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WHEN HOMEOWNERS ASK FOR THE MOON,
ASK IF THEY'D LIKE IT WITH OR WITHOUT THE OCEAN BREEZE.

Introducing the New Ultimate Lift and Slide Door. Available in stunningly large sizes and a variety of panel
configurations, the new Ultimate Lift and Slide Door is a one-of-a-kind choice for those looking to enhance their
view and extend their living space. And the best part? Our exclusive hardware makes it as easy to open and close
the door as it is to enjoy the scenery.

Get a closer look at the new Ultimate Lift and Slide Door when you visit our MARVIN‘;&:’&

new 3-D Product Viewer and register for the opportunity to design your Windows and Doors

own Marvin window or door. Marvin.com/3D Built around you:

©2010 Marvin Windows and Doors. All rights reserved. ®Registered trademark of Marvin Windows and Doors. 1-800-241-9450
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Editorial

By Jonathan Sweet, Editor in Chief

The looming lead liability

pril 22.
That’s the day the new Lead Reno-
vation, Repair and Painting rules
become official and the remodeling industry
will have to face a significant change to the
old way of doing business.

We surveyed remodelers about the new
rules in our monthly research, and not
surprisingly most have a negative view of
the regulations. This is an industry where
people do not like to be told what to do.

There will be plenty of remodelers who
will opt to ignore

Vegas or Phoenix.

If you're not lucky enough to be in that
situation, there’s little choice. The reality
is that if you have a real business with real
responsibilities, you can’t afford to ignore
the regulations. The fines are astronomical
— currently $37,500 per day per incident.
Replace 10 windows and that’s 10 incidents
or potentially $375,000 in fines per day. And
don’t forget that the states can take over
the program as long as their requirements
are at least as stringent as the EPA’s.

the rules. The same
guys who aren’t
bothering to pull
permits, pay work-
ers comp and just
generally give the

If you have a real business with
real responsibilities, you can’t
afford to ignore the regulations.

industry a black

eye will be there to offer homeowners a
cheaper, albeit inferior and less safe, alter-
native. In fact, 15 percent of respondents
to our survey said they don’t intend to get
certified to work in pre-1978 homes under
the new regulations — and 17 percent
weren'’t sure if they would. (You can see

That’s probably not the biggest danger,
though, as significant as it is. The remodel-
ers that really know this subject well are
most worried about the potential for law-
suits. Bob Hanbury, president of House of
Hanbury Builders in Newington, Conn., has
been working on lead paint issues for years

the full results of our study
on p. 30.)
You probably can’t afford

Read my blog at
www.HousingZone.com/blogs

as part of the NAHB'’s Lead
Work Group and says that’s
the scariest part of the issue.

to stop working in pre-1978

homes altogether, unless you're in a Sun
Belt boom state. I know some remodel-

ers who are seriously considering it. On

it’s face, it seems like a ridiculous idea to
cede such a huge part of the market to your
competition. After all, NAHB estimates
pre-1980 homes make up 61 percent of
remodeling projects. In our research, 97
percent of remodelers report doing at least
some work in pre-1978 homes. Although it
wouldn’t work in the Chicago area where I
live, I could see someone pulling it off in Las

We've all seen those
asbestos and mesothelioma commercials
littering the airwaves. It’s only a matter of
time before an army of lawyers realizes
the potential windfall that can come out
of lead paint, and you don’t want to be on
the wrong side of that issue. Following the
regulations — and obtaining good liability
insurance that includes lead paint cover-
age — is the best way to make sure your
business can survive. If you can’t do that,
it might be time to think about moving
somewhere warmer.

Follow me on Twitter @ SweetEdil or con-
tact me at jonathan.sweet@reedbusiness.
com or 630/288-8170

FEBRUARY 2010
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Get Behr® paint, with exceptional
duglity 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 Pro™
program, visit your nearest Home Depot Pro Desk.

Available
BI H R exclusively at:

DIRECTTOPRO

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

For mdre"itn 0, go to HousingZone.com/PRinfo and enter # 29403-3




Award Programs

THE LEADING EDGE

New opportumty to showcase
energy value in existing homes

he EnergyValue Housing Award

(EVHA) has been a long-standing and

prestigious award in the new construc-
tion industry for the last 15 years. Now, in
addition to new homes, the awards program
will also provide an opportunity for builders
and remodelers to showcase the energy-ef-
ficiency upgrades and performance improve-
ments they’ve built into existing homes.

With nearly 130 million existing homes in
the United States, many that are in need of
significant improvements to reduce energy
consumption, the U.S. Department of Energy,
EVHA's primary sponsor, saw a major need to
shift some of its focus from new to existing
homes. Starting with the 2011 award applica-
tion cycle, EVHA will have an Existing Homes
category. The judging criteria will focus on
the same criteria as the EVHA New Home
Category: application completeness; energy
value; design; construction; marketing and
customer relations; and energy program par-
ticipation. Builders and remodelers can enter
single-family homes, multifamily buildings
or reconstruction (gut/rehab) projects. The
entries will also be grouped according to the
project’s climate region — hot, moderate, or
cold — as the new-home submissions are.

For this competition, eligible entries must
be existing homes that have been signifi-
cantly retrofitted, remodeled or renovated
with a specific focus on energy upgrades
or improvements. Applications will be
required to include details about the home
both pre- and post-renovation, including
any changes in the structural, mechanical,
plumbing or electrical systems.

efficiency goals while keeping within the
clients’ budget. Judges will look at overall
energy performance improvements in a
home, integration of energy considerations
into the project’s design, product selection
and innovations used to accomplish greater
energy savings.

Further eligibility requirements include:

e All U.S. home builders/remodelers
whose primary occupation is constructing or
remodeling homes are eligible for participa-
tion. Applicants need not be members of
NAHB or a local home builder

Pre- and post-renovation test
data and inspection reports
should be used to back up any

For more awards
programs, visit
www.HousingZone.com

association.
e Submitted existing-home
projects must have been com-

claimed improvements in a
home’s performance. Applicants should also
discuss strategies behind why the changes
were made and the selection process they
went through to determine the best op-
tions to accomplish their specific energy

pleted after Jan. 31, 2008, and
before the application was submitted. In ad-
dition, the project must include an emphasis
on whole-house energy savings.

¢ Existing home projects with additions of
less than 75 percent of the existing building

MIKE KEMP

or dwelling unit’s conditioned floor area (as
defined in the ICC 700-2008 National Green
Building Standard Section 305.1 (2)) are eli-
gible for entry in the Existing Home Award.

® Projects that include additions larger
than 75 percent of the existing building or
dwelling unit’s conditioned floor area will
be considered new construction and should
be submitted in the appropriate EVHA New
Home category.

The 2011 applications for both the new and
existing homes categories are now available
online; visit www.nahbrc.org/evha/retrofit for
more information on this new award category
and to download an application. You can also
contact Debra Sagan, EVHA project manager
at the NAHB Research Center, at 800/638-
8556, ext. 6210. Applications for the Existing
Homes category must be postmarked by July
30. (New Home category applications must
be postmarked by June 30). ¢
— ANNE HOLTZ, NAHB RESEARCH CENTER

FEBRUARY 2010
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Inside every carton of Mastic Home Exteriors vinyl siding you get more than
best-in-industry low-maintenance building products — you’ll find a complete
exterior solution. With one call you can access everything you need —
Performance Metals®, Designer Accents”, accessories, tested business-building
tools, qualified leads, and more. All to help you build your business, satisfy
homeowners, and succeed in today’s marketplace. And because Mastic is a MASTIC
part of Ply Gem, you also gain the power and reach of the industry leader. For HOME EXTERIORS
details, visit SucceedWithMastic.com or call 1-800-962-6973. AR
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Who says change has to be hard? Transform the look of any home — inside or out — with Ply Gem Stone.
Our authentically recreated, easy-to-install, affordable stone veneer is available in more than 100 stone
and brick style and color choices that work with a variety of home styles. With installation support at
plygemstone.com and a dedicated customer service team to answer your questions, Ply Gem Stone is a

natural choice for any project. Learn more at plygemstone.com or call 877-804-1670.

NATURAL PERFECTION IN A HANDCRAFTED STONE VENEER.

Fieldstone, Tuscan Fieldstone, Shadow Ledgestone, Ledgestone, Cut Cobblestone, Cobblestone, Ridgestone, Riverstone, Brick

NAHB | This product has been Green Approved by the NAHB Research Center. This means you can be assured
E?EIATRS: that this product complies with specific green practice criteria in the National Green Building Standard.

GREENW Visit www.GreenApprovedProducts.com for more details.

#4PLy GEM

BUILDING PRODUCTS. BUILDING SUCCESS

plygem.com

149 Keene Lane Middleburg, PA 17842-8293 877-804-1670
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NHQ

THE LEADING EDGE

Reed Construction Media
launches the National Housing
Quality Executive Council

eed Construction Media, a division

of Reed Business Information that

includes Professional Remodeler,
Professional Builder and HousingZone.
com, has launched the National Housing
Quality Executive Council, a group of 29
remodelers, builders and housing consul-
tants who are fully committed to serving the
industry with practical advice concerning
all crucial aspects of the home-building and
remodeling businesses. (The full list of
council members appears on p. 66.)

In the coming months, NHQ

Executive Council members will
deliver their proven, actionable
advice through weekly blog

are past NHQ Award winners, including
Bill Saint, president and CFO of Simonini
Builders (2010 winner), and Kevin Estes,
owner and founder of Estes Builders (2005
and 2007 winner). NHQ Executive Council
members will continue to oversee the judg-
ing and execution of the NHQ Awards.
“Remodelers today need to know what
works in real life, not in theory,” says Jona-
than Sweet, editor in chief of Professional
Remodeler and co-editor of Housing-
Zone.com. “Bringing the insight
of these industry innovators
together with that of our award-
winning editorial staff ensures
we’ll be able to deliver the crucial

. R . . »
posts at HousingZone.com and on- Unive d information that contractors need.

going participation in articles, industry
roundtable discussions, education ses-
sions and conference calls. Their areas of
expertise include leadership; strategic plan-
ning; performance management; customer
satisfaction; human resources; construc-
tion quality; trade relationships; business
results; sales and marking; and supply-chain
management.

“In this difficult market, there is little
room for error for members of the residen-
tial construction industry. Only by rigor-
ously applying the foundations of a strong,
quality-driven business will our community
survive, profit and excel,” says Dean Horow-
itz, general manager of Reed Construction
Media. “This new approach to content
creation and delivery demonstrates the
willingness of this community to participate
in the success of its peers.”

The majority of NHQ Executive Council
members are intimately involved as judges
in the prestigious National Housing Quality
(NHQ) Awards (operated jointly by Reed
Construction Media and the NAHB Re-
search Center) — the industry’s sole awards
program recognizing excellence in quality
management and operations. And many

FEBRUARY 2010

The NHQ Executive Council will
serve as the backbone of an enhanced,
“community-based” content strategy for
the Reed Construction Media residential
construction brands, including Profes-
stonal Remodeler, Professional Builder,
Custom Builder and HousingZone.com. The
editorial team will connect with subscrib-
ers, visitors and attendees through industry
roundtables; exclusive research projects;
and in-person and online events aimed at
delivering proven, actionable solutions for
builders and remodelers.

“The NHQ Executive Council brings
together many of the industry’s best minds
when it comes to running a high-quality,
profitable home-building business,” says Da-
vid Barista, editor in chief of Professional
Builder and Custom Builder and co-editor
of HousingZone.com. “You can consider
them among your most trusted advisors.”

The National Housing Quality Award
is a Malcolm Baldridge-style quality and
performance excellence award that Reed
Construction Media has produced with the
NAHB Research Center since 1992. For
more on the program, visit www.Housing-
Zone.com/NHQ. e

www.HousingZone.com

What is

Green?

Professional Remodeler
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THE LEADING EDGE

Best of the Blogs

SERVICE

WHEN A DOCTOR PERFORMS SURGERY, is he or she providing a
product or a service? When insurance agents help you
buy life insurance, are they providing a product or a
service? Having been on the consumer side of each
of these, I can say they are all providing a service. In

each case, I valued good advice, feeling like I made
good choices, working with someone I could trust and getting maxi-
mum benefit for my investment. I value some pretty basic elements
when buying a service: treat me with respect and honesty and do
what you say you are going to do.

When I buy a product I can analyze every widget and feature. I
can compare and contrast details of my options — not to mention

their prices — through various stores or 24/7 from the comfort of my
home via the Web. With a product, I value getting maximum benefit
for my investment and getting a product that is most effective for its
intended use — good advice and trust aren’t as much of a priority.

But providing good service is tricky stuff. How do you build trust
with a service? You do what you say you are going to do regardless
of how big or small the promise. You have empathy for the client.
You recognize that the work starts after the sale. And your report
card of good service is how your client FEELS. As Danny Meyer said,
good service is hospitality.

So when you renovate a home, are you providing a product or a
service? — from Bruce Case’s blog, “Case Studies”

“When you renovate a home, are you providing a product or a service?” — BRUCE CASE

GREEN

HEALTH CARE

LEADERSHIP

JOHN CONNELL, A LEED-CERTIFIED AR-
CHITECT WHO IS THE LEAD DESIGNER for
Connor Homes in Middle-
bury, Vt., spoke plainly during
a meeting with me at the
International Builders’ Show.

“We're a nation of shoppers.
... We love green because the cost of energy
is so high,” Connell said. “I've never had
so many [customers] lead with green as a
criterion for building a house.”

It seems that customers want green as
long as they don’t have to pay too much
for it. If a builder can show there’s a direct
correlation between energy efficiency and
lower utility bills, they're a lot more likely
to get the sale. Solar panels and geothermal
heating systems are sexier, but the price tag
is a turnoff. So while saving the planet is a
noble concept, Americans are frankly more
concerned about what green design and con-
struction means for their wallets. Is anyone
surprised by this?

— from Staff Writer Susan Bady’s blog,
“My Two Cents”

IN CASE YOU MISSED IT, THE U.S. SENATE
HATES YOU.

When the Senate passed the
health care reform bill just
before Christmas, it included
an odd provision that singled
out the construction industry
for more onerous treatment.

Any construction company that employs
more than five people would have to provide
insurance under the amendment from Sen.
Jeff Merkley, D-Ore., but companies in any
other industry would only have to provide in-
surance if they have more than 50 employees.

So I'm not sure if the senator had a remod-
eling project go bad or what, but whatever
his reasons, trade associations includ-
ing NAHB and NARI have been lobbying
Congress to eliminate this from the final bill
that’s being negotiated right now.

NARI has put together a letter (at www.
nari.org) that you can personalize to send
to House and Senate leadership and your
local representatives and senators. NAHB is
also working to get the language removed
through its lobbying efforts in the capital.

— from Editor in Chief Jonathan
Sweet’s blog, “The Sweet Spot Remodeling
Blog”

IT HAS BEEN MY OBSERVATION THAT THERE
ARE TWO TYPES OF LEADERS IN BUSINESS:
short-term strategists and long-
term strategists. And this holds
true regardless if they are large
corporations, distributors or

& home builders.
Unfortunately over the past 10 to 15 years
we have been stuck with the “short-term”
business leaders. My definition of a short-term
leader is one who only focuses on a three-year
plan that, if achieved, means that he or she
will get a big bonus and a bigger job. I have
also observed that the long-term strategists
are those who make decisions and develop
strategies that have the long-term success of
the company and themselves in mind.

It is my contention that short-term man-
agement is the key reason that we have all
experienced the bursting of our economic
bubble. In fact, these leaders have been so
focused on their own personal objectives
that they collectively caused the formation
of the bubble. Throughout my career I have
worked for both types of managers, and I can
honestly say that I have had more fun and
rewards working for the long-term manager.

— from Glenn Singer’s blog, “Supply
Chain Connections”

12 Professional Remodeler
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CLIENT RELATIONSHIPS

SOCIAL MEDIA

THERE ARE A NUMBER OF SERVICES OUT THERE that serve as
clearing houses for consumer complaints — Angie’s
List being among the most prominent. Needless to
say, you don’t want your firm to be bad-mouthed on
that sort of forum. But what if you had a way of re-

porting troublesome clients? What if someone stiffed
you on a job — would you call them out digitally?

There’s a new site that lets you do just that. It's called Business-
Beware.biz. The site, which charges a one-time $5 registration fee,
claims this service is particularly keen on getting consumers to settle
the dispute with you before you move to a collections agency or
small claims. They say: “Try using our site before using a collection
agency! Seriously, when customers won'’t respond to your overdue
invoice notice, file a complaint about them on our site and we send
a letter to them letting them know that they are on our site. And
believe it or not, most send the check within the week!”

It’s an interesting idea, but I'm wondering if making a move like
this can do your firm more harm than good by airing the proverbial
dirty laundry in such an open forum. — from Product Editor Nick
Bajzek’s blog, “The Product Guy”

THE EXPONENTIAL GROWTH OF FACEBOOK, Twitter and online
blogs offers undeniable evidence that the world has
adopted new means of communication. This phenom-
ena is no flash in the pan; the sooner you adapt to
these tools the more likely you are to prosper in your
career or business. Unfortunately, many of us don’t
know where to begin. Here are two books that are good primers

for understanding how these tools work and how to utilize them to
promote yourself, your company or your product:

“Viral Loop: From Facebook to Twitter, How Today’s Smartest
Businesses Grow Themselves” by Adam L. Penenberg is a thorough
analysis of how networks form and grow, starting with examples
from the early Tupperware organization up to Twitter and Facebook.

“Crush It! Why NOW Is The Time To Cash In On Your Passions!” by
Gary Vaynerchuk has writing that’s a little rough around the edges,
but as the author himself puts it, so is he. He does an excellent job
explaining how to utilize Web 2.0 tools to promote yourself or your
business. I recommend reading this one after “Viral Loop.”

— from Rodney Hall’s blog, “The PeopleZone”

Generate leads with

customer-created video testimonials!

Who can enter? Any client of a NARI Member

How do | get my clients to enter? Reach out personally—tell them about the con-
test and that they can win $500 in prizes that include Home Depot gift cards and

video cameras.

More details here: www.nariremodelers.com/video-contest

PN
NARI

NATIONAL ASSOCIATION OF
THE REMODELING INDUSTRY

Questions about joining NARI?
Contact us at info@nari.org or call (800) 611-NARI

For more info, go to HousingZone.com/PRinfo and enter # 29403-12
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Our windows get
a lot of credit.

$1500* worth, to be exact.

At Ply Gem Windows, we realize customers want products that do more than just perform —

they want products that save energy, lower maintenance, and beautify their homes. That's where

we come in. We offer you the energy efficient products you need and the tools that help build

your business. It's time to give your customers a little Credit. It's time for Ply Gem Windows.

PLY GEM WINDOWS . i
Visit www.plygemwindows.com/energytax to learn more.

PLY GEM

BUILDING PRODUCTS. BUILDING SUCCESS.

7 plygem.com

Windows Siding StoneVeneer Fence+Rail Designer Accents

*Ply Gem Windows bears no responsibility in the validation of obtaining the tax credit. Please consult with your professional tax advisor.

Ply Gem, the Ply Gem logo, the “Building Products. Building Success.” slogan, Ply Gem Windows and the
Ply Gem Windows logo are trademarks of Ply Gem Industries, Inc. ©2010 Ply Gem Industries, Inc.

For more info, go to HousingZone.com/PRinfo and enter # 29403-5
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Accounting

THE LEADING EDGE

Tax tips for contractors

his should be a year of paying close

attention to tax preparation and tax

accounting details. Contractors who
reduce their liability can protect themselves
against increasing taxes and income assess-
ments by the IRS.

For example, Houston CPA Jim Trippon
says recent tax laws have increased the
fixed asset cost expense up to $250,000 for
construction contractors. Construction
contractors can take advantage of this de-
duction as long as less than $800,000 of the
company'’s assets is in service within the
given year. “Most of the economic stimu-
lus checks have been delivered. However,
there are additional funds that may be
available. The economic stimulus checks
were actually an advance on the 2008 tax
liabilities,” says Trippon.

Grant Thornton, a distinct legal entity
of Grant Thornton International, recently
released a set of tax tips for contractors.
Todd Taggert, the firm’s tax partner and
practice leader, advises you to consult your
tax adviser before taking any of these steps.
“The complexity of current tax law is such

that many businesses find it difficult to take
advantage of deductions and tax credits that
Congress and the President have specifically
enacted to benefit them,” says Taggert. “This
list highlights some of the most common

of these areas and is intended to alert our
clients and prospects and to encourage them
to work with their tax adviser to minimize

tion deductions. As an incentive for invest-
ment in equipment, taxpayers are allowed

to deduct half of the cost of 2009 qualifying
property in the first year of use and then de-
preciate the remaining half of the asset over
its normal useful life. For five-year equipment
(the most common tax life for construction
equipment), this allows a deduction of 60

income taxes.”

Make the most of your net
operating loss deduction.
Recent tax legislation opens up

For more economic
strategies, visit
www.HousingZone.com

percent of the asset’s cost in the
first year of its life.

Consider future capital
gains and dividend tax rate

opportunities for taxpayers of
all sizes to choose an extended carryback
period for net operating losses (NOLs).
This provision allows contractors who have
NOLs to choose a five-, four- or three-year
carryback period (increased from the nor-
mal two-year rule) for NOLs incurred in a
tax year beginning or ending in 2008 or 2009.
Keep in mind, however, that only a single
year can qualify for this enhanced carryback
period. Taxpayers with NOLs in two or three
qualifying years need additional analysis to
maximize their cash refunds.

Take a hard look at bonus deprecia-

increases. Under current law,
capital gains and qualified dividends are
taxed at a favorable 15 percent federal
income tax rate. This preferential treatment
is scheduled to expire at the end of 2010 and
individuals (absent a law change) will face
higher taxes on these items in 2011.

Consider not deferring income. The

traditional wisdom of deferring income
for tax purposes deserves another look.
With many government entities looking for
increased tax revenues, new tax policies and
rate increases are very possible. ®
— NICK BAJZEK, STAFF WRITER
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3-D PDFs bring proposals to life

y converting models to three-dimensional PDF files, planning  to buy a new software package and get used to a new technology.

service provider and building information modeling (BIM) Using Adobe’s Acrobat, which usually comes standard on your PC or
consultants CG Visions have enabled their clients to col- Mac, lets homeowners in on the process,” he says.
laborate on designs, mark up digital drawings and make notations Shively points to the success experienced by a small custom
on design specifications. These professionals can sign off on final builder he’s worked with in the past. “They’re moving toward a 14-
designs and even track approvals from their colleagues. day build process. What we're running into is there’s an engineering
Cory S. Shively, a partner with CG Visions, notes the benefits of firm, a design firm and an architect involved. All of them want to use
working with PDFs: “You can share a PDF with anyone in the world; their own CAD drawings. But if you can utilize a PDF and share it

you can’t name a more prevalent platform. People don’t want to have and mark it up, you can dramatically reduce confusion in the chain
and cut some of the change orders in the field.”

A [Compare New] 07D Floor Plan Drawing, rev2 - Adobe Acrobat Pro Extended

ErE T Em R — While CG Visions has primarily worked with builders, the technol-
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ogy is just as game-changing on the remodeling side. These 3-D mod-

777777777777 els let customers take a sort of virtual tour from room to room and
compare features of different layouts side by side. Ultimately, says
Shively, interactive, Web-based sessions with customers can provide
virtual, real-time feedback to design staff.

The company says because the homeowners have a vision of

the home before construction begins, they are less likely to make

changes during the building process, keeping construction and

materials costs down and projects on schedule. “It used to be that
clients would go out and see their home mid-construction and

want to make changes to the layout or materials. These changes

increased overall costs and delayed project completion,” says

Shively. “Since we started using 3-D PDF files, we've helped our

ElE

clients cut field-change costs by 95 percent and keep to tighter
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§ P — construction schedules.” o
Sk Corpor: s — — NICK BAJZEK, PRODUCTS EDITOR

CG Vistons uses Adobe Acrobat 9 Pro Extended to facilitate 3-D
design collaboration between design and construction teams.
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Engineers, designers and builders can use their own CAD- These 3-D models let customers take a virtual tour from room to
based programs without worrying about sharing capabilities. room to compare features and layouls side by side.
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Customer Satisfaction

The pros and cons of Net Promoter

fyou're at all interested in marketing,

you likely have heard about Net Pro-

moter, the company that uses a score by
the same name to calculate a business’ cus-
tomer satisfaction. Compared to the amount
of data that comes with typical customer
satisfaction analyses, the Net Promoter
Score is as straightforward as it gets: your
customers rate you on a scale of 1 to 10 on
their likeliness to recommend you to a friend
or colleague. Customers giving you a 9 or
10 are called promoters, and anyone rating
you 6 or below are detractors — the rest are
considered neutral. Subtract the detractors
from the promoters, and you've got your Net
Promoter Score.

It sounds simple, and it is. But is one
number from one system good enough to
measure customer satisfaction? Here’s a
roundup of the pros and cons that have
industry experts buzzing:

Pro: It’s simple. Fans and critics alike
praise the benefits of understanding one
number that’s derived from an easy-to-un-
derstand formula. Fred Reichheld, one of the
co-founders of the score who made it famous
with his book “The Ultimate Question,” ar-
gues that research among thousands of cus-
tomers in different industries tied the New
Promoter question to the most referrals and
repeat purchases — and that the “ultimate
question” can be the key metric for measur-
ing success. And for busy executives who
often get confused by market researchers’
analysis, claims are that it can be a Godsend.

Con: It’s too simple. The Net Promoter
site will say that measuring one number
alone will not lead to success and will sup-
ply customers with an operational model,

personal and relational, and one number

does not capture that.”

Pro: It’s good for comparison’s sake.
A clear piece of data to compare against
other firms’ findings provides a more stable
measure over time, Jeffrey Henning writes
on software company Vovici’s blog.

Con: It’s “management by averages.”

white papers, online forums,
Webinars and even conferences
to get you to a successful score.
But one number isn’t enough,

For more on customer
satisfaction, visit
www.HousingZone.com

The Net Promoter Score is a an
average, which is a poor way
to manage, says Scott. If you
have a room of 100 people and

critics argue. “It doesn’t identify

problems; it doesn’t offer solutions,” says
Charlie Scott of Woodland, O’'Brien & Scott,
a customer satisfaction and management
consultancy. “Home building is much more

one has a problem, would you
assume half have that problem, asks Scott?
“It’s so far away from what'’s happening at a
relational level of a community, the number
isn’t going to help you understand what'’s

going on. ... Does the score mean the same
thing to salesperson Sally Smith at Happy
Acres as it does to Bill Brown somewhere
else? No. It’s too general.”

Pro and Con: It works best for large
companies with thousands of customers
— but remodelers’ businesses aren’t that
large, Scott says, with a reminder that Net
promoter’s clients typically handle a large
number of transactions.

Pro: It gets people talking about cus-
tomer satisfaction. “Anything that brings
customer satisfaction to the forefront is a
good thing, regardless of how ill-conceived
the methodology might be,” says Scott. “This
gets people talking, and dialogue is good.” e
— STAFF REPORTS
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Stimulus

More details emerging on Home Star

he Home Star program — otherwise
known as “Cash for Caulkers” — looks
to be edging closer to reality.

There are multiple proposals in front of
Congress, and while the details vary, the
basics are relatively similar. The total pool of
money for the program looks to be some-
where in the $6 billion to $10 billion range for
home energy retrofits.

Unlike the existing tax credits passed as
part of the stimulus last year, Home Star
would provide immediate rebates for hom-
eowners who undertake energy retrofits. The
money would be instantly available, address-
ing one of the key complaints remodelers
have about the existing credits.

There are two levels of projects eligible for
rebates under the Home Star proposal:

e A Silver Star “prescriptive path” under

which homeowners would be eligible for
rebates of between $1,000 and $1,500 for each
installed project (or $250 for appliances),
capped at 50 percent of the project cost. In-
stalling high-efficiency appliances, upgrading
windows and doors, improving insulation and
air sealing, along with other various weath-
erization projects would be eligible up to a
lifetime maximum of $4,000.

e Under the Gold Star “performance path”
homeowners would be given incentives to
undertake energy audits and make improve-
ments to home energy efficiency, instead of
focusing on specific projects. The rebates
(also capped at 50 percent of the project price
tag) would start at $4,000 for improvements
that reduce home energy use by at least 20
percent. Each additional 5 percent reduction
in energy usage would equal another $1,500

in savings, all the way up to $12,000. The proj-
ects would have to be audited by a third party.

Supporters have gotten behind the pro-
posal, including trade associations, building
product manufacturers, environmental groups
and even the president and vice president.

NAHB is putting its powerful lobbying
weight behind the proposal as well and points
to Project ReEnergize, a Minnesota program
that provided $2.5 million in state grants for
middle-class homeowners for specific energy-
efficiency projects, as a model of how such a
program can invigorate spending.

The association is also supporting a propos-
al by Rep. David Reichert, R-Wash., that would
extend the existing credits (due to expire at
the end of the year) for five more years and
increase them from $1,500 to $5,000. e
— JONATHAN SWEET, EDITOR IN CHIEF

-
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By Allison P. lantosca

F.H. Perry Builder

Leadership

THE LEADING EDGE

Organize teams
around profitable projects

s a gawky kid, I barely made it

through Pee-Wee soccer, but, if

memory serves, typically all 11 play-
ers follow the ball around like a swarm of
bees on a moving honey pot, each deter-
mined to be the one to kick the winning
goal. Parents cheer over hot cups of coffee,

coaches high five and Norman Rockwell
smiles down from heaven.

Eventually, these same players learn
about accepting a position of strength,
passing the ball to a player poised to score,
and doing what's best for the whole team.
Unfortunately, star centers and weekend
warriors alike who know these
truths of teamwork on the field

For more by Allison, visit
www.HousingZone.com/PR

still run businesses a bit like
the Pee-Wee league. Teams
stumble around in hyperactive
herds trying to deliver on customer satisfac-
tion and profitable margins.

It’'s not that these teams comprise only
bad hires — quite the contrary in fact. Suc-
cessful firms boast rosters full of the shiniest
resumes and the most polished profession-
als. What differentiates uniquely successful
teams however is their ability to leverage
their exceptional players while holding the
team as a whole accountable.

Having hired well, these great teams first
capitalize on player strengths — strengths
not defined by resume only but by what

FEBRUARY 2010

comes naturally, what a player is passionate
about, what she is predisposed to do. No
job description can fully encompass what

a player can truly contribute. It is up to the
team leader to take the time and perse-
verance to discover how each player can
uniquely inform the team’s success.

It is up to the team leader to take the time and
perseverance to discover how each player can
uniquely inform the team’s success.

At the same time and with a similar
perseverance, successful teams determine
a shared desired outcome and hold the col-
lective, not the individual, accountable for
achieving it. This is what makes the ordinary
extraordinary. Teams that concentrate on
the whole spend much less time on knee
jerk individual criticism and
irrelevant finger pointing. Stun-
ning examples include firefight-
ers at the scene of a five-alarm
blaze or a previously cursed
baseball team in game seven of the World
Series. In both situations, the collective
desired outcome is both much greater than
the contribution of any single player, and not
achievable without it.

It takes great wisdom and self control
to understand that being a strong sup-
port piece in a web is just as powerful as
kicking in the game winning goal. So try
removing the ball from the center of your
metaphorical gaggle of Pee Wee kids every
now and again and watch the effect on
your bottom line. e

www.HousingZone.com/PR
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Remodelers’ Exchange

By Jud Motsenbocker

The metrics that matter

here are plenty of numbers available to remodelers in their

businesses, but how do you know which ones matter? Pro-

fessional Remodeler talked to remodelers Bill Asdal and
Bob Peterson about how they make the most of their data. High-
lights of that conversation appear here. To listen to the full dis-

cussion, visit www.HousingZone.com/remex.

This month featuring:

Bill Asdal, Owner
Asdal Builders, Chester, N.J.

Asdal is a frequent speaker, writer and instructor for the con-
struction industry. The company built its first custom home
in 1978 and since then has built and remodeled hundreds of

commercial and residential buildings.
Bob Peterson, President
ABD Design/Build, Fort Collins, Colo.

Peterson and his wife, Rita, started ABD Design/Build in
1990. Peterson was the 2007 NAHB Remodeler of the Year.

MOTSENBOCKER: If I could
give you only one number or
one piece of information that
would tell you the most, what
piece of information might
that be?

ASDAL: Hands down, with-
out question, the one number
you must know is your person-
al budget, also known as your
“burn rate.” I would suggest
that if you don’t know what
you're spending, you have no
idea of what you have to make.
That number is also going to
drive the quality and type of
life you aspire to. I believe the
life that you choose to have
should be planned, charted
and financed by the companies
you own.

MOTSENBOCKER: Bob, how
about you?

PETERSON: I can’t argue

with Bill. However, I'm going
to delve into the company and
assume I've got my personal
ducks in line, and use the
gross profit number. That’s
what drives me.

MOTSENBOCKER: I asked
for one piece of information
and you both came up with
something different, and
they’re both great. That’s not a
problem. Now give me the top
numbers that help you to ana-
lyze that whole number. Bob,
what other numbers? You
went from the gross profit, but
what else?

PETERSON: Obviously, when
I use the gross profit, I have to
know what it costs me to open
my door every day, which is
the overhead that comes out of
the gross profit, the expenses
that get me to my bottom line.

That is another number that’s
key to me. Another number
obviously on the other side
of that is the cost of goods
sold. One of the most impor-
tant numbers that I look at,
to be very honest with you, is
a billable hours report from
my production staff. I need to
know how effective they are at
keeping their time above the
line in the cost of goods sold
versus in overhead.
MOTSENBOCKER: Bill, how
about you? I'll let you have go
at a few more numbers.
ASDAL: Well, I have to go di-
rectly to net profit after taxes.
Once gross is calculated,
you have operating expenses
within the budget, and then
there’s a big impact with the
tax man. My second number
is going to be net income after
taxes. That number has to be
greater than your burn rate for
the life you choose to have. My
suggestion is that that number
should be 150 percent of your
burn rate. I would suggest that
there are two types of income
that I look at. There’s active
income, which is what your
remodeling company makes,
and there’s passive income,
which either comes from as-
sets or from other companies,
whether it be real-estate or
interest coupons or dividends.

Contributing Editor

Passive income is a very differ-
ent animal. I will suggest there
should be a proactive plan to
cultivate passive income and
monitor that just like the ac-
tive income. You have both of
these contributors to that net
after tax line, active income
and passive income.

MOTSENBOCKER: Bob, why
18 it you have picked those
numbers to manage your
business?

PETERSON: When I pick
gross profit as my key number,
the reason I do that is I know
what it takes to open the doors
of my office. I know what my
overhead is. Gross profit is one
number that I can look at as
a global number and pulling
in what Bill’s talking about,
pulling in my whole personal
and corporate life. I can pull
it into ABD and look at the
overall company, gross profit
and know where I need to be.
Or I can know again what my
overhead is so I can look at
individual microcosms of our
different divisions within our
company. Being design/build
we have design revenue, we
have retail revenue, we have
new construction revenue and
we have remodel revenue. 1
can look at each item with
an allocated G&A expense
toward that. It tells me where
I'm at any given day.

MOTSENBOCKER: That’s
good. Bill, do you want to add
anything to that comment?

ASDAL: I've heard for 30
years that you need a 67
percent markup to get the 40
percent gross profit; a 40 per-
cent gross profit is a target. My

22 Professional Remodeler
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basic question is, 40 percent
of what? You might have a
wonderful structural metric
that you're making 40 percent
on a $500,000 company, which
in that case would be $200,000.
But if you have $150,000 of
overhead, you're left with
$50,000 and after taxes you're
left with $35,000 and you're
living the life of someone who
would spend $80,000. So even
in a classic scenario with that
balance in place you need to
go back and make sure the net
bottom line really is sufficient
to cover the life you choose.
MOTSENBOCKER: How do
you track those numbers?
How do they get to you?
ASDAL: Great question. We
certainly keep an accurate, up-
to-date current set of books.
We use QuickBooks Pro. We
have multiple companies
we're running. Much like Bob
suggested, he’s got multiple
classes of saleable goods,
whether it be design, retail,
remodeling or new construc-
tion. We're running a couple
of rental properties and have
some passive income flowing.
Each one is a separate set. All
of that is merged into a master
sheet, which we do in Excel.
We export regularly very
simple reports that come out.
P&L is certainly one we look
at all the time. Is the company
generating the numbers that
it is supposed to? We will
compare them. A snapshot of
year-over-year for net worth
becomes a very interesting
one. If your net worth is going
down but your income is going
up, you've got to dial that back
on the spending side because
your net worth isn’t growing.
That’s another very interest-

ing metric, the year-over-year
total personal assets. The
company’s core mission, at
least remodeling companies
as I see them, is that they are
ATMs. They are cash ma-
chines. They're out there to
make money. You start it, you
run it so you can make money.
Now the question is, what do
you do with the money and
how do you create a passive
income stream, or at least
apply some good management
skills so that you're generating
that income and converting it
into net worth?

MOTSENBOCKER: Bob, how
do you track this?

That tells me eight weeks out
where we're going to be cash
wise. To follow that up, every
other week we have developed
a separate report outside of
Master Builder called a Job
Cost Data Report. My project
managers and designers are
100 percent responsible for the
numbers in that. It tells all.

It projects cost to complete,

it projects the gross profit, it
projects the schedule. It’s a
fairly large spreadsheet, but
that’s a very valuable tool to
us. Trust me, none of those
people like to come in there in
front of the company — this is
a company-wide meeting we

biggest fundamental one we're
looking at.

MOTSENBOCKER: Bob, how
about you? Do you have a
benchmark out there or sev-
eral that you use?

PETERSON: We have several
that we look at. Obviously,

I'm going right back to gross
profits. Anytime we fall below
35 percent gross profit on
anything here, we start to
investigate why. We want to
know if that’s a manpower
situation, if that’s a slippage
situation. That’s probably one
of our strongest benchmarks.
Another benchmark that I
use is that I pull the current

BILL ASDAL

PETERSON: About five
years ago we converted from
QuickBooks Pro to Master
Builder. We're using it prob-
ably as close to 100 percent
as aremodel company can.
We track things daily. Master
Builder provides me with a
daily dashboard that I can
look at. If I see anything on
that dashboard, I have full
access to look into it and look
at any backup on that report. I
get, as Bill said, a P&L and bal-
ance sheet by the 10th of the
month following the previous
month. That’s something we've
worked hard to do. I've got
that to look at. Two other tools
that I use to get to that is every
Tuesday morning on my desk
is an eight-week cash-flow
projection. It’s based on our
scheduling system that we are
very emphatic about following.

have every other week — and
let us know that one of their
projects is going in the tank.

MOTSENBOCKER: When you
start to evaluate this, do you
have a benchmark that you
go by?

ASDAL: Yes, I certainly do.
I have several of them. I must
admit, in this economic time,
we've got some very interest-
ing results that are somewhat
unprecedented. The very basic
benchmark is a business goal
to create passive income that
exceeds the personal burn
rate. I have indexed that for
probably a decade or more and
indeed follow up on a regular
basis. Looking at that passive
income number versus burn
rate once indexed I was able
to find that we could indeed
exceed it. I keep looking at
that on a regular basis. It’s the

ratio up every other week just
to see where we stand from
a cash standpoint. We work
hard to keep that well above
the 1.0 level and have been all
year been in the 2.0 level. We
feel good about that. That’s
a benchmark that we as a
company — my staff included
— look at that.
MOTSENBOCKER: Give me
an example of when you see a
certain number you know it’s
time to make a change and
example of what you did.
ASDAL:: I'd like to give you
two. The first is directly for the
remodeling business. For years
and years, we've had a very
stable overhead. And when I
do more gross sales with that
stable overhead, it is a direct
correlation to productivity. I
can delegate more, I can let
guys in the field run subs. We
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Remodelers’ Exchange

ran our productivity pretty
high without increasing over-
head to the point that about 17
percent of our gross sales was
our overhead. As our gross
sales have collapsed in this
economy, all of a sudden with
half as much volume we've got
an overhead at 35 approaching
40 percent. That tells us a lot
of things. No. 1, if you're going
to hold productivity stable I've
got to cut overhead. Based on
heartfelt loyalty and knowing

PETERSON: One of the other
tools that we use is that we
track our leads very intimately
— where they come from, how
they get here and what the
projects are. I'll use a specific
example: In October 2008, in
looking at a third-quarter lead
report for 2008, I saw a trend
of leads decreasing greatly.
That was a key turning point
for us to evaluate, one, where
those leads were coming from,
and two, where we were going

of the readers who look at that
weekly payroll and either have
it or not. Without a forecast
mechanism of what it is, also
many will reach into their
pocket and fund the shortfall
from personal assets. I would
add a caution and an asterisk
to those who are doing that.
You can fund a company that
is going backward until you
go broke. I would say the time
a company needs to shut its
doors is when it can’t pay its

— BOB PETERSON

how tight we’ve been for years,
we kind of suck it up a little
bit in this economy to keep
everybody going, cut margins,
cut where we can. Ultimately,
many in the industry are faced
with some very hard personal
decisions about laying people
off. Knock on wood, we seem
to have flattened out at the
bottom of our gross sales.
We are sustainable. We are
certainly nowhere near the
profitability or overhead levels
we've been burning, but those
were pretty tight to start with.
I think that is an actionable
number to have, those ratios of
gross sales to overhead. When
they start getting out of whack
that really is the clarion call to
either find new sources of top
line revenue or you really have
to compress sales.
MOTSENBOCKER: Is there
any number, especially in
this economy, that you’ve been
looking at that said you’ve got
to do something sales-wise or
marketing-wise?

to be for projected revenue
for 2009. We started work-
ing hard as a staff — not just
me. My staff was engaged in
looking at P&Ls on where we

bills without your reaching
into your pocket. Cross-polli-
nating personal expenses and
company expenses or other
assets back into the company

could cut our
overhead. We
started working
on our overhead.

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

is very danger-
ous turf. Then
you need to

accommodate

Personnel, as a

result of that, we're seven peo-
ple leaner in 2009. Overhead,
we cut about $250,000 out of
that. That really all came from
our lead tracking system as a
beginning.

MOTSENBOCKER: Bill,
anything in particular that
you've done that changed the
way you were doing business
as far as leads are concerned
or sales?

ASDAL: Yes, no question
about it. It’s as simple as cash
flow for us. Payroll needs to
be met on Friday, and if it’s
not there, we’'d better wake
up and wake up plenty soon
enough to generate billable
times. There have been many

repayment of
those debts or loans back to
the company. Really looking
at hard cash and how long it’s
going to last, where it’s going
to go and how far you want to
carry overhead.

MOTSENBOCKER: Do

either one of you or both of
you track the hours that are
spent on an individual sale?
For instance, a program we
implemented here was all
salespeople — and salespeople
are estimators in our case
— track their time by the half
hour. When we get done with
a project, we actually know
how much time that salesper-
son and estimator and the
amount of hand holding we’ve

done on that particular client.

PETERSON: We track our
time as a staff to 15-minutes.
Salespeople hate it; because
they're commissioned they
feel like they shouldn’t be ac-
countable. One of my training
goals with a salesperson is
to teach them to understand
that if you spend 100 hours
holding someone’s hand to get
a $20,000 project, they did not
make any money. Again, I try
to teach them to look at this as
a business of their own. They
need to be efficient in that
aspect. We have a full-time es-
timator. My salespeople do not
estimate. They are responsible
for working with the estimator
to put the project together, but
that estimator tracks his time
by every 15 minutes as well.
We do track that so that we
know where we're spending
out time.

MOTSENBOCKER: Bill, do
you track that time?

ASDAL: I admire those who
can. I track it anecdotally.
There is a breakline, and I see
this as one on the far side of
the bridge where to gather
that level of data and analyze
it for the size and volume we
are doing is probably one that
I would not specifically invest
in. In the field, we track it to
the hour what they’re doing
by the task, but the overhead
and breakout in terms of sales
is anecdotal only. The time
of lead generation has long
extended; the time to close
has long extended; the hand
holding, the investment to get
to a close is extended. It’s a
great point, wonderful piece of
data — I'd actually like to have
it — but I choose not to invest
and track in it. e
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FINANCING

Where's the
money’?

Financing for home remodeling has never been harder to obtain.
Here’s what you can do to make it easier for your clients.

By Wendy A. Jordan, Senior Contributing Editor

he well of work has gone dry for many remodel-

ers, but it’s overflowing at Riggs Construction &

Design. Bill Riggs says his Kirkwood, Mo., compa-

ny is “extremely busy,” largely because Riggs has

teamed up with a local bank to help his remodel-
ing clients obtain financing.

In Seattle, Denny Conner refers Conner Remodeling and
Design clients to another stable lender nearby that offers an
attractive, innovative loan package. “It's a Godsend from my
perspective,” Conner says.

“Extremely busy” and “Godsend” are words seldom heard
these days to describe remodeling business circumstances.
Many homeowners are hurting financially and reluctant to
launch home improvement projects. Even those who want
to remodel and are worthy would-be borrowers are hitting a
financial brick wall of strict, conservative loan qualification

ROB COLVIN

practices. lenders making large remodeling loans that used to advance
Today many lenders, particularly large national companies, 110 percent of a home’s value now will not lend above 80

are basing loan decisions solely on the numbers. Borrowers percent of that value.

must have excellent credit, including a FICO credit score of Flexibility and individual consideration have disappeared

660 or above, says Angie Harper of All Star Construction in from the loan approval process at most lending institutions.

Houston. Property appraisals tend to be low and few lenders The loans that do go through often take a longer time — and

are willing to base loan amounts on a property’s post-remod- therefore cost more — to close.

eling value. According to Bruce Christensen of GE Money, But Riggs, Conner and other enterprising contractors around

which specializes in quick-approval loans of $25,000 or less, the country have found ways to overcome these obstacles.
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Homeowners continue to sink underwater

Percent of homeowners with mortgages whose
balance is greater than home value

Q2 Q3 Q4 Q1 Q2 Q3

2008
SOURCE: ZILLOW.COM

2008 2008 2009 2009 2009

States with highest rates of negative home equity

1. Nevada 65%

2. Arizona 48%

3. Florida 45%

4. Michigan 37%

5. California 35%

SOURCE: FIRST AMERICAN CORELOGIC

Near-record levels of homeowmners owe more than thewr
homes are worth, making it nearly impossible for them to get
home equity financing for remodeling.

Local connections

Riggs has a win-win connection with Eagle Bank and Trust, a
healthy local bank. Since Riggs does his business banking at
Eagle, he knows the staff and they know him. “The big key is
having a relationship with the bank,” he says. Eagle is willing
to refinance mortgages for Riggs’s clients with remodeling
costs rolled in. The borrowers’ monthly payments can remain
the same or even decrease, depending on the loan term.

“People are scared of banks and financing now,” says
Riggs. “The system that we set up with the bank has made
it easy for [qualified] clients; they don’t have to do much. A
lot of clients ask if we do financing. | say we don’t, we're in
business to be remodelers.” Yet he is able to refer them to
loan officers at Eagle who, in a low-pressure way, present the
mortgage refinance program. Eagle features Riggs Construc-
tion & Design in home remodeling loan ads that run regularly
in the local weekly. “We get a lot of calls from that,” Riggs
says. A sheet in his presentation package points out that it’s
a good time to borrow because interest rates are low, and it
references Eagle’s refinance plan.

Conner has a mutually beneficial relationship with a
Seattle branch of Washington Federal Savings. The two
understand each other’s systems and refer clients to each
other. Washington Federal offers an all-in-one custom
construction/remodel loan that, the lender’s brochure says,
“wraps construction and permanent financing together” in
one package with one closing and one set of fees. Borrowers
lock in an interest rate for a 30-year, fixed-rate loan before
construction starts. Branch manager Karen Hlinka says, “We

The situation is worst in the former boom Sunbelt states
where home prices exploded and the industrial Midwest
where the collapse of the auto industry has hurt employment.

manage [loan] projects right out of our branches.”
“Washington Federal is about the only bank | know right now
that has a customer friendly program like that,” says Conner.
“They are able to be a little more flexible because they fund
their own mortgages and do not package them for resale.”

Broker relationships

Remodeling clients still can borrow from national institutions,
though it can be trickier to find a good fit with a lender. That’s
why Mike Daniel of Legacy Design Build Remodeling in Scott-
sdale, Ariz., introduces his clients to Patrick Gavin, a Certified
Mortgage Planner Specialist in Phoenix whom Daniel knows
well and trusts. With access to about 60 mortgage com-
panies, including large national lenders, Gavin says he can
find the best loan options for each Legacy client. “If there’s
any possibility of getting the project financed,” says Daniel,
“[Gavin is] the one who will make it happen for us.”

Paul Paniagua of All Pro Builders in Fullerton, Calif., has
worked with one mortgage broker for years. Paniagua no
longer offers basic financing himself — “I can’t chance it,” he
says — but the broker continues to help All Pro clients get the
loans they need. The broker’s flyers are in All Pro’s presenta-
tion packets and Paniagua offers to call the broker on clients’
behalf to pass along information about their planned projects.

Paniagua “brokered” another relationship as well. After an
online search for new opportunities to make loans available
to his clients, he chose a program offered by the local gas
company. Essentially a preferred contractor for the utility,
Paniagua can have his clients complete a simple application
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FINANCING

Where’s the money?

online for loans up to $20,000. The applications are pro-
cessed within 24 hours.

Making it easy
Metropolitan Washington, D.C., remodeler Chris Landis
uses the Landis Construction Corp. Web site to facilitate
the loan search process for clients. A financing page on the
site features loan calculators plus contact information and
hyperlinks for two lenders Landis recommends — a local
bank and a Wells Fargo Home Mortgage consultant. Local
banks know Landis’ business and tend to be “more flexible,
more action oriented,” he says, and Wells Fargo “has a
strong 203k program.”

An FHA program, 203k bases loans on the value of the
improved home. Robert Cohen, a Wells Fargo mortgage con-

sultant in Washington, D.C., says 203k funds are placed in
escrow and issued directly to the contractor as improvements
are installed. “Remodelers have to use their line of credit to
pay for the work up front,” says Cohen, “but they know they
are getting their money.”

In Houston, Angie Harper eliminates the headache of bor-
rowing by handling the whole loan application procedure for
All Star clients. “We know the process, do it a lot and can do
it quickly,” she says. “We know where we can get things done
for the lowest rates and fees.”

The sweetest part of All Star’s loan application service?
“We can use it as a closing point” — a contingency clause
in the proposal, says Harper. If All Star finds satisfac-
tory financing for clients, they agree to sign a remodeling
contract.e

1. Network

Team up with lenders you know through builders associations, business groups
and even social connections. “We have been providing our clients with referrals
for financing for several years based on numerous business and networking
relationships,” says Geoff Martin of Cedar Mill Group in Webster, N.H.

2. Go local

“For financing, we don’t work with a mega-bank,” says Dave Dunlap of Con-
solidated Construction Group in St. Louis. He works with a local bank that is
“more willing to look at who the [borrowers] are and their ability to pay” rather
than just the numbers.

3. Use effective specialists

Identify and work with loan officers and mortgage consultants who get results.
“We try to find a loan officer who is good and use just that person at a bank,”
says Angie Harper of All Star Construction in Houston.

4. Be part of the appraisal process

Your input can help prevent low appraisals. “We recommend appraisers that
are familiar with the quality of the work we do,” says Dunlap. All Star makes
sure to provide complete remodeling plans for clients to show appraisers. “We
like to be at the house with the homeowner when the appraiser comes,” adds
Harper.

5. Identify several good options

“We work with two local lenders and one national lender,” says Martin. “I choose
who | think is going to be the best fit” for the client and the project. Using a good
mortgage broker is another way to expand your clients’ options.

10 ways to find client financing

6. Ease the process

Getting a loan can be stressful. Take the burden off your clients, whether by
doing the loan application groundwork; listing recommended lenders in leave-
behind materials or on your Web site; or explaining the project to loan officers
on your clients’ behalf.

7. Research financing products

Search the Internet and ask around for loan programs you could use with
your clients. Paul Paniagua of All Pro Builders in Fullerton, Calif., checked out
several before deciding to become a pre-qualified contractor for a program
offered by the local gas company.

8. Pre-approve clients

Ask serious prospects to assemble key credit data early. By reviewing that
information you will know right away if a loan is unlikely. If the prospects are
strong candidates for financing, they will have done a good share of the loan
application homework.

9. Give and take

Making business referrals should be a dynamic, two-way street. Send
remodeling clients to your preferred lenders and ask the lenders to send
prospects to you.

10. Be prepared for Federal loan programs

203k loans may be the best or only option for some remodeling clients. If your
clients need to go this route, help provide the information needed, but make
sure you can carry substantial debt without compromising your financial posi-
tion; you may have to make large outlays before receiving reimbursement.
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LEAD PAINT
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Remodelers expect
lead paint rules to
pbe major challenge

Survey shows top concerns are competitors
who won't follow the rules and increased costs

By Jonathan Sweet, Editor in Chief

n just two months, remodelers will face a major change

in the way they have to do business when the Environ-

mental Protection Agency’s new Lead Renovation, Repair

and Painting rules take effect for homes built prior to

1978. Some have called it the biggest change to hit the
remodeling market in decades.

Despite that, our research shows many remodelers are not
aware of the coming rule changes, and even among those
who are aware, a significant number do not plan to be certi-
fied for lead- safe renovations by the April 22 effective date
of the regulations, despite the potential of $37,500-a-day in
fines for violations.

We surveyed our readers and talked to remodelers and

others in the industry about just what all this means for the
average firm.

Remodelers are worried that the new regulations will con-
tinue to widen the increasing gap between professional firms
and the fly-by-night “Chuck in a truck.” Just like many small

Methodology

532 remodelers completed the survey via the Internet from Dec. 9 to Dec.
21, 2009. Participants were chosen from a random sample of subscribers to
Professional Remodeler magazine and Professional Remodeler e-newsletters.
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Many remodelers not familiar with new regulations

12%

36%
M Understand the rules
M Aware of the rules

M Unaware of the rules

52%

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Most remodelers plan to get certified

12%

17%

M Already certified

M Plan to get certified
0

15% M No plans to get
certified

Il Unsure
56%

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Barely a third of remodelers say they understand the new
lead paint regulations.

operations that don’t get licensed, have liability insurance or
follow other legal requirements, the fear is that they won’t
bother following the regulations.

That was the top threat of the new rules identified by our
survey, with 37 percent of remodelers saying it was the big-
gest challenge to their business and more than half identify-
ing it as one of the top two challenges.

“We suspect that we will see much more of that, much
more of people just hiring unlicensed contractors or doing it
themselves,” says Tom Garcia, CEO of Southern Evergreen, a
remodeling and home building company in Summerfield, N.C.

While willful disobedience may be part of the problem,
many contractors probably have simply no idea there are new
regulations on the way.

“We’ve been talking about this in the associations for

While the majority of remodelers are either certified or plan
to be, a significant numbers dov’t intend to get certification.

ers who responded to our survey knew what the new rules
entailed. Another 52 percent had heard about the rules but
didn’t know any details about them, and 12 percent didn’t
even know there were new regulations on the way.

Increased project costs
Why this matters, of course, is that it's an additional cost
that not everyone will incur. The increased cost of doing
business was cited by 21 percent of remodelers as their top
concern with the rules.

The big question, then, is how much will compliance actu-
ally cost remodelers. The EPA puts the figure at $35 a job,
a number most remodelers consider laughable. Although
NAHB hasn’t reached an exact dollar figure, the association’s
members agree it'll be higher than that, says Therese Crahan,

years, but there are a lot of folks out there
that don’t have the vaguest idea this is com-
ing,” says Jon Chandler, CEO of the Oregon
Home Builders Association.

Be sure to check out our past
coverage of the lead paint issue at
www.HousingZone.com/pr.

executive director of the NAHB Remodelers.
NAHB has been working on this issue for
years with the EPA and other groups.

“From a labor cost standpoint, it's easily

The EPA hasn’t done nearly a good enough
job getting the word out about this, Garcia says.

“We’re on top of this thing, but you get down to a painter
that’s out there driving around in his pickup truck, he may not
even know about this,” he says. “For some period of time,
years probably, we're going to be competing against folks that
probably have not even heard of all this.”

The numbers bear that out. Only 36 percent of the remodel-

going to add 20 or 30 percent,” Garcia says.

“And that’s not just in the field, but also in the office as well
because there’s so much documentation that needs to occur
to be able to prove that the work was done properly in the
event of an EPA audit.”

Not everyone agrees that project costs will significantly
increase under the new regulations.

Rich Cowgill, president of Vision Design and Build in Willow
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Remodelers expect lead paint rules to be major challenge

Remodelers’ top concerns
about lead paint rules

n our recent survey, we asked remodelers how they expect the EPA’s
new Lead Renovation, Repair and Painting rule to affect their business.
Reactions were mixed, with some remodelers supporting it, but most
expressing concerns about the rules. Here’s what they had to say:
« “Long overdue and we hope everyone learns to protect homeowners and
follow the rules.”

“All regulations put me at a further disadvantage in trying to compete with
unlicensed contractors or non-complying businesses.”

“More money going to this and less to the actual project.”

“It will be a headache for a while but will eventually become part of doing
business.”
“If this turns out to be rules with no enforcement, it will be a definite

drag on my ability to compete with those who ignore the regulations.”

“These new regs will hopefully level the field and raise customer aware-
ness at least with regard to this aspect of remodeling.”

“It will make it easier, in an already skittish environment, for customers
to say no.”

“We may avoid pre-1978 homes for remodeling.”

“I think it will add cost to the project that owners will not be willing to
pay for and will also cause our competition to not follow the new rules
and underbid our company.”

“It will add cost and time to projects with little or no real benefit.”

“Consumers do not want to pay for any removal of hazardous items.”

“Increased workload with no extra money.”

“Undoubtedly will lose business.”

“Good for the large contractor, will help kill the small contractor.”

“I've mentioned the new regs to some current customers. It’s a hands-
down ‘Don’t even think of charging me for that — I'll find someone else.””

“Any added government regulations make it harder for good contractors to
stay in business.”

“It will add costs that some owners will not pay and will turn owners off
to remodeling.”

“In the long-term, | don’t expect big changes. It will just become another
part of doing business.”

“Another layer of regulation to make it difficult to be productive and
make a profit.”

“There is no question that this will have a very negative effect on the
remodeling and renovation business.”

“I think most (homeowners) will not follow the rules and will find some-
one to do what they want.”
o “The additional cost will eliminate two-thirds of customers.”

EPA cost estimates low

Remodelers report amount following the regulations
will add to the average project
2%

M Less than $100

[l $100 to $500

M $501 to $1,000
2% @ $1,001 to $5,000

Il More than $5,000

Il Don't know

22%

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Most remodelers expect it to cost them significantly more
than the EPA estimate of $35 a project to follow the new rules.

Springs, lll., is a trainer with Public Health and Safety, a Chi-
cago-based, EPA-accredited training provider. He has taught
more than 100 remodelers so far and says that the additional
cost of compliance is the biggest concern they have when
they get to class.

“What I'm finding, though, is that for most remodelers,
at least the good ones, it's not adding much to the job,” he
says. “Most guys do put Visqueen down on the floors, put up
dust barriers so dust doesn’t float down the hallway. It’s just
the cleaning that gets more involved.”

However, most remodelers said it will significantly add to
their cost of doing business. Only 2 percent of remodelers in
our survey said they expect the regulations to add less than
$100 to the cost of a job — less than the 4 percent who said
it would add more than $5,000 to the average project. Twenty-
two percent put the cost at $500 to $1,000, and an equal
number said it would cost between $1,000 and $5,000.

Who’s going to pay for it?

If there is a significant additional cost for compliance, as
most remodelers believe, the challenge will be convincing
homeowners to pay for the work. Many said that that will be a
major challenge of the new regulations.

Nearly a quarter of remodelers said none of their clients will
pay the additional cost of the work and another 39 percent
said less than 25 percent of their clients will bear the expense.

Many remodelers report that their clients know nothing
about the new regulations — not surprising, as there has
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LEAD PAINT

Remodelers expect lead paint rules to be major challenge

Most clients won’t pay the extra
cost to follow regulations

Il None

M 11t025%

M 26 to 50%

M 51 to 75%

M More than 75%

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Few remodelers happy about regulations
Remodelers’ opinions on the lead paint rules
6%

M Very favorable

B Somewhat favorable
B No opinion/not sure
M Somewhat negative

M Very negative

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Remodelers say most of their clients will not be willing to pay
more_ for them to follow lead-safe work practices.

been little attention given to educating homeowners about
them. While the EPA has promised a consumer education
campaign was forthcoming, nothing has happened yet.

“Consumer awareness is probably the biggest lag with
this,” says Matt Watkins, an environmental policy analyst with
NAHB. “Consumers don’t know about this. That really falls on
the EPA, and we haven’t seen anything from them.”

The latest word from EPA is that a campaign might be ready
to be launched in July — three months after the rules take
effect, Watkins says.

“That’s really going to be the challenge — figuring out how
to sell this to your potential clients,” he says.

Most remodelers don’t have a favorable opinion of the lead
rules, but many are undecided.

Selling the additional cost to homeowners will probably
require an emphasis on safety and hoping that they will want
to follow the law, Garcia says.

“We're just going to sell it on the safety aspect, telling
them, ‘It's a requirement by the federal government, and it’s
designed for the safety of the occupants of the home,” he
says. “And we hope that the prospective client will feel that’s
important enough to undergo the additional cost, but we
can’t control that.”

Training could be a challenge
On average, completing the necessary training to be certified

What you need to do

nyone working in pre-1978 homes or

other child-occupied facilities will need

to follow the EPA’s new regulations. Here
are the basics:

* Before the project starts, you have to hand
out the new EPA lead paint brochure, “Renovate
Right: Important Lead Hazard Information for
Families, Child Care Providers, and Schools.”

(You should have been doing this since December
2008.)

* Your company must be certified by the EPA to

work in homes with lead paint. It costs $300, and

you can apply on the EPA’s Web site at http://epa.

gov/lead/pubs/firmapp.pdf. There is currently a
90-day wait to get approval back from the EPA.

* At least one person with your firm has to take
an EPA-approved eight-hour course in lead-safe
renovation practices. A full list of providers is
listed at http://epa.gov/lead/pubs/trainingpro-
viders.htm.

* For every project in a pre-1978 home, you
need to follow the EPA’s lead-safe work practices,
which include posting warning signs for occupants

and proper cleaning and isolation of the work area.

The full regulations are available at www.epa.
gov/lead/pubs/renovation.htm.

* You need to keep records for three years that
show you followed the regulations, including proof
of delivery of the “Renovate Right” pamphlet,
documentation of work practices and proof of
training and certification.

« States are also allowed to take over
administration of the program, as long as their
requirements are at least as strict as the EPA’s. So
far, only Wisconsin has done so, but several other
states are in the planning process.
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LEAD PAINT

Remodelers expect lead paint rules to be major challenge

New regulations present challenges

Percent of remodelers that rank the following
as one of the top 2 challenges of the rules

1. Competition from contractors that won’t follow the rules 59%

2. Increased cost of doing business 45%

3. Convincing homeowners of the benefits of the new rules 34%

4. Keeping the required records 27%

5. Completing the necessary training by April  19%

6. Performing post-project testing 16%

SOURCE: PROFESSIONAL REMODELER SURVEY, DECEMBER 2009

Increased costs of doing business and competition from con-
tractors that won’t follow the rules are top concerns.

by April did not rate as a major concern for remodelers, com-
ing in at an average rank of No. 5. However, many of those
who have been working on the issue for the last several years
see it as a significant challenge.

The EPA has been slow to approve trainers, and while there

Lead paint vs. the stimulus

ne area of concern is how the new lead paint regulations could af-

fect the government’s efforts to stimulate remodeling and create

jobs through tax credits and other rebates such as the proposed
Home Star or “Cash for Caulkers” program.

The target homes for both programs are likely to be the same, so the
additional credits may not help spur much activity, especially as remodel-
ers struggle to get certified, says Therese Crahan, executive director of the
NAHB Remodelers.

Jon Chandler, CEO of the Oregon Home Builders Association, echoes that
sentiment.

“That'’s an interesting little collision that’s about to happen,” he says.
“You've got the president and the agencies looking at shoveling a ton of
money into energy efficiency remodels, and it's a funnel that’s going to just
be too small unless we’re going to be doing it illegally.”

are more than 100 accredited firms as of this writing, many
states, including Arizona, lowa, Louisiana, Oklahoma and
West Virginia, do not have any.

“It’s unlikely everyone that needs to can get trained,” Wat-
kins says. “We don’t see them having the firms necessary in
place to train everyone.”

NAHB had proposed to the EPA a six- to 12-month delay in
enforcement, but that idea was rejected.

That concern prompted the Oregon Home Builders Associa-
tion to create an online certification program. The online train-
ing replaces the classroom component of the EPA-required
training and would only need to be supplemented by a 3-hour
hands-on course, says Chandler.

“When we looked at the number of contractors that would
have to take this class and the length of the curriculum and
so on, it just seemed the logical way to do it,” he says.

After completing the training, contractors could print out a
certificate of completion, take that to an approved, hands-on
trainer and complete the training that way. The program was
designed for Oregon-based firms but will be open to contrac-
tors throughout the country, Chandler says.

(For more information, visit www.oregonhba.com or contact
Chandler at jchandler@oregonhba.com.)

“Once they start enforcing, it's going to be a nightmare,”
Chandler says. “We're working as hard as we can to get
people trained, but just logistically, there aren’t enough hours
in the day to get everyone certified.”

Part of the issue may be that many remodelers appear to
be waiting to get certified. As of late December when our sur-
vey was conducted, only 12 percent of remodelers said they
had been certified, although another 47 percent said they
intended to be certified by April. Still, 15 percent of remodel-
ers said they did not plan to get certified, and 17 percent said
they were unsure if they would.

Those who do no work in pre-1978 buildings, not surprising-
ly, were the most likely not to get the necessary certification,
with only 19 percent of them saying they were or planned to
be certified. However, 10 percent of remodelers who get more
than half their business from pre-1978 homes said they had
no plans to get certified.

Cowgill says that although his classes in the Chicago area
can accommodate 40 students, so far he has averaged about
12 per session.

“I think a lot of them are choosing not to do it until some-
body gets nailed,” he says. “The fine is up to $37,500 per day,
but until they see some article in the paper that this guy got
nailed for $50,000, they’re not going to take it seriously.” e
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CALL FOR
ENTRIES -

Calling all Professional Remodeling Contractors,

Architects and Designers
Gain national acclaim for your work done between Jan 1, 2009 - May 1, 2010

The Professional Remodeler Best of the Best Design Awards recognize the nation’s best
remodeling projects in 20 categories. A panel of expert remodelers and designers from
throughout the country judges projects, evaluating them on construction quality, creativity,
design and problem solving to pick the very best the industry has to offer. Projects are eligible
for Platinum, Gold, Silver and Bronze awards in each category, as well as a Project of the Year.

Winners will be featured in the October issue of Professional Remodeler and in an expanded
slideshow at HousingZone.com. We’ll also help you promote your company’s excellence with
a promotional package, including logos, press releases and a link to our online slideshow!

Enter today at: HousingZone.com/designawards

Entry forms and fees are due June 15, 2010. You will receive an official project notebook for each project you enter.
Official project notebooks must be submitted no later than July 15, 2010. (Note: CotY Award binders will be accepted, as long
as Best of the Best Design Award cover sheets, entry forms and project information sheets are inserted)
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| OCK STAR

Allison Iantosca
PARTNER | F. H. PERRY BUILDER, INC.

After five years of intense involvement in the theater — acting, directing and coaching
— Allison redirected her creative interests into her fathers custom building company:.
Over the course of 10 years, she learned all aspects of the business, from client relations
to brand development. She has since become one of three managing partners. Allison
is proud to have worked with her partners to build and create a model of company
leadership that involves joint ownership, collaborative decision making and sustainable
business practices. Allison is a past director of the Builders Association of Greater Boston,
serving as chair for the Sales and Marketing Council and the Remodelers Council. She has
enjoyed writing for and serving on the Editorial Advisory Board of Professional Remodeler
Magazine, is a newly appointed member of the Women’s Network Advisory Board for the
Boston Chamber of Commerce and is a past member of the Board of Trustees at Walnut

Hill School a local arts high school.

READ HER BLOG EXCLUSIVELY ON

g - .-
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BUILDING PRODUCTS SUPPLY CHAIN

Broken chain

The building products supply chain is a mess. How can it get better?

By Paul Deffenbaugh, Contributing Editor

ven before the housing market downturn, the

building products supply chain was going through

a period of what could charitably be called

“change.” Uncharitably, it could be called bedlam.

Consolidation was rampant. Chief among the
players was ProBuild Holdings. Backed by Fidelity Investments,
the company acquired more than 500 locations in 40 states,
branding a national building product supplier for home build-
ers. Stock Building Supply in Raleigh, N.C., embarked on a
similar acquisition spree, although with a strategy focused on
a different location profile.

In the West, BMHC Holdings of Boise, Idaho, established its
SelectBuild subsidiary (in May 2008 the subsidiary merged
with BMC West, BMHC'’s other subsidiary). By purchasing local
trade contractors, SelectBuild offered bundled product and
installation services. Since those heady, dreamy days, much of
the supply chain has seen its prospects cut in half or worse.
ProBuild’s 2008 revenues were 30 percent of what it achieved
in 2007 in spite of growth from continued acquisitions. BMHC
filed for Chapter 11 bankruptcy protection in June 2009.

All of this activity was an attempt to overcome the major
failing of the entire building products distribution channel: inef-
ficiency. Paul Teicholz, a Stanford University professor, studied
the labor productivity of the construction industry. Compared
with productivity in 1964, the labor productivity in construc-
tion has declined on average .59 percent per year. In contrast,
labor productivity in non-farm industries — think manufacturing
— has increased 1.77 percent on average per year. Over a 40-
year period, that means construction productivity has decreased
nearly 25 percent while other industries have seen productivity
increase well over 200 percent. The reason? Too many players
carry too much inventory to meet uncertain product demand on
deadlines that are poorly communicated.

Who's the culprit?
When remodelers and builders try to bring down the cost of
construction, they tend to look for breaks from their trade
contractors and suppliers. That makes sense in a way. The
trades bring the material and labor to the site and are the
most likely, it would seem, to get efficiencies.

Ken Pinto disagrees with that assumption. The director of

|
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supply chain management for Standard Pacific Homes points
the finger squarely at builders themselves. They “wanted to
simplify things a bit, so instead of collecting take-off infor-
mation we went to this lump sum environment,” he says.
“When we did that, we had no need for a taxonomy to support
detailed take-off information. ... I've come to find out it's been
one of the most damaging things to our industry.”

How does that affect the building product chain? Let’s turn
to Matt Sanders, associate partner at Symbius Corp., a supply
chain management consultancy. “Visibility is what creates
efficiency,” he says. If a general contractor doesn’t understand
how his trade makes a materials list, marks up materials and
labor, and makes his profit margins, he can’t see where to get
efficiencies and reduced cost. “As builders get more sophisti-
cated about expressing their demand needs ... at the product
level, the framer, his distributor, right up the chain can use that
information to lean out their own systems and lean out their
own inventory and help them manage their own business bet-
ter,” Sanders says. Without visibility, everyone will continue to
pad what they’re doing to make the process work.

Strive to survive
The result of this invisibility is a supply chain in turmoil. As
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BUILDING PRODUCTS SUPPLY CHAIN

Broken chain

the housing market deteriorated, the players in that chain
scrambled to survive.

Jon Davis grew up in the family lumberyard business his
grandfather started in 1935 in Hutchinson, Kan. He’s been
through the tough times. In the late 1970s, Davis Home Cen-
ter had three locations, including a truss and wall panel plant
and retail home center. When the major employer dropped out
and the industry plummeted under the weight of astronomical
mortgage rates, Davis had to cut the staff from 77 employees
to 19. They went into survival mode, and he and his brother
shepherded the company through until they sold to Star Lum-
ber in 1990. Davis then worked for Star for 17 years and now
consults for dealers facing the same issues he faced.

“I'm appalled at how many dealers have seen their volume
drop by 60-80 percent but haven’t dropped a location,
haven't adjusted payroll,” Davis says. He suggests a couple
of survival strategies for dealers. First, pro dealers should
take the skill sets they have in selling to home builders, then
identify other customers. “Suppliers can’t afford to pass up
anything,” he says. “But they can’t abandon their core.

“What | say to my dealer is: You've had it so good for so
long that you haven't identified the customer’s needs and
marketed aggressively. Even mediocre guys were doing well
because of so much business. ... In many cases, pro suppli-
ers and large home builders don’t know what to do to adapt.”

Commercial construction clients are an obvious diversifica-
tion strategy that meets the needs of the market, but Davis
suggests another business as a good example: replacement
windows. Instead of just selling windows to builders and re-
modelers, he argues that now is the time for dealers to offer
installed services to consumers as well. Traditionally, dealers
have shied away from such a tack because they feared alien-
ating their core customers.

As we work through this downturn, contractors will find the
nature of the relationship with their dealers is changing and
will have to become more of a partnership because the deal-
er is working to survive as well. Cutting each other’s throats
over costs is the equivalent of mutual assured destruction
— the old Cold War strategy to prevent nuclear holocaust.

The new role of partnerships is extolled by Greg Brooks,
president of The Building Supply Channel in Albany, Ind. His
company offers market research, training and consulting for
the construction supply industry. Brooks has also been a stu-
dent of the industry for more than 40 years. He argues that
the lumber dealers who are surviving are the ones who didn’t

necessarily jump on the production builder bandwagon and
tend to be in smaller markets. The smaller markets forced
them to be more diversified.

What you won't find as a survival strategy from pro deal-
ers is diversification into new product lines. On this, Brooks,
Davis and Sanders agree. For a lumber and materials dealer
who may have a truss plant or wall panel shop, it would
require too much capital to suddenly offer roofing, windows or
drywall if those products are not already part of the enter-
prise. The capital isn’t available and the risk is too high.

New tech

With all this turmoil and inefficiency in the supply chain, what
is most surprising may be how little technology is used to
make it more efficient. One of the few players in this space,
and perhaps the most successful, is Hyphen Solutions. The
software company offers packages that facilitate communica-
tion along the chain.

Ken Pinto of Standard Pacific has done a test case in
Tampa, Fla., with Kwikset, the door hardware manufacturer.
His complaint is the builders only talk with trades. And trades
only talk with suppliers. And suppliers only talk with manu-
facturers. Using Hyphen Solutions software has opened up
the communication so everyone sees the same information
at the same time. He explains: “When we build a house in
Tampa, about a week before the foundation trenches, Kwikset
knows what kind of locks are going to go on that house, and
what date they’re going to be needed.”

This gives Kwikset a 90- to 100-day window into demand
for their products from Standard Pacific. In fact, Kwikset wrote
an interface that connects Hyphen Solutions SupplyPro with
their manufacturing software. The enterprise, though, rests on
the ability of Standard Pacific to have a detailed understand-
ing of its product demand, capture that understanding in its
purchase orders and communicate it to the entire chain.

The result is that while builders may be the root of the prob-
lem, as Pinto suggests, they are also the root of the solution.
In the end, when manufacturers and suppliers such as Kwik-
set and its distribution channel know exactly how many and
when its products will be used, the supply chain can deliver
more efficiently and take significant cost out of the system.

Until that day, the supply chain will continue to be in turmoil
and builders will continue be frustrated by cost control. e

A version of this article originally appeared in our sister publi-
cation Professional Builder.
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ROCK'STAR

Denis Leonard
PRESIDENT | BUSINESS EXCELLENCE CONSULTING

Denis Leonard brings to Business Excellence Consulting degrees in construction engineering and education in addition
to a master’s and doctorate in quality management. Denis is a fellow of the UK’s Chartered Quality Institute and is a
senior member of the American Society for Quality with whom he is a Certified Manager of Quality and Organizational
Excellence, auditor and Six Sigma Black Belt. An ASQ Feigenbaum Medalist, he has won several international awards
for research publications. He has been a judge and examiner for the Wisconsin Forward Award, Baldrige National
Quality Award Board of Examiners, International Team Excellence Competition and the National Housing Quality
Award. A former professor of quality at the University of Wisconsin, he has experience in management, engineering,
training, auditing and consulting with expertise in strategic and operational quality improvement initiatives. He
developed and implemented integrated quality, environmental and safety management systems at Veridian Homes
in Madison, Wis., earning them the National Housing Quality Award, Energy Value Housing Award, Innovative
Housing Technology Award, NAHB Safety Award for Excellence and Professional Builder magazine’s Builder of the Year.

In 2007, Denis won Big Builder magazine’s APEX Award for his work in quality management.

READ HIS BLOG EXCLUSIVELY ON

g - .-
HousingZone.com
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ROCK

Stephen C. Moore

SENIOR PARTNER | BSB DESIGN

Steve joined BSB as marketing director during the depths of the recession of 1991 and helped grow
BSB into one the nation’s few truly national residential design firms in the country, now with six offices
nationwide. With an architecture degree from University of Virginia, Moore has spent the past 32 years in
the housing industry, serving as a staff member of NAHB, a construction superintendent, a home builder
production manager and architectural firm manager. As an industry volunteer, Moore has held chair
positions on NAHB committees for Design, Multifamily Pillars and the Sales and Marketing Council in
addition to positions with the AIA, Multi-Housing World and ULL He is a frequent speaker at national
and regional building industry conventions, seminars and management conferences, speaking on design
trends, innovation and construction efficiencies. While as an NAHB staff member, Steve was contributing
author for the NAHB publication “Higher Density Housing: Planning Design Marketing” and founded the
Best in American Living Awards (BALA), now co-sponsored with Professional Builder magazine. In January

2009, Steve was elected to the inaugural class of the BALA Hall of Fame.

READ HIS BLOG EXCLUSIVELY ON

g - .-
HousingZone.com
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INDUSTRY OUTLOOK

Forecast: Modest

recovery

for 2010

Remodeling market should start to come back this year

By Jonathan Sweet, Editor in Chief

he good news: the recession appears to be over.
The bad news: the recovery isn’t going to be great.
That seems to be the consensus of most
economists as we head into 2010 — the worst
is over, and we’ll start seeing modest recoveries
in the housing and remodeling markets this year.

“It was the worst downturn since the Great Depression, but
it does appear to be over,” says David Crowe, NAHB'’s chief
economist. “It won’t be a strong recovery, but there are some
positives for housing.”

The fourth-quarter ended up being better than many econo-
mists expected, with gross domestic product growing at a 5.7
percent clip in the last three months of 2009. Still, a sluggish
job market has many pessimistic about a long-term recovery, es-
pecially in housing. (Residential investment did slow from 18.9
percent growth in the third quarter to 5.7 percent in the fourth,
probably due to the impact of the new home buyer tax credit.)

“A recovery in the employment market is the key,” Crowe says.
“We need to see continued employment growth, and it's going to
be at least several months before we see that happen.”

NAHB is forecasting unemployment to go below 10 percent
in the second quarter of this year and below 9 percent in
2011. Those high rates will continue to put pressure on the
housing market, says David Berson, chief economist of mort-
gage insurer The PMI Group.

“The job market is going to look a lot like it did last time
— a jobless recovery,” Berson says. “That will hold down the
strength we see in housing.”

Remodeling recovery

The Joint Center for Housing Studies of Harvard University
estimates that the overall residential remodeling market was
$246 billion in 2009 — down almost 25 percent from the

2007 market peak of $320 billion. That’s still better than the
new construction downturn and has lead to the long-predicted
surpassing of that market sector by remodeling.

“At this point, remodeling is larger than new construction,”
says Kermit Baker, director of the Remodeling Futures Pro-
gram at the JCHS.

Both NAHB and Harvard are predicting remodeling will
start a nascent recovery in the second quarter. The overall
remodeling market can be difficult to measure and forecast
now because of the Census Bureau’s elimination of the C-50
survey and other indices that tracked remodeling activity. Only
improvements to owner-occupied homes can be tracked with

ROB COLVIN
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INDUSTRY OUTLOOK

Forecast: Modest recovery for 2010

Slow growth forecast for existing home sales
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SOURCE: NATIONAL ASSOCIATION OF REALTORS

NAHB and Harvard research shows new buyers of existing
homes spend the most on remodeling, so growth in those
sales are a positive sign for the industry.

any accuracy, but that measure leaves out maintenance and
repair, as well as work on rental properties.

That portion of the market fell to an estimated $110 billion
for 2009, down from its 2007 peak of nearly $150 billion.
Harvard’s quarterly Leading Indicator of Remodeling Activ-
ity measures remodeling on a rolling four-quarter basis (see
graph). The LIRA is predicting a drop to a $103 billion rate

this quarter before starting to rise next quarter, although it
would still be below the 2009 second quarter rate. If that
plays out, it'd be the first quarter-to-quarter improvement
since the second quarter of 2007.

“We’'re seeing more interest in discretionary spending,”
Baker says. “This quarter will be the cyclical low, and if you
project ahead we could be in positive year-over-year territory
by the fourth quarter.”

NAHB is estimating improvements in owner-occupied homes
to reach $115 billion by the end of 2012, says Paul Emrath,
NAHB’s vice president of survey and housing policy research.

Opportunities and challenges

There are several positive signs that point toward an upswing
in remodeling and housing, including tax credits for home buy-
ers and energy-efficient remodels.

“Sales of existing homes are on the rise, and home price
declines are moderating in most markets across the coun-
try,” Baker says.

Analysis of Census Bureau numbers show clear patterns of
higher spending on remodeling by recent buyers. The average
homeowner spends $2,413 a year on remodeling, compared
with $4,275 for buyers of new homes and $4,642 for buyers
of existing homes, Emrath says.

“When you have a government policy that stimulates selling

01 Q2 Q3 Q4 Q1
2007 2007 2007 2007 2008
SOURCE: NAHB

Remodeling Market Index continues modest improvement
Midwest and West rebounding quickest
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o West 41.3
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Remodelers in all regions of the country continue to be pessimistic about a recovery (any index below 50 indicates a declin-
ing market), but those in the West and Midwest see the best opportunity for a rebound.
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OCK STAR

Peter Feinmann
PRESIDENT | FEINMANN, INC.

Feinmann started his firm in 1987 from his home. Recognized as NARI’s “Contractor of the Year” consistently, Peter has been
a regular speaker for NARI, JLC, Build Boston and at the Remodelers Show. Feinmann received a Certificate in Carpentry
from the North Bennet Street School in Boston where he continues to be involved in their Board of Advisors. In 1991, Peter
received his CR designation through NARI. He is the recipient of an number of industry awards, and his company has been
recognized by Professional Remodeler magazine as one of the 101 Best Companies To Work For and was named the 2008
Remodeler of the Year by the Builder’s Association of Greater Boston. Peter was also noted as the Distinguished Alumni by
the North Bennet Street School in 2008. Specializing in the design and construction of high-quality residential kitchens;
bathrooms; additions; and whole-house and exterior renovations, Feinmann is a leader among a new generation of design/
build contracting firms that revolutionized the industry for both contractors and consumers alike. Thoughtful management
practices, honest communication, a team approach to every project and Peters emphasis on client satisfaction are why

Feinmann continues to be one of the most highly-regarded design/build firms in the industry today.

READ HIS BLOG EXCLUSIVELY ON

g - .-
HousingZone.com



INDUSTRY OUTLOOK

Forecast: Modest recovery for 2010
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Harvard predicts remodeling upturn in 2nd quarter
Four-quarter moving totals in billions of dollars
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If Harvard’s projections of a recovery in the second quarter of this year are correct, it would be the first time remodeling activ-

ity has increased since early 2007.

homes, you get some extra remodeling activity,” he says.

NAHB estimates that the new home buyer tax credit re-
sulted in $123.8 million in remodeling last year.

While mortgage rates will probably rise this year, the histori-
cally low levels combined with low home prices and the exten-
sion of the home buyer tax credit should continue to drive
sales, Crowe says.

Increased demand for energy efficiency retrofits and other
green remodeling is also putting positive pressure on the mar-
ket. The existing tax credits have already helped and proposed
increases in those credits or the approval of Home Star or a
similar program could have an even larger impact, Emrath says.

According to NAHB research, 30 percent of remodelers
have seen increased demand for energy efficiency remodels,
and 5 percent of remodeling jobs last year were driven by the
tax credits.

There are also some significant challenges to the recovery.
Financing still remains difficult for many home buyers and
homeowners to obtain. “The lack of financing will be a signifi-
cant retardant on a housing recovery,” Crowe says. (For more
on how remodelers are obtaining financing, be sure to read our
cover story on p. 26.)

High unemployment combined with lower home prices also
mean foreclosures are likely to increase — leading to lower
prices and even more foreclosures.

Many bank-owned homes are still being kept off the market
by servicers, and what those owners decided to do with them
will play a key role in the direction of the market and recov-
ery, Berson says.

“We don’t think they’ll dump new foreclosures on the mar-
ket, which means it will be longer before we see a recovery in

home prices,” he says. “We expect it to be three years before
we get back to normal growth, but that’s probably better than
getting everything dumped on the market right now.”

PMI is predicting more declines in home prices in the short
term, as the government extracts itself from the mortgage
market, Berson says.

Those lower home prices will probably continue to make
many homeowners reluctant to remodel, Emrath says.

“Home prices are now back in line with income,” he says.
“Now we're facing a psychological problem. If you think the
prices of homes are going down in general, you're going to be
reluctant to remodel.”

The new lead paint regulations on pre-1978 homes could
also throw a wrench into any remodeling recovery. According
to NAHB, 69 percent of remodeling is done on homes built
before 1980, and many have questioned whether owners
of those homes will be willing to pay the additional costs
required to follow the new rules.

“The cost of compliance could discourage homeowners
from hiring professional homeowners,” Emrath says. “Our
surveys show this is a major concern.” (For more on the lead
paint regulations, read our exclusive research on p. 30.)

Finally, remodelers are facing even more competition for
the smaller market that is out there. In a recent Professional
Remodeler survey, 40 percent of remodelers reported an
increase in competitors, with former home builders being
the largest group coming into the market. And late last year,
when NAHB surveyed its builder members, 66 percent of
them reported they either had added residential remodeling
to their business in 2009 or planned to in 2010 and more
than 20 percent said the same of commercial remodeling. e
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We're callipg for nominations for
outstanding young leaders

In the residential construction industry

NOMINATE: Yourself or someone else as
one of the “40 Under 40" stars of the industry.
‘40 Under 40" nominees may come from any

field related to the residential design, construction
QUALITIES + CHARACTERISTICS:

Leadership Skills

Inventiveness

and development community, including home
building, remodeling, land development, interior

design, architecture, engineering and project
Sustained Career Progress

management.
Client Relations
Academic Training
Dedication
Personal Integrity
Technical Skills
. \ .

Enter today at: HousingZone.com/AwardsPrograms
Submissions are due April 30, 2010
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A successful family
transition

Extensive planning helps the leaders of Westhill Design/Build pass control of the firm
from one generation to the next

By Lisa Skolnik, Contributing Editor

hen Charles “Charlie” Russell founded
Westhill Design/Build in 1974 just outside
Seattle, he specifically chose a name for his
new company that was snappy and succinct.
“I wanted something that would be easy to re-
member,” says Russell. The moniker marked his new firm’s first
project, which was on the west hill of another Seattle suburb.
Today, Westhill is “so synonymous with remodeling in Seattle
that I've never been able to change it, even though I've con-
sidered it,” he says. These reflective moments started after
his son, also named Charles and known as “Chuck, joined
the firm in 1989 at age 22. That’s because the firm began to
expand in a meaningful way only after father and son joined
forces, bought out the elder Russell’s partner in 1994 and
deliberately “decided to grow it,” explains the younger Russell,
who also acquired 25 percent of the business at that time.
And in the past five years, those reflective moments have
intensified as both Russells have faced succession plan-
ning along with the usual concerns of running a remodeling
business. This particular issue became most salient as the
company grew to its 2008 pinnacle of $11 million in revenues
and 50 employees.

Succeeding at succession
Like most family members who work together, the team has
its ups and downs. “Sometimes we found it very challeng-
ing to draw the line between family and business, especially
since we are polar opposites,” says Charlie, who characterizes
himself as “more impulsive and forward-charging” than his
“laid-back, unflappable” son.

They had hired a business coach almost three years earlier to
deal with all aspects of their business, and the coach also hap-

Professional Remodeler
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pened to have a specialty in succession planning. With his help,
they worked on smart internal structuring to give each Russell
his own domain. This led them to divide the top responsibilities
between father and son and lay out a succession plan, which
has become more meticulously detailed over time.

At first, a large part of the plan was simply to empower
Chuck. “When | was in the office, everything ran through me,”
says Charlie. Their solution got Charlie out of the office for
long stretches of time and raised their profile. “I became
more active in the National Association of Home Builders
(NAHB) at both a local and national level,” explains Charlie.
“If forced me to get out of the office and allowed my son to
grow into his job.”

Two years ago, Charlie became CEO, Chuck assumed the
role of general manager and the two men began to share the
president’s position. About that same time, they brought a busi-
ness advisor onboard to fine-tune their relationship glitches.

Executive summary

Westhill Design/Build, Woodinville, Wash.

Ranked No. 3 in Seattle on the 2009 Market Leaders list

Chairman: Charles Russell

President and General Manager: Chuck Russell

Specialty: Remodeling, repair, design/build

2008 volume: $11 million, 153 completed projects

2009 volume: $5 million, 259 completed projects

Founded: 1974

Biggest challenge: Implementing a new marketing plan to increase sales.
Website: www.westhillinc.com
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“[They]
sions and operations, even though we didn’t
realize it,” says Charlie. The moves were great
for business, and by the beginning of 2008, the
staff topped 50 and revenues hit $11 million.

Responsive measures

That changed the following year when the economy tanked
and customers curtailed spending. Westhill was forced to
lay off half its staff as revenues fell to $5 million at the end
of 2009. “We're back to our 2002 levels, but in this market
that’s not bad. The only reason we were able to do even this
amount (in sales) is because of what we invested in market-
ing this past decade,” notes Charlie.

But father and son have big plans to bounce back, which is
their second greatest challenge right now. “Our new company
slogan for 2010 is ‘Think 10." It stands for $10 million (in sales)
a year for 10 years,” says Charlie. “I know we won'’t reach it in
2010, but we'll be well above it in 2011 or 12,” he says.

Sticking with what works
The Russells believe good relationships start at home and,
says Chuck, they have actively promoted and developed a
family culture and team building. A close-knit, six-person exec-
utive management team runs the company. “It was extremely
hard for us to let anyone go, and we plan on rehiring as many
as possible when business improves,” says Chuck.

The Russells have also participated in an NAHB Remodeler
20 group, which has paired them with peers in non-compet-

had carried over and affected our deci- market
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Charlie Russell (vight) and his son Chuck
structured their business so each has his
owmn responsibilities. A business adviser
helped fix relationship glitches.

ing markets who meet regularly to share knowledge that can
improve their performance and profits. Through this program,
they met the business coach who started them down the
road to succession planning as well as advised them on all
aspects of their operations, from personnel issues to market-
ing campaigns. “It's been our best innovation in the past five
years,” says Chuck.

Broadening horizons

As Westhill grew, the Russells added other service-oriented di-
visions where there was need, and last year had five: custom
home building, remodeling, design (complete with a licensed
architect and interior designer), small jobs and handyman.
New for 2010 is an insurance mitigation and reconstruction
division, complete with software that will com-
municate directly with insurance companies.
It came to be because “we had so much
demand to do it from past clients but could
never get to it until things slowed down,”
admits Chuck.

In this recession, the strategy has proved
its merit. “Over the last 15 years, our business was 60 to 70
percent remodeling and 30 to 40 percent custom building, but
last year we did zero custom homes and handyman came in
second,” says Chuck.

However, even their economical handyman service has been
compromised by the recession. Competitors doing jobs at cost
and unemployed carpenters trying to subsist are cutting into
sales in this division. Their solution has been to focus on the
value of using a company that is established and can stand
behind their work.

New school marketing for an old school biz
“We’ve always spent so much money on marketing, and our
efforts have been so successful, that our peers used to tell
us we were crazy,” laughs Charlie. In prior years, Westhill
has had the enviable task of “having to turn away work,” he
admits. And with the 20/20 vision of hindsight, he believes
“those campaigns are the reason we're even around today.”
In the beginning, their efforts were old school. Now,
Westhill is in the midst of interviewing marketing firms who
can help them mount an integrated campaign that will utilize
social media. With their marketing budget set at its pre-re-
cession high, both men are confident that increases in lead
generation and their closing rate are forthcoming. e
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PEOPLE YOU SHOULD KNOW: EDWARD MAZRIA

Preacher of
Sustainability

Architect Edward Mazria’s passion for ecofriendly design started with architecture,
and he wants everyone — remodelers included — on board

By Pat Curry, Contributing Editor

uthor of what’s known as the bible of solar

design, “The Passive Solar Energy Book,” inter-

nationally known architect Edward Mazria today

devotes his time to preaching the gospel of

sustainable design. The founder of Architecture
2030 talked to Professional Remodeler about the 2030 Chal-
lenge and the opportunities for remodelers as the government
offers more incentives to homeowners for reducing energy
consumption.

Q: You've been involved with green building design for

more than 35 years. What are some of the most significant
changes you’ve seen, particularly as they relate to design,
materials and building codes?

A: In the late '60s, '70s and early '80s, because of the first
energy crisis, we had an interest in developing buildings

and systems that interacted with the natural environment to
reduce energy consumption. You had a tremendous amount of
research, development, simulation — all sorts of activity. It was
very exciting, almost like exploring a new frontier. When energy
prices dropped through the floor in the mid-80s, the govern-
ment cut and disbanded most of that research and the country
went back to business as usual. ... Now, you have some real
issues that aren’t likely to go away. We're seeing a resurgence
of interest, with new product development, design development
and new technologies being looked at and tried. We have the

Professional Remodeler

www.HousingZone.com/PR

Department of Energy and labs with a lot more money and a
mandate to reduce consumption, especially of foreign sources;
a mandate from the EPA to regulate greenhouse gas emis-
sions; and international cooperation between countries.

Q: Give Professional Remodeler readers a good working defi-
nition of the 2030 Challenge.

A: The 2030 Challenge was issued in 2006. It basically called
for a 50 percent reduction in the energy consumption of the
average for a building type in an area. Beginning this year, we’'d
like to see a 60 percent reduction, all the way to 2030, when
we're calling for new buildings and major renovations to move
to carbon neutral.

We want building design to be as energy-efficient as pos-
sible. We can reduce energy consumption from 70 to 80
percent purely from design strategies. If you were going to do a
major overhaul and gut a building, then we would say you have
a great opportunity to implement conservation strategies to
reduce your consumption by 50 percent.

When you're doing a new building or major renovation, it's
relatively inexpensive because you could get huge reductions
from just design strategies like shading windows in the sum-
mer, and appropriate use of materials and equipment.

Q: Do you think the goals of the 2030 Challenge are attain-
able in that time frame?

FEBRUARY 2010



A: | don’t see any physical or structural impediments. We have
the technology to do carbon-neutral construction. Given that we
have 20 years to get there, what you think about are the costs,
and costs come down as they move into the marketplace.

Q: The impact of the existing housing stock on energy con-
sumption can’t be overstated. What role do you see remodel-
ers playing in achieving the goals of Architecture 2030?

A: It's huge. The issues we're going through on a local and
global scale — neither the economy nor climate change

— can’t be solved unless the building sector plays a leading
role. They have a huge opportunity to shape the course of his-
tory and that’s incredibly exciting. We see all sorts of innova-
tion that makes this the most exciting of times. It puts people
working in remodeling in a very special position of affecting
change. Don’t shy away from change, but embrace it. That’s
where the opportunity is.

Q: Let’s talk about those opportunities.

A: Today, if we look at incentives, most of the incentives are for
renovation rather than new construction. There are tax credits
for all sorts of things, from efficient windows to insulation.
There are credits for solar hot water heating, photovoltaics;
there’s an awful lot at this particular point in time for renova-

JAMEY STILLINGS

tion. That's expected to increase dramatically in the next few
months. ... Looking at the federal government, what we see
being advocated is up to 50 percent tax credit on certain
renovation and efficient products that you use in a renovation
or remodel, from washing machines to windows and doors and
insulation and high-efficiency boilers, hot water heaters, that
kind of thing.

There are a lot of things being talked about to generate jobs.
We're seeing this huge stock of housing that could be more
efficient and trying to incentivize construction jobs, which is the
hardest-hit industry. We have 1.8 million construction workers
out of a job, and those are the ones we know about. If you look
at our housing stock, there’s a huge opportunity to put them
back to work.

Q: If remodelers want to zero in on systems and components
that will have the biggest impact to reduce their clients’
energy consumption, where should they put their efforts?

A: First, look at design issues. Those are the easiest to ac-
complish. For example, if you have unshaded west glass and
you’re in a warm climate, your air conditioning bills will be huge.
A simple awning, for example, could reduce energy costs and
create more comfortable conditions inside the building. The
second place to focus is cost trade-offs. Costs change daily for
different products. Look at where the tax credits are and install
more efficient equipment and products. You might look at
better insulation, glazing with certain shading coefficient, low-e
coatings that have high heat retention, and look at windows
with thermal break, for instance.

Q: Educationally, what do remodelers need to be learning
right now as it relates to sustainable building practices?

A: | think there’s a slight misconception where the training
emphasis needs to happen. If electricians are given drawings,
they follow the drawings. Plumbers follow drawings, mechani-
cal installers follow mechanical drawings. The folks we need
to train are the designers, the auditors, the inspectors — that
is where the training needs to be rather than someone who
installs a roof.

For remodelers, they need to be learning about the
fundamentals of energy consumption, passive heating and
cooling systems, natural ventilation systems, window loca-
tion, shading, materials - even color has a huge impact.
They also need to understand the current pricing and what
incentives are out there. o
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NEW PRODUCTS

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

remodeling industry

By Nick Bajzek,
Products Editor

American Standard

H20ption Dual-Flush Toilet
Features: Dual flush; air in the
chambers pushes the ongoing com-
ing water forcefully into the bowl
Configuration: Two-piece, Right
Height Elongated, elongated and
round front

Colors: White, bone and linen
MSRP: $349 to $562

For more info, go to
HousingZone.com/PRinfo and
enter # 251

www.americanstandard.com

CertainTeed

Cedar Impressions Naturals
Applications: Siding

Profile: Double 7” Straight Edge
Perfection Shingles

Features: Reinforcing ribs on nail
slots and lock tabs for improved
strength

Other: Molded Perimeter Lock holds
panels in place

For more info, go to
HousingZone.com/PRinfo and
enter # 252

www.certainteed.com

AGC Glass Company

Comfort E-PS Low-E Glass
Applications: Residential, light
commercial

Zones: Northern U.S., Canada
SHGC: 0.73

Other: Made of pyrolytic (hard-coat)
glass

For more info, go to
HousingZone.com/PRinfo and
enter # 253

www.comforteps.com

West Chester Holdings
Lunar Foam Nitrile Palm Dip
Gloves

Applications: Grip for wet or oily
materials

Sizes: XS to XXL

Features: Nylon shell dipped over
finger areas

Colors: White or salt and pepper

For more info, go to
HousingZone.com/PRinfo and
enter # 254

www.west-chester.net

Wilsonart

Girona Series

Application: Countertops

Sizes: Standard laminate designs
are available in 4’ by 8" and 5’ by
12’ sheets

Samples: sizes 2" by 3" and 3" by
5" are free ($1 charge for oversized
8" by 10”)

Looks like: Marble/travertine stone

For more info, go to
HousingZone.com/PRinfo and
enter # 255

www.wilsonart.com

MAPEI Americas/Polyglass
Mapegaurd 2

Applications: Crack isolation
membrane

Attributes: 40-mil crack isolation;
has sound-deadening properties of
a 90-mil sheet

Green: LEED points, low VOC
Other: Rigid construction with a
split-back release liner

For more info, go to
HousingZone.com/PRinfo and
enter # 256

Www.mapei.com

Meyda Custom Lighting
St. Lawrence Inverted Pendant
Size: 31"

Accessories: Round Faux Caramel
Alabaster shade

Hardware: Hand-finished bronze
finish

For more info, go to

HousingZone.com/PRinfo and
enter # 257

www.meyda.com

Weather Shield Windows

& Doors

Fiberglass-Clad Patio Doors
Features: Panels are 1%” thick and
filled with foamed-in polyurethane
insulation

Configurations: Four-panel, bi-part-
ing or one-, two- or three-wide units

For more info, go to
HousingZone.com/PRinfo and
enter # 258

www.weathershield.com

Mullican

FSC-PURE

Applications: Engineered flooring
Sizes: 3" and 5” hand-sculpted
selections

Green: FSC-certified flooring

FSC certification No. SCS-COC-
002109

For more info, go to
HousingZone.com/PRinfo and
enter # 259

www.mullicanflooring.com

Video Mount Products

IWB-1 flat panel In-Wall Box Adapter
Applications: Holds most 15” to
32" monitors

Load capacity: 75 pounds
Adapters: Silver adapters for LCD
mounts

Includes: Decorative cover, cable/
electrical knockouts

MSRP: $139.95

For more info, go to
HousingZone.com/PRinfo and
enter # 260

www.chooseamount.com

Skil

18 Volt Lithium lon 2-Piece
Drill/Driver and 5°/;” SKILSAW
Combo Kit

Features: Can cut 50 2 by 4s on a
single charge

Additional features: Anti-snag lower
guard; spindle lock for quick blade
changes

MSRP: $199

For more info, go to
HousingZone.com/PRinfo and
enter # 261

www.ski.com

Velux

No Leak Skylight

Features: Third layer of LoE3 glass
Installation: Pre-mounted brackets,
pre-painted frames and sashes
Other: Lower roof profile; new curve
design; gray color

Warranty: 10-year installation
warranty

For more info, go to
HousingZone.com/PRinfo and
enter # 262

www.veluxusa.com

Hafele America Co.

Bee Slide C4500

Applications: Full-extension, tele-
scoping side-mounted slide
Installation: Face frame hole,

32 mm hole pattern

Capacity: 100 pounds

Lengths: from 12" up to 24"

For more info, go to
HousingZone.com/PRinfo and
enter # 263

www.hafele.com/us
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Keith Robinson

PRESIDENT | EXTRAORDINARY TALENT CONSULTING

Keith Robinson is a human resources executive and consultant with more than 24 years of global and
domestic business experience. Currently he serves in a dual role as the director of leadership development
for Northern Illinois University and as president and CEO of Extraordinary Talent Consulting, a human
resources consulting firm focused on delivering human resource solutions to a wide range of businesses.
Throughout his career he has helped leaders drive results in their business by providing human capital
solutions, coaching and facilitation to a variety of executives and managers. Keith has provided them
with valuable counsel in the areas of business and human capital strategies, leadership and personal
development. One of his primary areas of strength has been his ability to translate complex business
strategies and organizational objectives into pragmatic tactical solutions that get results. Keith’s areas
of expertise and experience have included: business strategy; organizational design; management and

leadership development; team building; and facilitation.

READ HIS BLOG EXCLUSIVELY ON
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NEW PRODUCTS

Oliveri / Tasman Sinkware
882U Super Basin Single Sink /
220-0 Mega Basin Single Sink
Features: European-style integrated
drain boards

Optional: AC73 drain board fits
w/Oliveri's 800 series

Drain board: Sloped for quick
drainage

Finish: Soft satin

For more info, go to
HousingZone.com/PRinfo and
enter # 264

www.oliverisinks.com

Platinum Tools

All-In-One Modular Plug Crimp Tool
(P/N: 12503)

Applications: Stripping cables, A/V,
voice, data

Features: Steel frame, PVC handles,
rust-resistant black oxide finish
Other: Terminates most plugs and
strips a broad range of cables
MSRP: $29.95

For more info, go to
HousingZone.com/PRinfo and
enter # 265

www.platinumtools.com

Royal Adhesives and
Sealants

Gunther Brand Mirror Mastic,
Premier Plus

Applications: Professional mirror
installations

Green: 10 grams/liter VOC content;
qualifies for LEED points

Other: Non-shrink formula

For more info, go to
HousingZone.com/PRinfo and
enter # 266

www.royaladhesives.com

Hilti

Circular Saw Blades

Applications: Framing; finishing;
wet or pressure-treated lumber; and
general purpose

Features: All blades feature the
company’s ultra-thin kerf design;
laser-fused carbide teeth; 5/8”
arbor with diamond knockout

For more info, go to
HousingZone.com/PRinfo and
enter # 267

www.us. hilti.com

Wisdom Audio

L100i and C150i Speakers
Applications: In-wall

Features: 8-woofer array driven by
500-watt SA-1 amplifier
Technology: Audyssey MultiEQ XT;
multiple setup/listening memories
Other: Proprietary thin film planar
magnetic drivers

For more info, go to
HousingZone.com/PRinfo and
enter # 268

www.wisdomaudio.com

Nora Lighting

4-inch, (11W) and 5” and 6” diam-
eter aperture fixtures (15W) LEDs
Applications: Residential, light
commercial

Rated: 50,000 hours at 70 percent
lumen

Range: 3000 and 4200K color
temperatures

Warranty: 3-year limited

For more info, go to
HousingZone.com/PRinfo and
enter # 269

www.noralighting.com

Wedi

Riolito Shower System

Drainage: 13 gallon/minute
Features: Four-sided slope of %"/
foot, available in 3’ by 5" and 4’ by 6’
Installation: Large-format tiles can
be used in the thin-bed process
Other: Meets ADA requirements

For more info, go to
HousingZone.com/PRinfo and
enter # 270

www.wedicorp.com

ThermoSoft

ThermoFloor

Applications: Under-floor electric
heating system

Installation: Laminate, snap lock
tile, floating wood or engineered
wood flooring

Features: FiberThermics electro-
conductive fiber heating elements
Certification: Energy Star

For more info, go to
HousingZone.com/PRinfo and
enter # 271

www.thermosoft.com

Lincoln Wood Products
Fold-A-Way Patio Door
Applications: Indoor/outdoor living;
“accordion style” door

Features: Overhead track system
Configurations: Out-swing panels
available anywhere from 2-8 panels
in each direction; can include an
access panel

Optional: Dully integrated retract-
able screen

Milwaukee

M18 Cordless Jig Saw

Features: 2,200 SPM , 1" Stroke
Length, 5 orbital settings

Bevel: 45-degree capacity
Dimensions: 10'/>" length at 7.75
pounds

Other: Tool-free shoe bevel allows
for quick and accurate shoe
adjustment

For more info, go to

L ingZone.com/PRinfo and

For more info, go to | Zone.
com/PRinfo and enter # 272

www.lincolnwindows.com

enter # 273
www.milwaukeetool.com

Bosch Power Tools &
Accessories

RN175 Roofing Nailer

Features: Canister improves reload
speed and eliminates the hassles
associated with fumbling fastener
coils on the rooftop

Functionality: Drives wire collated
0.12 nails from % to 13/4” in length
and has an operating range of 60
- 120 psi

For more info, go to

HousingZone.com/PRinfo and
enter # 274

www.boschusa.com

Rheem

The new integrated air-source HP-
50 Heat Pump Water Heater from
Rheem Water

Dimensions: 21" diameter, 751/>"
tall

Installation: For restricted access
Operation: 3 energy-saving modes
Other: 2!/," non-CFC foam insula-
tion to minimize heat loss during
standby periods

For more info, go to
HousingZone.com/PRinfo and
enter # 275

www.rheemhpwh.com

Fleetwest Transferable
Truck Bodies

Powerbody from the Load’N’Go line
Installation: Installed new or exist-
ing used fleet vehicles

Design: Built-in forklift tunnels and
lifting jack receptacles

Sizes: Universal fit for long and
short bed pickups

Models: Chevy, Dodge, Ford, GM,
Toyota

For more info, go to
HousingZone.com/PRinfo and
enter #276

www.fleetwest.net

Novellini

Cristal Tub, Premium Elysium
collection

Applications: Contemporary/mod-
ern bathrooms

Features: Clear safety glass panels,
geometric design

Dimensions: 78.7" by 30.7” by 26”
Includes: Integrated chrome
finished floor-mounted faucet
MSRP: About $21,000

For more info, go to
HousingZone.com/PRinfo and
enter # 277

www.novellini.com

Atlas Block

PCR Recycled Product Line
Applications: Landscaping
Products include: Paving stones,
walls, slabs, curbing and fencing
Green: Up to 30 percent post-con-
sumer recycled glass

LEED Credits: Sustainable Sites,
Energy & Atmosphere, Materials &
Resources

Innovation & Design Process

For more info, go to
HousingZone.com/PRinfo and
enter # 278

www.atlasblock.com
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David Johnston
PRESIDENT | WHAT'S WORKING

David Johnston has been at the center of the green building
movement for more than three decades. In the 1970s and ’80s,
Johnston established himself as a leader in passive solar design
and construction. In 1980, Johnston founded the Passive Solar
Industries Council and consulted with the U.S. Department of
Energy. His award-winning Lightworks Construction for 10 years
led the Washington, D.C., market in solar design and construction.
In the early ‘90s, Johnston founded his international green
building consulting and training firm, What’s Working. Johnston’s
innovative theories about how to catalyze the transformation of
the building industry became the blueprints for the Denver Built
Green and California Build It Green programs. Particularly adept
at generating green building guidelines, Johnstons work has
guided master planned communities in Denver; Boulder, Colo.;
Sacramento, Calif.; San Diego; Phoenix; and Durango, Colo.
An authoritative source for green building education, Johnston

*;‘ TAR

has trained thousands of builders and industry professionals.
Johnston has written three books: “Building Green in a Black and
White World” (2000), “Green Remodeling: Changing the World
One Room at a Time” (2004) and “Green from the Ground Up
(2008), which is a Taunton Press’ best-seller since its release. His

new book, “Zero Energy Homes” is in production.

Johnston’s Awards include: Boulder Green Building Guild Lifetime
Achievement Award (2009); International SAM/SPG European
Sustainability Pioneer Award (2007); Nautilus Book Award
(2005); Interiors and Sources Magazine Environmental Hero
Award (2005); AIA Colorado Contribution to Built Environment
(2004); Sustainable Buildings Industry Council Sustainable
Community Development Award (2004); and Marquis Who's
Who in the World (1991, 92, 99).
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PRODUCT UPDATE

In some cases, the market for decking materials has declined
by half or more. Meanwhile, cPVC decking and fencing sales have

seen a significant uptick since 2004

Decking markets
hit hard in 2009

By Nick Bajzek
Products Editor

hough 2009 was a down

year for most decking

material manufacturers,
some market segments, particu-
larly cPVC boards, fared better
than others. Still, top manu-
facturers are expecting more
industry consolidations.

According to Exton, Pa.-based

Principia Partners, the North
American decking and railing
market has declined from

seen that across the market in
all building products,” Gwatney
says. He also predicts some mar-
ket consolidation. “There are a
lot of smaller composite board
manufacturers. They’re making
a living at it, so they're doing
something right. But I do expect
some won't live through 2010.”
“I actually thought we
would’'ve seen more consoli-
dation,” remarks Kevin Bren-

$4.6 billion in 2006
to $2.8 billion in
2009, with the wood
plastic composite

Follow Nick on his blog,
The Product Guy, at
www.HousingZone.com

nan, senior sales
vice president for
TimberTech. “Some
players were bought

segment declin-

ing from $1.5 billion in sales to
$630 million in that three-year
time frame. Wood sales have
fallen from $3.1 billion in 2005 to
$1.6 billion, while cellular vinyl
decking and fencing sales have
increased from $5 million in
2004 to over $95 million in 2009,
according to the firm’s latest
market report.

Brent Gwatney, vice president
of sales and marketing for Mois-
tureShield, expects 2010 to be
as tight as 2009. “It’s becoming
a more price-conscious market.
People might want a composite
deck, but they want to hold onto
their money as well. And we've

out; others were

resurrected. But it’s still the Top
5 guys that represent something
like 80 to 85 percent of the busi-
ness. So the smaller guys will be
battling it out,” says Brennan,
adding, “A lot of them have the
right idea. Some have a better
regional fit. Others are tied to
a company that produces a full
portfolio of building products.”

Searl Lamaster Howe Archi-
tects’ Principal Pam Lamaster-
Millett, AIA, says, “We recently
have had one client ask for PVC,
another is using composite, and
another wanted ipe, all for dif-
ferent reasons. From my experi-
ence, the benefit of wood is that

“We recently have had one client ask for PVC, another is using
composite and another wanted ipe, all for different reasons,”
says Pam Lamaster-Millett, AIA.

If it isn’t wood ...

* Purchase your materials from a reputable dealer or home improvement
center that will be there to back up the products they sell. Be sure to
understand the warranty periods and conditions.

* Consider a matching railing kit from the manufacturer.

e The directions may say “No pre-drilling is required,” but our sources
recommend installers pre-drill the holes with a drill/countersink bit.

» Correct curvatures as you install the boards. Everyone’s method is dif-
ferent, but snapping chalk lines and tack nails to the deck joist along the
chalk lines between the planks will help you keep the spacing correct.

e Always leave 3/5 inch between composite deck boards to allow for
drainage.
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PRODUCT UPDATE

A number of manufacturers have bequn offering cPVC choices at
comparable or slightly higher prices than composite boards.

carpenters know how to work
with it, and they can make it do
almost anything you want.

“The PVC has also come out
with structural components for
use in framing the deck, some-
thing composites have not been
able to do. We used the PVC in
a high humidity area because
nothing will grow in it. So if you
want a sustainable solution, it
probably isn’t going to fit.”

Terry Hillery, president of The
Hillery Holding Co., also reports
an uptick of cPVC use.

“Wood is the least expensive

to construct, but the stains often
last a couple of years and then
the buyer or homeowner comes
back to you to fix it, or they
think that you just didn’t do it
right,” he says, adding that since
wood is a natural product, it will
always encounter issues with
splitting and expansion/contrac-
tion. Hillery also says that many
of his clients just are not fans
of the green hue of pressure-
treated lumber.

Lamaster-Millet says specify-
ing which products to use is
tricky. “I don’t know if supply

Upcoming National Deck Safety Month

May is National Deck Safety Month. According to the North American
Deck and Railing Association (NADRA), between 2000 and 2008 there
were at least 30 deaths reported as a direct result of deck collapses.
More than 75 percent of people on a deck when it collapses are injured
or killed. With 40 million decks in the United States that are more than
20 years old, the NADRA says it’s important to check decks.

NADRA says some older decks may only have deck-to-house at-
tachments using only nails and other glaring faults. Though NADRA
recommends ASHI-certified home inspectors, a knowledgeable deck
builder can remedy a deck up to state code, licensing and insurance
requirements.

NADRA released a four-page deck evaluation checklist for contractors
rehabbing or installing a new deck. Questions include:

1. Is the ledger attached to an acceptable wood rim joist?

2. What is the foundation type? Post size?

3. What is the post-to-concrete connection?

4. Wat is the post-to-beam connection? Has the connection been bent
or modified?

5. Regarding the joist: does the hanger have double-shear nailing? Are

the correct nails installed in the hangers?

6. What supports the stairs? Rise/run?

7. On composite decks, if it is a hidden fastener system, what lateral

support has been provided?
8. Are all fasteners properly seated and flush with the connection?
9. Are all connector holes property filled?

Find the deck evaluation form at www.nadra.org/education.html.

is driving by the fact that deck
building and design is still a very
DIY market, but I have found
many manufacturers unable

“PVC is generally 15-20 per-
cent more than wood and about
the same as composite. So, on
the 635 square-foot deck, that’s
about $500 extra for a deck that
could last 40-50 years,” he says.

or unwilling to provide us with
samples of their product. We rely
heavily on local suppliers and “Composite is not bad, but
retailers, so I find myself writing we have experienced staining
specs with ‘or equal’ a lot.” issues. A couple of years back
we had a black trash bag that
sat on the decking for a couple
of weeks and stained the deck,”
Hillery observes. In another
instance, he says, the deck faded

from UV exposure in areas that

Hillery says his company is in
the process of installing a 635-
square-foot roof deck in Boston.
All of the decking will be PVC
from the Passport line from
Gossen Mouldings (the company

also uses Azek). there was not furniture.” e
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William Asdal

ASDAL BUILDERS, LLC

Asdal is a frequent speaker on building and remodeling issues. He has dedicated much of his time to industry
research and the creation of better builder relationships that enhance supply chain successes. He has completed
a number of industry research projects, including advocacy of the Rehab Code, energy efficiency in existing
homes, new product testing, systems design and a number of demonstration projects for national trade press.
Asdal co-authored “The Paper Trail: Systems and Forms for Professional Remodelers” and recently published
“Defensive Estimating: Protecting your Profits.” His accomplishments include: being a past officer of the Energy
and Environmental Building Association; chairman of the Industry Committee of the Partnership for Advancing
Technology Housing; chairman of the Foundation for Housing: treasurer of Efficiency First; president of the
Community Builders Association of New Jersey; NAHB Remodelers’ Council’s Remodeler of the Year; chairman
of the NAHB Remodelers Council; NAHB’s Green Building Conference Green Remodeler of the Year; NAHB
Remodeling Hall of Fame Inductee; Board Member of American Community Bank; and National Green Building

Award winner.
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PRODUCT UPDATE

Experts report tall doors as well as pocket and folding doors are

quite popular but still tricky to install

A lot of might for the door

height

By Nick Bajzek
Products Editor

ocket doors and large-

span openings have

regained some of their
popularity. However, when it
comes to remodeling, installers
must be flexible with the Victo-
rian-era design and configura-
tion to make the system work.

Installation times for pocket
and accordion doors have
slashed thanks to improve-
ments in hardware from the
manufacturing side. Previous
hardware systems frequently
jammed or caused the doors to
derail, but new roller parts and
tracks allow smooth and quiet
opening and closing.

Bruce Woolf, principal of
Quaker Road Associates, says
his clients love pocket doors
and are willing to pay the extra
cost for them. “We use only
solid core doors, either solid
wood or solid core such as
Masonite’s solid core door.”

Woolf installs 1°/4-inch doors

Quick Door Hanger:

Contractors can cut the time
that it takes to hang a door
with new hardware products.
One in particular is the Quick
Door Hanger, made by Grand
Rapids, Mich.-based Express
Products (bottom right). In this
case, the trimmer first screws
six brackets onto the outside
of the door jamb. The trimmer
draws a vertical plumb line on
the drywall about ¥ inch from
the rough opening on the hinge
side of the door. Finally, the
trimmer installs the door and
screws the brackets into the
roughed-in opening using the
vertical plumb line as a guide
to keep the installation true.

book,” he adds.
Fred Cann is founder and co-
partner of www.bidformateri-

This Johnson Hardware pocket door system (above), like newer
pocket doors, has a proprietary hardware system to make in-
stallations easier and operation smoother.

but will use 1%/s-inch doors als.com, a site that allows con-

where appropriate. “Exterior tractors to post their materials

accordion doors like NanaWall  lists and lets building product

are very popular — but very suppliers use the site as a lead

pricey. Clients love them but generation tool. “Primarily Installers screw the brackets into the Quick Door Hanger’s

have to have the deep pocket pocket doors have always been  roughed-in opening using the vertical plumb line as a guide.
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Alot of might for the door height

How to fix fiberglass doors

Step 1 Put on safety glasses
and a respirator and grind the
damage smooth using a dye
grinder. Grind away any broken or
damaged fiberglass until only solid,
intact fiberglass is left. Gradually
taper any edges on the damage.

Step 2 Clean the area with a
clean rag and acetone, removing
any dust or other residue that may
be on the repair surface.

Step 3 Put on rubber gloves
and mix the fiberglass filler with
the catalyst in a small bucket,
following the recommendations
on the containers. Use a stir

an option we try to sell,” he
says. “The trend is 8-foot doors
over 6-foot, 8-inch doors. We're
building homes with larger
ceilings, so homeowners have
compensated.”

Some contractors counter
that the doors can still be
troublesome to install, despite

stick to thoroughly work the
catalyst into the filler. When the
putty is one consistent color it’s
ready to apply.

Step 4 Apply the filler to the
damage using a putty knife.
Smooth the filler out with the
putty knife so it’s level with the
surrounding fiberglass. Let the
filler harden.

Step 5 Put on the respirator and
sand the filler down with a palm
sander and 200 grit sandpaper.
Sand the filler until it’s flat and
smooth and completely blends in
with the surrounding fiberglass.

the improvements in hardware.

According to home improve-
ment expert Danny Lipford,
many contractors find that
the rough opening will seem
gigantic at first. Installers
shouldn’t forget that they are
actually framing for the width
of two doors because fram-

Things You’ll Need:

Respirator
Safety glasses
Dye grinder
Rags

Acetone
Fiberglass filler
Catalyst
Rubber gloves
Small bucket
Stir stick

Palm sander
200-grit sandpaper

ing needs to accommodate

the door for both the open

and closed positions. Lipford
recommends framers should
make the opening according to
the width the manufacturer of
your pocket door kit suggests.
This is usually twice the width
of your door, plus an inch. So,

“As far as exterior doors, mahogany or teak Crafts-
man style at 8-foot tall or better have been a big hit.
Something you can stain or varnish lets them have
options down the road. If you price it out these days,
many fiberglass door prices have come down and
are comparable to higher-end steel or wood doors.”

— FRED CANN, WWW.BIDFORMATERIALS.COM

if you're installing a 32-inch
door, the rough opening will be
65 inches wide.

Pocket door hardware manu-
facturer Johnson Hardware
says pocket door kits are
usually designed to accom-
modate 1%/s-inch thick hollow
core doors weighing less than
75 pounds. However, any kind
of door can be mounted on the
proper pocket door hardware.
Some hardware kits will sup-
port doors that weigh well
over 150 pounds.

“There is no such thing as an
easy pocket door. It’s as helpful
as a friendly dentist during a
root canal,” says Chris Smith of
Angel City Builders. “Installing a
door is rarely easy.”

But, says Smith, years of
experience do add up to reduc-
ing the amount of time it takes
to install. “You still have to
pay attention to the opening
and verify that it is square and
plumb. And always double
check the jamb thickness,” he
advises.

Some municipalities permit
requirements also make
door installations even more
difficult, says Smith. “In Los
Angeles, for example, most
clients think it’s no big deal to
make a window wider or put a
new opening in. But a permit is
required and usually a review
by a structural engineer,” says
Smith, adding that the cost can
exceed several thousand dol-
lars quickly. ¢

60 Professional Remodeler

www.HousingZone.com/PR

FEBRUARY 2010



Linked [}

HousingZone.com

login

andlearn.com

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo



g~ .-
HousingZone.com

» WHO IS VISITIING?

Bldr./bldr dev./res. GC Deciding which product/service best suits our needs

Identifying/comparing product brands

Remodeling contractor 64% or companies

53% Obtaining price information

Arch./engineering firm

Real estate/land dev. Locating a distributor/
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28% Placing an
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Interior design firm
Trade contractor
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Continuing education offered in:

eLEARNING W/ASSOCIATED LEARNING
UNITS, WEBCASTS, WHITE PAPERS,
PRODUCT DEMONSTRATIONS, VIDEOS
AND PODCASTS

AVAILABLE WHEN YOU NEED IT.

ASHRAE HVAC&R
Moisture Management Solutions
Building Design + Construction
NARI’s Learning Center
Brick/Masonry
Energy Efficiency
Roofing

Steel Joist/Deck
Sustainability
Technology
Windows & Doors

Register for LoginAndLearn.com today!
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Advertisement

Pella Helps Customers Save Energy.
Pella offers numerous energy-efficient glass options
— including SunDefense™ Low-E insulating glass,
made from three layers of thermal protection that
offer year-round comfort and energy savings.
www.pella.com

Pella Corporation

See our ad on page 19

LifeTime Lumber® offers the aesthetic attributes
of wood while solving the problems of degradation,
weathering and perpetual maintenance. The wood
alternative deck, dock and fencing material is
impervious to rot and pest damage, allows minimal
mold/mildew growth, and is inherently fire resistant.
LifeTime Lumber is eco-friendly, made from 65%
recycled material.
www.lifetimelumber.com

LifeTime Lumber®

See our ad on Back Cover

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

www.plygem.com

Mastic Home Exteriors by Ply Gem

See our ad on page 10

Andersen. Az

WINDOWS*DOORS

Meet the Ultimate Casement Collection.
Inspired by your suggestions, this revolutionary

new line of windows combines the craftsmanship
and innovation you've come to expect from Marvin.
Larger sizes, increased durability, easy wash mode
and energy efficiency make it a win-win for you and
your customers.

www.marvin.com

Marvin Windows and Doors

See our ad on page 6

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

Milgard Windows & Doors

PRODUCT TRENDS

Color-Matched Genovations® Railing
Color-matched PVC Railing is now available, providing
an aesthetically complete surface and railing system!
The high-performance railing system offers all the
features you would expect from a Genovations®
system. Aluminum channels support the top and
bottom rails with die cast metal brackets providing
superior strength, eliminating the need for extra
support blocks. The PVC Bracket Covers hide all
hardware for a picture-perfect presence.
www.genovaproducts.com

Genova Products, Inc. See our ad on page 25

Build Better, Build Greener With Viance’s
Advanced Treated Wood Products. Ecolife™
Stabilized Weather-Resistant Wood is AWPA standard-
ized for above ground applications and is listed as a
Green Approved Product by the NAHB Research Center,
allowing you to build creatively and responsibly with
the natural beauty of real wood. Ecolife’s advanced
built-in weathering protection and stabilizing properties
dramatically reduce cracking, warping and splitting.
www.treatedwood.com

Viance

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 qualifications—without the expense of triple-
pane glass. That gives you thousands of styles, shapes
and sizes. For details and a complete list qualifying
Andersen windows and patio doors, just visit our website.
andersenwindows.com

Andersen Windows

Welcome to the new Aquatic.

Born from the merger of Lasco Bathware and
Aquatic Whirlpools, the new Aquatic continues each
company’s commitment to quality and smart design.
Featuring luxury hydrotherapy, everyday bathware
and innovative accessibility, the new Aquatic will
continue to set the industry bar. Our mission is to
offer products and service that inspires customers,
builders and the competition.
www.aquatichath.com

Aquatic

Unmatched performance. Unrivaled
beauty. Unmistakably Genuine Trex’.
Our greatest asset is the same as yours: reputation.
To prove this point, we have invested $24 million to
refine our manufacturing process and are introducing
trexpartners.com, featuring side-by-side product
comparisons and other educational resources. Learn
how our continuous innovation is what sets the standard
that helps set you apart.

Trexpartners.com

Trex”
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PRODUCT SOLUTIONS
TWO BLADES Bulletproof Your

M-a2 g; IN ONE!
-Me !
a~B0TH e, Contracts
Bo,
%%:’Eﬁfji Most states have recently imposed stringent new contract
TPI Configurations: laws to protect homeowners. If your construction contract
7x7 ¢ 7x10 ¢ 10x14 lacks certain disclosures required by state law, not only
All Configurations in All Sizes: will it not hold up if you try to collect on what you‘re owed,
6" 8 10 but you could be liable for fines.
(800) 523-3437 Construction Contract Writer lets you:
www.hoarblade.com > Create a customized, state-legal
contract for each job.
For FREE info go to http://pr.hotims.com/29403-128 Resolve key issues in your favor.

Keep your contracts up-to-date.

Updates are free for a
year after purchase.

“Wow! I can’t find
anything left out.
Well worth the price.”
-- DBS Construction
Fullerton, CA

iunj Craftsman Book Co.
www.constructioncontractwriter.com

www.craftsman-book.com

For FREE info go to http://pr.hotims.com/29403-125

Since 1964, Finlandia Sauna
has been nationally recog-
nized as a manufacturer of

HAVE YOU CHECKED OUT

Finlandia Sauna

For FREE info go to http://pr.hotims.com/29403-126

* Protect synthetic carpets
during construction and
remodeling

* Improving Customer
Satisfaction will generate
more referrals

0 J ” N Nhgin ) ~r - ORDER DIRECT TODAY AND SAVE. CALL 24 HOURS.
Professional Remodeler  HousingZone.com  andleam.com VISIbleblty ) Protective
producis . 1.800.789.6633

Surface Frotectin Solutins— OF g0 to wWW.protectiveproducts.com

For FREE info go to http://pr.hotims.com/294083-127
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The industry leader in tankless water heating has taken innovation to a new level. We call it

““Rinnai-ability,”

and it's about heating entire homes more cost-effectively and more comfortably.

WALL-MOUNTED CONDENSING GAS BOILERS

e Up to 96.5% AFUE efficiency

e Easily be retrofitted to replace traditional boilers or installed
in new builds

CONDENSING GAS TANKLESS WATER HEATERS

e Proven tankless design and advantages of condensing technology
e Up to 95% thermal efficiency

* Designed for both residential and commercial applications

SAFETY AND RELIABILITY
e Ubbink polypropylene (PP) concentric venting ensures
safety and reliability while reducing installation cost
e Rinnai's concentric venting with polypropylene inner pipe is
designed to withstand varying flue temperature conditions that
may be experienced over the life of a condensing product
e Exclusive 24/7 technical support

ASK ABOUT

ASKABOUT Whole-house heafing ofions © Mot Quyemess.
2. nnovaion in Wieefficent g apgians.
3. 2 rputaion for proven, whdde produgs,
& dependable service and support

The Official Tankless Water Heater
of the HGTV Dream Home

2008 | 2009 | 2010

e

Professional
‘Ide

qu\lvi“[.]l'.' |
, g JTTa1.

For more info, go to HousingZone.com/PRinfo and enter # 29403-10

© 2009 Rinnai America Corporation | 1-800-621-9419 | www.rinnai.us EXPERIENCE OUR INNOVATION™



New Alternative to Wood & Composites
for Decks, Docks, Fences and Arbors.

LifeTime Lumber.

Fire Safe, Green and Lasts a Lifetime

LifeTime Lumber® is a leading-edge alternative to wood and composite lumber. It offers the aesthetic beauty of wood while
solving the problems of degradation, weathering and perpetual maintenance. While wood rots and plastic-wood composites
deteriorate, LifeTime Lumber stays strong and continues looking new, even after years of weather exposure and heavy use.

LifeTime Lumber products are naturally Class B fire rated, with Class A products available. Meanwhile, the environment

won't be compromised. Our products are made from 60% recycled material and undergo an energy efficient manufacturing
process. For long-lasting performance with low maintenance benefits that are best in class — choose LifeTime Lumber.

For more information and to locate a dealer, LIFETIME
visit www.LifeTimeLumber.com or call 877-285-4338 Professional LUMBER®
_ _ uilder
©2010 LifeTime Lumber. ALL RIGHTS RESERVED. LifeTime Lumber is a registered trademark. ﬁmil[.]
Scientific Certification Systems SCS-MC-01356. Certified minimum pre-consumer 60% recycled content. SHOW VILLAGE 2010 BEAUTIFUL. GREEN. FOREVER.

For more info, go to HousingZone.com/PRinfo and enter # 29403-11





