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Editorial

By Paul Deffenbaugh, Editorial Director

Data needed

ata reported on the remodeling
industry has never been solid.
Permit reporting by the U.S.

Census Bureau was hampered by wildly
divergent permitting requirements in dif-
ferent states and localities. Eventually, the
permit tracking was dropped because of its
unreliability.

The famous “C50 Expenditures for Resi-
dential Improvements and Repairs” report
the Census Bureau produced quarterly
was based on the same survey that gener-
ated the Consumer

ment of the industry but lacks significant
breadth or subtlety. Knowing the industry
is trending up over the next three months
is valuable but does not give anyone in the
industry — remodelers, manufacturers or
other service providers — the details they
need to make decisions about where to
commit resources.

In contrast, we have detailed information
about the housing industry from June. We
know the number of permits for new homes;
new homes sold by market and type; and

Price Index, so it
focused primarily
on small purchases,
such as toothpaste.
Consequently, the
numbers reported

The remodeling industry lacks
reliable, consistent, deep data.

on remodeling re-
pairs and improvements were highly volatile.
Even so, the “C50” would come out long
after the end of the quarter — sometimes as
long as 6 months after — so its usefulness
in getting a true picture of the remodeling
industry was suspect.

Much more accurate is the biannual Amer-

existing home sales. Everyone has a smart
sense of what’s going on and where we're
going.

So, what can we do? As a professional
industry, we need this information to con-
duct our business, operate more efficiently
and attract capital investments. The Census

ican Housing Survey. This is a
detailed study of all the spend-
ing American households

Read my blog at
www.HousingZone.com/blogs

Bureau steadfastly refuses to
serve as a marketing arm for
private enterprise.

commit. Very accurate. Very

detailed. An excellent study. The downside?

It’s only done every other year and requires

another year of number crunching to report

the details. So, we get a very nice picture of

the remodeling industry from 3 years ago.
The Joint Center for Housing Studies at

Harvard University’s Remodeling Futures

program has developed a leading indica-

tor of remodeling activity that imputes a

considerable amount of information in

a weighted and balanced index number.

It is very useful for a high-level assess-

Nonetheless, we need to
pressure our Commerce Department to ful-
fill its role of providing reliable information
about a nearly $300 billion industry.

At Professional Remodeler, we're doing
a small part by making surveying and data
collection a larger element of our own
enterprise. Check out www.HousingZone.
com soon for our monthly surveys of the
industry. These short, quick-to-complete sur-
veys focus on business issues and product
information. Be a part of the solution. Put
our surveys on your monthly to-do list.

Contact me at
paul.deffenbaugh@reedbusiness.com
or 630/288-8190
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Green Liability

THE LEADING EDGE

5 ways to protect your company from green litigation

ajor litigation over green

remodeling hasn’t come

to the residential market
yet, but it’s probably only a matter
of time. There has already been legal
action on the commercial side, with
more likely to come, says attorney
Chris Cheatham, LEED AP.

The most prominent case has been
Southern Builders v. Shaw Develop-
ment, which was settled out of court
last year. There were many disputed
issues in that case, but a prominent
one was the developer’s suing the
general contractor for more than
$635,000 in lost tax credits when the build-
ing failed to achieve a silver LEED rating.

“Residential is lagging behind commercial
in terms of green remodeling,” says Cheath-
am, an attorney with Watt, Tieder, Hoffar &
Fitzgerald in Washington, D.C., and author of
the Green Building Law Update blog. “You're
going to start seeing some of the same legal
issues that just aren’t there yet in terms of
case law on the residential side.”

Cheatham suggests five general areas
remodelers should think about to protect
themselves from potential green lawsuits.
Laws and regulations may vary depending
on your state and municipality, so be sure
to consult with a local attorney if you have
concerns about your company.

1. Don’t make promises

One thing a remodeler should never do is
guarantee a project will accomplish some-
thing specific, e.g. “These windows will cut
your energy bills $100 a month.” Promises
regarding energy efficiency and indoor air
quality have led to lawsuits in commercial
construction, and that could easily happen
in remodeling as well, Cheatham says.

“You don’t know how these homes are
going to be used after you finish it,” he says.
“You can tell them what you expect, you can
predict what you think energy savings will
be, but don’t make guarantees.”

That rule applies to every step of the proj-
ect, from the advertising the potential client

sees before signing the deal to promises

made by a salesperson to get the contract
and statements during the design planning
stage. Any of those areas could potentially
open your company up to litigation.

2. Educate the homeowner

Once you've finished the home, the hom-
eowner needs to run it. Most homeowners
don’t know how to optimally operate and
maintain an energy-efficient home, especial-
ly when you throw in complicated systems
such as solar or geothermal. The right edu-
cation could save a lot of headaches.

“The most important part of these green
building projects if you want to improve
your energy usage is the operation and main-
tenance, so the residents need to understand
how to actually work the system, and that
requires education,” Cheatham says.

3. Make careful product choices

According to a recent study by Terra-
Choice Environmental Marketing, the num-

“Chinese drywall isn’t a green
material, but it really shows how
using any material that hasn’t been
fully tested can get you in trouble,”
Cheatham says. “There’s a potential
for a lot of these new green materi-
als to result in defects.”

Even if the product is a good
one, it could be the wrong product
for that application. For example,
there have been lawsuits around
bamboo and cork floors that warped
because of excessive condensa-
tion, Cheatham says. Although the
product wasn'’t faulty, it was used

KEN ORVIDAS

somewhere it shouldn’t have been.

4. Get your trades on board

Just as with a faulty product, sub-par work
by a trade contractor will fall in your lap.
Make sure your trades understand the de-
mands of the green project and pass on those
requirements to their employees. They need
to understand their responsibilities as part of
the building team. Requirements should be
formalized in an explicit, written contract,
Cheatham says. (See No. 5.)

5. Craft contracts carefully

Clearly spell out who is responsible for
what. This is especially important if the
remodeler is not designing the home and
instead executing an architect’s plans. If
the home fails to meet expectations, is it
the architect’s fault for a bad design or the
remodeler’s fault for an improper build?

This becomes an even bigger issue if
you're attempting to meet standards for
certification, especially in new construction,

ber of self-proclaimed green
products across all product
areas has increased by as much
as 176 percent. In the same

For more economic
strategies, visit
www.HousingZone.com

such as LEED for Homes.
“When projects don’t actually

achieve the certification, there

are extra costs,” Cheatham says.

study, the company concluded
98 percent of products were guilty of some
form of “greenwashing.”

Many green products are new and unprov-
en, and if a product fails, homeowners are
going to be looking to you as the remodeler
to make it right.

“It’s going to mean protracted
legislation if the parties end up in court
trying to determine who'’s responsible.

The more particular you can be with your
contract in regard to the green building strat-
egies, the better off you will be.”

— JONATHAN SWEET, SENIOR EDITOR

AUGUST 2009
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Healthcare

4 opportunities to cut your health insurance costs

s healthcare reform

works its way through
the chambers of the 400
U.S. House and Senate, costs
continue to rise for remodeling 350
firms that want to offer insur-
ance for their employees. 300
The average employer will 2
250

pay 9 percent more for health
coverage for its employees

in 2010 than it did this year, 200 1
according to “Behind the
numbers: Medical cost trends
for 2010,” a report from the
PricewaterhouseCoopers

*Through May

Il Health insurance costs
I Inflation

50
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Health insurance cost increases
outpace inflation

9*

Source: Bureau of Labor Statistics Consumer Price Index

Health Research Institute. That
follows increases of similar
sizes in 2009 and 2008.

Although it’s difficult to say
what reform — if any — will fi-
nally emerge from Washington,
the challenges of providing health insurance
are unlikely to totally disappear. Here are
four tips for cutting your healthcare costs.

1. Provide for wellness

Many people put off annual visits to their
doctor to avoid paying the co-pay for the
office visit. This can lead to more expensive,
long-term problems that

The U.S. Bureauw of Labor Statistics’ Consumer Price
Index shows that medical cost increases continue

to grow much faster than inflation. The CPI uses an
index in which 100 equals 1982—-1984 averages.

count to pay their medical costs. Unused
money carries over.

HSAs must be combined with high-de-
ductible health plans that provide lower
premiums. HSAs are owned by the employ-
ee, SO once money is put into the account,
it belongs to the employee, even if he or she
leaves the company.

Mark Kinsey, president

cost an employer and
employee much more. A
medical plan that covers

5 Factors Driving
Healthcare Costs

of PKG Insurance Associ-
ates, works with remodel-
ers on implementing

annual visits can help
eliminate some of those
more serious problems.

It’s a growing trend,
says Nicole Schmedding,
a benefits practice leader at Lockton Affinity,
which administers NARI’s insurance pro-
gram. “That’s when healthcare costs really
go up for individuals, when they don't get
those annual exams,” she says.

2. Offer a healthcare savings account

A healthcare savings account is funded
by the employee, the employer or both.
Contributions to an HSA are tax deductible
for both the employee and the employer.
Employees can use the money in the ac-

Visit www.ProRemodeler.com
to read about the Top 5 reasons
healthcare costs are climbing.

HSAs. Kinsey says HSAs
are especially beneficial
to remodelers because
many of their employees
are young and healthy
and have minimal annual healthcare costs.

Employers can choose how much they
want to put into each employee’s HSA every
year. In fact, some choose to fully fund the
deductible and still come out ahead on their
healthcare costs, Kinsey says.

Visit hitp://www.treas.gov/offices/public-
affairs/hsa/ for more information on HSAs.
3. Consider a health reimbursement

account
HRAS are similar to HSAs, except that

More companies offering
HSAs and HRAs

Percent offering option to their employees

2005 4%

2006 7%

2007 10%

2008 13%

Source: PricewaterhouseCoopers Health Research Institute

HSAs and HRAs are rapidly gaining mar-
ket share as an alternative to traditional
health imsurance plans.

HRAs are owned and funded by the employ-
er; the money in the account belongs to the
employer. HRAs do not have to be combined
with a high deductible plan but often are.

Sun Design Remodeling Specialists in
Burke, Va., switched to an HRA this year
after facing with what would have been a 24
percent increase in costs on its PPO plan.
Sun Design opted to combine its HRA with
a high-deductible plan while providing em-
ployees with a debit card to use until they hit
their deductible. Then, full benefits kick in.

The advantage of an HRA over an HSA is
that any unused money will be returned to
the company at the end of the year, says Sun
Design’s director of administration, Sandy
Harris. That money can fund next year’s
premiums to help keep future costs down.

Visit hitp://awvww.bls.gov/opub/cwe/
cm20031022ar01p1.him for more informa-
tion on HRAs.

4. Expand your insurance options

You can also offer limited medical insur-
ance plans in addition to major medical.
Limited-benefit insurance plans have low
premiums and offer coverage for regular
doctor visits but often have severely limited
coverage of more expensive services. While
not optimal, it is better than no coverage at
all, Lockton Affinity’'s Schmedding says.
—JONATHAN SWEET, SENIOR EDITOR
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By Jud Motsenbocker,

Remodelers’ Exchange

THE LEADING EDGE

Contributing Editor

How to adapt your company for small projects

Imost every company is dealing with smaller projects. Profes-
stonal Remodeler’s Jud Motsenbocker talked to remodelers
Peter Feinmann and John Todd about how they maximize

small projects for their award-winning firms. Highlights of that con-
versation appear here. To listen to the full discussion, visit www.
HousingZone.com/remex.

This month featuring:

Peter Feinmann, President
Feinmann, Lexington, Mass.

Feinmann is a design/build remodeling firm in the Boston area with 14
employees and $4.2 million in 2008 revenue. Peter Feinmann founded
the company 21 years ago and started a home repair division in 2007 to

deal with smaller projects.
John Todd, President
Elite Remodeling, Frisco, Texas

Elite is a full-service remodeler in the Dallas suburbs specializing in
kitchen and bathroom remodels. The firm has five employees and had
$2.7 million in 2008 revenue. John Todd has owned the seven-year-old

company for the last five years.

JUD: Guys, what are classi-
fied as small jobs?

JOHN: Prior years — before,
let’s say, July of last year — if
the job was less than $15,000,
we would refer it out to one of
our handyman partners. But
now, with the way the economy
has turned, we are looking at
small jobs now that are prob-
ably $5,000 to $7,000.

JUD: Peter, what about you?
Have you gotten into any
small projects?

PETER: Our handyman work
is really focused on our past
clients. So when we started
this division two years ago, an
average small job for us is what
we'd say $5,000 to $25,000.

We have found that trying to

go ahead right now and be a
handyman for everybody on
the street is not necessary
the business we want to be
in at this point. That doesn’t
mean we won't consider it, but
it doesn’t necessarily fit our
market profile.

JUD: Why do you not want
to be in that business, Peter?

PETER: You are going to
say that is a whole different
business. If you want to be
in that business, you better
have a couple of very strong
administrative people who
can handle phone calls and be
able to move a group of people
in and out of people’s homes
in a very efficient fashion. So,
to me it’s administrative: how

you price it, how you organize
it. We've tried it — we actually
have done some leads on those
— but we have found that they
have not been the best projects
for us or the best margin.

JUD: John, have you had to
Jfind or adjust trade contrac-
tors — in other words, you
have an electrician and he
wasn’t used to doing small
Jobs — or did you find an
electrician who would work
on those small jobs? How
have you adjusted your trade
contractors?

JOHN: Not at all. I would
say the trades that we have
working for us now are the
same trades we had four or
five years ago. We try very,
very hard not to switch them
around. We have

[to do a small job], were they
receptive to that?

PETER: The longer this
recession gets its teeth into all
of us, it has been amazing how
behavior is changing. ...They're
receptive because pain creates
change, discomfort creates
change. We have always had a
kind of a small electrician that
we use, and a small plumber
that we use and a small painter
that we use just because they
couldn’t do the big projects
anyway, and I have used them
for small projects.

JUD: Do you agree that it
does take more supervision to
do this?

PETER: I think there’s a lot
more supervision, and I think
you have to evaluate cost
effectiveness if

two electricians;
one plumber;
two crews that

Listen to the Conversation:
To listen to a podcast of the
full conversation, visit

you bring that
extra person or
two into your

www.HousingZone.com/remex

do everything

company to

from light

carpentry to paint, glaze and
tile; one glass company; two
wood floor companies; and two
cabinet companies. We haven’t
changed any of them.

JUD: Peter, in the cases
where you were used to doing
large design/build projects,
and then you call that same
electrician and/or plumber

do this. You'd
almost be better off developing
a separate budget — allocating
certain rent and bookkeeping
time and administrative time
to this division and saying,
now is this possible or not?
There is this kind of unknown
marketing advantage, which is,
even if it is a break-even event,
you are staying involved with

AUGUST 2009
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Remodelers’ Exchange

your past clients and future clients and
learning that you can do variety of things.
So, this always has been profitable, but it
sure has to break even at a minimum.

JUD: I think we need to bring that
up — that it is almost better to totally
separate these smaller projects as far as
administration is concerned because the
administration number, the dollar cost
on a smaller project administration-wise
is considerably higher. And so, when
we look at the profit and loss statement
and try to figure out what our margin
or markup is going to be, that number’s
going to be considerably different. I think
we need 1o make sure we get across to
our readers that the margins are totally
different. If you are used to building a
house or you are used to design/build
projects — and big ones
— your numbers are totally
different than what we do
in these smaller projects.
What other challenges in
handling small projects have you found
that we haven’t covered?

PETER: I think that the biggest chal-
lenge has been with the way we do
remodeling. It is challenging to be equally
as thorough and make a profit on small
projects, and because of that, there is a
potential of missing a key detail that could
cut into margins very quickly.

JUD: John, how about you: what other
challenges have come around?

JOHN: I think the one that Peter hinted
at just then is, whether it is a $4,000 or
$40,000 job, you still own the warranty
responsibility, and we provide two years
labor and material warranty on anything
we do. I think he hit it right on the head
that you have to be thorough and you have
to make sure that you fully understand
it, because you own that job for the next
couple of years and you want that cus-

To listen to a podcast of the
full conversation, visit
www.HousingZone.com/remex

THE LEADING EDGE

tomer to feel comfortable to call you and
say, “Hey, there is an issue.” You've got to
make sure the little ones are handled the
same way the big ones are or you will find
yourself doing warranty work more often
than not.

JUD: Have you changed your marketing
attack to get these small jobs? Have you
tried even though you aren’t real thrilled
with [small jobs]?

JOHN: It’s a fair question. I wouldn’t
say that we have changed our marketing,
but because we have started to see some
slowdown, we have reinvested money.
There are three areas: one is our show-
room. No. 2 is we've made changes to our
Web site; we have added some additional
features to it. We have added some dif-
ferent e-mail opportunities to it. Thirdly,

I would say from a pure
marketing perspective, we
are trying to touch people
more often, and whether it is
through postcards, whether
it is through the newsletter, we've gotten
involved in some of the local causes that

a number of our customers were involved
in. We try to get back out and keep our self
visible, not necessarily focusing only on
little jobs.

PETER: We did some specific mailing
just on our home crew division itself, and
that precipitated a fair amount of work.
Every one of one our communication
continues to communicate that this small
work’s available. I spent more hours per
week on marketing than anything else.
You know, new things, new ideas, new
contacts, nurturing Realtors and every-
thing. One thing actually we have kind of
played with a little bit is having a relation-
ship with a couple of good Realtors and
also communicating that we do have some
small-job work that can be done getting a
home ready for sale.

The New Ultimate
Casement Collection

The differenceis C.L.E.A.R.
COUNTLESS DESIGN OPTIONS

+ 9 casing profiles

+19 clad colors
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LARGE SIZES-
ULTIMATE PERFORMANCE
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EASE OF INSTALLATION
* Removable jamb covers

* Pre-drilled jamb holes

ANY APPLICATION

- 4 96" full frame or 2 36’
narrow jamb

- New construction, remodel,
replacement

REVOLUTIONARY WASH MODE

* Window rotates 140; allowing
exterior to face in for cleaning

Visit marvincasement.com
for afree brochure.
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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
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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 ContractorFreelLeads.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.

¢ Every category and territory has
exclusivity for three contractors.
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Go to www.ContractorFreelLeads.com or call
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By Bruce Case,

The Professional Remodeler

THE LEADING EDGE

Contributing Editor

Choose to be a leader

aying off employees who have given
their souls to the company for 15-20
years can rip your heart out. Many
of you have had to go through layoffs to
survive this recession. Those employees did
nothing wrong; there just isn’t enough work
to support everyone. These decisions are
made not just on today’s results or today’s

increasing our brand awareness. A corner-
stone is delivering what we promise to our
clients on a consistent basis.

2. Cash Flow: I need to make proactive
decisions based upon cash and other key
metrics. Yes, it can lead to some tough
decisions, but if I don’t make them no one
will. And our business/everyone will suf-

nothing will get achieved. And by the way,
our team includes employees, subcontrac-
tors, suppliers and clients.

Since my epiphany, I realize that I can
choose to be a victim or I can choose to be a
leader. I choose to be a leader. That doesn’t
mean that I know all the answers or that
doubt doesn’t ever seep into my thoughts.

But it does mean that I

| have a path. It is a path focused on excellence and not on

growth for growth’s sake.

need to develop a plan
and act on the plan in a
holistic fashion.

Leaders have a unique-
ly holistic perspective.

They see the market-

economy, but on the outlook for the next
12-24 months. While we have seen elements
of our economy stabilize in the last several
months, few think this winter is going to
be robust for the remodeling industry. And
most think that when the economy does
turn around, that it will be a slow, gradual
climb; not a race back up to the times we
knew 3-4 years ago.

So I woke up the other day with an
epiphany. I need to either lead or get out
of the way. Our team needs a true leader
they can trust will take them (and thus their
families) through these turbulent times
intact. They need someone who is looking
out 12-24 months and making moves today
to proactively respond to that outlook. They
need someone who instills stability and
confidence during times when they aren’t
getting that from others.

I have a path. It is a path focused on excel-
lence and not on growth for growth’s sake.

1. Market Share: Iam going to find ways
to capture more market share by marketing
to new clients, leveraging past clients and

fer as a result.

3. Innovation: I am going to find new
and innovative ways to differentiate Case.
How can we bring more value, transpar-
ency and consistency to our clients? How
can we create a culture that balances
excellence with the financial pressures of
any business climate?

place as well as the in-
ternal workings and support mechanisms
of the business. One day I am greeting a
prospective client and discussing their
project with one of our consultants. The
next day I am visiting projects with a proj-
ect manager. And the next day I am deal-
ing with accounting, marketing, human
resources or technology issues. Compare

4. Individuals: Trust is
fundamental to any team,
business or relationship.
In its June 2009 issue,

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

that with someone on our
field team. They know the
craft and how to take care
of our clients, but insights

Harvard Business Review

proposes that trust requires predictability,
understanding, control and compassion.
The more I think about these four ele-
ments, I agree — and I want to find ways
to give more of them to each individual on
our team.

5. Team: I am going to let our team know
this path and make them part of figuring out
the “how.” As the leader, I am focused on
the direction and the goal — but the team
will determine how we get there. They have
better insights than I and without them,

on how coding of their
time can affect our insurance rates is not
their specialty. We need to work as one
team toward one common goal.
Leadership will not allow uncertainty to
stand in the way of our team, of our clients
or of our business.

Bruce Case is president of Case Design/
Remodeling and COO of Case’s national
franchise organization, Case Handyman &
Remodeling. He can be reached at
becase@casedesign.com.
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IS the
timulus

Opinions are mixed on whether the tax credits are making a difference

By Jonathan Sweet, Senior Editor

hen the stimulus package was passed in or will succeed in restoring the economy.

February, it was greeted as a bonanza for Whatever their opinions, remodelers agree that the most

remodelers because of its energy-retrofit important factor in judging the stimulus’s success is whether

tax credits and other funds dedicated to or not it improves consumer confidence and the economy

remodeling public and private buildings. as a whole. After all, the impact of the tax credits was never

Six months in, the general public’s and remodelers’ reac- meant to be industry-saving. The federal government estimat-

tion to the stimulus are mixed. Some remodelers say they ed that the credits would result in an additional $6 billion in
are seeing great returns from the stimulus, while others say remodeling activity this year and next. That’s only a little more

than 1 percent of the total

remodeling market based on

“On a $200,000 project, a few thousand isn’t really | e estmaes
going to be enough incentive to move forward.” Off the fence?

Until customers feel better
— MIKE TENHULZEN, TENHULZEN REMODELING about the economy, they

won’t buy, and no incentive
is going to change that, says
it has had no impact at all. That reflects the views of the Michael Tenhulzen, president of Tenhulzen Remodeling in
population at large, as well. Recent surveys show that barely Redmond, Wash. (Consumer confidence was also rated by
half of Americans think the stimulus package has succeeded remodelers as the biggest factor in improving the remodeling
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market in this month’s Professional Remodeler research. See
p. 22 for the results.)

Homeowners “come in, they have an idea, they give us the
nod and they just can’t reach for their wallets,” Tenhulzen
says. “Our closing ratio has really suffered because they just
can’t get their minds around what the future’s going to hold
for their home, for their investment, for their portfolio.”

Tenhulzen Remodeling promotes the tax credits to its past
and potential customers through its Web site and e-news-
letters, but the efforts aren’t generating much business.
Although some clients are taking advantage of the credits,
they are people who probably would have remodeled any-
way, Tenhulzen says. The credits are also not as useful to a
design/build company like Tenhulzen that specializes in larger
remodels as the credits would be to a window-replacement
firm, for instance, he says.

“There are one-line contractors that can go in and knock
those things out more efficiently than we can,” Tenhulzen
says. “On a $200,000 project, a few thousand isn’t really go-
ing to be enough incentive to move forward.”
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Is the stimulus working?

Tim Englert, president of Tim Englert Construction, says
most of his clients are taking advantage of the tax credits,
although not many of them are undertaking the projects

solely for that reason.

The full-service Wadsworth, Ohio, company is selling projects
ranging from simple window replacements to large additions.

One problem with the stimulus, Englert says, is that the tax
credits for windows are harder for larger remodelers to pro-
mote because the credits are for materials only and not labor.

That means materials and labor have to be billed separately,

making it difficult to get the necessary mark-up on projects
and still compete with small operations.

“It works for the Home De-

“The stimulus plays a role, but it'’s not a major role.
In my world, there’re not many calls | get that are

motivated by that.

— TIM ENGLERT, TIM ENGLERT CONSTRUCTION

pot guy, but not real remodel-
ing contractors,” he says.
Like Tenhulzen, Englert
says the most important
thing will be if the stimulus
improves the economy as
a whole. Once people have
more confidence in their jobs

Englert says there are basically three scenarios under which
he’s getting the tax credit for his clients: large projects where

clients can incorporate features, such as

insulation or windows, to get the credits; win-
dow replacement to reduce energy bills; and
window replacement to get the tax credits.
“The stimulus plays a role, but it's not a ma-
jor role,” Englert says. “In my world, there’re not many calls |

get that are motivated by that.”

Dig Deep into the Stimulus
For more stimulus coverage, visit
www.HousingZone.com/stimulus.

ment over 2008.

and the value of their homes,

remodeling will come back, he says.

That sentiment is echoed by Bob Birner, vice president
of Amazing Siding and Renewal by Andersen
of Houston. The Tomball, Texas, window and
siding firm has benefited from strong con-
sumer confidence and stable home prices in
the Houston area. That strong local market
has kept the company busy and on track for an improve-

he economy may not be getting better as

fast as people would like, but it is improv-

ing. That’s the opinion of Jim Haughey,
chief economist with Reed Construction Data, our
sister company.

At this point, it’s difficult to say if the remodel-
ing tax credits are having much impact on the
industry, he says. There will certainly be some
positive movement, but the low limits on many
projects will minimize its impact. More important
is an overall recovery in the economy which will
drive a recovery in housing.

“We’'re going to see a positive GDP for this
quarter, and the stimulus is going to be a big part
of that,” Haughey says. “In terms of economic

impact, it has boosted the economy very greatly.
That boost in activity and boost in confidence
helps the housing industry greatly.”

Although stories about the failure of the stimu-
lus have dominated the media lately, it’s more a
result of people looking at the wrong information,
most notably rising unemployment numbers.

“Unemployment was going to go up with or
without a stimulus,” Haughey says. “It has prob-
ably trimmed the increase in the unemployment
rate by a fraction of a percent.”

Reductions in unemployment always trail a re-
covery, so judging the stimulus by those numbers
doesn’t tell the whole story. Tens of thousands
of people, especially state employees, kept their

The Stimulus Is Working: An Economist’s View

jobs because of the stimulus, Haughey says.

“We've got to get employment growing by
better than 1 percent a month for unemployment
to go down,” he says. “That’s a year, 10 months
away.”

Haughey also says that looking at the total
amount of money expended thus far by the
federal government gives an inaccurate idea of
how much money is actually being spent because
of the stimulus. That’s because the money is put
into the economy by local and state govern-
ments before it is reimbursed by the federal
government, meaning billions of dollars used on
projects such as highways isn’'t showing up yet at
the federal level, Haughey says.

18

Professional Remodeler

www.HousingZone.com

AUGUST 2009




“If people think that things are financially stable, they’ll
invest their money,” Birner says. “Here their home is the best
place to invest it in their minds.”

We recorded a podcast with Birner in March of this year,
only weeks after the stimulus package passed, in which he
said he expected the stimulus to greatly help his company.
(You can listen to that pod-

of Ron Boelter Window & Siding, experiences a similar situa-
tion, with clients taking projects off hold and opting for more
expensive options because of what they see as “free money.”
“We have several clients who were indefinite on when they
were going to do it saying now they’re ready to go,” Larson
says. “People have applied this tax credit to get maybe a tri-

cast at www.housingzone.
com/stimulus.) It’s difficult
to say exactly why people
are choosing to undertake
projects, but Birner believes
it is one of that factors that
has made this a good year
for the company.

“We're seeing that it's help-
ing some,” he says. “It's prob-

“We are seeing people who were considering doing
a partial home or a couple of windows saying they
don’t mind doing all of them now because they're
going to get that subsidy.’

— JOHN LARSON, RON BOELTER WINDOW & SIDING

ably people that were going to
remodel anyway, but it's given them an incentive to do it now.”

A difference maker
On the other hand, some remodelers are getting a significant
boost for their business from

ple-pane window instead of a double-pane window; some are
upgrading to a different line; some are doing more windows.
At the same time, we are seeing people who were considering
doing a partial home or a couple of windows saying they don’t
mind doing all of them now

the tax credits.

Richard Ollie, owner of
Richwood Additions in
Cleveland, says the stimulus
has “definitely helped” his
business this year.

“It’s really picked things
up,” he says. “We weren’t
selling much the first few
months of the year.”

Many clients are opting to
expand their projects to take
advantage of the credits.

“Ill go out to sell just a
patio door, and I'll come back
with five or six windows and
a front door,” he says. “When
you go into their home, they
figure if they can get some
money back they’ll go ahead
and do some more.”

John Larson, vice president

Chief Economist Jim Haughey

The Stimulus
by the Numbers

$6 billion - The amount in remodeling activity that the federal govern-
ment estimates the tax credits on windows, doors, HVAC systems and insula-
tion will generate through next year. The government estimates another $1
billion by 2016 for other credits for alternative energy.

3 percent - The potential positive impact on gross domestic product from
the stimulus by the end of the year, according to Reed Construction Data

52 percent - The percent of Americans in a July Washington Post-ABC
News poll who said they believed the stimulus will restore the economy

27 percent - The percent of Americans in a July Rasmussen Reports poll
who favor a second stimulus package

$103 billion - The amount of the $787 billion stimulus plan that had
been spent as of July, according to Bloomberg

150,000 - The number of jobs that the White House estimates have been
created or saved by the stimulus package. The Obama administration has
predicted that 3.5 million jobs will be saved or created by the end of 2010.

because they’re going to get
that subsidy.”

The company has spent
heavily on advertising and
marketing to get the mes-
sage to potential clients as
well as targeted past clients
who may have only replaced
some windows to make sure
they’re aware of the avail-
able money.

“We’re putting more money
into marketing,” Larson says.
“l know a lot of companies
are cutting back, but now
more than ever you've got to
spend more. Now’s not the
time to put the money away.”

Window business is up
27 percent this year for
the company, and Larson
credits much of that to the
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Is the stimulus working?

stimulus package. Homeowners are very focused on energy
efficiency and reducing heat bills in Minnesota, and the first
thing many people think of is replacing windows. Combined
with the tax credits, that has made this a great year for the
Madison Lake, Minn., company.

“We expect this to continue for the rest of the year,” Lar-
son says. “Normally, we see a dive in leads in July, and this
year it’s the opposite. We're seeing an increase in leads.”

The tax credits have helped the company to easily beat its
budget for the year after a precipitous decline in business
at the end of 2008. Going into this year, the company was
budgeting for a “cautious goal” of flat sales compared to last
year. Even after the stimulus passed, the company’s manage-
ment team only predicted a 10 percent bump from 2008, a
mark they've easily surpassed, Larson says.

Which products count

for a federal tax credit?

ot every product that saves a homeowner energy counts for a
federal text credit, so it pays to do your homework. EnergyStar.

gov/taxcredits summarizes which products qualify and for how

much. Here are the basics:
Tax credits for 30 percent of the

cost, up to $1,500 (in 2009, 2010):

« Windows and doors

« Insulation

« Roofs (metal and asphalt)
« HVAC

« Water heaters (non-solar)
« Biomass stoves

Source: EnergyStar.gov/taxcredits

Tax credits for 30 percent of the cost
and no limit through 2016 (for exist-
ing homes and new construction):

« Geothermal heat pumps
« Solar panels
« Solar water heaters

« Small wind energy systems

« Fuel cells

Sponsored by The Home Depot

Learning from your computer

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

New programs every month.
Topics include:

v Low-Cost and Effective Job Site
Marketing

v 10 Steps to Becoming More
Profitable

v Making Money with Change Orders

/™. www.nari.org/

®
N A RI °
NATIONAL ASSOCIATION OF e a rl I 1 I l
THE REMODELING INDUSTRY

For Free info go to http://pr.hotims.com/23744-9
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Remodeling market
down, but remodelers
expect recovery

Midwest region only holdout in optimism

By Jonathan Sweet, Senior Editor

wo-thirds of remodelers say their market is worse

than it was a year ago, but at the same time they're

seeing some relief on the horizon, according to the

latest Professional Remodeler survey.

Sixty-seven percent of remodelers said their

local market conditions have gotten worse over the last 12
months, compared with 19 percent who said the market was
unchanged and 14 percent who have seen an improvement.
And that’s coming off of 2008, when 50 percent of remodelers
had a decrease in revenue from 2007, according to our annual
Business Results Survey. (Visit www.HousingZone.com/bizre-
sults for more information.)

Remodelers tend to be an optimistic lot, though, and most are
expecting things to get better next year, with 57 percent predict-
ing an improvement in the market and only 11 percent saying
things will worsen in 2010.

The lone exception to this optimism is the Midwest. Only 46
percent of remodelers there are expecting a better 2010, and 20
percent say the downturn will continue over the next year. It's the
only region of the country where more than 10 percent expect
the market to worsen.

Fifty-nine percent of remodelers in the Northeast and West and
66 percent of Southern remodelers think conditions will improve
over the next year.

The results are not that surprising when considering the local
economic conditions. The Midwest has a 10.2 percent unem-
ployment rate, tied with the West for the highest in the country,
and the Midwest has seen the biggest increase in unemploy-
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ment over the last year, according to the U.S. Bureau of Labor
Statistics. The region also includes several states hit hard by the
recession, including Michigan, with it's national-high 15 percent
unemployment rate, and three other states with unemployment
of more than 10 percent (lllinois, Indiana and Ohio).

Consumer confidence is key
The biggest factor in improving the remodeling market will be
increasing confidence, remodelers say.

We asked remodelers to rank several factors on the impor-
tance in driving a recovery in their local market. Consumer
confidence topped the list, with nearly 90 percent of remodelers
ranking it in the top three. Coming in second was “Consumers’
inclination to spend rather than save,” followed by availability
of financing, increased housing values, higher employment and
fewer foreclosures. Not surprisingly, these are all factors that
drive consumer confidence.

We also separately asked remodelers what was needed to turn
their market around, allowing them to provide any answer. More
than a third listed some variation of consumer confidence. The only
other answer that was close was the more than 10 percent who
responded with some sort of complaint about the government.

TODD DAVIDSON

Smaller jobs, fewer leads drive downturn
Anecdotally, it's not hard to understand why so many companies
are struggling this year. Take fewer leads, a lower close rate and
smaller job sizes, then toss in increased competition in many
markets and you've got a recipe for disaster.

The numbers back the stories. Most remodelers are seeing

Current local market vs. a year ago

M Much worse

[l Somewhat worse
M About the same
M Somewnhat better
M Much better

SOURCE: PROFESSIONAL REMODELER SURVEY, JUNE 2009

Expectations for next 12 months

W Much better

M Somewnhat better
[l About the same
M Somewnhat worse
Il Much worse

SOURCE: PROFESSIONAL REMODELER SURVEY, JUNE 2009

Although 67 percent of remodelers say the market 1s worse now
than a year ago, only 11 percent expect it to continue Lo worsen
over the next 12 months.

Want your opinion
to be heard?

To participate in the next Professional Remodeler survey on the stimulus pack-
age, visit www.HousingZone.com.
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Average job size compared to last year

Ml Decreased substantially
M Decreased slightly

M Unchanged

M Increased slightly

M Increased substantially

SOURCE: PROFESSIONAL REMODELER SURVEY, JUNE 2009

Nearly half of companies have seen a substantial decrease in
their average job size over the last year, and more than three-
quarters have seen al least some dip.

New sources of competition

Home builders 68%
Former trade contractors 57%
Former construction employees 53%

Other 10%

SOURCE: PROFESSIONAL REMODELER SURVEY, JUNE 2009

More than 40 percent of remodelers report an increase in
competition this year, with new construction firms’ jumping
wmto remodeling being the top culprit.

significant drops in average job size. Nearly half of remodel-
ers reported a “substantial” drop in average price tags from a
year ago, and 77 percent saw at least some decrease. Only 11
percent of firms had an increase in average job size over the
last year.

Leads are down for 72 percent of companies, compared with
the 15 percent of companies that are getting more leads. And
once they get those leads, remodelers are finding it harder to
close the deal, with 64 percent saying their close ratio has

Methodology

378 remodelers with 2008 revenues of more than $500,000 completed the sur-
vey online. Data were collected June 8 to June 27, and participants were chosen
from a random sample of subscribers to Professional Remodeler magazine and
eNewsletters.

What will it take to change
your market?

e asked remodelers, “What ‘s the most important thing that needs
to happen to turn your market around?” Here’s a sampling of their
write-in responses:
e “Get the government out of our business.”
* “The media and Wall Street need to instill consumer confidence to American
people. There is way too much doom and gloom out there, and people are very
nervous.”

“The national economy must stabilize and turn around and start growing.”

“Consumers need to feel good about their current and immediate future finan-
cial condition and employment outlook. Until confidence improves, even those
with the cash aren’t going to spend on anything but the necessities.”

“The government needs to have leaders who do what is good for the country
instead of political gain.”

“Our market is not bad.”

“[We] need to have more large companies to employ more people.”

“The builders need to go back to building houses. They don’t know how to
manage remodeling clients and therefore price their jobs way too low.”

“Consumer confidence seems to be the key. People appear to be interested

in renovations; however, they are waiting to see if more bad news awaits us.
Most of our work is done through discretionary spending. On a political note, |
think it would help if the minority in Congress would try to work with the major-
ity and vice versa, showing a united approach to the problems.”

“No turnaround [necessary]; it has never been that bad.”

“Everyone should get busy doing and stop waiting for others, i.e. the govern-
ment, to do it for them!”

“The financial sector has to improve a lot. People have to get their investments
back closer to what they have lost in order to start spending on their homes.”

“Unemployment needs to stop increasing, and home values need to stabilize.
Also, home builders, tradespeople and unemployed professionals need to
stop ‘trying their hand’ at remodeling.””

dropped over the last 12 months (although 13 percent did report
higher close ratios).

Many remodelers are also seeing more competition. More than
40 percent of companies reported an increase in competitors.
The recession also seems to be knocking some companies out
of the market, though, as 36 percent of firms said the number of
their competitors has decreased.

Of those companies that are facing increased competition, 68
percent are dealing with new home builders; 57 percent, former
trade contractors; and 53 percent, former employees of new con-
struction and remodeling firms. Ten percent said they are seeing
increased competition from other sources, such as unemployed
DlYers and college students.
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Prepare for

Disaster

What if your business and its records were literally wiped out tomorrow?
How would you pick up the pieces? Whom would you turn to? We've scoured resources
to get you prepared in case disaster strikes.

By Mark Jarasek, Senior Editor, Electronic Media

ike @ menacing horror movie monster, disaster

can morph into many unexpected forms. Hur-

ricanes, tornadoes, terrorism and wildfires have

wrought widespread devastation. It’s way too

easy to become complacent and believe that a
disaster, including even the crash of a critical computer hard
drive, could “never happen to us.” As the old saying goes,
$#!+ happens.

When it happens, it can wreak havoc on your remodeling
business. Experts in the field of business continuity and
disaster preparedness say that no matter what the cost or
effort, it pays to be prepared.

Think about the consequences that a disaster might have
on your business technological network. How many pieces of
information are generated for each client’s remodeling proj-
ect? How crucial are those contracts, work orders, schedules,
payroll and tax records to your business? Imagine the impact
if that information were lost.

Are remodeling firms prepared?
No survey has been done to determine the level of prepared-
ness of remodeling or home building firms, but two recent

surveys on business continuity and disaster preparedness
indicate that businesses of any size may not be adequately
prepared, if prepared at all.

The Ad Council on behalf of the U.S. Department of Home-
land Security’s Ready Business group surveyed small business-
es in October 2005 and found 92 percent of respondents said
they believe it's very or somewhat important for businesses to
take steps to prepare for a catastrophic disaster. However, only
39 percent said their company has a plan in place in the event
of such a disaster. Why? While many respondents acknowl-
edge the value of preparedness, time, workforce and money
constraints prohibit them from developing a plan.

In March 2008, Aberdeen Group, an information technology
consulting agency, surveyed more than 150 end-user organi-
zations, and results prove that Best-in-Class IT organizations
have infrastructures that support rapid recovery of data and
applications with minimal or no downtime. That assures busi-
ness continuity even in the face of a severe event. While 62
percent of all the companies surveyed experienced between
1 and 5 business interruption events in the last 12 months,
only 49 percent of the companies surveyed have had a
business continuity strategy for more than 2 years, and 34
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What does this cost?

he following provides an idea of what it may cost to develop a
disaster protection and business continuity plan. Some of what’s
recommended can be done at little or no cost. Here’s a sample from

a list on Ready Business that you can use to get started.

No Cost

* Review your current insurance coverage.

- Create evacuation procedures.

- Develop an emergency contact list including employee emergency contact
information.

- Put together a list of critical business contractors and others you will use in
an emergency.

Under $500

* Buy a fire extinguisher and smoke alarm.

- Identify emergency supplies the company can feasibly provide, if any, and
talk to your co-workers about what supplies individuals might want to
consider keeping in a personal and portable supply kit.

+ Back up your records and critical data. Keep a copy off site.

More than $500

- Consider additional insurance such as business interruption, flood or
earthquake.

- Purchase, install and pre-wire a generator to the building’s essential elec-
trical circuits. Provide for other utility alternatives and back-up options.

- Consider using a security professional to evaluate or create your disaster
preparedness and business continuity plan.

TODD DAVIDSON

percent of those have yet to implement a solution.

“It’s hard to imagine that a company wouldn’t have a data
backup system, but just backing up data alone doesn’t con-
stitute a disaster recovery strategy,” says Jeffrey Hill, senior
research analyst in Aberdeen’s Data Management and Stor-
age practice. “In order for a recovery strategy to be effective,
it needs to recover the right applications and data in a timely
fashion. Put another way, how long an outage can a business
tolerate before there is a tangible impact on operations?”

Mark W. Kinsey, president of Kinsey Consulting, based in
Doylestown, Pa., is a Certified Remodeling Associate and
Construction Risk Insurance specialist. His business focuses
on contractors, both large and small. In his years of experi-
ence working with remodeling firms, he has found that most
“don’t have a clue” when it comes to business continuity and
disaster preparedness.

“It is absolutely critical to have a plan in place,” Kinsey
maintains. “Think of your customer service, or your employ-
ees. What will they do should any type of disaster occur?
Look at the volume of work you do on a daily, weekly or yearly
basis. Imagine how much you would lose if your computer
systems went out and weren’t backed up. What would happen
to your plans, your proposals, your jobs completed? How are
you going to do your accounting or your ordering? Records
are a key component to any business, and they need to be
protected.”

For business continuity planning purposes, Kinsey has a
crisis planning worksheet that he gives to his clients. “It all
starts with the basics. The questions are simple, but the
answers can be very complex,” he says. “Each individual
business is different, and the answers to these questions will
be different for every business. It boils down to the impact
that any type of disaster has on business interruption and
business expense.” (Go to HousingZone.com for a guide to
creating an emergency response program.)

Kinsey says business continuity planning is an exercise that
the C-suite (senior executives) needs to go through. “It can be
fun but difficult,” he says. “It’'s an exercise of hard decisions
and ‘what if’” scenarios that all business owners should go
through.”

While having a plan in place might not get you any type of
discount on insurance, Kinsey says that having one will put you
in a much better light in the eyes of underwriters that provide
coverage for businesses. “Having a business continuity plan in
place shows underwriters that you are prepared to mitigate any
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Prepare for disaster

loss should it occur,” he points out. “And that’s a good thing.”
Does Kinsey’s firm have a plan in place? “Yes, we do,” he

says. “But we've been extremely fortunate. In our 35 years in

business we’ve never experienced a major disaster.”

Organizations can help
NARI, the NAHB Remodelers Council and the U.S. Depart-
ment of Homeland Security can help remodelers prepare
their businesses.

NARI: The National Association of the Remodeling Industry
(NARI) currently has plans to create either a Webinar or pod-
cast program on the topic of disaster preparedness/business
continuity that will be added to their substantial and ever-grow-
ing collection of educational courses for members, according
to Gwen Biasi, NARI Director of Marketing & Communications.

NAHB: The NAHB is currently in the process of developing
a Business Continuity/Disaster Recovery toolkit specifically
for home-building firms. “It will cover everything from A to Z,”
says Ken Ford, NAHB program manager, Mitigation and Disas-
ter Assistance. The toolkit will be available to members of
NAHB, including those belonging to the Remodelers Council.

Ford says two of the most important things to consider for
business continuity are a communications plan for employees
in the event of disaster and the safeguarding of all critical
documents related to the business, including bank state-
ments, tax records, contracts and accounts receivables.

“If all the records of a business were destroyed or lost, it
would be very difficult for a [business] to obtain a loan for recov-
ery from a bank or even from a governmen-

Continuity of operations
planning

his list on the Ready Business Web site consists of essential elements
that a company should think about when developing its plan for busi-
ness continuity. Go to Ready Business for more on each point.

1. Assess how your company functions, both internally and externally, to
determine which staff, materials, procedures and equipment are absolutely
necessary to keep the business operating.

2. Identify your suppliers, shippers, resources and other businesses you
must interact with on a daily basis.

3. Plan what you will do if your building, plant or store is not accessible.
This type of planning is often referred to as a continuity of operations plan,
or COOP, and includes all facets of your business.

4. Plan for payroll continuity.

5. Decide who should participate in putting together your emergency plan.

6. Define crisis management procedures and individual responsibilities
ahead of time.

7. Coordinate with others, including businesses in your building, emer-
gency managers, suppliers, shippers and others you do business with.

8. Review your emergency plans annually. Just as your business changes
over time, so do your emergency-situation needs.

e Learn what to do during a biological, chemical, explosive,
nuclear or radiological attack.

The impact of downtime

A white paper, “The Business Case for Disaster Recovery
Planning: Calculating the Cost of Downtime” prepared by

Iron Mountain, a firm that provides outsourced records and
information management services for businesses, warns that
virtually every company faces the risk of IT interruptions that
can grind business to a halt. The white paper explains:

“One overlooked truth is that downtime

tal assistance agency if they can’t show or
prove past business activity,” Ford says.
Department of Homeland Security: The
Department of Homeland Security created
a Web site dedicated to disaster prepared-

Go to www.HousingZone.com
for links to resources that
remodeling firms
use when creating a corporate plan
for disaster preparedness.

costs accelerate. ... If a system fails for five
minutes, the costs are fairly low because
manual methods of making records or com-
municating by telephone instead of emails
can suffice to conduct business. Over an ex-

ness for businesses. Ready Business con-
tains a treasure trove of free, in-depth information; guidance;
and document templates that can help any size business
prepare their firms for the worst. Businesses are advised to:
¢ Be informed. Risk assessment is a sophisticated area of
expertise that can range from self-assessment to an extensive
engineering study. The size and scope of your individual com-
pany will determine your organization’s risk assessment needs.
¢ Know what kinds of emergencies might affect your
company both internally and externally. Find out which natural
disasters are most common in the areas where you operate.

tended period, however, the volume of work

overwhelms the manual process. Business and financial opera-
tions increasingly deteriorate, and the rate of dollar losses grows
— sometimes to the point of fatally damaging the business.”

Preparing your company to handle a disaster encompasses
everything from emergency planning for employees to getting
in touch with the right organizations. For more information,
visit www.HousingZone.com.

A version of this article originally appeared in our sister
publication Housing Giants.
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STRATEGIC MARKETING AND THE ECONOMIC STIMULUS PACKAGE

NARI

Join Professional Remodeler's New Editorial Director, Paul Deffenbaugh
for an evening of cocktails, dinner, networking and a special presentation.

Learn about what the best remodelers in the business are doing and how you can differentiate your
firm by being proficient in new marketing opportunities that draw attention to your services. The best
ways to engage prospects are changing daily, including the use of social media, electronic newsletters
and enriched media. You need to stay ahead of the competition. We will address the following:

$ Economic climate and the customer

$ Targeting past customers

$ Breaking down barriers with marketing

% Marketing to emotions

$ Why eMedia makes sense

Sign up today to learn how to move your business forward and stay
ahead of your competition!

We'll be visiting the following cities:
Dallas: August 4 | Atlanta: August 11 | Columbus: September 17 | Tampa: October 15

PRESENTED BY Remodeler NART

ATLANTA CHAPTER

Attendance qualifies you for 0.1 CEUSs.



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..



NEW PRODUCTS

The need-to-know on the latest products to hit the

remodeling industry.

By Nick Bajzek,
Products Editor

Lutron

RadioRA-SR

Applications: Single-room lighting
control

Attributes: Clear Connect RF
technology

Options: Multiple-scene control
Accessories: Dimmers, tabletop
controls, screwless wallplates
http://pr.hotims.com/23744-251
www.lutron.com

CertainTeed

ProRoc Moisture and Mold Resis-
tant Gypsum Board with M2Tech
Applications: Interior walls and
ceilings

Attributes: Lightweight, can be
installed over steel or wood framing
Options: Numerous fire-rated as-
sembly designs

Environmental traits: Moisture- and
mold-resistant facing
http://pr.hotims.com/23744-252
www.certainteed.com

Milgard

Fiberglass In-Swing Patio Door
Applications: Patios, indoor/out-
door rooms

Attributes: Ultra or WoodClad
fiberglass with either vertical grain,
Douglas fir or mahogany interior
Options: Panel-glazed style or
direct-glaze lighting transoms
Hardware: 3-point locking system
http://pr.hotims.com/23744-253
www.milgard.com

Hafele

Wood Accessory Line
Applications: Cabinet and storage
systems

Attributes: Finished maple
Options: Exterior cabinetry acces-
sories offered in unfinished maple
and cherry

Hardware: Accuride slides for
standard frame cabinets
http://pr.hotims.com/23744-254
www.hafele.com/us

Caroma

Profile Smart HET

Applications: Bathrooms
Attributes: High-efficiency toilet with
dual flush

Performance: 1.28 gallon full
flush/0.8 gallon half flush
Accessories: Built-in cold water
faucet for hand washing
Environmental Traits: WaterSense
labeled
http://pr.hotims.com/23744-255
Www.caromausa.com

Danze

Cirtangular Collection 24-inch
vanities

Applications: Smaller bath and
powder rooms

Configurations: 24-inch pedestal
basin or vanity/mirror

Accessories: Matching 1.6 gallon or
1.28 gallon HET toilets
Environmental Traits: Several made
with FSC-certified wood
http://pr.hotims.com/23744-256
www.danze.com

Architectural Products by
Outwater

Rolled Cork line

Applications: Bulletin boards or
wall facing

Attributes: Made from Cork oak,
naturally fire retardant

Availability: Sold by the foot or in
complete rolls

Sizes: 197 feet long by 4 feet wide
by /s inch thick or 98 feet long by 4
feet wide by /4 inch thick
http://pr.hotims.com/23744-257
www.outwater.com

Gorell Windows & Doors
Eco Master

Applications: All regions
Attributes: Double-insulating glass
system with Low-E coating and high
UV-fade protection

Options: SolarControl Max Coating
available

Environmental Attributes: Energy
Star Qualified
http://pr.hotims.com/23744-258
www.gorell.com

Screen Tight

MINItrack System

Applications: Second floor or higher
porches

Attributes: Two-part extruded
aluminum screening system
Options: Low profile 34 inch by 3%
inch clips that attach to the trim or
wooden frame with 8-, 10- or 12-
foot long powder coated aluminum
channels

Finishes: White or bronze
http://pr.hotims.com/23744-259
www.screentight.com

Ridgid

SeeSnake microDrain inspection
system

Applications: Plumbing
Attributes: 30-foot flexible cable
with 22 mm diameter camera

Size: 19 inches high by 4!/ inches
wide

Accessories: Lightweight, rugged
casing
http://pr.hotims.com/23744-260
www.ridgidupgrade.com

i

Cummins Onan

New Residential Standby Generators
Applications: Wider power distribu-
tion for whole-house operations
Models: 12 liquid-cooled models
from 60 to 100 kW

Attributes: Electronic ignition, au-
tomatic remote starting, automatic
weekly exercise, brushless alterna-
tors, UL-listed circuit breaker
Warranty: 2 year/2,000-hour
limited warranty
http://pr.hotims.com/23744-261
www.cumminsonan.com

Custom-Bilt Metals

CBM Gutter Systems with Teflon
surface protector

Applications: Residential gutters
Profiles: 5 roll-formed profiles in
22 colors

Finish: Dura Coat XT-10 with DuPont
Teflon surface protector

Attributes: Resists dirt and vertical
streaks
http://pr.hotims.com/23744-262
www.custombiltmetals.com

Skil Power Tools

SkilSaw HD5687

Applications: Carpenters and
contractors

Attributes: 15 amp saw with ball
bearing motor, Worm Drive configu-
ration, 51 degree bevel capacity
Additional features: 20 amp AC/DC
switch, anti-snag lower guard, rear
view depth adjustment

MSRP: $89
http://pr.hotims.com/23744-263
www.skiltools.com
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Product Trends

TAX CREDIT
Andersen. A,r

WINDOWS <DOORS

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 qualifications—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 Inside Front & Back Cover.

Boost Energy Efficiency, Curb Appeal with  J7™™==

CedarBoards™ XL Insulated Siding

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

CertainTeed Corporation

See our ad on page 6.

Matching Clad-Wood Windows and
Door frames.

Available in 41 colors. Now you can add a JELD-WEN Custom
Fiberglass entry door to your Custom Clad-Wood window
package with a matching clad frame, completing the whole
house package on every job. That extra attention to detail is
what makes you stand out.

www.jeld-wen.com

JELD-WEN®

See our ad on page 21.

Milgard. The first window manufacturer
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
Commendation our windows have undergone extensive
independent testing. To find out more visit arthritis.org
pro.milgard.com

Milgard Windows & Doors

Parkland Introduces Durolux
High-Performance Wall Panels

DuroLux, the newest addition to the Parkland Performance
Walls & Ceilings line, features an attractive stone-filled, three-
dimensional granite appearance with exceptional performance
characteristics. It is ideal for a wide range of applications
including commercial wall surfaces, table tops, store fixtures,
bath and toilet enclosures, transaction counters, and wainscot.
www.ParklandPlastics.com

Parkland Performance Walls and Ceilings
See our ad on Inside Back Cover.

Paint and Primer All in One.

Behr Process Corporation launches Behr Premium Plus
Ultra® Interior, a new paint and primer in one designed to
cover existing coated or uncoated surfaces without the need
for a separate primer. Representing the latest innovation
from Behr, a trusted name in quality and durability among
professional tradesmen, Behr Premium Plus Ultra Interior
increases jobsite profitability by allowing professionals to
complete the work in fewer coats.
www.Behrpro.com

Behr — See our ad on page 4.

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.
866-241-8365.
www.contractors.com/freeleads
Contractors.com

See our ad on page 14.

Rapid Coat Low Dust. Lafarge Rapid Coat Low
Dust is an all-purpose joint compound, ideal for use in all
phases of gypsum board finishing: taping, finishing, skim
coating, texturing, filling corner beads and trim, and conceal-
ing nail or screw dimples. It is specially formulated to reduce
airborne dust generated during sanding. Rapid Coat Low Dust
also makes an excellent bonding agent for laminating gypsum
wallboards together.
www.lafargenorthamerica.com

Lafarge North America

See our ad on page 35.

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

Marvin Windows and Doors

See our ad on pages 12 & 13.

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
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Manufacturers participating in a Kitchen Cabinet Manufacturers

Association survey report a 35% decline in cabinet sales.

Cabinet sales down,
but R&R on its way up

By Nick Bajzek
Products Editor

Kitchen Cabinet Manu-

facturers Survey found

a 35.2 percent decline
in cabinet sales between May
2008 to May 2009. Meanwhile,
another survey — this one from
business-to-customer service
and market data provider Ser-
viceMagic — showed online re-
quests for smaller projects such
as cabinet re-facing rose in the
first quarter of 2009 compared
to a year ago. Demand for larger
remodels decreased noticeably.

The numbers match trends

the National Kitchen & Bath
Association’s newly minted
President-Elect Mark Karas,
CMKBD, observes. He expects
cabinet sales for remodeling jobs
to increase into 2010, particularly
for smaller projects. “The remod-
eling market is a prime target for
cabinet companies nationwide.
Probably three-fourths of cabinet
sales are in R&R now,” he says.
“So not all the jobs are going
away. They’re getting smaller and
smarter.”

WHAT’S IN NOW?

The KCMA survey reported
stock cabinet sales fell 34.3
percent, while semi-custom

and custom cabinet sales each
declined 34.9 percent. Accord-
ing to the ServiceMagic figures,
those who specified what cabi-
net materials they were using
said maple and oak cabinets are
most popular.

But Harold Martin, vice
president of product design and
development for both Quality
and Saxton Cabinets, disputes
ServiceMagic’s market snapshot.
Although cherry and maple are
still popular, the contempo-
rary style that’s used in many
markets means some consumers
want slightly offbeat kitchens
and bathrooms — orders for
traditional-leaning red oak have
experienced a precipitous drop.

Quality Cabinets, Martin says,
has seen an uptick in sales of

Top 10 Cabinet
Finishes of 1957

To see how far cabinet trends
have come, check out this link
for the Top 10 finishes in the

St. Charles Cabinetry line, circa
1957: http://bit.ly/MetalKitch-
enCabinets

Maple species, including this Tahoe Square Maple door in

Cognac from Timberlake, have consistently been a consumers’

top pick.
Cabinet Trends
Jobs Reported  Preferred Material %
94 Oak 16.4%
104 Maple 18.2%
28 Paint grade 4.9%
49 Cherry 8.6%
11 Pine 1.9%
34 Other 5.9%
213 Didn’t Specify 37.2%
32 Laminate 5.6%
7 Glass 1.2%
572 Total
SOURCE: SERVICEMAGIC SPECIES POPULARITY REPORT
2009, THROUGH JUNE.

quarter-sawn white oak and rift
white oak species as well as in
rustic cherry. “Rift white oak
leans itself a bit more to the con-
temporary side. We do full over-
lay for the most part, but that’s
changing slightly with the transi-
tional market picking up steam,”
Martin says, adding, “Traditional
is going to be around forever.
You're always going to sell more
traditional in the U.S. But there’s
more interest in contemporary
styles. That’s the market we're
developing new products for.”
Connie Edwards, CKD,
CBD, is director of design for
American Woodmark Corp.
Orders for oak — in all types
of cabinetry — have decreased

dramatically for the brand,
which counts Timberlake and
Shenandoah Cabinetry in its
lineup. “No one really has an
answer for why oak fell off.
Maybe it’s a cyclical thing.
Today’s buyers are looking for
something with a tighter grain,”
she says. The company isn’t
offering oak in its newer door
lines. Factory-applied painted
cabinets and off-whites, on the
other hand, are coming back.
“People are buying based on
what'’s in their wallet, not neces-
sarily what they really want,” says
Paul Radoy, manager of design
services for the Masco Builder
Cabinet Group. Radoy reports
the group’s No. 1 seller is maple,
particularly in the medium-to-
light tones. Cherry has fallen to
No. 2, which Radoy attributes to
the higher price points associated
with the wood. “But we did see
a spike in the white or off-white
cabinets. White is trending back
upward a bit at about 1 percent
over last year,” he says. “It’s
trendy and cool to mix styles.
Casual-contemporary, ‘Garage
Sale Chic’ or whatever you want
to call it is probably the fastest
growing trend.”
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NEW PRODUCTS

A water-saving showerhead is no slam dunk.

Poor design and improper specs can leave bathers

bruised, shivering and even scalded.
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Super-low-flow fixtures’ design should place the showerhead as

close to the user as possible.

What you need to know before
going super-low-flow in the shower

By Shawn Martin

Technical Director, Plumbing Manufacturers Institute

ow-flow showerheads are

a highly tempting proposi-

tion for remodelers look-
ing to boost the efficiency and
sustainability of their properties.
Install a showerhead with a flow
rate of 2.0 or 1.5 gallons per
minute, rather than the conven-
tional low-flow 2.5 gpm, and
— presto! — you have cut water
consumption by 20-40 percent at
that outlet.

But making the move to
enhanced low-flow showerheads
is not as cut-and-dried as simply
replacing a 2.5-gpm showerhead
for a more efficient model.
Without careful consideration of
proper design, the installation
of super low-flow fixtures can
lead to performance and safety
issues, including scalding and
thermal shock.

LIFE, HEALTH AND
SAFETY CONSIDERATIONS
The overwhelming majority of

building codes currently require
automatic temperature com-
pensating (ATC) shower valves,
which keep water temperatures
at a safe and comfortable level,
regardless of changes in system
pressures and temperatures.
This generic term encompasses
three types: pressure balance,
thermostatic and a combination
of the two. The predominant
standard is ASSE 1016, which
establishes the testing protocol
that these valves must meet for
certification.

To be fully certified, an ATC
shower valve must not permit
the water temperature to fluctu-
ate up or down by more than 3.6
degrees at the nominal pressure
of 45 pounds per square inch
(psi). For example, if someone
flushes a toilet, thus diverting
cold water from a 105 degree
shower, the water temperature
may spike uncomfortably high,
but only briefly. Within the first

five seconds, the outlet tempera-
ture must settle between a safe
and comfortable 101.4 degrees
and 108.6 degrees.

What does all this have to do
with the new low-flow show-
erheads? The problem is ASSE
1016 was written for showers
with a flow rate of 2.5 gpm,
and it does not require testing
at other flow rates. A shower
valve that works just fine with
a 2.5-gpm showerhead may not
work well with one rated at
1.5 gpm. This, in turn, can lead
to thermal shock — a sudden
significant change in tempera-
ture that may cause the bather
to slip and fall — or even cause
scald burns.

Still, many current shower
valves are able to accommodate
showerhead flow rates lower
than 2.5 gpm. Which makes and
models? No one knows for sure.
If you look at a shower valve,
you won't likely find reassur-

ing language that “this valve
provides temperature compen-
sation protection down to a flow
rate of 1.5 gpm.” Absent such
confirmation, you don’t know
how low the gpm can go for a
given showerhead and still keep
the outlet temperature within
the + 3.6 F threshold.

The simplest route to safety
is to buy the shower valve and
the showerhead in a package
from the same manufacturer.
That way you know the com-
bination complies with ASSE
1016. Some of the main-line
shower valve manufactur-
ers are producing low-flow
showerheads, so your chances
of getting a pair that work
together are improving.

If you decide to mix valve
and showerhead products from
different sources, and the valve
manufacturer’s instructions
do not explicitly say that the
product will work with certain
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low-flow rates, call the factory for a clear-
cut decision. If that manufacturer cannot
accommodate, look for one who can.
When in doubt, change the spec upward
and settle for more modest water savings.
Your chances that a given valve and show-
erhead will work effectively together are
much greater at 2.0 gpm than at 1.5 gpm.

LOW-FLOW IN AN

EXISTING BATHROOM

Going low-flow in an existing bath presents
a far more daunting challenge than with
new construction. Most of the time, install-
ers have no idea what type of valve is in
the wall behind the shower and they have
no way of finding out. If the valve is older,
it won’t likely function properly with a
modern low-flow showerhead.

Some retrofit applications don’t even have
ATC valves because they use two-handle fau-
cets, which cannot protect against changes
in temperature and pressure. Now, you may
think: Why not go low-flow anyway? In ei-
ther case, you can’t protect against dramatic
fluctuations in temperature, but by substitut-
ing a low-flow head you'll at least be using
less water.

Bad idea. Low-flow means less water is
coming out of the shower, so the system
has less thermal mass associated with the
water for a given period. Consequently, the
system’s reaction to a given temperature
and pressure change will be more extreme
— that is, greater and faster. Your likelihood
of getting scalded rises, and the thermal
shock potential is more serious, too.

The only appropriate way to retrofit a
shower with a two-handle faucet is to elimi-
nate the outdated faucet and install a new
valve and showerhead.

DESIGN CONSIDERATIONS

Low-flow showerheads inevitably impact
the size and layout of the showering envi-
ronment, as well as the positioning of the
fixtures and fittings within it. By defini-
tion, a low-flow showerhead delivers less
heat, in the form of hot water, to the body
if the shower water temperature remains
the same. Droplet size and aeration also
impact heat retention within the shower
enclosure. As a result, it is not unusual for

users of low-flow showerheads to complain
of being cold.

A major factor is the distance the water
must travel from the head to the body: the
longer the distance, the bigger the drop in
water temperature. Someone who is four
feet tall will experience a decidedly differ-
ent temperature than someone who is six
feet. To overcome this heat-loss problem:

1. Place the showerhead as close to the
person as possible, or

2. Specify a height-adjustable shower fix-
ture so that the bather can pull the shower
closer.

If the bather cannot get closer to the
showerhead, the only comfort option is to
turn up the hot water temperature, thus
using more energy. That’s not a tradeoff any
green-minded designer, contractor or owner
wants to make.

Careful attention should also be paid to
the design of the showering compartment.
As flow rates drop, air currents within the
compartment and from the surrounding
environment exert a proportionately larger
effect on user comfort. A low-flow shower-
head will provide less warmth in a large or
open shower area than in a small or fully
enclosed compartment.

Low-flow showering technology promises
to have a major impact on water consump-
tion in the U.S. during the next decade
— certainly a welcome development. But
safety and comfort are as equally important
as water conservation when it comes to
installing super-low-flow fixtures. Proper
design and installation will ensure that all
three needs will be met.

Shawn Martin is the Technical Director
JSor the Plumbing Manufacturers Insti-
tute, the international trade association
representing the manufacturers of most
plumbing fixtures and fittings used in
North America. An engineer by training,
Martin is an expert in water efficiency,
clean drinking water and green building
practices. Contact Martin at smartin@
pmihome.org.

This article originally appeared in our
sister publication Building Design + Con-
struction.
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Rapid
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All Purpose Joist Compound ss |

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
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STONE & METAL TiLES BY QOUTWATER

and cost saving alternative to labor-intensive piecemeal fabrication, Outwater’s
100% Genuine Stone Tiles and 304 Grade Stainless Steel Metal Tiles are hand
sorted and individually adhered onto mesh style backings to create seamless inter-
locking tiles that are easy to install using traditional methods, materials and tools.

FREE 1,000+ Pace MastER CATALOG!

LowesT PRICES... WIDEST SELECTION... ALL FRoM STOCK!

ARCHITECTURAL PRroDUCTS BY OUTWATER
é@“ﬁﬁ'l’@r Call 1-888-772-1400 (Catalog Requests)
S 1-800-835-4400 (Sales)
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Independently
certified to exceed
OSHA temporary
guardrail regulations,
Safety Boots anchor
to most surfaces
including concrete
and are fully
reusable.

throughout construction
including drywall
Freestanding
design allows
guardrails to remain
in place throughout
construction, including
drywall installation.

Build a freestanding OSHA compliant guardrail in
minutes using construction grade 2X4s and Safety

1-800-804a-a7a1 « www.safetyboot.com

For FREE info go to http://pr.hotims.com/23744-127

ZIPWALL BZippeErdSystems)

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

128 OO 72896633

or order now at
www.protectiveproducts.com

For FREE info go to http://pr.hotims.com/23744-128
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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.

www.finlandiasauna.com
Nationally recognized since 1964!

For FREE info go to http://pr.hotims.com/23744-126
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Commercial & Residential Casewo

CabParts, Inc.

Your Case Work Made Easy *"

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

The quality you demand.
The service you deserve.

Easily assembled,
frameless cabinet boxes
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.

Dowel
Joinery

Confirmat
Joinery

www.cabparts.com

970-241-7682

For FREE info go to http://pr.hotims.com/23744-129

PROFESSIONAL ESTIMATION SOFTWARE

XactRemodel is built for
remodeling pros and their
customers. Pros get fast,
accurate estimating with
advanced tools that tum
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.

BETTER

ESTIMATING

LESS
TIME

For FREE info go to http://pr.hotims.com/23744-130
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1.800.872.1608

WORTHINGTON

Your Only Source For Fine Architectural Details
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AtchiteCn =B ISt BS
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www.WorthingtonMillwork.com
Jacksonville, FL
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NO WASTE

Are you still cutting up sheets of

plywood/OSB? Lots of material,

lots of time. Assemble what you need.
NO WASTE, incredibly fast!

Quick Qurve Plate
ORDER DIRECT

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

AL,

Tel 866.443.3539 Fax 405.996.5353
www.flexabilityconcepts.com
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For FREE info go to http://pr.hotims.com/23744-201
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Ca banas are flexible-use structures for

poolside or resort settings. Design and price online

using Vixen Hill's proprietary auto-design system.
Order factory direct.

i
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VixenHill.com / 800-423-2766

For FREE info go to http://pr.hotims.com/23744-202
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Metal roofs most popular in the Southeast,

a recent report shows

Metal roofing grabs
10% market share —
and climbing

By Nick Bajzek
Products Editor

ecent surveys show
metal roofing continues
to gain market share
in residential remodeling.
The metal roofing market is
strongest in the Southeast, ac-
counting for some 14 percent of
re-roofing jobs.

Recently released results
from McGraw-Hill Construc-
tion and Analytics as well as
figures from the Metal Roof
Alliance (MRA) show metal
roofs accounted for nearly 10
percent of the replacement roof
market in 2008. The McGraw-
Hill survey predicts demand for
metal roofing will increase to
1.4 million squares (a square is
counted as 100 square feet of
roofing area) for new construc-
tion by the end of 2009 and 13.4
million squares for repair and
remodeling.

Todd Miller, board member
and co-founder of the MRA,
says 7 million homeowners
will look to replace their roof
each year, and many need
energy-saving options. “Five
years ago, you'd speak to your
customers, and 70 percent of
the homeowners out there
thought they’d be moving
within five years. People are

applied to il.

less transient now. That, of choosing metal roofing for its

course, will herald a huge longevity, while 16 percent
boom for us,” says Miller.
Style popularity is regional.
The Southeast, with its high

winds, and the West, with its

THE TREND WATCH

Miller says his clients see the
roof as an extension of the more rustic home designs, are
home’s design. But accord-
ing to the MRA, design isn’t
the only concern; 61 percent

highest in market penetration.
The Southeast uses the most
metal roofing, with about 14

of homeowners reported percent of the market; the

cited strength and protection.

Skylights and metal roofs

Skylights are a potential weak spot for energy efficiency in a metal or
cool roof system. That’s why each roofing application should weigh the
benefits of daylighting via skylights versus the negative impact on a cool
roof’s performance. If the skylights are a go, it’s important to choose the
right type.

“If skylights will be part of a metal cool-roof sytem, choosing the
right heat-reflective glass is vital as well as is choosing skylight framing
material. For daylighting to be effective, you need to maximize visible
light transmission while maximizing solar heat reflection,” says John
Miller of Heat Mirror. Equally important, says Miller, typical Low-E glass
skylights can lose up to 30 percent of their ability to insulate against
heat transfer. At night and in the winter, this means heat in a home is
going out the skylight much more than through the same glass in a
vertical window. From a cool-roof perspective, in the daytime, because
a skylight acts as a solar collector, heat is moving through that glass in
the skylight more quickly than in a vertical window.

When it comes to a cool roof, you need to worry not only about
directly reflecting solar radiation, but you must reduce heat transfer via
convection and conduction as well.

SOUTH TEXAS METAL ROOFING

Although paint or coating can wear out over time, the MRA

notes a properly inmstalled metal roof can long outlast the paint

Northeast about 8 percent; and
the Midwest lags behind.

METAL MISCONCEPTIONS
The biggest problem with metal
roofing’s slow growth in the
market, according to the MRA,
is that people are unaware of its
durability and forget they can be
recycled. Metal roofs once had a
bad reputation for unattractive
colors and a metallic look, but
today’s offerings include colors,
finishes and profiles to match
contemporary homes.

The best way to persuade
people to think about metal
roofing, says Bill Kirn, RRC,
technical director and key ac-
counts manager for the National
Coatings Corporation (NCC), is
to run the numbers. The NCC,
Kirn says, began a “Cool Block
Study” pilot program in 2000 to
investigate metal roofs and roof
coatings as a means of reduc-
ing energy costs and providing
passive cooling to row homes.
Results of energy monitoring as
well as roof and interior tem-
peratures proved that cool-roof
technology significantly reduced
roof and attic temperatures and
could reduce overall energy
costs to residents.
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Fi”, bond, and laminate Custom Seat Cover Protection for Plékups & SUV’s

AZEK* Trimboards! S=ATSAV=R

& \ \ | Great for
‘ N landscape or §
A \ — construction B
&, crews!
Ay ‘
\

» 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

e 4 COVERERAET
1-800-4-COVERS (426-8377) WWW.covel’Cl’aft.60m Quality Softgoods Since 1965

T r I m B O n d e r For FREE info go to http://pr.hotims.com/23744-204
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

Construction Products Group

1-800-933-8266

Every day there is a reason to visit.

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

For the location of
your nearest dealer visit:

www.trimbonder.com

For FREE info go to http://pr.hotims.com/23744-203
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Roomy, agile and quick, this new-to-America small

van could be the right fit for many remodelers.

Transit Connect truck

bigger than

By Tom Berg,
Contributing Editor

Ford Motor Co. calls this
compact van a “game changer,”
and it could be true. After all,
the first American mini-vans
in the early 1960s caused
the demise of “panel trucks”
— conventional-cab pickups
with full steel bodies — that
had been around for more than
30 years and a popular choice
among remodelers and other
contractors. Detroit’s Big Three
automakers, responding to
the popularity of Volkwagen’s
“bus” and Transporter trucks,
brought out small vans on pur-
pose-built chassis with small
power trains. One was Ford’s
Econoline, which evolved into
today’s E-series full-size vans
that are now best sellers.

Painfully high fuel prices in
recent years prompted Ford
executives to bring its Euro-
pean-style Transit Connect to
America. They claim that since
its introduction overseas in
2003, customers in 57 countries
on four continents have bought
more than 600,000 of them. The
recession has more recently
pulled down petroleum and fuel
prices, but they're edging up
again and sooner or later they're

it looks

likely to go back up. Then this
vehicle will make immense
sense.

For now the Transit Connect
merely makes good sense. The
TC, as we'll call it, has a power-
train familiar to any American
who’s owned a front-drive sedan
with a transverse 4-cylinder
engine and an automatic trans-
mission. A TC is roughly 2 feet
shorter and weighs about 1,500
pounds less than an E-150 van.
The TC’s high roof makes it
roomier than it might look; its
cargo area measures 59 inches
high by 48 inches wide by 72

wwn

Tim Horton, a kitchen and bathroom remodeling contractor in

Royal Oak, Mich., says the Transit Connect is “the right size” to

haul supplies for his jobs and that it looks green. He said he'd

likely buy a window version with a folding rear seat.

inches deep, for a volume of
135.3 cubic feet. Its floor sits less
than 2 feet off the pavement for
easy loading and unloading, and
its rear and side doors allow ex-
cellent access. With a fold-down
rear seat it can carry up to five
people and still a goodly amount
of cargo, for a total payload of
1,600 pounds.

The TC is nimble and quick on
city streets and can more than
keep up with freeway traffic,
though I had to put my foot
into it to properly merge from
on-ramps. This was during a
show-and-tell event for news re-

SPECIFICATIONS

Truck: 2010 Ford Transit Connect, compact high-roof van, steel unibody
with subframes, empty weight 3,405 Ibs., GVYWR 5,005 Ibs., wheelbase
114.6 in., overall length 180.7 in.

Engine: Duratec 2-liter (121-cu-in.), double-overhead-cam inline 4-cyl-
inder gasoline, aluminum block, head and pistons, 136 hp @ 6,300 rpm,
128 Ibs-ft. @ 4,750 rpm

Transmission: 4-speed automatic with 1:1 3rd and 0.73:1 4th-overdrive
Suspensions: McPherson independent front, leaf-spring rear

Steering: Power rack-and-pinion, 39-foot turning circle

Brakes: Power disc front, drum rear, w/ABS

Tires and wheels: P205/65R15 on steel discs

Fuel capacity: 15.4 gallons

porters at the Royal Oak (Mich.)
Farmers Market near Detroit,
one of a series of events Ford
was hosting across the country.

My assigned TC was set up
for a tradesman, with shelves
and cabinets along the walls of
its roomy rear compartment.
Ford has partnered with three
upfitters so buyers can specify a
wide array of shelving, drawers
and boxes. Or buy it bare and ar-
range your stuff to suit yourself.

The TC’s powertrain — a
2-liter Duratec inline-4 and 4-
speed automatic transmission
— delivers 22 to 25 miles per
gallon of gasoline, Ford says.
That’s maybe 5 to 10 mpg better
than the hefty V-8s that propel
most full-size vans.

TC product developers spoke
to hundreds of businesspeople
across the country and learned
they’d probably buy one to
complement larger trucks in
their fleets because it'd be just
right to haul smaller loads,
especially the make-up kind that
are needed because somebody
forgot to take something out to
a job. With the Transit Connect’s
starting price of $21,475, you
have reason to check it out.
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Where other than a busy restaurant, would you need

Wainscoting

that is waterproof, virtually indestructible and extremely attractive.

It’s unusual that something that works so
well looks so good.

POLYMAX Wainscot® planks with matching chair rail and
base molding can transpose a kitchen or dining room...
bath or laundry room... into a luxurious, family friendly
living area that is totally waterproof and easy to maintain.
Manufactured from PVC, it's especially suited

for high moisture areas where the use of wood is
problematic.

Non-absorbent, it will not
harbor bacteria, is mold and
mildew resistant, and will not

swell or rot. But all of this CONTRACTOR

would be for naught if it did not D[REC’T

look good, too. The plank is T
reversible, featuring a classic
beaded groove on one side
and a traditional groove on the other. The clean, white
surface looks great when left exposed. Or it can be easily
painted in one coat to match any decor. It's also available
in a deeply embossed wood texture.

Few products allow you, so quickly and affordably, to make
such a positive impact on a home, restaurant or other
business environment. And now the job is made even
easier with your ability to purchase the entire system on
line or by phone.... “Contractor Direct”.
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It’s not just a window.

It’'s a custom-size, maple interior, 0.30 U-Factor
commitment to replacement and remodeling contractors.

Custom-size casements, double-hungs, patio

doors and specialty windows. The EcoExcel™

energy performance package to make it easier

on your customers’ pocketbooks. Tools no one

else offers that save time and effort at the jobsite

and at the office. Andersen is committed to

the needs of replacement and remodeling

contractors like never before.

To learn more about our

commitment to you, see

your Andersen” dealer.

Or visit www.andersenwindows.com/custom

WINDOWS*DOORS Avv
“Andersen” and all other marks where denoted are trademarks n ersen
of Andersen Corporation. © 2009 Andersen Corporation. All rights reserved. ®
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