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Your customers 
are asking about 
the tax credit.

Finally, there’s an
easy answer.
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The Tax Credit 
Guarantee

only from Andersen*

Simply tell your 

customers about the new 

EcoExcel™ package. Only Andersen 

gives you 100% assurance
that their EcoExcel™ windows and 

doors will qualify for a tax credit
up to $1500.* We guarantee 

it, so you can rely on it. 

Find out more at
www.andersenwindows.com/TaxCredit

or call 866-940-4640

*See Andersen’s Manufacturer’s Certification Statement at www.andersenwindows.com for a list of products in Andersen’s EcoExcel™ package and other 
products that meet the eligibility requirements for the tax credit under Section 25C of the Internal Revenue Code as amended by the American Recovery and 
Reinvestment Act of 2009. Andersen bears no responsibility in validating or obtaining the tax credit. Please consult with a professional tax advisor or the IRS. 
Andersen guarantees only that products will meet the tax credit performance criteria. Andersen expressly disclaims any responsibility for other criteria 
determining whether a particular purchase or application qualifies for the tax credit. Further, Andersen does not intend to and is not providing legal or tax 
advice and recommends that purchasers consult their own tax advisor to determine whether the products they purchase for a particular application qualify for 
the tax credit. “Andersen” and all other marks where denoted are trademarks of Andersen Corporation.  © 2009 Andersen Corporation. All rights reserved.

For more info, go to HousingZone.com/PRinfo and enter # 23746-1
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Designed for Comfort and Engineered for Strength
Available in Chestnut, Cedar, New England Grey and Teak, Kodiak composite decking 
features a natural, wood-grain fi nish with consistent color throughout, allowing you 
to cut, router and install it like wood. Our hidden fastener system enables quick 
installation, ensuring uniform spacing of the deck boards while eliminating unsightly 
screw heads. A Kodiak composite deck offers a warm, barefoot-friendly surface, free 
of dangerous nail pops or splinters. 

Deceuninck has engineered Kodiak composite decking with performance in mind. 
One of the most eco-friendly composite decking materials on the market, our decking 
features 100% recycled pine wood fi ber encapsulated in High Density Polyethylene. 
Rated excellent by Consumer Reports for its ability to retain its original color through 
weathering and cleaning, Kodiak composite decking also resists water, mold and insect 
damage and is backed by a 30-year warranty for your peace of mind. 

The colors, comfort and durability homeowners want. The design fl exibility and 
performance your projects demand. The solutions you need to build a better business—
supported by a company with 70 years of industry experience and a commitment to 
better living.

For more information, visit www.deceuninck-americas.com,
call 1-877-563-4251 or e-mail support@deceuninck-info.com.

Kodiak® Composite Decking
from Deceuninck®

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

Innovating solutions for 
the environments of your life.™

For more info, go to HousingZone.com/PRinfo and enter # 23746-2

prx0910_fullads.indd   4prx0910_fullads.indd   4 10/5/2009   10:02:39 AM10/5/2009   10:02:39 AM



We are in a transition period be-
tween two historical eras. We’re 
in the waning days of the Indus-

trial Revolution and the start of a new age. 
We don’t have the perspective to know what 
to name this new age, but many have taken 
to calling it the Information Age.

You’re likely wondering what that has to 
do with remodeling. Excellent question.

During times of change there is consider-
able upheaval. And in the midst of great 
change — epochal change — the upheaval 
is gargantuan. Even 
within this change, 
we have micro-
cosmic upheaval 
occurring such as 
the transition of the 
dominance of the 
Baby Boomers to 
the Echo Boomers. (Sorry, Gen Xers.) And 
there’s the rise of two new economic super-
powers in China and India. 

The only thing we can be certain about in 
housing is that the industry we have known 
since World War II is no longer the real-
ity. How can businesses survive all of that 
upheaval? The companies that 
survive will all share these 
characteristics.

Low Overhead/No Debt: 
Few remodeling businesses take on much 
debt because they grow the business on 
retained earnings. But too many have been 
adding to the overhead during the good 
times. Now that job sizes are shrinking that 
nut is harder to cover. Cut your overhead; 
get out of debt. You need the freedom to re-
act to the opportunities, and your overhead 
and debt will squander opportunity before it 
even arises.

Learning Culture: If your company has 
been operating a niche and doing things 

the same way for years, then you probably 
do not have a culture of learning. Learning 
companies take what they’re learning and 
implement it throughout the company. They 
improve processes and are willing to take on 
new ideas. Just that willingness can help you 
be more flexible, adapt to new opportunities 
quicker and not hold on to the way you used 
to work that is currently dragging you down.  

Not Leader-Centric: This is probably the 
hardest of all the characteristics for remod-
elers to overcome. Owners of most remodel-

ing companies are the franchise. If he or she 
leaves the company, the value plummets. In 
tough times, having a leader who doesn’t del-
egate prevents a company from reacting to 
market conditions, meet customer demands 
and improve quality. What good employee 
wants to work for someone who holds all 

the information in a vault and 
doesn’t allow motivated, smart 
people to make decisions? 
Clear responsibility and ac-

countability that come with a clear vision is 
essential for survival.

Flexibility: All those characteristics 
allow remodelers to meet the most impor-
tant one of flexibility. During the early ’90s 
housing downturn, a remodeler in Oregon 
ran out of leads and had no jobs. To keep his 
company going and his crews employed, he 
took work clearing land for a local farmer. It 
wasn’t remodeling, but he used the resourc-
es he had and applied them in a new way. 
His company survived. Will yours?

Editorial

An era of upheaval

By Paul Deffenbaugh, Editorial Director
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The remodeler used the resources 
he had and applied them in a new 
way. His company survived.

Contact me at  

paul.deffenbaugh@reedbusiness.com  
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OCtOBER 2009  www.HousingZone.com/PR Professional Remodeler �

prx0910edit   5 10/8/2009   12:28:36 AM



© 2009 Ferguson

FAUCETS.

FIXTURES.

APPLIANCES.

LIGHTING.

P A S S I O N A T E

PEOPLE!
At Ferguson, it’s true that our inventory is huge. Our distribution 

expertise is unrivaled. And our one-stop shopping for building products 

is the height of convenience. But there is one thing we supply 

that building professionals have come to rely on again and again 

for over 50 years – our people. Our associates make certain 

you can depend on Ferguson – where friendly service, expertise, 

and a willingness to go the extra mile are never in short supply.

Nobody expects more from us than we do SM

ferguson.com/remodeler

FELICITY
KITCHEN FAUCET

MANNERLY
BATHROOM FAUCET

WATERHILL
KITCHEN FAUCET

VIVID
BATHROOM 

FAUCET

BAMBOO
BATHROOM 

FAUCET
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With only six months to go until the 
new lead paint regulations take 
effect, remodelers are still faced 

with a lot of uncertainty. What we do know 
is that starting April 22, remodelers will have 
to start using lead-safe work practices as 
defined by the Lead Renovation, Repair and 
Painting Program Rule; be certified to use 
those practices; and keep detailed records to 
verify they followed the rules. (The full rule 
is available at http://epa.gov/lead/pubs/reno-
vation.htm.) 

1. Are the rules still changing?
Probably. In late August, the EPA an-

nounced plans to propose two new rules 
as part of a settlement with several groups, 
including the Sierra Club. 

The first would eliminate the “opt-out” 
provision. Under the original rule, homeown-
ers could sign a waiver stating they had no 
children nor pregnant women in the home. 
With that waiver, the remodeler is not re-
quired to use the EPA-defined lead-safe work 
practices. The EPA is expected to officially 
propose the rule by the end of this month, 
with it set to take effect by April 22.

The second change would be the imple-
mentation of third-party post-project clear-
ance testing instead of the original “wipe 
test” in which remodelers were responsible 
for their own post-project evaluation. NAHB 
estimates that this would cost $500 to $700 
per project. EPA plans to propose this rule 
by April 22 and make it final in July 2011.

Once the rules are proposed, they will be 
posted at www.epa.gov and open for public 

comments, which will shape the final rule.
2. What projects will this apply to?
Any project in a pre-1978 home that 

disturbs more than 6 square feet of interior 
painted surface or 20 square feet of exterior 
surface. While the opt-
out provision seems 
to be going by the 
wayside, remodelers 
can still avoid follow-
ing the procedures if 
the home is tested and 
declared to be free of lead paint by a certi-
fied inspector. 

3. What training and certification do 
remodelers need?

Firms must have at least one person 
on staff who is trained in lead-safe work 
practices. This requires an eight-hour course 
provided by an EPA-certified trainer. As of 
this writing, there are only 62 firms certified 
to train remodelers. (A full list is available at 
www.epa.gov/lead/pubs/trainingproviders.
htm.) Training costs average $200 a person. 
Remodeling companies also have to be certi-
fied by the EPA. Firms can start applying this 
month for the $300 certification. The training 
and certification have to be renewed every 
five years.

4. How will the rules be enforced?
Right now, it comes down to paperwork. 

Remodelers have to keep records for three 
years that show they followed all of the vari-
ous procedures. At any time, those records 
can be audited by the EPA. States can create 
their own enforcement arms as well, so your 
local situation may vary.

5. What will stop some remodelers 
from ignoring the new rules?

The same thing that stops them from work-
ing without a license or insurance. In other 

words, if that doesn’t 
worry them, this prob-
ably won’t either.

“Those who have too 
much to lose, the larger 
professional firms, 
are going to do this,” 

says Robert Hanbury, president of House 
of Hanbury Builders in Newington, Conn. 
Hanbury has spent years working on the lead 
paint issue with NAHB and was part of the 
group that negotiated with the EPA on the 
initial rule.

6. How much will this add to the aver-
age project price?

Certainly more than the $35 the EPA 
originally estimated when they published 
the rule. Remodelers and trade associates 
have given estimates ranging from hundreds 
to thousands of dollars. It will have a bigger 
impact on smaller projects, Hanbury says, on 
a percentage basis. 
— Jonathan Sweet, Senior editor

The	basics	about	the	new	lead	paint	rules

Important dates for new lead paint regulations

Now: Since December 2008, remodelers should have been providing the new EPA lead paint bro-
chure, “Renovate Right: Important Lead Hazard Information for Families, Child Care Providers, and 
Schools,” to all clients living in pre-1978 homes.
Oct. 22: Firms can start applying to the EPA to become certified to renovate pre-1978 homes.
April 22: Starting on this date, remodelers working on homes, home daycare centers or any other 
“child-occupied facility” built before 1978 must be certified, follow specific work practices to pre-
vent lead contamination and keep detailed records.

Advice from a Lead Paint Trainer   
Listen to a podcast with Paul Toub  

of Kachina Contractor Solutions, a firm  
that will be offering lead certification training 

for remodelers, at www.HousingZone.com/PR.

prx0910_LE_leadpaint   7 10/7/2009   10:50:15 PM
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Cost Control

According to Professional Remodeler’s 
2009 Business Results Survey, labor 
is a remodeler’s biggest expense, 

accounting for 44 percent of expenditures. 
To tighten up labor costs while the economy 
remains in a slump, remodelers are utilizing 
a variety of approaches including layoffs, 
reduced work schedules and cuts in wages 
and benefits. Some are bringing work in-
house that used to be subcontracted. The 
following are the stories of three remodelers 
who made some tough decisions to keep 
their businesses going.

In January 2008, Anthony Home Improve-
ments/Housecrafters in Elkins Park, Pa., 
had a backlog of big-ticket jobs such as 
kitchens, baths and sunroom additions, “but 
our pipeline wasn’t filling up,” says Presi-
dent Stephen Klein. It was clear that several 
employees had to be let go, though Klein em-
phasizes that it was done with compassion.

“We didn’t just say seven people had to go 
and that’s it. We analyzed the impact of the 
layoffs on different departments and how it 
would affect people psychologically,” he says.

The remaining employees were asked to 
take pay cuts. “I took a large cut, around 35 
percent, and asked [employees] to take a 3 
or 5 percent cut,” Klein says. “The good part 
was that we got a lot of buy-in. They realized 
we’re in it for the long haul and wanted to 
stick with us.” 

Some employees went from full-time to 
part-time schedules; others from five-day to 
four-day work weeks. The company is also 
subbing out less electrical work and plumb-
ing, Klein says.

Remodel Works Bath & Kitchen in Poway, 
Calif., didn’t let anyone go, but there were 
pay cuts. “I cut what I was paying my trades 
by 15 percent, and nobody complained,” 
says Joe Christenson, president of the firm. 
“They’re very happy they still have work. We 
also cut employee salaries by 10 percent, 
across the board.” 

Christenson asked his staff if they would 
rather keep their health care benefits or their 
Simple IRA plan. They voted to eliminate the 

latter. “My people are doing the best they 
can under the circumstances, so we gave 
bonuses this quarter. It wasn’t a lot, but at 
least we acknowledged their hard work.” 

Before the market crashed, a typical proj-
ect for Weidmann & Associates in Roswell, 
Ga., was in the $50,000 to $500,000 range. 
Now Dan Weidmann and his brother, Bill, 
are taking on smaller jobs, reaching out 
to past clients and paring overhead costs. 
They’ve also readjusted the division of labor. 

“I’ve got five project managers and two 
carpenters on staff,” says Dan. “For a period 
of time we moved one of the project manag-
ers into a carpenter position, and asked all 
project managers to spend more time with 
tool belts on, doing work that would otherwise 
have been subcontracted.” Much of the design 
work on smaller projects is being delegated to 
Weidmann’s on-staff interior designer.

When Weidmann’s office manager left, the 
company hired someone on an as-needed ba-
sis who is paid only for the hours she works. 
Weidmann also reduced benefits and pay for 
regular employees, with the brothers tak-
ing the lion’s share of the cuts. Healthcare 
deductibles and co-payments increased and 
certain bonus programs were put on hold. 
But Dan emphasizes that there have been no 
staff reductions: “I don’t know of any other 
remodeler of any size that has not cut staff.”
— SuSan Bady, Senior editor, deSign

Hard choices to cut labor costs

THE LEADING EDGE

M
ed

io
iM

ag
es

For more info, go to HousingZone.com/PRinfo and enter # 23746-5
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A division of

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

Let BuyerZone lend a hand with your 
HOME SECURITY SYSTEM.

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

Join the millions who’ve already saved time and money on many of their Home Security 
System purchases by taking advantage of BuyerZone’s FREE, no obligation services like:
• Quotes from multiple suppliers
• Pricing articles
• Buyer’s guides
• Supplier ratings
• Supplier comparisons

REQUEST FREE QUOTES NOW!
Call (866) 623-5529 or visit 
BuyerZoneHomeSecurity.com Where Smart Businesses Buy and Sell
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Tom SwarTz: Todd, I’d like 
to start with you and actually 
define your interpretation of 
closing ratios, and not neces-
sarily get into the specifics 
— we’ll probably do that in 
a little bit. But define closing 
ratios and what they can do 
for you as a company.  

Todd NewmaN: We close 
about probably 75 to 80 percent 
on our projects but we get the 
inquiries, and we try and weed 
out the projects that don’t nec-
essarily line up with what our 
company does. 

SwarTz: I just want to be 
specific on this because when 
we talk about closing ratios, 
it obviously has to be based 

on an event that happens. We 
do a closing ratio on the lead 
that comes in, but then we do 
another closing ratio on the 
job that we actually estimate. 
Based on those two different 
areas, your 75-80 percent is 
based on what?

NewmaN: On the projects we 
actually estimate. 

SwarTz: James, define clos-
ing ratios for your company. 

JameS wieSe: We do it very 
similarly. If we are to talk about 
the closing ratios of the calls 
that come in, we only close 
about 10 percent of those. For 
every 10 people that call us, 
we probably close only one 
of those calls. For the actual 

estimates and the leads that we 
go on with the customer, when 
we are looking to have a project 
done, our closing ratio is 24 
percent. We are much lower 
than Todd. 

SwarTz: OK, one in four. 
That’s good. Why do you track 
closing ratios?

wieSe: We think it’s im-
portant to see where we are 
marketing and where we are 
advertising, and if it is worth it 
or not. Also, we are closing at 
a high percentage. Our price is 
probably too low if we are get-
ting 50 percent or more of the 
jobs we are bidding on and we 
feel we’re not doing something 
correctly; we are probably 
bidding the job too low, and if 
we are not getting enough of 
the work, then 
the bidding is 
too high. So we 
need to track how 
many jobs we are 
closing so that we can adjust 
our price to stay competitive in 
the market. 

SwarTz: Todd, why do you 
track the leads that you have?

NewmaN: We track a lot 
from the standpoint of knowing 
where we need to spend our 
time. If we are getting in the 
south end or the north end, we 
track the zip codes of where we 
are at, where we get the leads 

from. We find out who has actu-
ally recommended us or what 
association recommended us. 
And we also track by the type 
of project — whether it’s a room 
addition or kitchen remodels 
or bathroom remodels — and 
when we do that we also know 
which ones we make a higher 
percentage on. We know if 
one comes in, we aggressively 
follow that closely, as you are 
always going to go after some-
thing that gets a higher margin 
than something that is ques-
tionable. 

SwarTz: James, let’s talk 
about what are closing ratios; 
in other words, using specific 
number, can you talk about 
what is a good closing ratio? 
And are they different for dif-
ferent products?

wieSe: Not just different 
products, but different leads. 
If it’s a referral, we expect to 
close that at a much higher 
percentage. We try to be over 
50 percent on our referred 
leads. But if it’s someone just 
calling us from a direct mailer, 

then that lead 
is obviously not 
as valuable as a 
referral — then it 
drops usually to 

below 20 percent. Yellow Page 
ads are above 20 percent. Every 
lead that we get is a little prede-
termined what the ratio is if we 
are going to sell it or not sell it. 

SwarTz: James, can you 
have a bad closing ratio? Is 
there such a thing as a bad 
closing ratio?

wieSe: I believe there is. If 
your closing ratio is under 15 
percent, that’s a bad closing 

How many of your leads should turn into jobs? Can your close 
ratio be too high? Professional Remodeler’s Tom Swartz 
talked to remodelers Todd Newman and James Wiese about 

identifying and achieving the right close ratio. Highlights of that 
conversation appear here. To listen to the full discussion, visit www.
HousingZone.com/remex.

THE LEADING EDGERemodelers’ Exchange

Get the right close ratio

By Tom Swartz

Contributing Editor

ocTobEr 2009  www.Housingzone.com/Pr Professional Remodeler 11

This month featuring:
Todd Newman 
President, Newman Co., Riley, Ind.
Newman Co. is a full-service remodeling firm with 10  
employees and annual revenue of $1 million to  
$1.5 million. Todd Newman started the company 20 years 
ago and handles most of the sales for the company himself.
James Wiese 
President, Great Lakes Roofing and Great Lakes Custom 
Building, Rochester Hills, Mich.
Great Lakes’ primary business is in residential siding, roofing, 
windows and gutters. The company also does some new 
construction and commercial work. The 19-year-old company 
in the Detroit suburbs has 19 employees, including four 
salespeople, with revenues this year expected to be  
$7.5 million to $8 million. 

To listen to a podcast of the 
full conversation, visit 

www.HousingZone.com/remex
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At Ply Gem Windows, we view things from your perspective.  We see our windows as more than just 

products; we see them as opportunities to build your success.  And that’s exactly why we’ve taken our 

entire portfolio of brands, brands that you know and trust like MW Windows, CertainTeed, Patriot Windows, 

Alenco Windows, and Great Lakes Window, and given them a new name – Ply Gem Windows.  With this 

one name comes a lot of distinct advantages, like one-stop access to a variety of window materials and 

styles for all of your remodeling project and replacement needs.  Plus, with our national manufacturing and 

distribution network, industry leading warranties, and exceptional customer service and support, you’ll 

get the right window for every project and every budget. 

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

www.plygemwindows.com
/energy
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ratio, and if it’s above 50 percent, unless 
it’s a referred lead, then I also think that’s a 
bad closing ratio. 

Swartz: Why do you think above 50 
percent is a bad closing ratio?

wieSe: Because you’re not selling your 
services, you’re just giving away the work. 
Most consumers today are going to shop. 
They’re not just going to get one lead or two 
leads, whether they’re referred or not. If we 
are closing over 50 percent of the jobs, then 
we are not charging enough. 

Swartz: Todd, you have different num-
bers. Can you have a bad ratio?

NewmaN: Well, if we’re falling below 50 
percent, then I would say that we’ve got an 
issue. Ours is all relationship. A lot of ours 
is design/build, so ours is a larger project 
— it may be a $180,000 to $200,000 project. 
Well, not everyone is going to be able to bid 
on a project like that. 

Swartz: That brings me to the next 
question: what’s the difference between 
specialty and full-service? In this par-
ticular case, you actually have totally 
different guidelines on it. So Todd, 
what’s the difference between specialty 
and full-line? 

NewmaN: Most of ours comes down to 
reputation. We’ve got a very good reputation 
for the quality of work that we put in, the 
type of products that we’re using and the 
special details we try to put into every proj-
ect that’s custom to the homeowner. So like 
I said, it comes down to the design. I mean, 
everyone is going to look at a project and 
design it differently. If someone wants to do 
a room addition or a whole-house remodel, 
every person is going to have a different idea. 

wieSe: Well, when you’re talking about 
remodeling and doing a design/build 
project, like Todd is, you’re going to spend 
a lot more time with the customer; you’re 
not going to go in and close a job within 
three to four hours like we’re used to. 
For roofing, siding, windows, the average 
salesperson will spend three to four hours 
with a homeowner, and they have to make 
a decision in a very short period of time. If 
you are doing a design/build project, where 
you are designing the addition, picking out 

selections and pricing it out for them, you 
are going to have a much better relation-
ship with that homeowner. 

Swartz: James, how are we going to 
improve our ratios? 

wieSe: The best thing we can do to im-
prove our closing ratio is to better inform 
the consumer. We want to 
give them as much informa-
tion about our company and 
the product and services that 
we are going to give them, to 
have them make a better informed decision 
on what contractor they’re going to go with. 
That’s the only thing we can do, and try to 
teach them that price is not everything.

Swartz: Todd, if you were to be asked 
to give advice to remodelers on why to 
track leads, how to track ratios and how 
to get the best benefits, what advice would 
you have?

NewmaN: I would say tracking leads 
gives you a great way of knowing who your 
customer is, knowing how many you’re 
closing — whether you need to adjust 
those numbers. And, like I said, our biggest 
thing is that you know exactly where your 
customer is and where you need to spend 

most of your time.
Swartz: James, what 

advice would you give to 
the contractors on why to 
track it or how to track it 

to help their companies?
wieSe: Ah, that’s a tough question. 

Knowing the people who you are dealing 
with, what they are looking for and how 
they heard about you will definitely help 
you in the long term with your business, 
especially for marketing and knowing what 
areas to market towards your company. It’s 
basically that. •

THE LEADING EDGERemodelers’ Exchange
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www.schluter.com or call 1-800-472-4588

• Waterproof/vaportight assembly that prevents
mold growth

• Bonded waterproofing eliminates need for pan
liners and cement backerboard

• Simple and easy to install; ready to tile in hours
• Prefabricated sloped tray eliminates the need

for a mortar bed

Schluter®-Shower System
A complete, integrated assembly for tiled showers

For your free copy of the Schluter®-Shower System Installation
Handbook, visit:

1. KERDI
waterproofing membrane 
and vapor retarder

2. KERDI-DRAIN 

3. KERDI-BAND
waterproofing strip   

4. Prefabricated curb 

5. Prefabricated tray
(available in different sizes)
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To listen to a podcast of the 
full conversation, visit 

www.HousingZone.com/remex
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THE LEADING EDGE

The first thought most business 
owners have when they hear the 
term “acquisition” is money. They 

think it takes a large financial investment 
to get the job done. While this can be the 
case when purchasing a well-run, profit-
able business, some companies are not 
that viable.

There are many types of acquisition 
strategies, but here’s one 
often ignored: acquir-
ing abandoned phone 
numbers. Using the 
same phone number 
that an out-of-business 
contractor in your niche 
previously used can be a 
quick and easy way to get extra calls.

I use the term “acquisition” generally to 
discuss a way to leverage a closed business 
to grow your market share and to generate 
new qualified leads and business. 

Usually, the core goal of an acquisition 
is to increase customer calls. Because of 
this goal, one of the most valuable assets a 
company has is its published phone num-
ber — the number customers and business 
associates call on a regular basis. 

Many companies with great reputations 
have closed. Even during a normal year, 
thousands of remodeling companies go 
out of business. Many of them don’t at-
tempt to sell anything — including their 
phone number —  by rationalizing that if 
the business failed, no one would want to 
buy anything related to it. 

Even when businesses close and sell  
everything, most simply abandon their 
most valuable asset: the repeat business 
that comes from their phone number. 
These are low-risk, low-cost and high-re-
turn situations.

Considerations
Some business owners are afraid to pick 
up abandoned numbers, especially if the 
previous company filed bankruptcy. They 
fear that bill collectors or upset customers 
who call will give them a bad name. If the 
company closed, you will get some of these 
calls. But generally speaking, unless you 
purchased the company stock, the liability 

of past bills and warranty calls is not your 
responsibility. When clients of the previous 
company do call, you have the option of of-
fering them your services at a reduced cost 
if work was not completed. This gives them 
an alternative they didn’t have otherwise. 
(It’s a judgment call as to whether they are 
a client you are willing to and 
can work with successfully. 
Consult your attorney before 
implementing this strategy.) 

If a business phone number 
is disconnected, many phone companies 
will hold the disconnected number for up 
to a year, in case the business is re-estab-
lished. In this instance, the only way you 
will get the number is to have the previous 
owner transfer it to you. Why would they 
do this? The relationship or money. How 
much is a number worth? It depends on 
how many customers you expect to gain, 
the closed company’s size and how long 
the number has been disconnected. The 
longer a number is stagnant, the less likely 
customers will call it. We know someone 

who paid $500 for two phone numbers 
from a company that had been in business 
for more than 80 years. The first job landed 
from that acquisition was for $10,000 
— easily justifying the purchase.

How to get started 
Start by calling numbers from current 
phone directories. You’ll be surprised by 

how many companies go out of business 
while the phone directory is still active. 
Also, research phone directories from 
three to five years prior. Consumers not 
only keep phone books but also invoices, 
stickers and other materials from the 
closed company, increasing the likelihood 

those numbers will continue to 
be called. 

If you stop and think about 
it, you may know someone who 
has closed his or her business. 

You could create a win-win-win situation for 
them, you and consumers by acquiring the 
outdated phone number. This is an oppor-
tunity that could strengthen your business 
and, in a way, keep the legacy and hard 
work of the previous owner alive. •

Doug Dwyer is president and chief 

stewarding officer of DreamMaker Bath & 

Kitchen, one of the nation’s largest remodel-

ing franchises. He can be reached at doug.

dwyer@dreammakerbk.com.

Leadership

Use abandoned phone numbers to boost business

By Doug Dwyer

Contributing Editor

For more of Doug Dwyer’s 
columns visit, 

www.HousingZone.com/PR

Using the same phone number that an out-of-business  
contractor in your niche previously used can be a quick and  
easy way to get extra calls.
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THE LEADING EDGE Leadership By Paul Winans

Columnist

As a business owner you make deci-
sions every day about the right thing 
to do. The fact is that every person 

in the company does the same thing. 
What is being used as a point of reference 

for these decisions? And is there a common 
point of reference? 

It’s the company’s mission and core 

values. Without them,  your company is 
actually a collection of companies all sort of 
doing the same thing but not providing the 
same experience.

Any company, to truly be all it can be, 
needs to stop and get clear about The Point. 
What are we about (mission)? What do we 
use to decide what the right thing to do is in 
a given situation (mission and values)?

As the leader you are The One, the person 
who must provide your employees with di-
rection. Let’s look at how this might be done.

Your company exists because of your 
drive, your vision and your desire to bring 
life to an enterprise that is unique. Given that 
presumption, the logical conclusion is that 
your idea of mission and values is definitely 
the most important in the process of discov-
ering the company’s mission and values.

I’m distinguishing between the mission 
and values of you as a person and those of 
your company because the respective sets 
of mission and values, while both starting 
with the same individual, will necessarily 
be different. A company is not a person, 

and vice versa. Often the owner of a small 
business does not make this distinction and 
consequently runs the business without the 
objectivity needed for intelligent decision 
making. A cunning client can take advan-
tage of that in a heartbeat!

What is the role of your employees in for-
mulating the company’s mission and values? 

If the company was conceived and started 
by you, is employee input even needed?

The input of your employees is very im-
portant. Notice I said input. Their input is 
very important, and a savvy owner will ask 
for it. The request needs to stress the desire 
for input and that you will have the final 
word on what the company is 
about.

You might worry that your 
employees will feel left out 
or believe they do not having 
an appropriate amount of influence for a 
company where they spend so much of their 
lives. But if you handle the process well, 
asking for their input will not produce that 
resentment.

To get employee input, many leaders use 
a team-building event, usually over a day or 
so, that contemplates questions like these:  
    • What are we really good at?

• What are we not so good at?
• How can we get better at those things?
• How is our company unique?
• What is The Point of the company? 

• What would it look like if we were as 
successful as we really want to be?

• When faced with a tough decision what 
are our points of reference?

And so on. The idea is to discuss, share 
perspectives and gather information. As 
an important result, you get the input and 
employees feel connected to one another 

and the company. 
I believe that such an 

event is more successful 
if you are not running it. 
The owner is a powerful 
person in the company’s 
world and can unwitting-
ly stifle needed conversa-

tion. Better results are achieved by using a 
facilitator to plan and run the meeting. 

In this process, you promise your em-
ployees several things. After you use their 
input to help shape the mission and values, 
you will report back to the employees by a 
certain date. Their input will then be used to 

refine the draft. Once done, the 
mission and values are from 
that point forward brought to 
life as part of every company 
meeting.

I cannot stress how good everyone feels 
when the process is handled as I described 
it. Never done it? Give it a try and get the 
input you need so you can provide your 
employees the direction they want. •

Paul Winans, CR, works with Remodel-

ers Advantage, the premier peer group and 

consulting company serving the industry. 

He is a founder of Winans Construction, 

which he and his wife, Nina, sold in 2007. 

He can be reached at 

paul@remodelersadvantage.com.

Your employees have a say in your mission
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For more of Paul Winans’ 
columns, visit 

www.HousingZone.com/PR

The input of your employees is very important. Notice I said 
input. The request for input needs to stress the desire for input 
and that you will have the final word.
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I
t’s no secret that 2008 was a tough year for remodelers, 
and the 2009 Professional Remodeler Market Leaders re-
port shows that even the biggest companies felt the pain.

The Market Leaders list, which identifies the largest 
remodelers in 20 top remodeling markets, was compiled 

through a combination of research by Professional Remodeler 
staff and information provided by the listed companies.

For our third annual list of Market Leaders, we expanded 
the survey to ask for more details about the companies’ 
operations and business so we could compare these leading 
companies to the industry to the data we gather from our 
annual Business Results study. (For more on this year’s Busi-
ness Results study, which we published in April, visit www.
HousingZone.com/bizresults.)

2008 was bad; 2009 looks no better
More than 60 percent of our Market Leaders saw a decline in 
business in 2008 and nearly that many are expecting 2009 
to end up being even worse. The median installed volume of 
this year’s Market Leaders dropped by nearly 15 percent from 
$6.7 million to $5.7 million.

Those numbers are even worse than those from our Busi-
ness Results study, which found 50 percent of remodelers 
with a drop in business in 2008 and only 43 percent expect-
ing a decline this year — although it’s worth noting that num-

FeATuRe

	Market	Leaders	
	 2009By	Jonathan	Sweet,	Senior	Editor

Our report on the industry’s leaders shows  
no one’s been immune to the downturn
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2006  $6,107,068

2007  $6,743,500

2008  $5,742,500

Median Market Leader Volume Drops

SOURCE: PROFESSIONAL REMODELER 2009 MARKET LEADERS RESEARCH

The average Market Leader saw a drop in volume of more than 

$1 million in 2008 after peaking in 2007 at $6.7 million.

	 	 Market	Leaders	 Industry	Averages

Installed	volume	 $5,742,500	 $995,000
Annual	jobs	 85	 76
Employees	 21	 8
Years	in	business	 26	 21
Average	job	size	 $67,559	 $13,092
SourcES:	Professional remodeler	2009	MArkEt	LEAdErS	rESEArch	And	2009	BuSInESS	rESuLtS	SurvEY

Although Market Leaders completed about the same number 

of jobs in 2008 as the average remodeling company, their 

average job size was more than five times that of other firms.

Market Leaders vs. the Industry
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W hile some remodeling markets have 

soared and then crashed over the 

last few years, St. Louis continues 

to move steadily along, says Scott Mosby, presi-

dent of Mosby Building Arts.

The St. Louis area isn’t immune to the larger 

economic challenges, but unlike the boom markets 

never saw the huge home price increases that have 

led to equally large drops. Mosby believes that 

leaves the market poised for a return to a solid if un-

spectacular rebound in the latter part of next year.

In recent conversations with his fellow St. 

Louis area remodelers, Mosby is hearing more 

optimism as leads and inquiries increase.

 “The world’s been on hold for a year,” he says. 

“There are a lot of people with life plans that have 

been postponed.”

The company’s 

core customer base of 

baby boomers still has 

money to spend and 

equity in their homes, 

Mosby says. This year 

many have opted for 

smaller projects, with 

the company’s 60/40 

revenue split between 

design/build jobs and smaller “solutions” in 2008 

reversing in 2009. Still, clients want a company 

that can manage those solutions with the care of a 

design/build project — an ability Mosby calls the 

company’s “unique advantage.” That has allowed 

Mosby Building Arts to stay relatively strong 

against lower-priced competition.

“We’re competing with the economy,” Mosby 

says. “I don’t think we’re losing sales to anything 

other than greater needs.”

St. Louis stays steady
Mosby Building Arts

No.	3	in	St.	Louis
President:	Scott	Mosby
Specialty:	Full-service	remodeler
2008 projects:	38	design/build,	
200	small-project	“solutions”
2008 volume:	$10.2	million
Projected 2009 volume:	$8	million
Employees:	65
Years in business:	62
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ber was recorded in January of this year, when remodelers 
may had been more optimistic that we would see a quicker 
turnaround in the market.

Lead activity was also down for most Market Leaders, with 
56 percent reporting a decline in leads in 2008, although 
28 percent actually reported receiving more leads last year. 
There was no clear trend in how Market Leaders did in clos-
ing on those leads, though. The largest group (38 percent) 
said their closing ratio was basically unchanged. Another 37 
percent saw a decline and 25 percent saw an increase. As a 
group, Market Leaders converted an average 30.8 percent of 
their leads into sales.

How they build their business
One way in which these larger Market Leader firms is strik-
ingly different is marketing.

Market Leaders spend about 5 percent of their budget 
on marketing expenses, compared with the 1 percent the 
average firm spends. In fact, 15 percent of Market Leaders 
reported spending more than 10 percent of their budget on 

feATure

Market Leaders 2009
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Less than a third of Market Leaders saw an increase in busi-

ness in 2008 compared to 2007.

Although Market Leaders boast a higher average job size and 

get a significant amount of business from large whole-house 

remodels, they’re also more likely to generate business from a 

single line of products such as windows or siding. They also are 

less reliant on other sources of income than the average firm.

SOURCES: PROFESSIONAL REMODELER 2009 MARKET LEADERS RESEARCH AND 2009 BUSINESS RESULTS SURVEY

Market Leaders More Likely to Be Down in 2008
2008 revenue compared to 2007

32%

7%

61%

Down

Up

Unchanged

Market Leaders

Industry

14%

50%
36%

Down

Up

Unchanged

SOURCES: PROFESSIONAL REMODELER 2009 MARKET LEADERS RESEARCH AND 2009 BUSINESS RESULTS SURVEY

Market Leaders Generate More
Business from Remodeling

Percent of revenue from each project type

Market Leaders

Industry

All remodeling
  Kitchens   17%   
  Whole House   13%   
  Bathrooms   13%
  Additions   13%
  Single-line   8%
  Commercial   8%
  Home repairs   6%
  Other remodeling   10%

New construction

Other business

All remodeling
  Kitchens   20%   
  Whole House   18%   
  Single-line   14%
  Bathrooms   12%
  Additions   11%
  Home repairs   4%
  Commercial   3%
  Other remodeling   13%

New construction

Other business

95%

4.5%0.5%

88%

10%2%
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I n a recession, homeowners tend to migrate 

toward less expensive options when it 

comes time to remodel or repair their 

homes. That’s especially bad news for a company 

that delivers high-end materials in the specialty 

exterior market.

“Everyone that’s ever put on a roof before, 

when they’re out of work they get themselves a 

pick-up truck and call themselves a roofer,” says 

Lance Smith, president of State Roofing.

Over the last 40 years, the company has built 

itself into one of the largest roofing companies in 

the country by focusing on high-end materials such 

as metal and rubber roofs that appealed to clients 

for their longevity and quality. Now, price is driving 

many buying decisions as homeowners opt for the 

cheapest option — even if that option is a remod-

eler that isn’t licensed, insured or bonded.

State Roofing’s siding 

and decking business 

are down more than 75 

percent this year and 

the roofing business is 

down about 40 percent. 

Despite those declines, 

the company has been 

able to survive while 

many of its big competi-

tors haven’t.

Smith credits that to his cautious approach to 

business built over the 30 years since he and his 

brother bought the company from their uncle. 

For example, the company buys all of its trucks 

instead of leasing them like many of his competi-

tors. At the same time, State Roofing keeps those 

trucks for as long as possible instead of buying or 

leas-

ing new ones every few years. State Roofing also 

owns its own property instead of renting.

Perhaps most importantly, State Roofing 

never jumped into the new construction market, 

even when it was booming in the Seattle area. 

More than one of his former competitors has 

disappeared because of an over reliance on home 

builders, Smith says.

Bargain hunting in Seattle 
State Roofing

No. 1 in Seattle
President: Lance Smith
Specialty: Exterior remodeler
2008 projects: 1,306
2008 volume: $19.1 million
Projected 2009 volume: $13 million
Employees: 100
Years in business: 40

H omeowners in Boston are still buying 

remodeling projects — they’re just tak-

ing a lot longer to make decisions and 

going with smaller jobs when they do finally decide.

Business is about 50 percent of what it 

was last year, says Robert Ernst, president of 

FBN Construction Co. Not coincidentally, the 

company’s average job size is 50 percent of what 

it was a year ago.

“We’ve still sold a lot of work this year, we’re 

just seeing much smaller jobs,” Ernst says.

The company has also experienced a longer 

cycle time from first customer contact to deci-

sion. In the past, that’s been a 30- to 60-day 

period. This year it’s taking 90 to 120 days.

Clients are being much more cautious than 

in the past. They 

are more carefully 

checking out their 

options and talking 

to more remodelers. 

Although most of 

FBN’s clients are not 

using financing to pay 

for projects, finances 

are also playing a role 

in the delays. Many 

homeowners are wary of using investments to 

pay for the projects and possibly losing money 

in the process.

“They want to play the market to get the 

best opportunity to get the best return when 

cashing out to pay for the remodel,” Ernst says.

Ernst doesn’t expect the market to change 

anytime soon. He’s not projecting a decline in 

business from this year in 2010, but says he isn’t 

predicting any growth either.

More cautious in Boston 
FBN Construction Co.

No. 2 in Boston
Chairman: John DeShazo
President: Robert Ernst
Specialty: Full-service remodeler
2008 projects: 60
2008 volume: $8.9 million
Projected 2009 volume: $6 million
Employees: 18
Years in business: 30
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More on Market Leaders: We talked with market leaders and delved into market data.  
Check out the podcasts and videos online at www.HousingZone.com/MarketLeaders.
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marketing. Clearly, these companies have recognized the 
value of marketing as part of a growth strategy.

In other expenditures, Market Leaders are relatively similar 
to the average remodeling company. Both groups spend about 
70 percent of their budgets on labor and materials, although 
Market Leaders are more likely to opt for subcontractors than 
other companies. This same trend appeared in our Business 
Results study — the bigger a company was, the more likely 
it was to sub out work to trades instead of keeping labor in-
house. Market Leaders also have slightly higher overhead in 
office salaries, spending about 8 percent compared with the 
3 percent other firms spend.

That higher overhead probably accounts for the larger gross 
profits Market Leaders aim for. They had a target gross profit 
of 33 percent per job, hitting 32 percent on the average job. 
The average remodeling company instead was looking for 28 
percent and slipped to 22 percent in reality.

Despite that higher gross profit, Market Leaders have smaller 
net profits, at least on a percentage basis, aiming for 7 percent 
for 2008 and achieving 4 percent on average, compared with 
a 12 percent target and 8 percent actual net profit for other 
firms. All told, 8 percent of Market Leader lost money in 2008 
and 22 percent had net profits of less than 1 percent. •

feATuRe

Market Leaders 2009
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Market Leaders and other firms spend at relatively the same 

levels on major expenses — with one glaring exception: Mar-

ket Leaders spent nearly five times as much on marketing in 

2008 as the average firm.

I f there’s a ground zero in the housing crash, 

Phoenix may be it. No city on our Market 

Leaders list has seen a bigger decline in 

home prices and only Las Vegas has been hit 

harder among all major metros, according to the 

S&P/Case-Shiller Home Price Index.

With prices down 31.8 percent in the last 

year and 53.9 percent since the market peak in 

mid-2006, it’s no surprise that remodeling has 

been hard hit.

“Many homeowners just don’t have equity in 

their homes anymore,” says Tom Sertich, presi-

dent of Kirk Development Co. “The banks just 

aren’t loaning. Everyone’s just kind of scared.”

Kirk’s leads are barely 25 percent of what 

the company normally gets. Even those who can 

afford to remodel and don’t need financing are re-

luctant to spend their 

money on a home that 

could continue to lose 

value in a recession.

“I don’t think they 

want to start doing 

things until they know 

their home values 

aren’t going to go 

down any further,” 

Sertich says. 

There’s some evidence that Phoenix may be at 

or close to bottom. Sales continue to pick-up this 

summer as buyers look for bargains in the fore-

closure market, and home prices were up slightly 

from May to June, the first month-to-month 

increase in Phoenix prices in three years, ac-

cording to the Case-Shiller index.

The remodeling market is also starting to 

improve recently, albeit slightly, Sertich says.

“I wouldn’t say that it’s great, but it’s getting 

better,” he says. “Because of what we’ve been 

through, I think Phoenix is going to be one of the 

first ones to start coming back.”

Seeing bottom in Phoenix 

SOURCES: PROFESSIONAL REMODELER 2009 MARKET LEADERS RESEARCH AND 2009 BUSINESS RESULTS SURVEY

Where the Money Goes 
Percent of expenditures that goes to each area

33%

13%
21%

2%

6%

8%

5%

12%

Market Leaders

Industry

25%

19%

27%

6%

6%

3%
1%

13%

Subcontractors

Direct labor 

Materials

Other direct costs

Owner’s comp

Other salaries

Marketing

Other overhead

Subcontractors

Direct labor 

Materials

Other direct costs

Owner’s comp

Other salaries

Marketing
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Kirk Development Co.
No. 3 in Phoenix
President: Tom Sertich
Specialty: Design/build remodeler
2008 projects: 86
2008 volume: $3.2 million
Projected 2009 volume: $2 million
Employees: 15
Years in business: 31
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	 Volume	 Specialty	 Location

Atlanta	
Home Rebuilders  $6,400,000 Design/build Atlanta
Weidmann & Associates  $5,335,000 Design/build Roswell, Ga.
Renewal Design-Build  $4,334,000 Design/build Decatur, Ga.
MasterWorks Atlanta  $4,000,000 Design/build Roswell, Ga.
Cruickshank Remodeling  $3,806,000 Full service Atlanta
Boston
F.H. Perry Builder  $9,496,797 Full service Hopkinton, Mass.
FBN Construction Co.  $8,946,485 Full service Boston
Feinmann $4,200,000 Design/build Lexington, Mass.
The Wiese Co. $3,097,227 Design/build Sherborn, Mass.
The Remodeling Co.  $2,480,100 Full service Beverly, Mass.
Chicago	
Airoom  $40,000,000 Full service Lincolnwood, Ill.
Normandy Builders  $22,968,000 Design/build Hinsdale, Ill.
J.C. Restoration  $13,484,332 Insurance restoration Bensenville, Ill. 
Benvenuti and Stein  $12,306,645 Design/build Evanston, Ill.
Orren Pickell Remodeling Group $6,973,141  Full service Lake Bluff, Ill.
Dallas	
Elite Remodeling  $2,700,000 Full service Frisco, Texas
Capital Improvements  $2,299,883 Full service Allen, Texas
Skillful Improvements  $1,499,359 Full service Mesquite, Texas
Home Artisan Authority  $1,100,000 Full service Aubrey, Texas
Curb Appeal Renovations  $997,000 Design/build Keller, Texas
Denver
Boa Construction  $13,853,980 Full service Denver
Finished Basement Co.  $11,000,000 Design/build Denver
Old Greenwich Builders  $6,450,000 Full service Denver
HighCraft Builders  $3,663,127 Full service Fort Collins, Colo.
UNI Design  $3,000,000 Full service Greeley, Colo.
Detroit
DA Home Improvement  $8,000,000 Full service Wyandotte, Mich.
Great Lakes Roofing  $6,430,000 Exteriors Rochester Hills, Mich.
Father & Son Construction  $4,670,387 Full service Troy, Mich.
Rolar  $4,134,681 Full service Troy, Mich.
Bloomfield Construction  $1,873,787 Exteriors Bloomfield Hills, Mich.
Houston
Crawford Renovation  $16,557,365 Design/build Houston
DWR Construction  $4,400,000 Full service Spring, Texas
Living Improvements  $2,350,115 Full service Stafford, Texas
Heritage Construction  $1,700,000 Design/build Houston
Brothers Strong  $1,200,000 Design/build Houston
Los	Angeles
Pacific Home Remodeling  $17,088,806 Exteriors Los Angeles
Reborn Cabinets  $12,700,000 Full service Anaheim, Calif.
Dial One Window Replacement Specialists $8,698,222 Exteriors Laguna Hills, Calif.
One Week Bath  $3,440,801 Bathrooms Gardena, Calif.
Plaskoff Construction  $2,700,000 Full service Woodland Hills, Calif.
Minneapolis/St.	Paul
Budget Exteriors  $6,632,334 Full service Bloomington, Minn.
Minnesota Rusco  $5,186,349 Exteriors Minnetonka, Minn.
Plekkenpol Builders  $4,801,518 Full service Bloomington, Minn.
Authentic Construction Co.  $2,909,928 Design/build St. Paul, Minn.
Murphy Bros. Designers & Remodelers $2,818,521 Full service Blaine, Minn.
New	York	
Alure Home Improvements  $44,974,616 Full service Plainview, N.Y.
Jarro Building Industries  $13,720,922 Design/build East Meadow, N.Y.
Karp Associates  $8,600,000 Full service New Canaan, Conn.
Murphy Brothers Contracting  $7,290,000 Full service Mamaroneck, N.Y.
Remodeling Consultants  $5,200,000 Design/build Mamaroneck, N.Y.

2009 Market Leaders
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Re:Build

Re:Connect

Re:Focus

Re-energize your business by attending the 2010 NAHB International 
Builders’ Show, the building industry’s largest and most important event. 

Choose from more than 175 information-packed sessions…see the latest 
products and materials from the hottest manufacturers and suppliers…
and reconnect with friends and allies. 

Register today at BuildersShow.com!

NAHB International Builders’ Show®

2010

January 19-22, 2010 |  Las Vegas  | BuildersShow.com
For more info, go to HousingZone.com/PRinfo and enter # 23746-11
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	 Volume	 Specialty	 Location

Philadelphia
Power Windows and Siding  $42,844,390 Exteriors Brookhaven, Pa.
Gardner/Fox Associates  $29,939,386 Design/build Bryn Mawr, Pa.
Pine Street Carpenters  $7,251,540 Full service West Chester, Pa.
Brindisi Builders  $6,150,000 Full service Marlton, N.J.
Housecrafters  $5,279,994 Kitchens/baths Elkins Park, Pa.
Phoenix
Legacy Design Build Remodeling $10,157,500 Design/build Scottsdale, Ariz.
Kowalski Construction  $3,775,439 Insurance restoration Phoenix
Kirk Development Co.  $3,198,000 Design/build Phoenix
Arizona Fire & Water Restoration $2,300,000 Insurance restoration Phoenix 
Tri-Lite Builders  $1,653,443 Full service Chandler, Ariz.
Portland 
Neil Kelly Co.  $25,433,294 Design/build Portland, Ore.
A Cut Above Exteriors  $11,132,880 Exteriors Portland, Ore.
Olson & Jones Construction  $2,000,000 Full service Portland, Ore.
Master Plan Remodeling  $1,645,500 Design/build Portland, Ore.
SLS Custom Homes  $1,200,000 Full service Tigard, Ore.
Sacramento
Kitchen Mart  $9,500,000 Full service Sacramento
Vinyl Designs  $7,000,000 Exteriors Sacramento
B-Line Construction  $3,200,000 Full service Sacramento
D & J Kitchens & Baths  $2,200,000 Design/build Sacramento
Zebra Restoration Services  $2,100,000 Insurance restoration Rancho Cordova, Calif.
St. Louis
Thomas Construction  $22,300,000 Full service Bridgeton, Mo.
Callier & Thompson
Kitchens, Baths and Appliances  $12,000,000 Kitchens/baths St. Louis
Mosby Building Arts  $10,200,000 Full service St. Louis
PK Construction  $4,270,177 Full service St. Louis 
S.W. Scheipeter Construction  $2,200,000 Design/build St. Louis
San Diego
Marrokal Design & Remodeling  $17,712,596  Design/build San Diego
Lars Construction  $11,589,296 Full service La Mesa, Calif.
Dewhurst & Associates  $6,500,000 Full service La Jolla, Calif.
Jackson Design and Remodeling  $6,500,000 Full service San Diego
Remodel Works Bath & Kitchen  $4,557,601 Kitchens/baths Poway, Calif.
San Francisco
Canyon Construction  $14,000,000 Full service Moraga, Calif.
Pete Moffat Construction  $12,000,000 Full service Palo Alto, Calif.
Harrell Remodeling  $10,155,797 Design/build Mt. View, Calif.
McCutcheon Construction  $6,993,177 Full service Berkeley, Calif.
Schiller Construction  $3,733,679 Full service Mt. View, Calif.
Seattle 
State Roofing  $19,089,684 Exteriors Monroe, Wash.
Sound Glass Sales  $13,155,206  Exteriors Tacoma, Wash.
Westhill Design Build $8,504,919 Design/build Woodinville, Wash.
Chermak Construction  $8,300,000 Full service Edmonds, Wash.
Tenhulzen Remodeling  $5,062,300 Design/build Redmond, Wash.
Tampa 
TriplePoint Construction  $2,675,000 Full service St. Petersburg, Fla.
Kitchen Creations  $1,938,656 Kitchens/baths Tampa, Fla.
Strobel Design Build  $1,600,000 Design/build St. Petersburg, Fla.
Zimmerman Associates  $1,500,000 Design/build Lakeland, Fla.
AAA Services of Central Florida $800,000 Home repair Belleair Bluffs, Fla.
Washington, D.C.
Case Design/Remodeling  $46,000,000 Full service Bethesda, Md.
BOWA Builders  $26,000,000 Full service McLean, Va.
Katchmark Construction  $11,246,761 Exteriors Chantilly, Va.
Windsor Construction Group  $10,436,979 Full service Rockville, Md.
Renewal by Andersen at The Window Place $8,874,565 Exteriors Fairfax, Va.

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

dust particles during sanding for 
less airborne dust. 

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

for less mess and faster clean up.

Find out more at 
www.LowDustLessMess.com

Don’t leave 

Dust

hanging

in the air.

www.lafargenorthamerica.com

RC Low Dust Third (ProRemodeler).indd   1 12/7/07   2:54:06 PM

For more info, go to HousingZone.com/PRinfo and enter # 23746-12
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T
he stimulus package and its energy-retrofit tax cred-
its since their passage earlier this year have been 
the focus of attention in the remodeling industry. 
Remodelers, manufacturers and suppliers have 
been touting the consumer benefits of credits for 

replacing windows, improving insulation and installing alternative 
energy products.

But is it making a difference? For most remodelers, the answer 
appears to be no.

Small group reaps benefits
In our latest Professional Remodeler research, 18 percent of 
remodelers said they have had increased business because of 
the energy-retrofit tax credits, and only 1 percent said it substan-
tially increased business. Instead, 76 percent said it has had 
no effect on their business, and 6 percent said it had actually 
decreased their business.

The stimulus didn’t fare much better in the eyes of remodel-
ers. A majority expect it to affect the economy — they just can’t 
agree what that impact will be. In fact, more remodelers (32 
percent) think the stimulus will worsen economic conditions than 
improve them (28 percent). More than 40 percent of remodelers 
said they expect the package to have no impact on conditions. 

In both cases, remodelers in the Northeast are seeing a bigger 
benefit. Thirty percent of remodelers there said the tax credits 
have increased their business, compared with less than 20 per-
cent in the rest of the country. Almost 40 percent of remodelers 
in the Northeast also said they expect the stimulus to improve 
the economy compared with 23 to 26 percent in the Midwest, 

South and West. With the oldest housing stock in the country, 
remodelers in the Northeast may be best positioned to take 
advantage of credits for upgrades.

Qualms with the stimulus package
We asked remodelers to identify the biggest flaw of the stimulus 
package, and 48 percent said too much government involve-
ment, followed by 19 percent who said it didn’t help their individ-
ual business, 11 percent who said it was too little stimulus and 
9 percent who said consumers are unaware of the tax credits. 

Another 11 percent selected “other.” Some of their responses:

ReSeARch

Survey: Stimulus 
package not all it’s 
cracked up to be

By Jonathan Sweet, Senior Editor

Less than a third of remodelers expect it to improve economy
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More than 80 percent of remodelers said the tax credits have 

had no effect on their company or decreased business.

Majority not feeling impact from tax credits

6%

76%

17%

SOURCE: PROFESSIONAL REMODELER SURVEY,  AUGUST 2009

Substantially increased 
business

Slightly increased
business

No effect

Decreased business

1%
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• “Too much emphasis on energy.”
• “Unless there are ongoing monies available, it can only act 

as a short-term mechanism.”
• “Window criteria is ridiculous.”
• “Rebates/credits are too complex.”
• “Not long enough.”
• “A tax credit of $1,500 is too little and too late.”
• “Too much paperwork.”
• “My clients just do not want to spend any money or they do 

not have any money to spend.”

Stimulus strengths
Half of all respondents said the stimulus package had no 

strengths. Not everyone has a negative outlook on the stimulus, 
though. The top strength of the package is that it is encourag-
ing people to upgrade their product choices, said 21 percent of 
remodelers. Another 10 percent said it stimulates the economy, 
6 percent said it drives business to remodelers and 5 percent 
said it builds consumer confidence. 

The category that will see the biggest benefit from the tax cred-
its is windows and doors, according to our survey, with 49 per-
cent of remodelers noting it. That’s not particularly surprising, as 
window replacement contractors and manufacturers have made 
the biggest push in marketing the stimulus tax credits. The next 
highest categories were insulation and HVAC, each selected by 
14 percent of remodelers. Only 9 percent of remodelers said 
they think alternative energy, such as solar and geothermal, will 
be the most popular type of remodel despite the larger credits 
on those projects. •
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We asked remodelers, “What else could be done to stimulate the remodel-

ing industry?” Here are a few responses:

• “Provide funds for the poor to repair or maintain their homes.”

• “Income tax cuts so everyone who is earning has more money to do things like 

remodeling.”

•  “Do something similar to the Cash for Clunkers program for homeowners 

improving or replacing what they have.”

• “Tax break for the contractors.”

•  “Money must come to the remodeling industry in the way of loans. Banks still 

are not loaning.”

• “Appraisals that are reasonable.”

• “Lower taxes and reduce government involvement in the private sector.”

•  “I believe that we are already giving away our kids’ future. I do not believe we 

should do anything else with government money.”

• “Free up lending to existing homeowners and new-home buyers.”

• “The banks need to start lending again.”

• “Sales tax relief on building products.”

•  “Cause homeowners to feel more secure that they won’t lose their job any day.”

• “I believe the market could be stimulated by more positive media coverage.”

• “Get the government out of our pockets.”

• “Tie tax credits to major recycling.”

•  “Provide low-interest loans to people who are looking to renovate using green 

materials and contractors certified in green building.”

What else can be done?

549 remodelers completed the Internet survey Aug. 3 to Aug. 11, 2009. 

Participants were chosen from a random sample of subscribers to Professional 

Remodeler magazine or its Remodelers’ Update e-newsletter.

Methodology

Most remodelers not marketing the stimulus package

33%

67%

SOURCE: PROFESSIONAL REMODELER SURVEY,  AUGUST 2009

Yes

No

Only a third of remodelers are using the stimulus package as 

part of their marketing efforts.

Remodelers not expecting stimulus to improve economy

2%

3%

41%

29%

26%

SOURCE: PROFESSIONAL REMODELER SURVEY,  AUGUST 2009

Will improve greatly

Will improve slightly

Will have no effect

Will worsen

Not sure

A plurality of remodelers expect the stimulus to have no effect 

on the economy and only 28 percent expect it to improve eco-

nomic conditions, compared with 32 percent who think it will 

worsen them.
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Can remodeling contractors survive a  
strategy of radical discounting?

— Kitchen and bath designer, California
The short answer is no. If you slash prices deeply to generate 
business, you may see success in the short-term, winning con-
tracts from bargain-hunting homeowners. In the long run, though, 
you are setting yourself up for failure. 

Radical discounting is a topic that stirs strong emotions 
among established remodelers. I contacted several around the 
country, and they said it is business suicide for all but extremely 
large companies, and eventually those giants, too. As design/
build remodeler Iris Harrell of Harrell Remodeling in Mountain 
View, Calif., put it, the only way to survive radical discounting is 
to stop doing it. Now. 

Say you cut prices by 20 percent or more, which is one general 
definition of radical discounting. You’ve fried your profit and 
probably a good share of your overhead coverage. Even if the low 
prices draw new business, your company has only so much sales 
and production capacity. You’ll never be able to make up the lost 
revenue through increased volume. 

Radical discounting carries another danger as well. It deval-
ues your company. And once you start down that road, it’s hard 
to turn back. Jesse Morado is a remodeling pro who now runs 
a residential remodeling consulting firm, Renovation Coach, 
in Atlanta. He warns that repositioning yourself as a low-price 
company moves you into the market niche of bottom-dollar com-
panies. It’s a whole different world where buyers fixate on price 
negotiation and don’t think about the workmanship, customer 
service and reliability. You will have to cut corners to save money 

ExECuTIVE INSIgHT

Radical discounting  
is business suicide

By Wendy A. Jordan, Contributing Editor

Editor’s note: Wendy A. Jordan will answer remodelers’ most difficult 
questions and report them in our new feature, Executive Insight. 
Jordan’s vast array of contacts and deep knowledge of the industry 
give her uncommon ability to research and report solutions that 
have been shown to work. Not theory — proven best practices. 
Send your question to paul.deffenbaugh@reedbusiness.com.
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Normal Pricing Model

	 	 #	Projects	 Avg.	Project	Price	 Costs

Sales  20 50,000 1,000,000
Direct Project Costs  20 30,000 600,000
Gross Profit    400,000
GPM    40%
Fixed Costs/OH    275,000
Net Profit    125,000
NPM    12.50%

Discounted 10% Sales with Customer in Ohio

	 	#	Projects	 Avg.	Project	Price	 Costs

Sales  20 45,000 900,000
Direct Project Costs  20 30,000 600,000
Gross Profit    300,000
GPM    33%
Fixed Costs/OH - Cuts in staff    200,000
Net Profit    100,000
NPM    11.11%
DiSCOuNtED SAlES WitH CutS iN OvERHEAD    

tHE COMPANy iS Still viABlE AS lONG AS SAlES vOluME HOlDS uP.   

How Discounting Affects Profits in a Down Market

Effect with Continued Loss of Sales

	 	 #	Projects	 Avg.	Project	Price	 Costs

Sales  12 45,000 540,000
Direct Project Costs  12 30,000 360,000
Gross Profit    180,000
GPM    33%
Fixed Costs/OH - Cuts in staff    200,000
Net Profit    -20,000
NPM    -3.70%
DiSCOuNtED SAlES WitH DROP iN SAlES; tHE COMPANy’S BlEEDiNG CASH.   

SOuRCE: JESSE MORADO, RENOvAtiON COACH

This comparison by Jesse Morado shows the true cost of dis-

counting. The more discounted projects you sell, the farther 

behind you get.
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Get Behr® paint, with exceptional 
quality and coverage, delivered 
fast and free to your jobsite.
Forget all the running around. Place your order for 
Behr paint or stain at the Home Depot when stocking 
up for your next job. Behr will expedite delivery to 
your jobsite—at no extra charge. 

With volume pricing, one-stop shopping and 
precision-color tinting, Behr saves you time and 
money while providing the quality you demand.

For more information about the Behr Direct To ProSM 
program, visit your nearest Home Depot Pro Desk.

See what Behr services are available in your area 
by visiting behrpro.com/mystore.  

LESS MILES. MORE GALLONS.

Available  
exclusively at:

1071-2_behr_profremodeler_7.875x10.5.indd 1 5/29/09 3:27:19 PM

For more info, go to HousingZone.com/PRinfo and enter # 23746-13

prx0910_fullads   29prx0910_fullads   29 10/9/2009   2:23:14 PM10/9/2009   2:23:14 PM



Subscribe today. 

Visit HousingZone.com 
and register to receive any or all of our newsletter offerings.

From industry news updates, case studies, 

innovations and key topic reports to the 

education and product information you need to 

ensure success during these economic times. Only 

HousingZone.com provides the information you 

need, when you need it.

Subscribe to the eNewsletters that fi t your individual 

residential construction information needs and have 

these delivered in the frequency you want.

  Professional Builder Weekly

  Custom Builder Weekly

  Professional Remodeler Weekly

Housing Giants eAlert

  Professional Builder:
Issue Announcement

Professional Remodeler:
Issue Announcement

 Hot Topic Reports: 
Stimulus, Green Home, and more

  LogInAndLearn Weekly

  VisibleCity Weekly

  100 Best Products

  Products eNewsletter

  Product TV
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— perhaps reducing the number of workers on the job, providing 
less frequent production oversight, scheduling fewer dumpster 
pickups, doing less painstaking site protection, and so on. All 
this raises the risk that you will make more errors, fall behind, 
disappoint your clients and sow the seeds of negative PR. That’s 
a deadly price to pay.

Moderate price reduction is a different matter. Many remodel-
ers are tightening their operations to lower their estimates a few 
percentage points. The difference is that they are calculating the 
price cuts around careful cost cutting that protects the quality of 
their remodeling product and safeguards their profit margin. 

Morado says that by doing a line-by-line analysis of projects 
completed in the last year you may be able to identify a 25 percent 
savings without altering your margin. Look at the schedule: Is 
there waste? Can you shave off some labor hours? Could you save 
money, without hurting quality and control, by subbing out some 
aspects of production? And so on. 

Over the past five years, Dave Bryan has systematically cut 
costs within Blackdog Builders in Salem, N.H. Today it costs  
$1 million less to run the $5 million-volume operation.

At Atlanta’s Small Carpenters at Large, Danny Feig-Sandoval 
is doing a company-wide cost analysis now. He’s looking not 
only for savings within the company; he’s asking suppliers and 
subcontractors to pass along savings. He’s also 
shopping other high-quality trades, which he 
figures may uncover better prices and keep him 
more attuned to competitive rates.

Belt-tightening may enable you to reduce your 
bids somewhat, but they are likely to be higher than the prices 
quoted by low-ball companies. So be it. You also can offer mul-
tiple options, including modest, economical designs, along with 
more full-bodied plans. For example, says Harrell, you could base 
estimates on grade A or good-quality-but-less-expensive grade B 
cabinets, depending on the homeowners’ priorities and budget. 

In today’s market, what can we do to grab the 
attention of prospects and differentiate ourselves 
from the competition?

— Remodeling design specialist, Illinois
We know the remodeling market has changed in many ways 
since the economy went south. Even the top clients of the 
market are affected. Mason Hearn, owner of HomeMasons, 
a high-end remodeling company in Manakin-Sabot, Va., says, 
“Folks who have plenty of money and security to do what they 
want seem to be sitting on their wallets.”

It sounds odd, but to stand out from the crowd and stimulate 
business in this changed buying environment, one important 
thing for established companies to do is not to change. You built 
a name for your company doing something well. Focus on that 
strength in talks with prospects as a way to differentiate your 
company and bond with homeowners who are a good fit for you. 

The idea is to sell value — specifically the value your profes-
sionally managed company has to offer. But it accomplishes 
more than that. As you describe your services, you will be steer-
ing prospects away from bargain-basement contractors and other 
competitors without saying a word against them. Your selling 
message will be strong and positive, not defensive.

Kuhn Construction of Oakland, Mo., won remodeling awards 
this year, so owner Rick Kuhn is using that achievement to 
market the company’s superiority. Dennis Gehman of Gehman 
Custom Builder in Harleysville, Pa., adds value and stands out 
from the competition by providing a five-year warranty on work-
manship. The company has almost no calls for workmanship 
warranty work “so we took the risk” to offer this, he says. 

When Pennsylvania put a contractor registration law into effect 
in July 2009, Gehman gained another differentiating factor. All 
contractors in the state must register, display their registration 
number and include certain buyer protections in their contracts. 
“The small guys are not registering,” Gehman says. He simply 
tells prospects about the new law and refers them to the state 
Web site for more information. 

Remodeling coach Jesse Morado advises contractors to survey 
prospects and clients and then to use the databases actively. 
Customer feedback information serves as a third-party endorse-

ment of what you do well and makes prospects 
wonder why your competitors have no such infor-
mation. Using data from past clients who sold 
their homes, Mason shows that HomeMasons 
remodeling projects boost resale value. Home-

Masons is not the cheapest company around, but prospects see 
that the project quality represents a good investment.

Mining records about prospects — even one-time callers 
— helps you to keep communications active. That is something 
most remodelers do need to change in today’s market. Don’t be 
pushy, but do stay in touch. Follow up on every contact hom-
eowners make with your company. Call every homeowner who 
contacted your company over the past year, simply to touch base 
and ask if you can be helpful. Ask about their remodeling wants 
and needs, ask about any changes in circumstances that might 
affect their remodeling priorities. 

After you make a presentation on a sales call, most prospects 
will say they want a few days to think about their remodeling 
plans. Ask when you might expect to hear from them. If they do 
not contact you when promised, make a polite, low-pressure call 
to them to ask if they have any questions. •

Wendy A. Jordan, CAPS, has more than 30 years of experience 
covering the residential remodeling industry as an award-winning 
writer and trade magazine editor. She’s the author of many books 
on residential remodeling, most recently “Universal Design for the 
Home” and a 2009 edition of “The Paper Trail: Systems and Forms 
for a Well-Run Remodeling Company.”

ExECUTIVE INSIGHT
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Submit your own question to Editorial 
Director Paul Deffenbaugh at  

paul.deffenbaugh@reedbusiness.com 
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Where Smart Businesses Buy and Sell A division of

CONSTRUCTION 
EQUIPMENT
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
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Stat Sheet
Atlas Hardware
Canterbury Collection
Applications: Cabinet hardware
Attributes: Inlaid design with 
lacquered finish
MSRP: Knob $10.90; 5-inch pull 
$11.90; 7-inch pull $14.90
For more info, go to  
HousingZone.com/PRinfo  
and enter # 251

www.atlashomewares.com

Van Mark Industrial
Metal Master 20
Applications: Siding
Features: Increased the throat 
depth to 203/8 inches, dual hollow 
core lock bar for improved strength
Other features: Adjustable clamp-
ing jaws
For more info, go to  
HousingZone.com/PRinfo  
and enter # 252

www.van-mark.com

Fiberon
Horizon Tropics
Applications: Decking
Features: PermaTech low-mainte-
nance formula
Sizes: 12 feet, 16 feet and 20 feet
Colors: Bronze and slate solid colors
Options: Optional Phantom hidden 
fastener system
For more info, go to  
HousingZone.com/PRinfo  
and enter # 255

www.fiberondecking.com

Vi-Cas Manufacturing 
Grabber Cups 
Applications: Tile, flooring
Features: Prevents cuts while 
handling non-porous materials
Sizes: 4 available with one, two or 
multiple-finger grips
Capacity: Up to 25 pounds
For more info, go to  
HousingZone.com/PRinfo  
and enter # 254

www.vi-cas.com

Sugastune America
SLS-ELAN
Applications: Lift-assist mechanism 
for pop-up doors
Features: Allows door to stay open 
in any position
For the homeowner: Damper-
equipped for soft closing
Installation: Left/right side, single 
or in pairs
For more info, go to  
HousingZone.com/PRinfo  
and enter # 257

www.sugatsune.com

Alsons
In2ition Showerhead
Applications: Bath
Features: Hand-held spray, five 
settings. Fixed showerhead with 
extra-wide spray
Options: Mustang Red color
For more info, go to  
HousingZone.com/PRinfo  
and enter # 256

www.alsons.com

STS Coatings 
HeatBloc-Ultra
Applications: Attics
Attributes: Radiant heat barrier 
coating that blocks over 80 percent 
of heat transfer
Features: Emissivity rating of .19
Notable: May qualify for utility 
company rebates
Environmental attributes: Coating 
has minimal odor and is low-VOC
For more info, go to  
HousingZone.com/PRinfo  
and enter # 258

www.heatbloc.net

Lenox
Snap-Back Arbor
Applications: Tools
Features: Drive-off pins for easy 
attachment
Noteworthy: Arbor won’t tighten 
during saw use; prevents threads 
from stripping
For more info, go to  
HousingZone.com/PRinfo  
and enter # 253

www.lenoxtools.com

Vermont American
Dimpler
Applications: Drywall, decks
Uses: To prevent over-driving or  
stripping out screws
Attributes: Protects against drill 
motor burnout
Sizes: Uses No. 2 driving bits
For more info, go to  
HousingZone.com/PRinfo  
and enter # 259

www.vermontamerican.com

Bosch Measuring Tools 
GTL3 Hybrid Line Laser
Applications: Tile flooring, wall 
covering
Notable: Able to project 45-degree 
layout lines
Features: Allows users to align lay-
outs at 0, 45, 90 and 135 degrees 
from a single set up
Maximum Range: 65 feet
Accuracy: 1/16” at 20 feet
For more info, go to  
HousingZone.com/PRinfo  
and enter # 260

www.boschtools.com

W2 Architectural Lighting
OLED Fixture Prototypes
Applications: Lighting
Sizes: Mini chandelier or wall 
sconce
Features: Six color-changeable, 3 
inch organic LEDs
Power consumption: 0.18 watt 
per OLED
For more info, go to  
HousingZone.com/PRinfo  
and enter # 261

www.W2lighting.com

Cummins Onan
Residential Standby Power 
Generators
Models: 12 liquid-cooled models 
from 60 to 100 kW
Options: Can provide power zones 
for whole-home or sectional power
Features: Automatic remote starting, 
weekly exercise, UL-Listed circuit 
breaker
Warranty: 2-year/2,000-hour limited
For more info, go to  
HousingZone.com/PRinfo  
and enter # 262

www.cumminsonan.com

Dacor
Epicure 36-inch Gas Range
Features: Blue glow controls
Burners: 6 total, 3 configurations
Output: 2 sealed burners at 9,500 
BTUs/2 at 15,000 BTUs
Other Features: 2 SImmerSear 
burners for delicate cooking
For more info, go to  
HousingZone.com/PRinfo  
and enter # 263

www.dacor.com

New products to make your projects shine and your 

crews more efficient

New products
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By Nick Bajzek,  
Products Editor
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Product uPdate

Fireplaces
Though gas-burning products continue to be more 

popular, pellet fireplaces gain traction

While gas-burning products con-
tinue to represent the largest 
number of fireplace products 

shipped to retailers in the U.S. (1,017,000), 
pellet stoves and inserts and other biomass-
burning fireplaces saw a 161 percent spike 
in shipments (141,000) in 2008. 

The figures, posted by the Hearth, Patio 
& Barbecue Association (HPBA), also 
show that fireplaces are a $5 billion–a-year 
industry. 

Leslie Wheeler, director of communica-
tions for the Pellet Fuels Institute, a trade 
organization that represents the wood pel-
let fuel manufacturers, attributes the spike 
to last year’s fossil fuel prices. “When oil 
prices were predicted to be off the charts, 
people just scrambled 
for secondary sources of 
heat,” she says, adding, 
“Inserts turn a very ineffi-
cient traditional fireplace 
to an efficient system so 
the homeowner can turn their thermostats 
down.”

Contractors and homeowners alike have 
a reason to warm up to pellet and other 
biomass-burning fireplaces and stoves. 
Homeowners may qualify for a federal tax 
credit of up to $1,500 if they purchase and 
install a 75-percent efficient wood- or pel-
let-burning (biomass) stove in 2009 or 2010. 
Thirty percent of the total cost, including 
the appliance, installation and piping, can 
be claimed. 

Examining PEllEts
According to the HPBA, pellets burn 

cleaner than virtually any other biomass 
fuel and produce low particulate matter. 
They are made from compacted sawdust, 
wood chips, bark, agricultural crop waste 
and other organic materials. Combus-
tion is achieved through an electrically 
controlled, high-temperature burner with 
ample oxygen and sufficient burning of 
gases before they are exhausted. 

The Wall Street Journal reports Ameri-
can-made pellet shipments to Europe, 
where the fireplaces are more prevalent, 
were up 62 percent in the first quarter of 
2009 from the same period a year ago. 
In the U.S., wood pellets are typically 
purchased in 40-pound bags for between $5 
and $7, though prices vary by region and 

availability.
According to the 

Encyclopedia of Alterna-
tive Energy and Sustain-
able Living, pellet stoves 
typically are $1,700 

to $3,300, depending on the quality and 
features of the appliance. Installation costs 
are fairly low, usually from $350 to $550, 
because a pellet stove does not require a 
chimney but only a straightforward 3- to 
4-inch venting system. 

Most current pellet stoves on the market 
are not whole-house furnaces but rather 
room heaters that can offset heating needs 
in occupied rooms, allowing homeowners 
to lower the thermostat in other rooms. 
Thus, it should be noted that these stoves 
do not offset the need or capital cost ex-
penditures for a whole-house furnace when 
used in a typical residential setting. •

Pellet fireplace  
shipments up 161% 
By Nick Bajzek, Products Editor

  www.HousingZone.com/PR	 october 2009

Pellet Tax Credits, Standards and More 
Head online for more information  

on pellet stoves. Visit
www.housingzone.com/PR 

Pellet burners will likely gain 

popularity in colder climates.
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To learn more, visit
www.nari.org/certify

NARI certification can:
 Set you apart from the 

competition.
 Show you’re on top of 

the latest products and methods.
 Increase your credibility 

with your clients.

Take your 
business 
in a new 
direction

For more info, go to HousingZone.com/PRinfo and enter # 23746-14
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Accent Light
Produces a subtle 
downlight effect on Posts 
or between Balusters. 

Riser Light
Gives off a soft light on steps 
and stairs for effect and safety.

TimberTech DeckLites do more than create a stylish, intimate atmosphere for relaxing and entertaining – they literally extend 
the time your customers can spend enjoying their new deck while enhancing its safety after dark. The only low-voltage lighting 
system designed by deck experts, DeckLites let you offer a full line of lighting and accessories that provides the refined, finished
look today’s homeowners demand.

From legendary decking and innovative railing and fencing – to hidden fastening and drainage systems – TimberTech’s 
comprehensive product line lives up to the famous brand promise: Less Work. More Life.®

Post Cap Light Module
Generates a soft, inviting glow 
around TimberTech RadianceRail®
or Ornamental Rail Post Caps.

BRILLIANT
Light up your sales with DeckLites®

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

DECKING     RAILING     FENCING     DRYSPACE     ACCESSORIES     TIMBERTECH.COM

For more info, go to HousingZone.com/PRinfo and enter # 23746-15
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Insulation
The spray-foam insulation industry is poised to grow almost 3%  

annually thanks to lower prices and rising consumer demand

The “U.S. Foamed Plastic 
Demand” report from 
market research firm 

Freedonia Group says spray-foam 
insulation in residential homes 
will grow 2.8 percent annually. 

Slightly better growth is 
expected for foamed flexible 
urethane products instead of 
their rigid counterparts through 
2013, says Corinne Gangloff, 
media relations director for 

Freedonia. She also says the 
firm forecasts annual growth for 
foamed insulation from 2013 to 
2018 to be 2.6 percent. 

“The new U.S. Administra-
tion has put energy efficiency 
front-and-center,” says Torsten 
Kraef, vice president and gen-
eral manager for Dow Building 
Solutions. “It is clear that we 
must stop the tremendous waste 
of energy and money spent op-

erating poorly insulated homes, 
offices, schools and government 
buildings. That means building 
right the first time with products 
that perform as well today and 
60-plus years from now.” 

The growth in the industry can 
also be attributed to less-costly 
alternatives such as mixing spray 
foam and fiberglass batts to cre-
ate a hybrid insulation system. 

Tom Quigley, vice president 

and general manager for Owens 
Corning Residential Insulation, 
says the prices for spray-foam 
insulation projects have eased 
somewhat in recent years. 
“Builders and contractors were 
eager to meet those demands 
but, until now, other options 
were prohibitively expensive, 
not easy to use or did not pro-
vide a sealing solution for the 
life of the home,” Quigley says. •

Spray-foam segment to expand through 2013 
By Nick Bajzek, Products Editor

New products

Construction Insulation Market for Foamed Plastics
(in millions of Pounds)

Item	 1998	 2003	 2008	 2013	 2018

foamed Plastics in insulation 1392 1544 1445 1685 1920
Ridgid urethane 842 959 915 1085 1250
Polystyrene 550 585 530 600 670
% insulation 63.2 62.2 66.3 65.8 65.2
foamed Plastics in Construction 2204 2481 2180 2562 2945
souRCE: ThE fREEdonia GRouP 

For more info, go to HousingZone.com/PRinfo and enter # 23746-16

LiteSteel™ beam is a trademark and LSB® is a registered trademark, and are used under license by LiteSteel Technologies America, LLC. US Patent Numbers 5163225, 5373679, 5401053, 10-561185, 
11-570937, 11-570942.  ©2009 LiteSteel Technologies America, LLC

Simplify your project and your life with LiteSteel beam (LSB®). Available directly from 
your local pro-dealer, LSB eliminates frustrating delays and saves time and money.

We call it LiteSteel beam for a reason; skip the crane for easy hand placement. LSB is 
on average 40% lighter than hot-rolled steel beams or engineered wood, but with the 
same load-bearing capacity. Plus there are no special tool requirements to cut, drill 
or fasten LSB. It’s just easier to work with—Period.

Specify LSB in your next new construction or remodeling project and get 
introduced to quicker, easier installation and lower installed cost.

Visit www.LiteSteelbeam.com
or call 1-877-285-2607.

LiteSteel Technologies America, LLC is a OneSteel Group Company

Strength Meets Versatility
Introducing LiteSteel™ beam. A perfect combination 

of the strength of steel and ease of use of wood.
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PRODUCT TRENDS
Advertisement

Sunshield, a Deceuninck® Technology. 
More than 50 million windows, railings, decks and 
fences featuring SunShield® are installed in homes 
and offi ces across North America… for good reasons. 
SunShield, a Deceuninck® technology, is formulated 
to withstand the harsh effects of any climate, offering 
industry-leading color retention while providing low 
maintenance that busy lifestyles require.
www.deceuninck-americas.com
Deceuninck North America  
See our ad on page 4

New Cedar Impressions® Naturals.™ For 
the semi-transparent stained cedar look. 
Cedar Impressions Naturals polymer shake siding authenti-
cally replicates the look of wood that’s been treated with 
a semi-transparent stain. This look emphasizes rugged 
textures, reveals deep shadows and highlights subtle 
variations in color. It’s available in three beautiful shades to 
offer the appearance of fresh-cut, aged or weathered wood.
www.certainteed.com
CertainTeed
See our ad on page 14

GREAT STUFF™ Fireblock Insulating 
Foam Sealant. GREAT Stuff™ Fireblock Insulating 
Foam Sealant is an easy way to provide fi re protection 
on residential construction by impending the spread 
of fi re and smoke through service penetrations. This 
product is recognized as an alternative fi reblocking 
material and has been tested according to ASTM E84, 
ASTM E814 (modifi ed), UL 1715.
www.dowgreatstuff.com
The Dow Chemical Company
See our ad on page 17

Meet the Ultimate Casement Collection. 
Inspired by your suggestions, this revolutionary 
new line of windows combines the craftsmanship 
and innovation you’ve come to expect from Marvin. 
Larger sizes, increased durability, easy wash mode 
and energy effi ciency make it a win-win for you and 
your customers.
www.marvin.com
Marvin Windows and Doors 
See our ad on page 8 & 9

Lighting Solution. TimberTech® DeckLites® 
offers a customizable lighting solution for any 
application with post cap lights, baluster mounted 
accent lights, post mounted accent lights and stair 
riser lights. The low-voltage system offers many 
advantages – straightforward electrical connections, 
uses minimal electricity, and provides soft ambient 
light is as functional as it is stylish.
www.timbertech.com
TimberTech
See our ad on page 37

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 exist-
ing 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 profi tability by allowing 
professionals to complete the work in fewer coats.
www.Behrpro.com
Behr – See our ad on page 29

Vinyl Windows in Durable Colors. 
JELD-WEN® vinyl windows and patio doors are now 
available in multiple colors. EverTone is a painting 
process that combines intense heat and pressure 
to produce a singular molecular structure that 
bonds with the material, resulting in maximum 
long term color and gloss.
www.jeld-wen.com
JELD-WEN® 

Strength meets versatility - LiteSteel™ 
beam is here! LSB® is on average 40% lighter 
than hot-rolled steel beams and LVLs. There are no 
special tool requirements and you can place LSB by 
hand. Visit www.LiteSteelbeam.com now.
www.LiteSteelbeam.com
LiteSteel beam 
See our ad on page 38

Andersen makes easy. With our unique combina-
tion of SmartSun™ glass and Perma-Shield® cladding, 
almost every window and patio door in our 400 Series 
product line meets or exceeds the stringent new energy 
tax credit qualifi cations—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 Inside Front Cover & Back Cover

No Paint, No Stain, No Hassles. Mastic 
Home Exteriors™ by Ply Gem Cedar Discovery® has 
an expanded color offering for 2009. The selection 
includes over 700 unique colors and custom 
matching capability. The siding features the rugged 
look of real cedar shakes and shingles in four styles, 
all with realistic textures.
www.plygem.com
Mastic Home Exteriors by Ply Gem 
See our ad on page 12

prx091001_prdtrnd   39prx091001_prdtrnd   39 10/9/2009   10:06:00 AM10/9/2009   10:06:00 AM



40  Professional Remodeler  www.HousingZone.com OCTOBER 2009

PRODUCT SHOWCASE
Advertisement

ARCHITECTURAL PRODUCTS BY OUTWATER
Call 1-888-772-1400 (Catalog Requests)

 1-800-835-4400 (Sales)
Fax 1-800-835-4403

 www.outwater.com

FREE 1,000+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION LL FROM STOCK!

FLEXIBLE MOULDINGS
BY OUTWATER

Outwater’s Orac Decor®

Flexible Polymer Mouldings
enable you to easily create “on
demand” radii right on the job
site to suit almost any inside,
outside or arch radius applica-
tion without profile deforma-
tion or causing excess stress to
the mounting surface. Orac
Decor® Flexible Mouldings
can be installed using typical
woodworking equipment and
do not require priming before
finishing.

Untitled-1   1 9/14/2009   10:06:38 AM

DECORATIVE WOOD CARVINGS
BY OUTWATER

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

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

Untitled-1   1 9/14/2009   10:06:19 AM

For more info, go to HousingZone.com/PRinfo and enter # 23746-125 For more info, go to HousingZone.com/PRinfo and enter # 23746-126

Every day there is a reason to visit.

What is
Green?

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

are available 
in Standard and 

HeavyDuty...to
order, call today.

ZIPWALL™ Zipper Systems

1.800.789.6633
 or order now at

www.protectiveproducts.com

For more info, go to HousingZone.com/PRinfo and enter # 23746-127 For more info, go to HousingZone.com/PRinfo and enter # 23746-128

prx091001_lit_cls   40prx091001_lit_cls   40 10/7/2009   7:58:24 AM10/7/2009   7:58:24 AM



OCTOBER 2009  www.HousingZone.com Professional Remodeler 41

Advertisement

PRODUCT SHOWCASE

Stimulus 
Package?

Every day there is a reason to visit.

For more info, go to HousingZone.com/PRinfo and enter # 23746-131

For more info, go to HousingZone.com/PRinfo and enter # 23746-129

Finlandia Saunas 
are a Cut Above The Rest...

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

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

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

custom size, as well as best finished product. 

Contact us at 

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

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

For more info, go to HousingZone.com/PRinfo and enter # 23746-130

STONE & METAL TILES BY OUTWATER

Now you can finally buy direct from a stocking source and save! Offered as a time 
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+ PAGE MASTER CATALOG!
LOWEST PRICES…WIDEST SELECTION… ALL FROM STOCK!

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

prx091001_outwater1.indd   1 10/7/2009   8:59:14 AM
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Fill , bond, and laminate
AZEK ® Trimboards !

1-800-933-8266

TrimBonder
Bonding System

TM

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

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

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

©2006  ITW Devcon.   All rights reserved.

MARKETPLACE
Advertisement

Every day there is a reason to visit.

Stimulus 
Package?

For more info, go to HousingZone.com/PRinfo and enter # 23746-200

Retrofit the PorchRetrofit the Porch for 3-season  for 3-season 
enjoyment using pre-engineered porch modules. enjoyment using pre-engineered porch modules. 
Design and price online using Vixen Hill’s proprietary Design and price online using Vixen Hill’s proprietary 

auto-design system Order factory direct.auto-design system Order factory direct.

VixenHill.com / 800-423-2766

Untitled-1   1 8/11/2009   8:00:58 AM

For more info, go to HousingZone.com/PRinfo and enter # 23746-201

Every day there is a reason to visit.

What is
Green?
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Advertisement

MARKETPLACE

Tel 866.443.3539 Fax 405.996.5353
www.flexabilityconcepts.com

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

ORDER DIRECT

Quick Qurve Plate is the new standard for 
curved walls. Fast, accurate and NO WASTE.

MUCH
WASTE

Are you still cutting up sheets of 
plywood/OSB? Lots of material, 
lots of time.

NO WASTE

Assemble what you need.
NO WASTE, incredibly fast!

Building Curved Walls?

For more info, go to HousingZone.com/PRinfo and enter # 23746-202

For more info, go to HousingZone.com/PRinfo and enter # 23746-203

Every day there is a reason to visit.

What is Green?
For more info, go to HousingZone.com/PRinfo and enter # 23746-204

Great for 
landscape or 
construction 

crews!

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

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

Custom Seat Cover Protection for Pickups & SUV’s

®

Quality Softgoods Since 1965

To order Visit: For information: High strength with a shorter 
clamp time along with no dyes for 

a natural fi nish makes Gorilla Wood 
Glue ideal for your woodworking 

and building projects.

© 2009 Gorilla Glue Company

FOR THE TOUGHEST JOBS ON PLANET EARTH®

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

BUILD IT
TOUGH.
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Call 1.800.VZW.4BIZ             Click verizonwireless.com/pushtotalk             Visit a Verizon Wireless store

America’s Largest  
Push to Talk Coverage Area. 
Built to your specs.
Switch to Verizon Wireless Push to Talk and you’ll also get America’s 
Most Reliable Voice Network. Plus, add Field Force Manager and you 
can quickly locate remote workers and dispatch teams to your nearest 
customer—reducing operating costs and increasing productivity.

IMPORTANT CONSUMER INFORMATION: Push to Talk requires compatible phone and is available only with other Verizon Wireless Push to Talk subscribers. Largest claim based on comparison of carrier-owned/
operated Push to Talk coverage areas. Offers and coverage, varying by service, not available everywhere. Network details and coverage maps at verizonwireless.com. ©2009 Verizon Wireless.

Add Push to Talk for only $5

Motorola Adventure™ V750
Ruggedly Refined.

G’zOne Boulder™ 
Built to Survive.

Verizon Wireless 8975
On-the-Go Communications System.

a month on any Nationwide voice plan and 
choose from our great selection of phones.
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Take 5 minutes to start an estimate on your own.
Deliver fast, detailed, and accurate “whole project” remodeling 
and building estimates. Plus, give your estimates a professional 
appearance that will help you close more sales.

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

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

 Close more sales.
 Spend less time estimating..

It’s available free.
Introducing Intelligent Estimate from Andersen

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

For more info, go to HousingZone.com/PRinfo and enter # 23746-18

prx0910_fullads.indd   C4prx0910_fullads.indd   C4 10/5/2009   10:45:39 AM10/5/2009   10:45:39 AM




