wheretobuy

Andersen M4

For Free info go to http://pr.hotims.com/23742-13
“Andersen” and all other marks where denoted are trademarks of Andersen Corporation. ® 2009 Andersen Corporation. All rights reserved.




