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For more information visit www.truth.com or call 1-800-866-7884.
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Introducing the Signature� and Allure� Series�Truth�s breathtaking new

handle sets for the sliding patio door market are elegant and revolutionary in design.

Truth has designed a unique set of patio door handles created to enhance any size

patio door.

Handle Sets Offer:
� The opportunity to customize your door through escutcheon style options

� Compatible with industry standard single or multi-point mortise locks

� Handles to fit stile thickness ranging from 1.25� to 2.25�

� Optional key lock cylinders

� Inactive configurations for OXXO doors

� Extended bosses on inside and outside escutcheons to enhance handle stability

� Truth�s Signature Series are available in plated decorative finishes on solid brass

or painted finishes on zinc

� Truth�s Allure Series are available in painted finishes on an aluminum base

S E R I E S
Signature

SEE US AT WIN-DOOR NORTH AMERICA 2007

http://www.truth.com


� Less-conductive spacer provides optimized energy savings
� Enhances environmental comfort and health near windows
� Fights condensation and mold like no other spacer

The environmental choice for high-performance, 
durable, warm edge insulating glass units

Go to edgetech360.com or call 1-800-233-4383.

More great fenestration 
products available from

Durability  |  Performance  |  Ease of Use  |  High Productivity  |  WorldWide Established Technology

For the next level in acoustic performance
 �with the same glass thickness

Fast process - 20 minute cure
High quality and consistent process
No mixing - single component liquid

»
»
»

GLASS PROTECTION SYSTEM

co coat �

S-GLAZE �

STRUCTURAL ADHESIVE

We�re there for you at every turn

Exceptional protection against 
leaks during UVEKOLfi production

Structural Foam Systems

Super Spacerfi

http://edgetech360.com
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How to Hide a Screen in Plain Sight...

The Incognito
Genius Retractable Screens 
is proud to introduce a 
revolutionary way to  
screen wood windows.

Our new Incognito screen is a functional, elegant  

way to retractably screen virtually any wood window. 

The Incognito was designed with the OEM•s need 

for easy installation in mind while making sure 

the consumer would love the ease of use while 

maintaining the great look of your wood window.

You build the window, Genius makes them better so 

you can sell more windows with customization by 

Genius Retractable Screens.

www.geniusscreens.com

Contact Genius now for more information on this unique product.

Call: 253.565.1421     Fax: 253.566.9948     Email: info@genius-screens.com

http://www.geniusscreens.com
mailto:info@genius-screens.com
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The Coming Wave of
Competition from 
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Window Companies:
Learn what DWM columnist Mike
Collins told attendees recently at
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door and window manufacturers
must do to compete with China.

Lean Manufacturing:
Lexington Manufacturing, recipient of an award for lean manufacturing,
shares its commitment to lean processes and how this has transformed
the company. 
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The Elegance of Engineering

Your Partner for Windows and Solar Products

Anybody can sell you vinyl window and door products. 
Schüco wants to be more than your vendor … we want  
to be your business partner.
 
We offer a wide range of products, from our traditional 
American Series and our contemporary European Series, 
to our protective Hurricane FORCE V Series. These 
German-engineered, American-built products set the 
benchmark for technology, innovation and beauty. 
 
The beauty of Schüco products goes beyond their 
appearance … it•s the beauty of meticulous engineering, 
energy ef“ciency, world-class craftsmanship and the  
most durable materials available in the market today. 
Partner with Schüco, and let•s build energy-ef“cient, 
sustainable designs together.

Schüco USA L.P.
www.schuco-usa.com

For further 
information visit: 
www.schuco-usa.com

http://www.schuco-usa.com
http://www.schuco-usa.com
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FROM TH E PUBLI SH ER

Differentiation: How Unique Are You?
B Y  T A R A  T A F F E R A

There has been so much hap-
pening in the fenestration
industry that there are several

topics I could write about in my
monthly columns. This issue is no
exception. In fact, the column writ-

ten several weeks ago has now been
put away in favor of this new one.

I could write about Pella buying
EFCO, but I won•t. Please read the
news analysis on page 18 for indus-
try reaction to that purchase.

I could also write about the push
by many suppliers to help manu-
facturers make and promote ener-
gy-efficient products. But for that
story, please read the box on page
56, and know that you•ll be hearing
much more on this topic in the
months to come, as this issue is
finally beginning to get some atten-
tion in the window industry. 

Promoting energy-efficient prod-
ucts is just one way manufacturers
can set themselves apart in this
slowed housing market. And there are
other ways as well (for more on this,
read the story on page 32 to learn how
some vinyl manufacturers are expand-
ing into different market segments ).

How does this all tie together? The
bottom line is that, although the
housing market isn•t where it was in
years past, manufacturers can still
thrive, but not by sitting idly waiting
for customers to come to them.

Hopefully the articles in this
issue of DWM get you thinking. 
€ Do you need to diversify your

product offerings?
€ Do you offer energy-efficient

products but aren•t aware of how
to promote them to customers? If
yes, talk to your suppliers. More
and more suppliers are position-
ing themselves as full-service
experts in everything from ener-
gy efficiency to lean manufactur-
ing and are eager to share their
expertise with you.

€ Do you need to change your dis-
tribution channels? (See sidebar
at left).
Times are tough, but some

companies are thriving„take
time to find out how you can be
one of these companies, if you
aren•t already. �

Consumer View
Distribution Channels are Changing

Please read the feature article on page 44 regarding how some manufacturers
have decided to sell direct to builders, contractors and end-consumers. The
idea for this article came after a consumer called me earlier this year about a

window purchase she was preparing to make. After
researching nine window companies this retiree
called me and said, •I am informed regarding these
windows but as far as which one to use I am lost ƒ
We need to purchase a large amount of windows
[20] and we are so confused [by all the options].Ž

This customer had wood windows and was
considering new wood windows but was look-
ing at vinyl as well.

We talked for quite some time and she told
me about the website directbuy.com, of which I
wasn•t aware until then. She explained that

consumers pay $3,500 for a membership but the discounts are so
huge that she said, •We saved that on our first purchase.Ž After researching this site
and seeing their infomercial once in the wee hours of the morning, I learned this is
most helpful, for say, those building a house as the website has everything from
flooring to cabinets to, of course, doors and windows.

Wanting to do more research on the site, I quickly learned that to do so you
have to make an appointment to visit a directbuy.com showroom in your area.
The website also tells consumers who join not to share manufacturer names or
prices with others as this would place pressure on other retailers to offer prod-
ucts at manufacturer prices.

However, I do know of two window companies who sell through directbuy.com
as this consumer told me she was leaning toward making her window purchase
through this method.

Knowing the secrecy of the site, I wasn•t too surprised when I contacted these
manufacturers for more information, such as why they decided to sell windows
through this method, and they said they couldn•t offer any details. 

This is just another example of manufacturers looking for ways to set them-
selves apart, to differentiate themselves. If you think about it, it•s not all that odd
that they•re not eager to share their strategy with others.

But if your company has diversified or taken steps to survive in a slowed hous-
ing market and would like to share these with others, please e-mail me at
ttaffera@glass.com.

http://directbuy.com
http://directbuy.com
http://directbuy.com
mailto:ttaffera@glass.com
http://www.dwmmag.com


Imagine being able to actively collaborate with a large group of successful fabricators 
about how to improve in all that you do. Now imagine all of those fabricators sharing a 
deep commitment to the growth and pro“tability of your business. Deceuninck Alliance 
Management Services make it possible, empowering DNA Alliance fabricators with 
valuable member bene“ts including:

€ Exclusive Products
€ Protected Manufacturing Territories
€ Combined Group Purchasing Power
€ Shared Testing and Certi“cation Costs
€ Opportunity to Create and Build a National Brand

A spirit of professional cooperation and partnership is helping our Alliance members realize 
greater levels of success and pro“tability, both as individuals and as a group. And partnering 
with Deceuninck North America also introduces you to •the DNA differenceŽ  … total service 
integration, from product design and proprietary compound formulations, to tooling design 
and production, to world-class extrusion technology and “nished product testing.

To learn more, contact Mark Davis, Corporate Director of Marketing, at 
513-539-5423  or via e-mail to Mark.Davis@decna.biz .

We are D eceuninck®  N orth    A merica
Your partner for success and pro“tability in the fenestration industry

Discover why our customers say, •The difference is in the DNA.Ž

© 2007 Deceuninck North America.

ALLIANCE MANAGEMENT  SERVICES

mailto:Mark.Davis@decna.biz
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Florida Code Changes 
Spur Sunroom Certification

B Y  D E A N  L E W I S

Anyone in the building and
construction industry knows
that the horrendous 2004

and 2005 hurricane seasons
spawned an unprecedented degree
of research into the effects of wind
and water, resulting in intensive
code development activity in
Atlantic and Gulf Coast states. In
addition to the obvious efforts to
protect against high winds, provi-
sions are being added to prevent
damage from the impact of wind-
borne debris and water penetration
from severe wind-driven rain.

In terms of fenestration, the
obvious focus of these changes
has been primary doors and win-
dows that are part of the main
building envelope. Sunrooms…a
genre that includes everything
from porch and patio covers to
air-conditioned solariums…have
come under scrutiny recently as
well. For example, the 2008
Florida Building Code will likely
increase requirements for these
structures to meet the same per-
formance criteria.

The groundwork was laid in 2002
with AAMA/NPEA/NSA 2100-02,
Voluntary Specifications for
Sunrooms.  This document, adopt-
ed by the 2004 Florida Building
Code, defines the uses, occupan-
cies and limitations for such struc-
tures; defines minimum perform-
ance requirements for their fenes-
tration products; and sets forth
overall structural design and ther-
mal performance criteria.

However, there has been no
means in place to verify compli-
ance with this standard.

To fill this void, as well as to pro-
vide an objective means for home-

owners to verify manufacturers•
and dealers• quality claims, AAMA
has been working to develop a
credible third-party voluntary sun-
room certification program similar
to that long used to certify the per-
formance of doors and windows.

Documentation of the testing,
certification and labeling protocols
needed to establish the program are
now being finalized. The current
draft of the Sunroom Certification
Program Procedural Guide that has
emerged from summer AAMA task
group meetings postulates a pro-
gram essentially the same as that
under which doors and windows
are certified for their conformance
with the AAMA/WDMA/CSA
101/I.S. 2/A440-05 standard for
doors, windows and unit skylights.
Key program elements will include:
€ Independent testing of sunroom

components by AAMA-accredit-
ed testing laboratories;

€ Approval of the licensee•s (partic-
ipating manufacturer•s) in-plant
quality control system and its
ability to ensure compliance;

€ Semiannual unannounced inspec-
tions of the licensee•s plant; 

€ Application of certification labels
by the manufacturer at the time
of production; and

€ Publication of certified products
in a Certified Products Directory.
The program is being developed

to adhere to the requirements of
ISO/IEC Guide 65, General Criteria
for Bodies Operating Product
Certification Systems, and ISO/IEC
17020,General Requirements for the
Operation of Various Types of Bodies
Performing Inspection . This will
pave the way for eventual ANSI
accreditation of the program.

The governing performance cri-
teria for certification are those set
forth in AAMA/NPEA/NSA 2100-
02. An AAMA task group is cur-
rently undergoing its portion of
the document•s review in accor-
dance with an agreement signed
by the three organizations in 2001.
The criteria from this specifica-
tion include structural, water
leakage and air infiltration
requirements, roof loading and
deflection limits, thermal per-
formance (for fully enclosed air-
conditioned sunrooms) and foun-
dation requirements. The current
review of AAMA/NPEA/NSA 2100-
02 is addressing dynamic vs. static
air pressure testing, the role of the
referenced ICC-ES Acceptance
Criteria documents (e.g., AC340,
Acceptance Criteria for Patio
Covers) and additional ASTM test
method references.

The AAMA task group contin-
ues to discuss how to handle the
verification and labeling of the
final installation, as sunrooms are
typically shipped in •knocked-
downŽ form for field assembly.
Options include the provision of
in-depth installation guidelines.

Noting that the development
work is proceeding •faster than
expected,Ž the AAMA task group is
aiming to resolve the open issues
this year in anticipation of launch-
ing the sunroom certification pro-
gram sometime in 2008.                   �

Dean Lewis serves as manager, product
certification, for AAMA based in
Schaumburg, Ill. He may be reached at
dlewis@aamanet.org. Mr. Lewis• opinions
are solely his own and not necessarily
those of this magazine.
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www.phtech.ca   1 800 463-4392

 Old-world style without the old-world maintenance
 It•s here„the all-new, totally maintenance-free push-out casement window system!

€ A marvel of precision engineering made of durable, easy-care PVC

€ Completely compatible with other P.H. Tech window systems

€ Designed for use with all P.H. Tech indoor and outdoor accessories

€ Unobtrusive lever handle for simple, crank-free operation

€ Aluminum inswing screen with removable pins

 It•s never been easier or more affordable to enjoy old-world style and elegance!

 Available in casement and awning models.

Come and see us at Win-door, Nov. 13 to 15, 2007, Booth 1413

http://www.phtech.ca


Intense efforts are underway
around the nation, including
the building industry, to reduce

energy consumption and mini-
mize environmental impacts. New
laws are being considered, energy
codes are being modified and vol-
untary programs are getting
tougher. Fenestration energy per-
formance improvements tradi-
tionally have involved increasing
insulating values by lowering the
rate of heat loss (U-factor) in the
north, and reducing the solar heat

gain coefficient (SHGC) in the
south. In today•s climate of new
federal lawmaking, possible revi-
sions to the national energy codes
and updates to ENERGY STAR® crite-
ria, we can expect a dramatic
alteration in the fenestration
industry•s landscape. 

Federal Lawmaking
The federal government tradi-

tionally has been •hands-offŽ
with fenestration energy perform-
ance requirements. However, that
may change because both the
House and the Senate have
passed comprehensive bills
aimed at reducing energy con-
sumption in the United States.
H.R. 6: The Renewable Fuels,
Consumer Protection, and Energy
Efficiency Act of 2007, has similar
versions passed by both the
House and the Senate. As of this
writing, this bill was on the agen-

da of a conference committee to
negotiate a compromise bill
acceptable to both the House and
Senate.

An additional energy-focused
bill has passed in the house and is
now on the Senate•s calendar.  H.R.
3221: New Direction for Energy
Independence, National Security
and Consumer Protection Act.

This bill contains language that,
if passed, will change building
energy efficiency requirements in
the following significant ways:

1. Sets targets for improving build-
ing energy efficiency by 30 per-
cent by 2010, and 50 percent by
2020, based on the 2006
International Energy Conservation
Code (IECC).

2. Requires federal action if the
model energy code (the IECC)
is not modified to achieve the
30-percent target by requiring
the Department of Energy to
propose an energy code
which achieves the 30-per-
cent reduction. 

3. Requires states to certify that
their residential and commer-
cial energy codes meet or
exceed the 2006 IECC or
ASHRAE 90.1-2004 within two
years of enactment of the bill. 

4. Requires states to certify com-
pliance of new and renovated
buildings with their energy
codes within three years of
enactment of the bill. 

National Energy Codes
The International Energy

Conservation Code (IECC) and the
energy provisions of the
International Residential Code
(IRC) are the most common ener-
gy codes adopted and enforced in
the United States for residential
construction, and the IECC and
ASHRAE 90.1 commonly are used
for commercial construction proj-
ects. The IECC and IRC are subject
to full revisions every three years
as part of the International Code
Council•s (ICC) triennial code
development process.  Based on
past experience, numerous code
change proposals will be intro-
duced to modify energy perform-
ance requirements. The current
code cycle began in August 2007
and will result in the 2009 edition
of the IECC and IRC. The pro-
posed code changes will be pub-
lished later this year with the first
public debate following in
February 2008.  

ENERGYSTAR
The Department of Energy

(DOE) plans to revise the criteria
for doors, windows and skylights
and is seriously considering •sub-
stantially lower U-factor require-
ments in the northern zonesŽ with
a minimum SHGC, and •substan-
tially lower SHGC in the southern
zones.Ž (see related article, page
20). The DOE also is considering
expanding SHGC / U-factor trade-
offs to the northern zones.
Significantly lower U-factors
could mean a maximum U-factor
of 0.25 if a 30-percent reduction is
targeted, as suggested in H.R.
3221. In southern climate zones, a
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CODE CON CERN S

Significant Challenges Lie Ahead 
for Reducing Energy Consumption

B Y  J O H N  W O E S T M A N

Significantly lower U-factors could mean a 
maximum U-factor of 0.25 if a 30-percent 

reduction is targeted, as suggested in H.R. 3221.

http://www.dwmmag.com
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30-percent improvement results
in a maximum SHGC of 0.28. 

Many in the fenestration indus-
try may be asking themselves a
variety of questions as DOE pre-
pares to change ENERGY STAR

requirements and as Congress
considers energy legislation. Some
of these include the following. 

What are we willing to support
to improve nationwide residential
and commercial energy efficiency?

Considering that many win-
dows  sold and installed in this
country  don•t meet energy codes
or ENERGY STAR criteria, manufac-
turers must consider many factors.
How can we close the gaps of ener-
gy code enforcement to improve
building energy efficiency? How
can we systemically increase the
market share of doors and win-
dows made with readily available
cost-effective, energy-efficient
technology such as low-E coated,
double-pane glazing?

How aggressive will we be with
ENERGYSTAR?

ENERGY STAR is a voluntary per-
formance consideration and a
factor in many door and window
decisions, but highly sensitive to
cost justification. How would the
fenestration industry prefer to set
the future minimum U-factor
requirement for E NERGY STAR

qualified windows for northern
climate zone(s)? Would we sup-
port a 10-percent improvement
in U-factor to 0.32, 15-percent
improvement to 0.30, 30-percent
improvement to 0.25?  

Should the industry support a
mandatory minimum performance
requirement for doors and windows? 

The federal government regu-

lates minimum energy efficiency
standards for numerous house-
hold appliances, and these mini-
mums often are revised to be
more aggressive. For example, the
mandatory minimum energy effi-
ciency of home central air condi-
tioners was changed by federal
law in 2006, from a Seasonal
Energy Efficiency Rating (SEER) of
10 to a SEER of 13„a 30-percent
improvement.  

Would we support a mandatory
maximum U-factor for northern
climates and mandatory maxi-
mum SHGC for southern climates?

Is our industry willing to follow
Canada•s example in British
Columbia by encouraging legisla-
tion that would require all manu-
factured doors and windows to
meet minimum performance
requirements? In British Columbia
it will be illegal to manufacture or
import manufactured fenestration
products with a U-factor of more

than 0.35 (2.0 W/m2*K) effective
January 1, 2009.

Alternatively, should we support a
•corporate annual fuel efficiencyŽ
minimum for fenestration products? 

This is the complex avenue the
federal government took in the
automotive industry. 

If the federal government is
successful in passing the pro-
posed energy efficiency legisla-
tion, we will see significant
changes in the fenestration land-
scape. It is in our best interest to
be creative and align government
efforts with our industry needs
and by continuing to build collab-
orative partnerships for all 
stakeholders.                                    �

John Woestman serves as consultant,
codes and regulatory compliance, for
the Window and Door Manufacturers
Association. Mr. Woestman•s opinions
are solely his own and not necessarily
those of this magazine.

Walls of ENERGYSTARcompliant Simonton windows were used to create this Atlanta
sunroom.



A partner that helps you stay ahead of the game?
Great Idea



When you choose to do business with Royal, you get more than just a

supplier, you get a partner. From concept to finished product, technical

services to integrated marketing programs, our team of experts has the

skills and the tools to help your company become more competitive with no

risk to you. At Royal Group, our mission is to help you grow your business:

Now that•s a Great Idea!

World Leading Rigid & Cellular Vinyl Extrusion Technology € Widest Range of Cellular & Rigid PVC Window Technologies

Advanced Product Testing € Industry Recognized & Respected Brands € Fabrication Technical Services € State-of-the-Art Product Design

Rapid Prototyping Systems € Integrated Marketing Services € Complete Open Fenestration Systems € Custom Design Solutions

Innovative Finishes: Clearwood, Readi Finish’ & Stainable € Spectra Coat’ for Unlimited Color Possibilities

Most Tooling Capacity in the Industry € Advanced Tooling R&D for Continuous Product Innovation

Meet or Exceed AAMA Requirements € Cutting-Edge PVC Resin & Compound Technologies Engineered by Georgia Gulf

Complete Custom & Open Window & Patio Door Systems for Fabricators

www.royalgrouptech.com 1 866 852-2791

SEE US AT WIN-DOOR NORTH AMERICA 2007

http://www.royalgrouptech.com
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GUEST COLUM N

Misrepresented
It•s Critical for Manufacturers to Play by Product Label Rules

B Y  V A L  B R U S H A B E R

As most anyone in the door
and window industry knows,
manufacturers deal with new

or changing codes constantly.
Keeping up with the changes,
although a job unto itself, is just the
tip of the iceberg. Ensuring that we
can sell our products in this ever-
changing world of building codes
engenders a whole series of adapta-
tions and responses. For example,
new code requirements typically
prompt a new certification policy

that may prompt a new labeling
requirement, which often prompts a
new manufacturing process ƒ and
so forth. And, as if that isn•t enough
to think about, we also have to deal
with a handful of manufacturers
who mislead builders, building code
officials and, worse than that, their
end-use customers by creating their
own performance labels that do not
tell the real story.

What•s Required
Currently, the major building

codes (the International Building
Code (IBC), International
Residential Code (IRC), Florida
Building Code, etc.) require windows
and sliding doors to bear a third-
party label showing compliance that
identifies the design pressure (DP)
rating of those products in accor-
dance with AAMA/WDMA/CSA
101/I.S.2/A440-05. The 2006 IBC and
IRC also require swinging doors to
bear a third-party cer tification label

for  AAMA/
WDMA/CSA
101/ I .S .2 /
A440-05 or
be tested to
determine
the structural design pressure in
accordance with ASTM E330.
Manufacturers who are playing by
the rules spend a lot of time and
money to be sure that their prod-
ucts are tested and labeled to the
required levels so the product can

be sold legitimately into the
coastal markets.

The problem is that not every-
body plays by the rules. There are a
handful of manufacturers who are
selling in areas where building
code officials are not enforcing
code requirements or truly do not
understand them. Such code offi-
cials do not recognize the differ-
ence between a third-party label
and a manufacturer•s own label,
nor the difference between DP rat-
ing and structural test pressure.
They are looking for an easy-to-
locate and easy-to-read number on
a label that will match up with the
records they have on file. 

They may not understand what
a third-party label is so they
accept any type of a label as long
as it bears a number that at least
meets what they believe they are
looking for. Often the manufactur-
er prints up their own labels,
which may reference the

101/I.S.2/A440-05 standard that
can be interpreted, though incor-
rectly, as an AAMA-certified label.
Other labels show a number that
many times cannot be backed up
with a validated test report. Or, if
manufacturers are really creative,
they go so far as to print a big, easy-
to-read number on the label that
gives the impression that the value
is representative of the DP rating,
when in actuality they are showing
the structural test pressure (which,
per any edition of the 101 standard,
is 1-1‡2 times the actual DP).

Labels Really do Matter
Why the big deal? Because often

coastal jobs require a DP50 or higher
to meet the wind loads for their
regions. A DP35 window rarely meets
the code requirements in the higher
wind zones. But take a label and
manipulate it by printing the struc-
tural test pressure for a DP35 instead
of the actual DP rating and the value
shows up as 52.5 PSF. And if a code
official asks to see a test report, the
manufacturer merely directs him to
the structural test pressure in the
report and it matches the 52.5 PSF, so
the building inspector approves the
certificate of occupancy. To a code
official who has been trained to look
for a number on a label, the 52.5
number printed in big, bold letters
gives the impression the product is
•good to go.Ž If the code official is not

continued on page 16

Other labels show a number that many times 
cannot be backed up with a validated test report.

It is important for manufacturers to educate building officials
regarding importance of the AAMA Gold Label.

http://www.dwmmag.com


ROYAL   
 TREAT!

How sweet it is! The...

Laval  1 866 777.1210     
Woodbridge  1 888 339.9085     

www.royalplast.ca

Maximum Protection
Water, Wind and Impact Resistance

© Royal Group Inc. 2007

For over 20 years, Royal Window and Door Pro“les has 
provided manufacturers with the most innovative and 
reliable door systems and components available on the 
market. Strongly established in both Ontario and Quebec, 
RoyalPlast is proud to offer the North American window 
fabricators the largest product line featuring nine patio 
door systems and fully-integrated Door Programs (lineals, 
knocked down and fully assembled). 
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G U E S T  C O L U M N

CONTINUED

versed in the third-party certification concept, he
just approved a window far below the structural
requirements for the specific area. 

What are some of the differences between doors
and windows that add to the confusion? Right now,
most codes do not require door products to meet
air infiltration or water penetration limits„only
structural loading. Dade and Broward Counties in
the Florida market do require the full gamut of test-
ing, but they are an exception at this time. For win-
dows, a DP rating is reflective of overall air, water
and structural performance. Doors can be rated
with an overall DP rating that covers air, water and
structural performance; or they can be rated for
structural performance only. No wonder building
officials get confused! And then throw in the struc-
tural test pressure on a label and try to explain that
this value is different than a DP rating ƒ now you
have some heads spinning.

Educate Others Regarding Misleading Labels
The best defense to this dilemma is to educate

building officials so they become trained to recog-
nize an imposter! We all need to make more people
aware of the misleading labels being used. This
hurts everyone, but especially a homeowner who
believes he bought doors and windows that meet
the codes required for his location. It would be a
horrible thing to find out that someone was injured
because the doors or windows blew out during a
hurricane or severe storm.

If you are concerned that someone may be mis-
leading building inspectors and homeowners by
putting false or not-so-true information on his per-
formance labels, please contact your local building
department. It, in turn, can contact AAMA to get an
explanation of the differences. This is a serious mat-
ter and everyone is working very hard to reduce or
eliminate the instances where it occurs. As a manu-
facturer, I urge you to set up meetings with your
builders, architects and local inspectors to train
them on what a third-party label really is and the dif-
ference between DP ratings and structural test pres-
sures. Teach them how to read a test report and find
the actual DP rating so they cannot be misled. �

Val Brushaber of Monarch Holdings Inc. is first vice
president of AAMA•s door council.

© AAMA Door Council Newsletter, August 2007
issue. Reprinted with permission of AAMA. All rights
reserved. www.aamanet.org
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Sealant

� Made
in North
America
for North
Americans

� No
Solvents,
no lead,
hazard free

� Robotoic
or manual
application

11 Dansk Court,
Toronto, ONT.

N9W 5N6

tel: 416 674 3831
fax: 416 674 9323

web: www.fenzi-na.com

SEE US AT
WINDOOR
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Always precise

What makes Winkhaus door hardware different?  Corrosion-resistant materials

including 300 series stainless steel, of course.  But so much more... 

With Winkhaus •One Motion,Ž no awkward deadbolt turning is required to exit a

locked door from the inside.  All locking points are gracefully unlocked with a

single downward motion of the handle.  Locks are more substantial and secure.

Keys are easier to insert and remove.  Doors match up with remarkable symmetry.

Uncommonly attractive trim packages areprotected with unique lifetime finishes.

Once customers experience the way your doors function and perform with beautiful

Winkhaus hardware, they•ll never settle for any other door.

Experience the excitement at Booth #S12157, IBS, Orlando.

Winkhaus North America, Inc.

1171 Universal Boulevard € Whitewater, WI 53190

P: 262.472.8800 € F: 262.472.8900 € www.winkhaus.us.com

We don•t just manufacture hardware.
We engineer better ways to make 
doors function and perform.

’

Winkhaus North America, Inc.

1171 Universal Boulevard € Whitewater, WI 53190

P: 262.472.8800 € F: 262.472.8900 € www.winkhaus.us.com

http://www.winkhaus.us.com
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ACQUISITIONS & MERGERS

Industry Reacts to EFCO Purchase

Since it was announced that
Pella, Iowa-based Pella Corp.
has purchased the EFCO

Corp. of Monett, Mo., many door
and window manufacturers and
others allied to the industry are
speculating as to what effect it
might have.

EFCO will now become a sub-
sidiary of Pella and will now be
known as EFCO, a Pella Company.
The transaction occurred on
August 28.

EFCO will continue to produce
its products, which include win-
dows, curtainwall, storefronts and
entry systems designed for com-
mercial construction, in Monett.
As the business transitions to new
ownership, Pella says EFCO•s
products will continue to be sold
through independent representa-
tives across the United States.

Terms of the sale have not been
disclosed.

•The addition of EFCO people,
processes and products to the
Pella system, along with the sup-
port of their independent repre-
sentatives, will provide even more
innovative options for commer-
cial customers seeking quality
solutions to meet their fenestra-
tion needs,Ž says Pella president

and chief executive officer Mel
Haught. •We thank EFCO chief
executive officer (CEO) Chris
Fuldner and his family and the
other EFCO stockholders for the
opportunity to purchase the busi-
ness, which will continue to oper-
ate as a privately held company
dedicated to quality, innovation
and customer satisfaction.Ž

Fuldner also has announced his
retirement. •That is why EFCO
was for sale because Chris Fuldner

had indicated that he wished to
retire and do other things with his
time,Ž says Pella spokesperson
Kathy Krafka Harkema. •He felt it
was a good time to sell EFCO.Ž

Mike Farquhar has been named
the new president and chief oper-
ations officer for EFCO.

Farquhar most recently was
general manager of Pella•s
Architect Series business unit and
has been with Pella since 1995. 

In the statement released by
Pella, Fuldner says the acquisition
by Pella should allow the business
to continue to meet the future
needs of the commercial building
industry.

•When I joined the business 33
years ago, we employed about 60
people,Ž Fuldner says. •Today

we•re proud to provide careers for
the 1,600 people who work for
EFCO and we•re very proud the
company is joining Pella, an
industry leader and innovator
which shares the same values,
Midwestern roots and strong work
ethic focused on serving 
customers.Ž

According to Krafka Harkema, a
transition team has been put in
place to manage EFCO immedi-
ately following the sale.

In the wake of the sale, many
wished to speculate as what it
could mean for the industry.
Michael Collins of Jordan, Knauff
& Co., an investment bank that
specializes in the door and win-
dow industry and DWM colum-
nist, says the sale represents a
turning point in the industry.

•The most notable aspect of the
Pella/EFCO transaction, in addi-
tion to the size, is that it repre-
sents a traditionally residential
door and window company cross-
ing over into commercial prod-
ucts,Ž he says. •This is the type of
crossover that we would only
expect to take place at the largest
end of the size spectrum in the
industry, primarily because of the
significant execution risk involved
in entering such a completely new
business segment.Ž

Economically speaking, though,
he believes it•s a good move for
Pella„particularly with the hous-
ing market in a downward swing. 

•For Pella, this acquisition pro-
vides a portfolio benefit to its rev-
enue streams,Ž Colllins says.
•Going forward, when the resi-

What•sNews

continued on page 20

Going forward, when the residential segment is soft, 
the EFCO subsidiary will have the potential to perform 

well, smoothing out the company•s earnings. In the 
current market, the companies with which we•re in touch

that are having a strong year are primarily those 
that focus in whole or in part on the commercial area. 

…Michael Collins, Jordan, Knauff & Co.

Poweredby dwmmag.com

http://dwmmag.com
http://www.dwmmag.com
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dential segment is soft, the EFCO
subsidiary will have the potential
to perform well, smoothing out
the company•s earnings. In the
current market, the companies
with which we•re in touch that are
having a strong year are primari-
ly those that focus in whole or in
part on the commercial area.Ž

He also questions whether
other residential window manu-
facturers might follow suit.

•ƒ The most interesting poten-
tial implication of this transaction
will be whether it causes the other
majors to similarly diversify by
buying a commercial company as
well,Ž Collins says. •That remains
to be seen.Ž

Mark Silverberg, president of
Technoform North America in

Twinsburg, Ohio, also notes that
Pella could bring some new
knowledge to EFCO in its 
purchase. 

•I think it•s fantastic and inno-
vative,Ž he says. •A solid engineer-
ing company is bringing what
they learned to the commercial
sector. Pella will look to apply lean
manufacturing methods to the
commercial window business.Ž

3M Purchases Venture Tape
The 3M Company in St. Paul,

Minn., announced in early
September that it has purchased
Rockland, Mass.-based Venture
Tape. The terms of the sale were
not disclosed.

3M says the acquisition will
expand its product offerings in the

area of glazing tapes.
•This acquisition broadens our

pressure-sensitive adhesive tape
platform, brings new channels 
to 3M and allows us to expand
into adjacent markets such as 
construction,Ž says Patrick
Deconinck, division vice presi-
dent, 3M Industrial Adhesives and
Tapes Division. •Venture Tape has
a strong customer-centric busi-
ness model, which, combined
with our lean manufacturing
practices, technologies and 
global coverage, will broaden 
and improve our offering to 
customers.Ž

Venture Tape president Lewis
Cohen says the sale also will bene-
fit his company.

•We see tremendous opportu-
nities to continue to build our
business by drawing on the
strength of 3M•s resources and
technical capabilities,Ž says
Cohen.

VT Industries Acquires 
IDEAL Architectural

The Holstein, Iowa-based VT
Industries has announced that it
has acquired IDEAL Architectural
Doors and Plywood of New
Albany, Ind. The transaction
occurred on August 31.

•This acquisition is a welcomed
expansion to the VT architectural
wood door business,Ž says Rick
Liddell, senior vice president of
sales and marketing.

IDEAL will become a division of
VT and will manufacture AA grade
flush doors, premium grade stile
and rail doors, thick doors (2 ¼
inch or more, rated and non-
rated), over-size doors (up to 5-0 x
12-0), blueprint matched panels
and doors, sketch-faced doors and
specialty veneers.

What•sNews
CONTINUED

continued on page 22

CODES
DOE May Change 
ENERGYSTAR® Requirements 

The Department of Energy (DOE) is in the process of tightening its
requirements for ENERGYSTARwindows. Rich Karney, a DOE representa-
tive, spoke at a recent National Fenestration Rating Council (NFRC)

meeting about the upcoming changes. 
•The reason [for the change] is that in many cases ENERGYSTARbarely, if at

all, meets the codes, especially in the north,Ž Karney told attendees.
Karney said that 53 percent of the market for windows is ENERGYSTAR,

which means the ENERGYSTARlabel is losing its meaning to consumers.
He said that DOE is looking at six guiding principles:
1. There must be significant energy savings;
2. It must be cost effective for the consumer;
3. Energy savings must be measurable;
4. Functionality and performance cannot be compromised;
5. Proprietary technologies cannot be included to ensure consumers have

multiple choices; and
6. The ENERGYSTARlabel must provide meaningful differentiation to the

consumer.
The earliest effective date of the change would be January 1, 2009.

According to Emily Zachery of D&R International, Ltd., a company that works
closely with the DOE on the ENERGYSTARcriteria, the company is still on
schedule for the change in January 2009. The DOE undertook a formal analy-
sis of the situation starting in July and is working with NFRC in this research.
The groups planned to wrap up this research in October 2007 at press time
and distribute it publicly in December 2007, with plans for a stakeholder
meeting to be held in February 2008. 
��� http://www.energystar.gov/windows

http://www.energystar.gov/windows
http://www.dwmmag.com


Will it still shout, •Look at me, I•m beautiful!Ž? Will it still make the homes your products are on
impossible to ignore? If it•s from Sherwin-Williams, it will. Because we deliver a level of quality, durability
and aesthetic appeal that comes from 140 years of experience in the field. Whether you manufacture
windows or doors, our state-of-the-art labs will ensure that you get a consistent, beautiful production
finish. And our local support staff and global distribution network will make sure you have the products
and answers you need. Now, can any other coatings company say that? To learn more, contact your
Sherwin-Williams representative, or call 1-800-524-5979 to have a rep contact you.

www.sherwin-williams.com/oem For a Better Finish.  Ask Sherwin-Williams. ’

YEARS FROM NOW, WHAT WILL YOUR FINISH SAY ABOUT YOUR PRODUCTS?

©
20

06
 T

he
 S

he
rw

in
-W

ill
ia

m
s 

C
om

pa
ny

  
  

C
he

m
ic

al
 C

oa
tin

gs
 D

iv
is

io
n

http://www.sherwin-williams.com/oem


What•sNews
CONTINUED

LEGAL AND LEGISLATION
Andersen Sues 
Pella and W. L. Gore

Andersen Corp. in Bayport,
Minn., filed two lawsuits alleging
patent infringement against Pella
Corp. in Pella, Iowa, and W. L.
Gore & Associates Inc. (Gore) in
Newark, Del., earlier this year. The
door and window giant alleges
that Pella and Gore have unlaw-
fully infringed on one or more
claims of its two patents for
•Reduced Visibility Insect
Screens,Ž U.S. Patent No.
6,880,612 and U.S. Patent No.
7,195,053.

In the filing, Andersen claims
the defendants are making, using,
offering to sell and/or selling arti-
cles, which infringe on the claims
of its patents. The company
claims to have suffered damages

and says it will continue suffering
damages unless the court puts a
stop to the alleged infringement.
A jury trial has been requested
and Andersen is suing for dam-
ages, court costs and attorney•s
fees.

Andersen originally filed two
separate suits, one for each
patent, but the court has since
combined the two cases into one.
However, the first of these to be
filed was dismissed on July 31,
2007, after Pella and Gore filed a
joint motion for summary judg-
ment, which was granted.
Andersen has filed paperwork to
appeal this dismissed case, so the
second case has been stayed,
pending the decision in
Andersen•s appeal, which will be
heard by the Federal Circuit Court
of Appeals. The appeal was filed

on August 27, 2007. At press time,
no judgment had been made in
the appeal.

WEBINARS
Jordan, Knauff & Co. to
Hold Door and Window
Industry Update

Jordan, Knauff & Company in
Chicago will hold its Fall 2007
Door & Window Industry Update
for DWM readers on Wednesday,
November 28, 2007, at 2 p.m. EST.
The update will be conducted as a
one-hour webinar. Michael
Collins, a DWM columnist will
cover a variety of topics, includ-
ing an update on the firm•s
research on competition from
China and other international
locales, a summary of recent door
and window import figures and a
review of recent door and window

Roto i-LOCK ’  
Sash Lock

Bigger than you know. 
Closer than you think.  
The global company right next door. 

With 12 state-of-the-art production plants that span the globe and sales and distribution  
facilities throughout North America, Europe, Russia, and China, it•s likely that Roto is bigger  
than you realize. In fact, you might be surprised to learn that we•re the largest supplier of OEM  
window hardware in the world. 

What•s more, Roto is also right in your own back yard. With a new west coast warehouse, the global 
company next door is strategically positioned to deliver products exactly where and when you need them.  

Let•s face it, vast global resources and a rich 70-year history of innovation is impressive, but our responsiveness 
and accessibility will really improve your positioning in business … and beyond.

Global Leadership. Local Flexibility. Real Advantages.

TITAN’  
Sliding Patio 
Door Lock

 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 



transactions and plant expan-
sions, among other topics.
��� www.jordanknauff.com/
webinar

KUDOS
Silver Line® Double-Hung
Window Honored by
Consumers Digest

Silver Line Window•s Series
9500 Double-Hung Window was
named a •Best Buy in
Replacement Windows: Premium
SelectionŽ recently by Consumers
Digest.

•No other replacement window
offers a better combination of
style and substance,Ž writes the
magazine about Silver Line•s
Series 9500 vinyl window. 

•We are very proud of this
ranking by this extremely presti-
gious magazine,Ž says Andrew

Karr, vice president of marketing
at Silver Line Windows. 

CMI Employees Reach 
10-Year Safety Milestone

Chicago-based CMI•s door
manufacturing plant in Towanda,
Pa., has announced that the
employees of its Towanda manu-
facturing plant set a new compa-
ny safety milestone on July 27 by
reaching 10 straight years without
a lost workday accident. The last
lost-time incident at the plant
occurred on July 12, 1997.

•We are incredibly proud of all
the CMI employees who have
worked at our Towanda facility
over the years and have made
safety their top priority day after
day,Ž says Joe Ritsko, CMI safety

continued on page 25

NT Designo ® 
Tilt-N-Turn
European 
Hardware

Patio Life ® 
Patio Door  
Hardware

X-DRIVE® 
Casement 
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Consumers Digestrecently ranked Silver
Line•s Series 9500 window as a best buy in
replacement windows.



November 13 …15, 2007
Metro Toronto Convention Centre, North Building

Tuesday, November 13 5 pm…8 pm
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Thursday, November 15 10 am…3 pm

Produced for the benefit of the industry by the 
Canadian Window and Door Manufacturers Association.
www.cwdma.ca
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Industry Seminars & CWDMA Meetings:
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1-800-282-0003 (North America wide)  

Tel: 416-444-5225  Fax: 416-444-8268 

E-mail: windoor@salshow.com 

Callaway…the official golf products of Win €door North America
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ORGANIZE YOUR
MARBLE , G RANITE ,

STONE AND TILE
SAMPLES

Tel: (905) 886-1066 
Fax: (905) 886-1266

www.emidisplays.com

MOSAIC
EXPANDABLE
TILE DISPLAY

MOSAIC
MARBLE & G RANITE

DISPLAY

Mosaic 
Displays
Mosaic 

Displays
€ Over 50 stone

samples in
a space under
40" wide

€ Easily flips from
one sample to
the next

€ 2cm or 3cm
thick stone
samples

€ Displays a 
variety of edge
profiles

€ One or more
columns of
stone and/or
ceramic tiles 

€ Up to 10 tiles of
various sizes per
column

€ Up to 1/2Ž 
thick tiles

€ Add-on columns
available to
expand displays

What•sNews
CONTINUED

manager. •To reach a milestone of
this magnitude requires a daily
commitment from every single 
person.Ž 

To help maintain its exception-
al safety record, CMI says its
employees participate in safety
and health teams; develop behav-
ior job analyses; identify and cor-
rect deficiencies; and attend
mandatory monthly training
meetings on chemical safety, haz-
ard communication, fall protec-
tion, lift truck operation and
recertification, emergency
response and other critical work-
place activities.

CLARIFICATION
A word was missing in a sen-

tence in the feature article
regarding impact-resistant win-
dows in the July-August issue 
of DWM , (see page 34). The sen-
tence should have read as 
follows:

Gorell says that some home-
owners in Florida may not know
that vinyl windows provide better
energy benefits than when they
install replacement aluminum
windows.

b r i e f l y

Open Energy Corp.in Solana
Beach, Calif., announced that it has
signed an open purchasing agree-
ment with Motech Solar,the world•s
seventh largest producer of solar
photovoltaics, to supply 6-inch
multi-crystalline cellsƒ 

Illinois Tool Works Inc. (ITW) in
Glenview, Ill., has acquired
Tregaskiss Welding Productsin
Windsor, Ontario, Canada.
Tregaskiss is a manufacturer of
robotic and semi-automatic MIG
welding torches and peripherals,
and will continue to operate inde-
pendently with access to addition-
al resourcesƒ �

http://www.emidisplays.com


A
number of factors drive the
need for innovation in the
door and window industry.
These include industry con-

solidation, changing customer
demands, the need to reduce costs
and foreign competition. It is
absolutely critical that door and win-
dow companies innovate in order to
thrive in the current market.
Research by Ocean Tomo, an intel-
lectual property valuation firm, has
found that companies that focus
consistently on creating intellectual
property through innovation outper-
form those who do not. The patent
information maintained by the U.S.
Patent and Trademark Office pro-
vides a rich source of data to use in
analyzing the trends of innovation in
the door and window industry, as
measured by patent activity.

It is a common misconception
that patents give their owners the
right to produce a given product. In
fact, ownership of a patent gives one
the right to exclude others from mak-
ing the patented product or from
using a patented process for a fixed
period of time. Patents are useful,
though, beyond simply excluding
others from manufacturing a given
product or invention.  They also pre-
vent one from being excluded from
using an invention by another com-
pany that may develop the product
independently and seek a patent of
their own. Patents also are helpful in
licensing products, since licensees
may be willing to pay more for prod-
ucts covered by a patent. Finally,
patents may be transferred to anoth-

er party, as is usually the case in the
sale of a company.

Disadvantages of Patents
Securing a patent, though, is not

always the optimal solution for a
company•s need to protect its intel-
lectual property. Since patents cover
a limited time period of 20 years fol-
lowing the date of publication of the
patent, many companies prefer to
treat their inventions as trade
secrets. A trade secret•s life is limited
only by a company•s ability to main-
tain the secrecy surrounding the
idea. The recipe for Coca-Cola is the
classic example of a trade secret that
has been kept for a hundred years,
where a patent would have offered
the company a far shorter period of
exclusivity. The product description
required in the wording of a patent

creates opportunities for competi-
tors to reverse-engineer products,
especially if the claims in the patent
are not worded properly. Finally,
some companies spurn the patent
process because of the expense
involved. They believe that, in addi-
tion to the cost of receiving the
patent itself, companies utilizing
the patent system must be willing to
pay large sums of money litigating
patent infringement if and when it
is discovered.  

Patents by Product Category
Despite these shortcomings,

patents are used by door and win-
dow companies quite commonly.
In analyzing patent use in the door
and window industry, we began

Patent Research Shows Improved Products
are More Common than Brand-New Ones
by Michael Collins

Analyzing Innovation 

It appears that most of the patents analyzed could 
be considered •me-too•patents, covering 

adaptations of existing products or components.
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with the patent database compiled
by Speyer Door and Window Inc. in
Boca Raton, Fla.  Speyer Door is in
the process of commercializing
doors and windows with a unique
locking and sealing mechanism. In
preparing to market its products,
the company has made a signifi-
cant investment in a thorough
search of 2,800 patents to ensure
that its ideas would not infringe any
existing patents. This type of search
is recommended for any company
that will rely heavily on a unique
feature in bringing a product to
market.  This is especially impor-
tant in the case of features that may
have been patented by larger com-
panies in the industry. These com-
panies have ample resources and a
demonstrated willingness to litigate
patent infringement. Following a
thorough search of existing patents,
Speyer Door and Window under-
took the process of obtaining
patents on its ideas, with 14 U.S.
patents currently pending.

The patent database utilized in
our analysis does not include every
door and window patent in exis-
tence. However, since more than
1,100 currently valid patents were
analyzed, it is possible to draw
worthwhile conclusions regarding
the use of patents in the door and
window industry. The chart (top
right) illustrates the distribution of
the patents analyzed by product
category. While most patents cov-
ered either a door or a window,
some 14 percent of patents in our
study covered both a door and a
window, or components thereof, in
the same patent. The patents ana-
lyzed did not include those for sky-
lights, sunrooms, overhead doors,
curtainwall or other product areas.

These product segments will likely
be addressed in future analyses.

Patent Holders
Door and window patents are

held by a wide variety of organiza-
tions, ranging from General
Electric to the U.S. Navy. The table
above contains the organizations
with more than five patents in the
database analyzed. Fifteen of the
companies are located in the

United States, while the remaining
seven are headquartered else-
where. The list ignores past acqui-
sitions that have occurred, in order
to demonstrate the lineage of
patents granted in the past. The 12
patents analyzed that were granted
to CertainTeed, as an example, are
now presumably owned by Ply-
Gem as a result of that company•s

continued on page 28

Doors & Windows

Windows

Doors

Total Patents Issued by Product Category (1987 - 2006)

14%

47%

39%

Note:  Many of the companies listed have additional patents.  The patent
quantities here represent only the patents included in the database studied.

Patent Owner # of Patents Country

Andersen Corp. 83 USA

Masonite International Corp. 38 Canada

Pella Corp. 27 USA

ODL Inc. 19 USA

Marvin Windows and Doors 17 USA

DORMA GmbH & Co. 16 Germany

Therma-Tru Doors 16 USA

Schlage Lock Co. 14 USA

CertainTeed Corp. 12 USA

Larson Manufacturing Co. 12 USA

Ultrafab Inc. 10 USA

Jackson Corp. 9 USA

YKK Architectural Products 9 Japan

Arpal Aluminum, Ltd. 8 Israel

EMCO Enterprises 7 USA

Glass Unlimited of High Point Inc. 7 USA

JELD-WEN Inc. 7 USA

Nifco Inc. 7 Japan

Samuel Heath & Sons 6 UK

Schuco International GmbH & Co. 6 Germany

The Stanley Works 6 USA
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recent acquisition of CertainTeed•s
window business.

Product Subsegments
The second level of analysis

explored product sub-segments
within the larger door and window
categories. Patents were separated
into roughly 25 sub-segments, based
on the patented aspect of the prod-
uct. There were fewer categories in
the combined Doors and Windows
segment, since there are fewer prod-
ucts that can be used in manufactur-
ing both doors and windows.  

In all three categories it was

common for the patents to cover
the whole product (rather than a
component) or to cover the frame
for the door or window.
Interestingly, there were more
patents covering door closers and
dampers than covering whole door
products.  Another interesting
aspect of the categorization
process was the relative ease of
summarizing more than 1,100
patents into a relatively small num-
ber of categories. It appears that
most of the patents analyzed could
be considered •me-tooŽ patents,
covering adaptations of existing

products or components. There
were few, if any, patented products
that were so radically different
from existing products that their
classifications were difficult.  

Another patent area that was
noticeably underrepresented was
product installation. Of the 1,100
patents analyzed, only a handful
covered the installation of products.
This is surprising, considering that
builders and homeowners mention
proper installation as a critical
aspect of satisfaction with door and
window products. It appears that
significant opportunities exist for
companies to innovate in the areas
of installation, possibly protecting
their work with patents. As an exam-
ple, a company able to patent a
method of installation that saved a
significant amount of field labor for
its builder customers would find
itself with an important and sustain-
able competitive advantage.

Patent Holders by Location
Since companies or individuals

located in the United States or else-
where may hold patents, we have
considered the patents held by all
of these groups. As may be seen in
the charts below, the dominant
patent holders are U.S. corpora-
tions, followed by U.S. individuals.
Corporations located outside the
United States are the third most
numerous group, followed by indi-
viduals in other countries. These
groups remained in relatively con-
sistent proportions each year in
the period from 1988 to 2006. While
the total number of patents has
increased over time, the number of
door and window patents issued
each year has declined somewhat
from its peak in 2001.

While the majority of U.S.
patents in the door and window
industry are held by domestic

continued on page 30
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Doors Windows Doors and Windows

Door closer/damper Window * Frame

Door * Frame
Wood composite material
for doors and windows

Door stop Miscellaneous Miscellaneous

Frame Sash Doors and windows *
Lock/latch/handle/
security device

Lock/latch/handle/
security device

Weatherstrip

Sliding door* Seal Structural member

Hold open device Muntins Seal

Seal/gasket for doors Spacer Decorative glass and grilles

Door light Glass and related Profile/lineal

Sill/threshold Weatherstrip Jamb/jambliner

Most Commonly Patented Features by Product Category

Annual Door and Window Patents Issued by Type and
Location of Issuer (1988-2006)

Listed in order of the number of patents (with the highest first)
* Indicates patents covering the entire door or window product itself, rather than a 
component thereof

Analyzing Innovation 
continued from page 27
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companies or individuals, interna-
tional groups own roughly one out
of four door and window patents
analyzed. Roughly 45 percent of
these patents are held by compa-
nies in Europe, primarily in the
United Kingdom and Germany.
Countries in non-China Asia„pri-
marily Japan„own the next largest
portion of U.S. patents, at 20 per-

cent. Canadian companies make
up the next largest group, followed
by companies in Taiwan and
China.

It is interesting to analyze the
ownership of patents by geograph-
ic regions.  However, we do not
believe that patent holding is a
good measure of the interest of
international companies in the

U.S. door and window market. In
many cases, imported products„
particularly those from China and
Taiwan„are designed for the com-
modity end of the market.
Products in these areas are much
less likely to be patented. In other
cases, international competitors
simply work around or outright
infringe U.S. patents without seek-
ing patents of their own. Previously
published door and window
import statistics paint a much
more accurate picture of the
increasing penetration of the U.S.
market by global companies.

Conclusion
Forces at work in the door and

window industry demand that com-
panies continue to innovate in order
to prosper in the future.
Unfortunately, our analysis of a
sample of door and window patents
indicates that many of them cover
products or processes representing
only incremental improvements
over existing products. Every com-
pany in the industry, however, has at
its disposal a trove of information
regarding the types of innovations
that will allow the company to dif-
ferentiate itself from competitors in
the years ahead. This information is
held by each company•s distributors
and end customers. These groups
can share, at little or no cost, their
ideas, challenges and problems and
the features they seek in door or
window products. By focusing more
closely on innovations designed to
meet their customers• needs, com-
panies will leap to the next level of
success, maybe even securing a
patent or two along the way. �

Michael Collins is with Jordan,
Knauff & Company, an
investment banking firm that
specializes in the door and

window industry. He may be reached at
mcollins@jordanknauff.com.

Analyzing Innovation 
continued from page 28
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I
t•s no secret that the U.S. hous-
ing market has slowed down
considerably in the last 18
months. Just a quick glance

through the last year•s •Industry
IndicesŽ section of DWM will show
you that„not to mention that the
housing market makes national
news almost daily.

But, what about vinyl window
manufacturers who make windows
for new construction? Is the slow
housing market trickling down to
them, too? And how are they deal-
ing with it? Many manufacturers
are diversifying their businesses to
accommodate the slowdown in
new construction.

When asked if the slowdown has
been apparent at National Vinyl
Products in Chicopee, Mass., which
makes both vinyl new construction
and replacement windows, Scott
Channell, president, answers with
one re-sounding word: •absolutely.Ž 

He says his company started to
see a lag approximately in April 2006.

•[We started to see a downturn]
about 15 months ago, about the
same time the gas prices started
going up,Ž he says. 

While National Vinyl predomi-
nantly manufactures replacement
windows, Channell still says he•s
seen a 15- to 20-percent drop in busi-
ness on the new-construction side.

Wayne Gorell, pres-
ident and
chief exec-
utive officer

for Gorell Windows & Doors in
Indiana, Pa., manufactures retrofit
vinyl windows mainly, but new con-
struction does make up a small por-
tion of his business. Gorell says his
company has seen a downturn on
both sides.

•Both retrofit and new construc-
tion were down 20-percent-plus last
year and this year, but we•ve man-
aged to stay flat by adding new cus-
tomers and new products,Ž he says.

Jeff Hearst, general manager for
Alliance Vinyl Windows Co. Inc. in
Mount Ephraim, N.J., says the fact
that it•s slow on both sides is particu-
larly unusual to him. Approximately
60 percent of his company•s business
involves replacement windows.

•Generally, when new construc-
tion is down, replacement is up,
but I haven•t seen that happen yet,Ž
he says. 

He notes, though, that it•s affect-
ing the whole industry„not just
one company here or there.

•It•s not the first time there•s
been a slowdown in our indus-
try„it•s just the first time in a
long time,Ž Hearst says. •It
doesn•t make it easier to know
others are suffering also, but it
is comforting to know there•s
not a lot that can be done.Ž 

Gorell agrees that it•s an
industry-wide problem.

•We think it affected us

Something

NEW
by Penny Stacey

Vinyl Window Manufacturers Branch
Out Amid Construction Slowdown
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Gorell Windows & Doors in Indiana, Pa., has added a
range of options to its window line, including an 
expanded range of exterior colors, to 
keep business steady in the slow 
housing market.
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because it affected the whole
industry,Ž he says.

The downturn has also spread to
Mathews Brothers, a window man-
ufacturer in Belfast, Maine, that
makes both new-construction and
replacement windows. 

•Replacement hasn•t completely
made up for the shortfall on the new
construction side,Ž says Brent West
Jr., vice president of the company.

The Solution?
So, while most vinyl window

manufacturers have accepted the
slow market, what are they
doing about it? Gorell says the
answer was obvious.

•We decided it wasn•t going to
get any better and the only way
to grow was to add market
share,Ž he says. •We added a
whole bunch of options to our
replacement windows to enhance
the offering so we could basically
offer everything.Ž 

Among the options Gorell has
added are a new 1‡6-inch energy
glass option, six new exterior paint-
ed colors and a full line of interior
decorator trims.

In addition, the company added
hurricane products to its line in an
effort to combat the slow housing
market in late 2005.

•We started with products that
would be acceptable inland, more

than a mile from the coast, and
then earlier this year, we came out
in the first quarter with a full line of
coastal hurricane products,Ž says
Gorell. •We•re still adding to that
[line] now with casements and
patio doors coming out soon.Ž

Alliance also chose to enter the
hurricane market in an effort to
remain competitive.

•We have introduced an impact
window here recently„a grade-50
product ƒ as well as an impact
product, launched in the last six to
eight months,Ž Hearst says. 

In 2005, Gorell decided to enter
a whole new arena of products:
patio rooms.

•We came out with a full line of
vinyl rooms with a foam room and
aluminum rooms with foam roofs
and conservatory rooms with vinyl
walls and Lexan roofs,Ž he adds.

Channell took a similar route
this past June.

•We•re trying to add more value-
added [options] to our processes
and to our window products,Ž he
says. •We•ve got a new window line
ƒ which is allowing us to go after a

completely new market segment.Ž
Mathews Brothers, a traditional-

ly wood window manufacturer that
expanded into vinyl about 15 years
ago, went back to its wood roots
during the downturn.

•We have expanded our line to
include the Mikron Wood system,Ž
says West. The Mikron system uti-
lizes cellular PVC with a wood
veneer on the interior. Known as
the DuraClassic’ at Mathews
Brothers, the window was added to
its line two years ago to combat the
slow housing market.

Simonton Windows, head-
quartered in Parkersburg, W.Va.,
has followed the lead of its fellow
vinyl window manufacturers.
While the company says its line
of new construction, replace-
ment, impact and West Coast

windows has kept it balanced dur-
ing the market woes, it still is adding
to its product line to prepare for the
future, says Chris Monroe, vice pres-
ident of marketing. •We are ƒ in the
process of introducing a new
Double Hung Brickmould new con-
struction product line this fall since
our Single Hung Brickmould new
construction has done so well this
year. We expect that product intro-
duction to have a positive impact on
our builder sales,Ž he says.

continued on page 34

National Vinyl Products Inc. in
Chicopee, Mass., has added a

new window to its line, the
CONTEMPO’ (shown here).

Generally, when new construction 
is down, replacement is up, but 
I haven•t seen that happen yet. 

„Jeff Hearst, 
Alliance Vinyl Windows Co. Inc.
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Crystal Window and Door
Systems in Flushing, N.Y., has taken a
similar route, but has gone a bit fur-
ther than adding a new product line.
The company actually launched an
affiliate in 2006„an ornamental
fence manufacturer, On Guard Fence
Systems in Plainfield, N.J.

While many manufacturers are
adding new products and options
to stay afloat, Gorell notes that this
project hasn•t been without its chal-
lenges„but that with diligence,
adding new products and options
in a slow market is possible.

•It•s hard to bring on this many
new options with all the computer
programming that•s required, the
added vigilance you need in the
plant to get everything done prop-
erly and the marketing tools you
need to sell to consumers,Ž he says.
•We•ve been very diligent in trying
to have everything ready and put
together to do a good job on it.Ž 

Changing Markets
Of course, when introducing

new product lines and options, one
question always comes to mind:
who is going to buy them?

For National Vinyl Products, the
answer was in a new market: the
high-end dealer.

•We•re a relatively local manu-
facturer that sells to a lot of the
contractor market ƒ we•re not [tra-
ditionally] looked at from a high-
end dealer market,Ž Channell says.
•[With the new window line,] we•re
allowing ourselves to provide deal-
ers with a product that•s not sold to
the masses. It gives us, as well as
them, differentiation.Ž

So, how does the new window
line allow them to now market to
these new, high-end dealers?

•The particular product we
manufacture is one of the best-per-
forming products in the market
today as far as dual-glazed, ther-
mal[ly] and structural[ly],Ž he adds.

Gorell continues to focus
on its current customers for
its added options on its
window line, but has
branched out for the patio
room line.

•There are a few [of our
patio room customers] that
are door and window cus-
tomers,Ž he says, •but most-
ly we focus on people who
focus on being in the sun-
room business.Ž

And, he notes, marketing
to those in the sunroom
business is a whole new
ballgame.

•[A patio room] is a want
instead of a need, which
marketing-wise is as differ-
ent as black and white,Ž says
Gorell. •It•s a whole different
approach to the marketing of
the product and the way to take it
to the dealer and to take it to the
consumer.Ž

For manufacturers such as
Mathews and Simonton, which
have stuck with more traditional
expansion methods, they note
they•ve stuck to their primary mar-
ket: window dealers. 

What Works?
Whether taking a new marketing

approach or not, after adding these
new options and product lines, all
window manufacturers must take a
step back and ask themselves: is
this working?

While West doesn•t expound
much on the success of the
DuraClassic’, he answers the
above question with a definite •yes.Ž

Channell says that, so far, the
addition of a higher-end window to
its product line has assisted it in
adding new customers during a
time that otherwise could have
been troubling.

•We are seeing a difference in
some new accounts that have

come
on board, and
we•re enthusiastic about
our future with our new
CONTEMPO’ window [the new
product•s trade name],Ž he says.

For Gorell, the results have been
surprising.

•[The patio rooms] have actually
beat our expectations,Ž says Gorell.
•[Sales of the patio rooms] more
than doubled this year and last year
ƒ We see no reason it won•t double
next year as well.Ž

Help from Suppliers
Though Gorell has seen its patio

room sales doubling, there are, of
course, suppliers working behind
the scenes to provide new available
options to manufacturers to allow
them to expand their lines. This
was nowhere more apparent than
this year•s GlassBuild America in
Atlanta, September 9-12 (see relat-
ed story on page 52).

continued on page 36

Gorell says it expanded its
options on windows, such as
the cherry interblinds shown

here, in an effort to offer
everything its competitors do.

Something

NEW
continued from page 33
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Among these, Vision Industries
in South Plainfield, N.J., has gone
in the same direction as Crystal, by
adding a fence post anchor to its
hardware offerings.

•We follow what our customer
base is looking for, and a lot are
looking for fencing,Ž says national
sales manager Patrick Rutherford.

Aquasurtech in Laval, Quebec,
has taken the route of offering
additional options for its cus-
tomers to offer dealers or end
users, including a spray-on finish
to make a vinyl window appear
metal. The finish is available in
bronze, copper and silver.

Bronze Craft in Nashua, N.H.,
has branched into the bomb-blast
market, by offering a multi-point
locking system designed for bomb-
blast conditions to fill the needs of
those wishing to offer bomb-blast-
resistant windows.

Royal Group of Woodbridge,
Ontario, has expanded its entire
line for the same reason„offering
new profile systems, including a
patio door profile line, and options,
including new stains. 

•We•ve tried to bring a lot of
products to the market and to the
show to give manufacturers lots to
offer,Ž says Art Ramey, Royal•s
president for North American
sales and marketing.

Those Not Affected
While many manufacturers have

felt effects of the slow housing mar-
ket and have required a variety of
new offerings to stay balanced, not
all of them have„particularly on
the retrofit side.

•We•re so busy we don•t know
what to do with ourselves,Ž says
Mike Rosati, owner of Rosati
Windows in Columbus, Ohio„a
company that manufactures
replacement windows only.

George Dailey of Dailey
Manufacturing Co. in Willow Grove,

Pa., tells DWM his company•s busi-
ness has remained steady as well
through the downswings„but did-
n•t attribute the continued business
to anything in particular. Dailey
manufactures both new-construc-
tion and replacement windows.

What Lies Ahead
While no one knows when the

housing market may turn around,
the National Association of
Homebuilders chief economist,
David Seiders, says he expects it
could be mid-2008 before it starts
to recover. 

•The housing market is still
contracting, but [the] action by
the Federal Reserve to cut the fed-
eral funds and discount rate
calmed the financial markets and
sent a message to American con-
sumers that our central bank
intends to ensure that the econo-
my continues to move ahead,Ž he
says. •This well help to support
housing, especially if the Fed
takes further action in the months
ahead. We expect starts and per-
mits to bottom out by mid-2008
before the systematic recovery
process gets underway.Ž

If Seiders is right, vinyl window
manufacturers„and the rest of
the new construction industry„
may have more than a year before

they start to see an upswing, and
even then, the recovery could be a
slow process.

Based on this, West says Mathews
Brothers is still in the process of
determining its next step.

Gorell already has plans for the
future.

•We plan next year to do some
product enhancements on our exist-
ing product lines and the following
year, we•re looking at adding some
additional product lines,Ž he says.

Simonton•s Steve Wrubleski, vice
president and general manager for
SimEx, Simonton•s extrusion arm,
agrees with Seiders„though the
timing is unknown, the market is
bound to head the other way even-
tually, allaying manufacturers• fears.

•I think the whole market is try-
ing to figure out how to fill capacity
while waiting for the market to
come back, which it will,Ž he says.
•The market has had a pretty good
ride for the last eight years.Ž

Hearst is optimistic, but, like
many others, expects it to take time.

•I think it•s going to drag on for
awhile to be honest,Ž he says. •I
think it•s going to be late next year
before there•s any meaningful pick-
up in business.Ž �

Penny Stacey is the assistant editor of
DWMmagazine.

In addition to expanding options available, Gorell has added an entirely new
product line„sunrooms„to its mix.

Something

NEW
continued from page 34
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We all know the saying, •If
you want something
done, you do it yourself.Ž

You might even be too familiar with
it, but often, it•s just easier that way.
There•s no waiting around and you
know that whenever that task is
done, whatever it is, it•s going to be
done right.

That•s how a few window manu-
facturers felt not too long ago when
the laminated glass market began
to boom. They needed the glass to
make their hurricane- and impact-
resistant windows, but they were
waiting through long lead times to
get the glass. So what did they do?
They started to produce their own
laminated glass. As Tim Durham,
glass plant manager with PGT
Industries, puts it, •We could not
get enough glass from the lamina-
tors to meet the demand for our
products.Ž PGT has been operating
a polyvinyl butyral (PVB) line at its
Florida plant since 1999 and start-
ed up a second line at its Salisbury,
N.C., plant in 2006.

And this is not the only company
doing so. A handful of others are
going that way, too, either with a
PVB or liquid resin production sys-
tem. Like anything else, making
laminated glass has its share of
pluses and minuses, but for the
most part these companies are
pleased with the results. 

Getting Started
Many window manufacturers

that offer a laminated glass product
traditionally have purchased it
from a fabricator. But in the late
1990s and early 2000s the construc-
tion industry saw accelerated
demand for laminated glass„
especially in south Florida and
other hurricane-prone regions. As
a result, window companies found

it difficult to deliver their products
on time.

•Our glass suppliers at the time
could not meet our market
demands, lead times and growth,Ž
says Durham. •Starting our own
laminating line gave us the ability
to deliver on time and exceed our
customers• expectations.Ž

David Barnes, president of
ViWinco located in Morgantown,
Pa., had a similar experience with
his company, which started a line
almost three years ago. He explains
that his company had been pur-
chasing laminated glass for its
impact line and was facing increas-
ingly tight demands. A supplier for

Under
One

RoofDelaminating the Facts
About In-House Laminated
Glass Production
by Ellen Giard Rogers

While some window companies produce their own laminated glass, others, such as
WinDoor Inc., purchase laminated glass so they can concentrate on making windows.
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much of the Atlantic Coast area,
there was an increasing need for
laminated glass, as the building
code requirements were continuing
to move further and further north.   

•The lead times were four to six
weeks, and I can produce my own
in three to four hours,Ž says Barnes. 

Robert Ford, commercial hurri-
cane product manager with Solutia
Inc., a PVB supplier with headquar-
ters in St. Louis, agrees that the
ability to control lead times is a
prime reason some window com-
panies are opting to make their
own laminated glass.

•Lead times and the demands by
builders for residential construc-
tion are much shorter than in com-
mercial construction. Residential
manufacturers who laminate are
better able to control these lead
times and service their customers
more quickly rather than being at
the mercy of their suppliers,Ž says
Ford.

Aside from reduced lead times,
there are other benefits to in-house
laminated glass production, such
as cost and quality control.

•Once companies grow large
enough and increase their volumes,
they are able to reduce costs by ver-
tically integrating,Ž says Ford.

Barnes agrees. •By making my
own I can control the source and
the quality,Ž he says. •I•m also able
to do custom sizes.Ž

Essential Investments
The perks may sound nice, but

launching a PVB production line is
no simple task, and it may not be
right for every company. A lot of
planning and research are neces-
sary to ensure a successful start-up.

According to Ford there are sev-
eral considerations a window com-
pany has to take before beginning

production. •The physical space
constraints within the facility;
whether [the company has]
enough business to justify such a
large capital investment; and
[exploring whether] the market
growth will maintain and pay for
such an investment,Ž says Ford.

Indeed, starting a laminated
glass production line is a major
capital investment.

•It•s million-dollar-plus equip-
ment, as well as the infrastructure
that•s required,Ž says Durham. •We
had to bring in 5,000 amps of
power to be able to laminate [and
temper] (PGT also runs a temper-
ing line) our own glass.Ž

He continues, •You have to do
your homework to try and under-
stand what your plant is going to
look like five to ten years down the
road.Ž

Barnes, whose company also
runs a tempering line in addition to
its laminating line, agrees. •It•s a
very expensive proposition. You•ve
got to have a clean room [for the
PVB], you•ve got to have the space,
power ƒ we had to re-do our elec-
tric to accommodate the temper-
ing and laminating equipment,Ž he
says, •so it can be cost prohibitive.Ž

Turning to suppliers and others
who have been through the process
can be helpful in getting produc-
tion underway.

•We contacted the manufactur-
ers of the interlayer materials to
learn about the laminating process,
toured existing laminating facilities
and projected our current and
future capacity requirements,Ž says
Durham about PGT•s Florida start-
up, who adds that ordering the
equipment and training employees
were the major preparation steps.

Durham adds that suppliers also
are helpful with training employees

and during installation.
•You have to rely on their [sup-

pliers] knowledge and experience,
and that•s no different than with
any buying process,Ž says Barnes.

Other Choices
Since starting up a PVB line is an

expensive, demanding investment,
it•s not always an ideal process for
every window company. For those
companies that still want to enter
the market there are alternatives,
specifically liquid resin production.
Roger Warwick, president of
Ultimate Door of Palm Beach in
Florida, has been involved with dif-
ferent types of liquid resin since
1996. He says the reason his com-
pany started producing laminated
glass was code-driven. •There was
not enough outsourcing of the lam-
inators to keep up with the produc-
tion demand,Ž says Warwick. •The
liquid resin process was the quick-
est solution at the time. The PVB
line is much more costly and takes
up a lot more space,Ž he continues.
•At the time, what we tested provid-
ed our company with a very strong
product that produced the design
pressures I needed.Ž

Michael Burriss, Uvekol ® market
development specialist with Cytec
Industries in Smyrna, Ga., a liquid
resin supplier, says the process is
ideal for companies with minimal
laminated glass needs.

•Companies with a plant that
has laminated glass needs of ten to
300 units per shift are the best fit
for the system,Ž says Burriss, who
adds that resin lines also can be
expanded to accommodate a com-
pany•s production growth. •Today
there may be a need for only 20
units, but that could easily grow to

continued on page 40

If something happens to the glass„such as a scratch or
a chip„we can immediately re-build it. We have that
serviceability ƒ and it•s helped increase our business. 

„Roger Warwick, Ultimate Door of Palm Beach
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five times that in under a month.Ž
For Warwick, one of the nice

things about the liquid resin
process is that the material is read-
ily available, meaning it•s not used
for laminated glass only, but for
other industries and markets, too. 

Another advantage, according to
Warwick, is the ability to produce
the glass quickly.

•If something happens to the
glass„such as a scratch or a chip„
we can immediately re-build it,Ž
Warwick says. •We have that serv-
iceability ƒ and it•s helped
increase our business.Ž In addition,
Warwick says being able to respond
to customers• needs in 24 hours is
another plus.

Steve Howes, president of
Glasslam NGI Inc. in Pompano
Beach, Fla., agrees that the main
reason more window manufactur-
ers are making their own laminated

glass is the cost and the ability to
service customers quickly.

•It•s half the cost to make your
laminated glass [as it is to buy it]Ž,
says Howes, who adds that for
companies making their own glass
they can quickly service customers
if glass is broken or damaged in
shipping.

Another big advantage, Burriss
says, is the energy savings.

•The PVB process uses more
energy per day than the UV curable
process uses in one year,Ž he says.

Howes agrees. •Window compa-
nies can•t buy glass alone without
energy and fuel surcharges ƒ there
are also massive energy costs asso-
ciated with PVB production. There
[are] almost zero energy costs with
our system as it can cure at room
temperature or under infrared
lights.Ž

Plant space and equipment costs

still have to be considered, just as
they are with a PVB line.

•The process is not difficult; the
difficulty comes in the space you
have to have,Ž says Warwick. •You
still need the space for the equip-
ment, racking, etc.Ž

•The biggest concern we see is
the equipment cost,Ž says Burriss.
The production equipment, how-
ever, is up to 90 percent less than a
PVB line. Even though a return on
investment of under two years for a
production line capacity of 2,000
square feet per shift seems attrac-
tive, many customers are still hesi-
tant to invest in equipment during
the current, tough market climate.Ž

On the other hand, Howes says
even with new residential con-
struction down, window compa-
nies are looking at alternative busi-
ness ventures, including laminated
glass production.

•Some companies are doing
commercial work, others are get-
ting into replacement and others
are laying employees off,Ž says
Howes. •Instead of laying people
off other companies are focusing
on laminated glass ƒ the window
companies are finding other work
to do.Ž 

The Next Big Thing?
With the laminated market grow-

ing, some may wonder if in-house
production could one day become
as common as window companies
making their own insulating glass.
According to Howes the number is
definitely poised to grow.

•Window companies significantly
involved in the market will struggle
to compete if they don•t make their
own laminated glass,Ž Howes says.

But others don•t think in-house
production is likely to become
commonplace with manufacturers. 

WinDoor Inc. in Orlando, Fla., is
a window manufacturer that has
seen a great deal of growth since
starting up in 2001. And, while lam-

continued on page 42

What•s the Difference? PVB vs. Cured Resin

Laminated glass, generally speaking, consists of at least two glass lites and
some type of interlayer material. When it•s been broken, the interlayer is
designed to hold the fragmented glass into the frame so the risk of injury or

damages caused by flying or falling glass is minimal. While there are several types
of interlayer material available, two of the most common types are polyvinyl
butyral (PVB) sheet and cured resin. Both meet standards and requirements for
impact glazing applications and both are being used by window companies mak-
ing their own laminated glass. So just how are the two products different? 

Plasticized PVB sheet is made from polyvinyl butyral resin, plasticizer and pro-
prietary chemical additives that give the interlayer unique impact and retention
properties when used to laminate glass and some plastic glazings together. The
raw materials typically are combined and extruded as sheet under stringent con-
ditions and supplied in roll form to fabricators. The fabricators then use a sheet
laminating process with properly selected interlayer and glazing to assemble the
unit. When this type of interlayer is part of the laminate, it is placed between
one or more plies of glass and plastics. The •glazing sandwichŽ then is exposed to
heat and pressure, which bonds the components into an integral unit.

Cured resin interlayers are made from liquid formulations that react to form
solid interlayers after the formulations have been introduced between two lites
of glass. The compositions are usually comprised of one or more reactive poly-
mers dissolved in reactive diluents along with other proprietary chemical addi-
tives. The polymers, which may be polyester-, urethane-, or acrylic-based, are pri-
marily responsible for the bulk properties of the interlayer, such as tensile
strength or percent elongation, while the reactive diluents serve to reduce the
viscosity of the composition so that it can be easily pumped [or poured] into the
gap between the two pieces of glass. The chemical additives are present to help
improve interlayer properties, such as adhesion to the glass.

Source: GANA Laminated Glazing Reference Manual, 2006 edition.

��� www.glasswebsite.org

Under OneRoof   continued from page 39
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inated impact products are a major
part of the company, its vice presi-
dent/co-owner, Russ Traficante,
says they have no plans at all to
start producing their own glass.

•It•s not feasible for us to do our
own at this time. We buy at a com-
petitive enough price right now that
we•d rather spend more time and
energy on building windows than on
laminated glass,Ž says Traficante.

So what would it take for him to
consider a laminating line?

•The first thing is there would
have to be a situation where we
could not get the supply that we
needed,Ž says Traficante. Another
consideration would be cost. •That•s
not the most important thing to us
because we buy so much competi-
tively, but if we could not get the
quality when we needed [it, that
could be a consideration].Ž 

Richard Wines, president of
Southland Windows in Santa Ana,
Calif., has offered a laminated win-

dow product for 15 years, mainly for
sound control applications and pro-
tection from UV rays. While it•s a
good market for him, he says
Southland will never laminate its
own glass.

•The investment in equipment
and space along with the liability of
the glass warranties makes the
decision to not do our own glass
easy,Ž says Wines.

Durham says laminated glass
production also is much more
complex than IG production and
not as easy to get started.

•There•s more of a science to run-
ning a laminating line than there is
with IG and the skills are different,Ž
Durham says. •And if you mess up
with IG you•re only running one
piece at a time. With laminated glass
in the autoclave you could have
5,000 to 8,000 square feet of glass. If
you mess up that cycle you could
ruin a lot of glass.Ž

Another reason that some may
be deterred from
starting their own
production lines is
the fact that lami-
nated glass is more
readily available
from fabricators
today than it was
five or ten years
ago.

•I have eight to
ten people in that
[laminated glass]
department and it
takes up about 3,500
square feet, which
could be used for
window produc-
tion,Ž says Warwick.
•I could offset that
by buying laminated
glass from a glass
company. The man-
ufacturers have
caught up with the
demand and I have

to weigh that in.Ž
Warwick continues, •As the [lam-

inated glass] producers increase
the amount [of what they are man-
ufacturing] and the dollar costs go
down, I am not sure smaller opera-
tors, such as myself, can continue.Ž

But, what if the number of win-
dow companies taking on laminat-
ed glass operations does continue
to grow? How might that affect the
glass fabricators who currently
dominate the market?

•It will likely increase competition
between fabricators,Ž says one sup-
plier who chose to not be identified.
•With fewer large customers avail-
able [assuming it is the large window
manufacturers installing the lines]
there will be greater efforts put into
securing and maintaining glass
sales.Ž (Note: several glass manufac-
turers and fabricators were contact-
ed for comment, but either declined
to comment or did not respond to
DWM•s calls/inquiries.) 

Forward Thinking
Whether for hurricane and other

impact applications, sound control
or protection from ultraviolet (UV)
rays, the laminated glass industry
continues to thrive. Companies are
finding ways to expand their reach
in the market, too.

Durham says that as the build-
ing codes continue to move further
and further north along the
Atlantic Coast and into the Gulf
states, his company is looking to
expand its reach to those areas.

Barnes agrees, saying they, too,
are positioned to grow their lami-
nated business.

Whether window companies
want to do it themselves or out-
source the production, either way,
the experts say, laminated glass is
here to stay. �

Ellen Giard Rogers is a contributing
editor to DWMmagazine.

PGT Industries manufactures its own laminated glass for its
WinGuard hurricane impact product line, which allows it to
have better control of the source and costs compared to
purchasing the glass from a fabricator.

Under OneRoof   continued from page 40
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W
hy do door and
window manufac-
turers go direct?
To this question,
there are many

answers. Both Kolbe and Kolbe
Millwork Co. and Andersen Corp.
declined to comment for this arti-
cle, but a number of other door and
window manufacturers shed some
light on why they decided to sell
their products direct.

Going Direct
•We began in 1971 as a window

manufacturer selling to
dealers,Ž says Bill Schul,
general manager of Air-
Chek/Window Depot of
Clifton, N.J. •In 1993, we
changed direction and
opened Window Depot
to sell to the public and
to install.Ž

Schul says the change had more
to do with the financial issues of its
independent contractor customers
than trying to eliminate anyone in
the distribution chain. The retail
business proved to be more reliable
as far as cash flow and more lucra-
tive as the market shifted.

•We have seen the market
change from being evenly divided
between retail and wholesale to 80-
percent retail,Ž Schul says.

In spite of the significant shift,
Schul says there will always be
some non-retail business.

•Small home-improvement
contractors like to work with us
because our pricing is competi-
tive and they like our customer
service.Ž

For smaller manufacturers,
going direct often can be a matter
of survival.

Royal Prime in Elizabeth, N.J., sold
through distributors for 20 years but
felt it paid a price in margins. 

•This is a very cutthroat busi-
ness,Ž says Andrew Inelli, execu-
tive manager. •We could not con-
tinue with the level of price cut-
ting, so we decided to go direct
and open our doors to contractors
and dealers.Ž

Inelli points out that the compa-
ny has taken many steps to add
more value to its windows. 

•We started using a better spacer
system (warm edge) and made

other material changes so we could
sell our ENERGY STAR® windows to
the high-end market. We•re now
providing a very good product at
competitive prices and improving
our margins at the same time.Ž

Hard to Compete
For American Window Products

in Massillon, Ohio, the situation
wasn•t much different. The compa-
ny was selling to distributors and
contractors initially.

•More manufacturers were get-
ting into the window market mak-
ing it even more difficult to com-
pete,Ž says Roger Warnick, general
manager. 

Warnick says big boxes have
been selling standard windows at
wholesale prices plus installation.
•We had no protection from dis-
tributors who were competing
locally,Ž he says.

Warnick realized that in order to
survive, his company had to go
direct. He explains the delicate bal-
ance that must be maintained
between homeowners and con-
tractors in order to avoid a pricing
conflict.

•I try to be very careful so that I
am treating my customers fairly,
whether homeowners or contrac-
tors, and giving everyone prices
which are acceptable in the mar-
ketplace,Ž Warnick says. •We•ve had
our fill of cutthroat.Ž

Control and accountability are
other reasons why man-
ufacturers go direct.
Take for example,
Champion Windows
and Doors in
Cincinnati.

•We believe very
strongly in single-

source accountability,Ž says Don
Jones, president and chief operat-
ing officer. By supporting its 60
locations across the country, the
company is in direct contact with
the consumer.

•There is no disconnect between
consumer and manufacturer,Ž Jones
says. •From the feedback we get, we
can maintain our pioneer status by
offering additional options and fea-
tures desired by the consumer.Ž 

Creating a Network
Some of the large door and win-

dow manufacturers determined
that they could provide a distribu-
tion function without using distrib-
utors„and they did so by creating
networks. 

Pella Corp., for example, estab-
lished Pella Direct Sales Network
(PDSN). Seventy-seven independ-
ent companies, some Pella-owned,

Focus on
Distribution Channels
Manufacturers List Financial 
Reasons for Eliminating Distributors
by Alan B. Goldberg

•This is a very cutthroat business. We 
could not continue with the level of price 
cutting, so we decided to go direct and 

open our doors to contractors and dealers.•
„Andrew Inelli, executive manager, Royal Prime

http://www.dwmmag.com


were created, according to Ed
Weinfurtner, executive vice presi-
dent of Gunton Corp., the largest
of Pella•s distributor companies.

Weinfurtner points out that
Pella established this organization
more than 30 years ago and it has
worked very well. Pella makes the
product, but it does not sell direct.
Sales, marketing, customer service
and logistics are handled by the
Pella network.

•This plan is viewed as a key
competitive advantage, because
Pella has control over sales and
customer service,Ž Weinfurtner
says. •It is unique in the market
place; nobody does this the same
way. Our performance is bench-
marked regularly against our peers
(the other companies).Ž 

•We share with our peers, so we
drive excellence as opposed to a
dealer and independent arrange-
ment where everyone does their
own thing,Ž he says. 

But there are still door and win-
dow manufacturers that hold true
to traditional distribution, whether
it•s one-step or two-step, and
Klamath Falls, Ore.-based JELD-
WEN is one such manufacturer.

•We believe in our distribution
network, because it is vitally
important to supporting the JELD-
WEN brand and our products,Ž
says Jim Hackett, vice president
JELD-WEN two-step sales. •Our
channel partners provide valuable
services to the end user customer,
local market knowledge on prod-
uct preferences and expertise on
current building trends.Ž  �

Alan B. Goldberg is a
contributing writer for DWM
magazine.

Some manufacturers have 
opted to cut out the distributor
and sell direct to the customer.



Upgrade with the Moose 
The Elizabeth, Pa.-based

RiteScreen Co. has launched
the Moose, which it says is the
ultimate upgrade in a rolling
patio door screen. The Moose
features an extra-strong 3-
inch-wide extruded aluminum
frame, with a wall thickness of
0.050 inches. The patio door
screen rolls smoothly and qui-
etly on steel ball bearing
wheels that can be adjusted to
fit any opening, according to
the company.

The Moose is available in a
variety of colors and with top
or side adjust rollers. The
Moose patio door screen is
ideal for both residential and
commercial applications and
is great for 8-foot-high doors.
��� www.ritescreen.com

Alumet Introduces Insulseam’
Alumet in Marysville, Wash., will display its new

structural warm-edge stainless spacer for high-rise
buildings. The company says its top-coated
Insulseam spacer is not fragile in the fabrication of
sealed units, does not scratch and is not damaged
easily. In contrast, Alumet says it is super-strong and
durable and allows manufactures to fabricate struc-
turally sound insulating sealed units.

The Insulseam spacer is designed specifically for
use in high-rise buildings where safety, maximum
life and performance are essential, according to the
company.
��� www.alumet.com 
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S h o w  H o u r s  a t  a  G l a n c e
Tuesday, November 13, 2007 5 p.m. … 8 p.m.
Wednesday, November 14, 2007 10 a.m. … 5 p.m.
Thursday, November 15, 2007 10 a.m. … 3 p.m.

S e m i n a r s
In addition to the trade show, a number of educational

seminars will be held at Win-door 2007. Elspeth Murray, Ph.D.,
an associate professor of strategy and entrepreneurship and
director for Queen•s Centre for Business Venturing for Queens
University School of Business, Kingston, will present a seminar
on issues of importance to both small- and medium-sized
manufacturers, including human resources, strategic plan-
ning, entrepreneurship and the challenges of growth. Murray
will speak on Tuesday, November 13, from 12:30 to 4:30 p.m.

Westlab•s Jeff Baker will provide a technical update and an
update on other current issues of Wednesday, November 14,
from 8 to 10 a.m.

On Thursday, November 15, an economic forecast for the
industry will be presented from 8 to 10 a.m. Following this
presentation, the Canadian Window and Door Manufacturers
Association will hold its 2007 fall meeting. 
��� www.windoorshow.com

Canada High

The Win-door North America 2007 show
will descend upon Toronto for the thir-
teenth time November 13-15. Sponsored

by the Canadian Window and Door
Manufacturers Association, the three-day event
will be held at the Metro Toronto Convention
Centre•s North Building in Halls A & B.

The exhibit hall will be approximately
125,000 square feet filled with the latest fen-
estration products. The following is a sam-
pling of the products that will be on display.

http://www.windoorshow.com
http://www.ritescreen.com
http://www.alumet.com
http://www.dwmmag.com
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Fenetech Offers Software for All Sizes
Aurora, Ohio-based Fenetech has

announced the release of
FeneVision v3.0, which
will be on display at
Win-door. The company
says the modularity of
FeneVision software
allows customers of all
sizes to enjoy the benefits
of a software package
designed specifically for
door and window production.
Available FeneVision® modules
include a remote order/quoting system, production
control, machine interfaces, accounting interfaces, bar
code tracking system, web-based order and production
status, capacity planning, resource scheduler, lineal
optimization, e-server and shipping management.
��� www.fenetech.com

Get the Strength of a TITAN’ from Roto
TITAN, a new sliding patio door locking system that

combines strength and security with installation flexi-
bility, is now available from Chester, Conn.-based Roto
Frank of America Inc. 

The locking system, which meets AAMA specifica-
tions, is comprised of an ergonomically designed inte-
rior •MalibuŽ handle set, a mounting
base, a latch lever and an
exterior pull. Customers
currently can choose from
2-point, 4-point and 6-
point lock assemblies. The com-
pany plans to add another
interior handle design to
the TITAN series in the
coming months. 

TITAN•s 2-point version has two opposing hooks to
prevent the door panel from being lifted off the

track and out of the frame. All
lock assemblies have a mis-

handling device to prevent
damage to the locking

hooks when closing the door.
In addition, on the interior assem-

bly, the mounting screws are side-
mounted for a cleaner appearance. 

continued on page 48

Truth Hardware Unveils 
New Finish and Patio Door Handles

Truth Hardware of Owatonna, Minn., will show its newly
economy alternative to traditional oil-rubbed bronze plating,
Faux Bronze (FB). The new color from Truth resembles
oil-rubbed bronze and can be applied easi-
ly to both zinc and plastic parts.

The company says its
FB will not rub off
or wear like oil-
rubbed bronze plat-
ing and will retain its
appearance long after it
is installed. The color is available for both door and window
hardware products.

Truth also will display its new handle designs for the sliding
patio door market. The company•s new Signature and Allure
handle sets have a new contoured shape that is designed to be
easier to grasp. The handles also are available with locking
options that include placing the key lock above the handle. They
are available in solid brass and in Truth•s complete palette of
decorative and painted finishes and also come with optional
escutcheon designs and sizes to complement larger doors. The
new handles can incorporate single or multi-point locksets.
��� www.truth.com

Fenest ra t ion Indust ry  Gathers 
in  Toronto to  Show Latest  Products

http://www.fenetech.com
http://www.truth.com
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Available in both locking and
non-locking configurations,
TITAN has a locking/unlocking
detent feature that indicates
positive lock or unlock status.
For maximum security, the
non-locking version is avail-
able with a security plate and
an anti-drill feature on the
exterior pull.

TITAN is available in three
standard colors, G2 white, blue
white and almond as well as
seven architectural finishes
including brass, antique brass,
chrome, brushed chrome, oil
rubbed bronze, pewter and
brushed nickel. Custom colors,
custom handles and custom
logos on the escutcheon are
available upon request. 

Trim packages include an
interior handle, a mounting
base, a latch lever, and an exte-
rior pull. Locking configura-
tions are available keyed alike
or keyed random. Strikers with
varying heights and cylinders
in either a chrome face or brass
face are also available. 
��� www.rotohardware.com 

American Renolit Expands Laminate Film Line
American Renolit in Grand Rapids, Mich., now

offers its Cova SR brand of interior laminate films for
PVC windows, along with its FAST brand of exterior
laminate film.

The company says its Cova SR film will give PVC
window manufacturers a chance to break away from
the •me tooŽ designs that it says are often present on
the inside of vinyl window frames. Renolit•s Cova
brand offers a variety of new wood grains that fea-
ture very realistic design and a beautiful pearl-
essence finish, according to the company.

In addition, American Renolit will display its FAST
brand of exterior laminate film for PVC window dec-
oration. With FAST, the company says customers
have a long-term solution for color and wood grain
design on the outside of PVC window frames. These
films allow windows to complement or accent other
parts of a home•s design and architecture. 
��� www.americanrenolit.com 

continued from page 47

continued on page 50

Univer 500 Line Available from Ameri-Can
Ameri-Can Machinery in Mississaugua, Ontario, will offer the Univer 500 D2K 500

and the D2K/22 electronic double-head cutting machines. The machine line is designed
for the cutting of aluminum and PVC profiles and is equipped with a fixed left-hand
head and a mobile right-hand head. The carriage has an automatic linear positioning
by means of an asynchronous motor and has a magnetic rule length control system.
Both models have an electronic programmable control unit, a retro-illuminated 80-
character LCD, a protected touch-sensitive keyboard and an RS 232C serial line.

The software that accompanies the Univer machine line permits the cutters to cut in
semiautomatic mode, with correction of the measurements in 45-degree cuts and inter-
mediate between 45 degrees and 90 degrees. Up to 200 profile heights can be stored.
Likewise, the system can create and memorize 40 fixture typologies using mathematical
formulae, which allow it to calculate cutting lists with the setting of the external meas-
urements of the fixture.

The machine series also can store and run seven cutting lists of 380 lines each,
which can be entered by keyboard from an external PC connected to the machine
via a RS 232C serial line.
��� www.ameri-can.ca

http://www.rotohardware.com
http://www.ameri-can.ca
http://www.americanrenolit.com


You can•t afford to have customers waiting for hurricane-resistant glass. That•s why you

can count on Cardinal SeaStorm®. We have the systems in place to deal with the unusual

situations, intense demand and short lead times common in the industry. Whether you

want laminated glass to meet hurricane codes, provide home security or reduce noise,

Cardinal delivers … on time and complete. Incorporate SeaStorm into IG units, and you

have an energy-efficient product that can•t be beat. So get out ahead of the storm.

For information, visit www.cardinalcorp.com.

Cardinal LG Company/ Superior glass products for residential windows and doors 
A CARDINAL GLASS INDUSTRIES COMPANY

H U R R I C A N E - R E S I S T A N T  G L A S S

Loå3-366 > SeaStorm> XL Edge > Neat > Preserve

Long before 
Mother Nature 
delivers, 
Cardinal 
delivers.

Computerized Control

6 Production Lines

Vision Scope and Hawkeye Inspection

Real-Time Damaged Glass Replacement

Patented Rack System

Sequential Packaging

Stocking Programs

I.Q. Intelligent Quality Assurance Program

http://www.cardinalcorp.com
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JRM Offers Three Machines
JRM International Inc. in Rockford, Ill., will dis-

play three new machines during Win-door North
America 2007. 

The AS 400 Mecal Single-Head Mitre Saw with up-
swing blade feed is available in manual or pneumat-
ic operation. It is designed for quick angle changes
and an integrated guard for
blade protection, according
to the company.

The MK-1 Mecal Single-
Head Welding Machine is
designed to weld PVC win-
dow profiles of all angles
from 40 to 180 degrees. The
company says the

machine is extremely easy to
use and has a fully automat-
ic work cycle managed by a
PLC unit. The MK series is
available with 1, 2 or 4 heads.

Finally, the PL-1 Mecal
Single Head Cleaning
Machine is designed to clean
PVC window profiles with 90
degree corners. It simultaneous-
ly cleans the outer contour and
the weld seam on the upper and
lower surface of the profile, according to the compa-
ny, and is available with 1 or 4 heads.
��� www.jrminternational.com    �

continued from page 48

Stop by the DDWM Booth
to See Our Digital Edition

Visit us at Booth #1609 to
learn about DWM'sbrand
new digital edition„which is
free to Canada!
€ Perfect for on-the-road

reference
€ Receive your issue prior

to print subscribers
€ Bonus material: 

additional and extended stories
€ Searchable index

We look forward to
seeing you at the show!

http://www.jrminternational.com
http://www.dwmmag.com


As North America•s premier vinyl window co-operative, The Earthwise Group, LLC, 
provides a unique opportunity to vinyl window fabricatorsƒ the chance to 
maximize your growth potential. We are currently seeking new members who are 
interested in achieving higher profit margins and a stronger competitive position in 
the marketplace. Call us today to secure your place in the future of fenestration!

THIS MAY BE THE MOST IMPORTANT CALL YOU 
WILL EVER MAKE ON BEHALF OF YOUR BUSINESS!

€ Purchasing power
€ Full technical support
€ AAMA & NFRC testing
€ Full lamination program
€ Member meetings

€ Sales and Marketing Support
€ Research & development
€ Vendor incentives
€ Territories available
€ Impact window programs

Come Grow with 

Earthwise

For more information call  866.99.EWISE
or email  info.earthwise@decna.biz

www.earthwisewindows.com

©2007 Earthwise Group, LLC. All rights reserved. 

mailto:info.earthwise@decna.biz
http://www.earthwisewindows.com


G
lassBuild America, held
September 10-12, in
Atlanta, presented door
and window manufac-

turers with an opportunity to view
the latest products and have dis-
cussions with existing suppliers on
everything from energy efficiency
to competing in a down market. As
usual, the search for products
reigned supreme. Following is a
sampling of what exhibitors had
on display. 

Windows
Among the new window prod-

ucts available was an innovative
new product from Veka, its window
with integrated storm protection
(WISP). The window receptor is
equipped with a polyester fabric,
the Wayne-Dalton Fabric Shield’,
that is designed to cut down on
water damage in the event of a hur-
ricane. The glass is designed to be
impact-resistant as well. The win-
dow has a vinyl frame and the
companies hope it will decrease
the event of mold post-storm.

The window was developed
jointly by VEKA, which created the
vinyl window system, and Wayne
Dalton , which made it possible for
the WISP to be deployed and
locked at the click of a button. The
system can even be activated by
cell phone in an event when hurri-
cane protection is needed.

The WISP receptor is compatible
with all window types, according to
the company, and the aforemen-
tioned shade is hidden within the
window when not in use.

Deceuninck North America
also launched a new product
designed for impact-resistant
applications. The company
unveiled its Luxury Plus
Performance product line at the
show, which it describes as a
super-premium product line that
combines a luxurious, upscale
aesthetic with superior perform-
ance and security features. The
new products feature a DP-65 per-
formance level, 1-inch insulating
glass, triple weatherstripping at all
sealing locations, a high-perfor-

by Tara Taffera

MANUFACTURERSLOOK FOR PRODUCTS
TO HELP THEM BUILD BETTERWINDOWS

Atlanta Wrap Up
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Window manufacturers who attend
GlassBuild America use it as a

venue to compare products and see the
newest introductions up close. But most
importantly, they are interested in what
can help them build a better window. 

Daniel Dingman, co-plant manager
for BFRich, attended GBA for the first
time to search for products for the
company•s Wilmington, Del., plant,
among those being an optimizer. 

•We narrowed it to five companies
while here. We will then have them all
come out to our plant,Ž he said, and
notes that at BFRich, the company
chooses new products using a commit-
tee process. 

But sometimes manufacturers learn
helpful tips by talking to others casual-
ly on the show floor. 

•We•re also looking for a copy router.
Someone said to me, •You don•t need
that, you can punch it,•Ž said Dingman.
•He just saved me ten grand.Ž 

Dingman added that doing so will
allow the company to downsize tech-
nology and boost production.

Other manufacturers like Wayne
Gorell of Gorell Windows & Doors said
exhibitors offered a great selection of
products. 

•I could easily have taken another
full day for more in-depth discussions,Ž
he said. 

Another manufacturer, Bob Pecorella

of Northern Building Products, said the
ability to have in-person discussions is
what makes the show so valuable.

Northern Building Products finalized
a deal at the show to purchase a verti-
cal insulating glass production line
from Lisec. The window manufacturer
uses TruSeal•s spacers and said repre-
sentatives from all three companies
met several times during the show to
talk about exactly what needed to be
done to ensure a smooth transition
when this product is implemented.

•This isn•t a piece of equipment you
pick out in a catalog„we had done our
research,Ž said Pecorella. •With this kind
of big-ticket item, if this line goes
down we are out of business. This show
was the perfect opportunity to get
everyone together for several meetings.
Technology is great but it•s not the
same as getting everyone together. If it
wasn•t for the show we•d still be just
talking about this purchase.Ž

While Gorell didn•t purchase a big-
ticket item such as this, he said a great
deal of products were of interest.

•We saw some great automation
equipment at Joseph Machine•s booth,
and a really neat new glass washer at
Billco•s booth (the Titan„for more on
these products, see page 54). We also
saw a lot of things we may add to our
options list in hardware and acces-
sories.Ž Though the show was
extremely productive for Gorell, he
was surprised by one exhibitor cate-
gory present.  

•I was a little surprised at the num-
ber of window manufacturers showing,
especially residential ones, as I thought
the show was designed more to sell to
them than to be sold by them,Ž he said. 

A note to manufacturers who may be
thinking of attending future trades show
looking for equipment: •Sometimes too
much technology is too much. Some
companies can overbuy,Ž said Dingman.

While Billco brought a variety of equipment to the show it was its new glass washer„
the Titan„that garnered a great deal of attention from window manufacturers. 

Manufacturers
Go Window
Shopping

mance sill interlock, integrated
locking and latching hardware,
SDL capability, •blinds between
the glassŽ options and rounded
corners for ease of lamination and
painting. The new product line
also includes an exclusive high-
performance slider option. 

•We took our most popular
design platform and made an
impact window that meets DP-50,
Zone 4„yet is inexpensive,Ž said
Mark Davis, vice president of sales.

•People look at it and say, •That•s
an impact window?• People can•t
believe that skinny, inexpensive

window passed DP-50, zone 4.Ž
Davis explained that the compa-

ny performed extensive market
research during the past 18 months
with different fabricators and that•s
how the product was designed.

Spacers
Glasslam N.G.I. Inc. in

Pompano, Beach, Fla., best known
as a laminated glass supplier, has
introduced its own Air-Tight spac-
er series. The series includes the
Generic, a flexible foam spacer that
the company said offers warm-
edge performance, and Smart

Edge, the One Step Product, which
is patent-pending. The company
said the Smart Edge offers the
same warm-edge performance as
the Generic, but utilizes a pre-
applied sealant.

•We are very excited about the
new Air-Tight line of spacer prod-
ucts,Ž said president Steve Howes.
•This is a natural addition to our
growing product offering and is
an obvious response to a compet-
itive entry into the resin supply
business.Ž

continued on page 54
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Hardware
Manufacturers looking for hard-

ware had plenty of options from
which to choose.

In the door hardware arena, one
of the new products available is a
brand-new motorized closer for
sliding patio doors from G-U
Hardware . The company said the
closer is easy to operate and is
designed primarily for lift and slide
patio doors. The 110-volt system is
easy to install, locks and unlocks
the door, in addition to opening it,
and features a •smartŽ operation„
the door closes and opens with just
the touch of a hand.

Craig Heinberg at Ashland
Hardware reported a •wonderful
showŽ and great response to its
products. The company just
launched a new line of premium
casement hardware for vinyl win-
dows. The program includes a dual-
arm casement operator, multi-
point casement lock, concealed
casement hinges, awning operator
and concealed awning hinge. 

The system can achieve water
resistance beyond any known
requirement or competitive offering.
Additionally, the stainless steel con-
struction incorporates an advanced
composite assembly that thermally
insulates the operator and reduces
transfer of heat and cold into the
home significantly. The multi-point
lock offers a new lock-up mecha-
nism that delivers 30 percent more
vertical motion for maximum sash
pull-in to close the window. The
company said the hardware is
designed for easy integration into
current window systems. 

Truth Hardware introduced a
variety of items. The company•s
Matt Kottke reported that it has
expanded into the French casement
market and is offering a wide array
of finishes including faux bronze
that Kottke describes as a painted
version of oil-rubbed bronze. 

•This is a less expensive alterna-
tive available on all products,Ž he
said. •Many people are interested

in oil-rubbed bronze but the cost is
prohibitive. They are very excited
about this new option.Ž

Ultra Hardware had an array of
new offerings, including its new
Eclipse hardware for casement and
awning windows with a scissor
design, its new auto-locking sash
lock, and its friction 2-bar hinge.
Rob Munin, the company•s vice
president, said the new patent-
pending, auto-locking sash lock
works like a sash lock, but with tilt.
Ultra Hardware carries it in a vari-
ety of colors. Likewise, the friction
2-bar hinge is available for wood
and aluminum windows and has
the strength and friction of a 4-bar
hinge with only two hinges, accord-
ing to Munin.

He notes that its variety of prod-
ucts and the fact that it imports
many of its products give Ultra
Hardware•s customers an advantage.
•With our values, it gives customers
an opportunity to save,Ž he said.

Roto Hardware had a booth full
of new options, including its Titan
sliding door program, which
includes a Malibu handle option
with four painted colors and seven
architectural styles. The systems are
available in 2- and 4-point loading
systems. Roto also has a new sash
lock, the i-lock, which locks itself
automatically, and a new casement
line, the X-drive, with an expanded

variety of plastic covers that can be
painted or zinc-plated.

•We stress flexibility,Ž said Dan
Gray, director of sales and marketing.

Machinery
One machine that received a lot

of interest was Billco•s new glass
washing system„the Titan.
Features of the machine include
the ability to run four unique
cleaning zones, reduces marking
when processing coated glass,
improves throughout up to 40 per-
cent over a standard design and
minimizes energy consumption for
optimum return on investment. 

Carlson Systems Engineering
reported that all of its machines at
the show were either new or updat-
ed. This included the brand new
DM-500-P Automated 45/90 Miter
Saw. The machine is described as an
efficient solution for high-volume
45- or 90-degree cutting of vinyl,
PVC, aluminum or wood via com-
puter control. It also helps reduce
scrap as two independently con-
trolled saw motor assemblies are
incorporated into one stationary
cutting area. It has a cutting capaci-
ty of two typical frame profiles up to
four typical sash profiles per cycle
depending upon extrusion shape
and fixturing requirements.

continued on page 56

Truth Hardware unveiled a new booth telling customers about the "new Truth."

Atlanta Wrap Up
CONTINUED FROM PAGE 53

http://www.dwmmag.com
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Urban introduced three new
machines, including the SV-722
Twin Head CNC Sash
Cleaner/Processor. The company
said the machine includes an exten-
sive range of cleaning and process-
ing options, an industrial PLC con-
trol system, a fully programmable
high-speed two-axis CNC on each
head and a user-friendly interface
with menu-driven maintenance and
self-diagnostic functions. 

GED Integrated Solutions dis-

played the new SmartClean i-3,
part of the company•s i-3 technolo-
gy. The machine allows users to
clean vinyl corners fast, accurately
and with less labor than with other
systems. It features laser profile
recognition for fast throughput and
virtually no remakes, according to
the company. The machine also
offers cycle times that the company
said are 33 percent faster than
competitive systems. It also offers a
high-efficiency clean-out system

that minimizes vinyl dust. 
•This machine will save a manu-

facturer 500,000 manual steps per
year,Ž said GED•s Pete Chojnacki. 

Joseph Machine showcased its
fabrication centers in which every
cycle produces a full frame, which,
according to the company•s Abe
Diehl, is unique. The center can
produce 500 frames per shift. 

•Other companies have machine

continued on page 58

Many GlassBuild exhibitors used the
show as a way to promote the

theme of energy efficiency to the win-
dow manufacturers in attendance.

TruSeal Technologies launched its
•Envirosealed WindowsŽ campaign,
which is designed to help window man-
ufacturers and dealers sell the environ-
mental benefits of TruSeal Dura Platform
spacers. The company recognizes that an
increasing number of homeowners are
looking for ways to make their living
spaces more environmentally friendly.

The program, which is aimed mainly
at the remodeling market, has received
good reviews thus far, said TruSeal•s
Ric Jackson.

•The response to the concept has
been overwhelming. Obviously con-
sumers are concerned about saving
energy,Ž he said. 

TruSeal president Gus
Coppola said manufac-
turers who promote
energy efficiency have a
lot of opportunities.

•A lot of people are
singing the blues in the
housing market, but this
campaign gives manu-
facturers a lot more
opportunity,Ž he said.
•People are more atten-
tive to taking cost out of
the plant. This is a great
way for them to take
advantage of the down
market ƒ This puts them
in an excellent position to grow in a
down market.Ž

Edgetech also promoted the theme
of energy efficiency through the use of

its spacer products such as
SuperSpacer and TriSeal.

•Manufacturers can take
the market by storm by push-
ing energy efficiency,Ž said
Edgetech•s Erin Johnson.

With the new ENERGYSTAR®

requirements coming in 2008,
some window manufacturers
are concerned that their
products won•t meet these
requirements (for related
story, see page 20).

In fact, Johnson said
Edgetech has received numer-
ous calls in the last month

from companies who are asking
Edgetech to help them build an effi-
cient window that will meet the new
requirements.

Technoform•s Greg Decker echoes
these sentiments.

•One customer stopped by today and
said •this is what I want to do [in terms
of energy efficiency], but how do I get
there?•Ž said Decker.

•We provide full-service support in
incorporating energy efficiency into a
window,Ž said Technoform president
Mark Silverberg. •That is what sets us
apart.Ž

•Energy efficiency is at the core of
what we do,Ž said Decker, who warns
manufacturers that the energy regula-
tions in the United States will get tighter
and tighter.

Spacer Manufacturers Help Their 
Customers Become More Efficient

Companies such as Technoform talked to manufacturers
about the importance of energy-efficient windows.

Edgetech talked to its customers about how to meet
the new ENERGYSTARrequirements.

Atlanta Wrap Up
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centers but nothing like this,Ž he
said. •It is very high-end.Ž Diehl
added that the company is focused
on •creating manufacturing solu-
tions for its customers.Ž 

Sturtz Machinery offered a new
linear pro 35, a dedicated sash saw
for cutting and fabrication. The
company•s Mike Biffl said it•s
extremely accurate, operates at a
high-speed and can fabricate 500
sashes per eight-hour shift. 

Also on display was the compa-
ny•s compact sash line that uses
two double-stacked four-point
welders, that feeds the sash into a
cleaner, and can clean all four cor-
ners of the sash at once. The system
can handle 850 to 900 sashes per
eight-hour shift and only requires
one operator.

Equipment
Another product on the show

floor garnering a lot of interest was
the new Versa-Glaze 1500 intro-
duced by HAECO.

•According to what we•ve
researched and what people are
telling us there is nothing like this,Ž
said HAECO•s Brandon Rediger. 

The product allows the wet-
glazing of any profile shape, and
the company said waste is nearly
eliminated.

•For people who don•t want to
spend $30,000-50,000 on a product,
this is a great machine for them,Ž
said Rediger. •It•s for manufacturers
who want to enter the wet-glazing
market without a lot of cost.Ž

The machine is easy to use and
maintain, and allows for the con-
sistent and uniform application of
sealant.

Another unique piece of equip-
ment at the show was EDTM•s new
window energy meter. 

•It•s the first product ever to give
a solar heat gain coefficient value,Ž
said the company•s Mark Imbrock.
It also offers visible light and
ENERGY STAR® info, and is offered in
tabletop and hand-held versions.

•That is garnering the most atten-
tion,Ž he added. •People are really
migrating to it ƒ The first five peo-
ple at the booth had their program
open to our company and said, •We
came specifically to see you.•Ž

Edgetech IG has added the E-Z
RAD vertical workstation to the list

of products it represents. The prod-
uct simplifies cutting, assembly and
installation of muntin starburst
patterns in a shaped glass IG unit. It
reduces times and material waste,
decreases application time and
allows for precision placement. 

•This will cut the time by one
third,Ž said Edgetech•s Larry
Johnson. •A lot of people•s attention
is to time-saving so there is definite
interest in this product.Ž

Coming Out Party
After being purchased by the

Glaston Group in July,
ALBAT+WIRSAM, provider of spe-
cialized software solutions,
launched their new partnership at
the show. The brand names,
Bavelloni and Tamglass have oper-
ated under the Glaston name since
June 1, 2007, and ALBAT+WIRSAM,
as a Glaston company subsidiary,
will remain independent.

During the show, the Glaston
company presented a united •see-
ing-it-throughŽ theme. Adjacent to
the glass-processing booth, repre-
sented by the Bavelloni and Tamglass
brands, ALBAT +WIRSAM was iden-

continued on page 60EDTM launched its window energy meter, the first product to offer a solar heat
gain coefficient value. 
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tified as an independent Glaston
member, and presented its latest
releases in software technology.

The company also announced
that it is expanding beyond the flat
glass market. 

•With business expanding and
companies looking for new and
unique ways to grow, we have a
wonderful opportunity with our
A&W partnership,Ž said Jack Van
Meerbeeck, executive vice presi-
dent of Glaston North America.
•Together with leading equipment
manufacturers, A&W has success-
fully introduced into the market
place advanced, up-to-date cutting
optimization solutions including
automatic sorting and other
advanced solutions in IG manufac-
turing. We can also look to our
technology partners for products
to enhance our individual manu-
facturing applications.Ž

•With ALBAT+WIRSAM we will be
in a position to realize our One-Stop
Partner (OSP) philosophy even more
consequently as before,Ž said Mika
Seitovirta, CEO and president of the
Glaston Corp. •OSP means: One
partner for complete machinery and
software solutions„one sole
responsible partner for your proj-
ect„and numerous synergies tran-
spire of this synthesis of multiple

technologies under one single roof.Ž
While Glaston used the show as a

forum to inform readers of new part-
nerships, Lauren Manufacturing , a
first-time exhibitor, used it as a
way to promote its strengthened
commitment to door and window
manufacturers. 

•We know that speed to market
is what gives customers a competi-
tive edge,Ž said Lauren•s Sheryl
Ashleman. •We•ve always made
window sealants [for 42 years] but
now we have a dedicated team. We
can take a request and create a
sample in 24 hours.Ž

This specialized team is com-
prised of engineering, polymer
and manufacturing technical
experts, as well as sales and mar-
keting personnel, who will dedi-
cate support ad service to cus-
tomers through all levels of prod-
uct design and engineering. 

•We are not a typical sealant
supplier,Ž added Ashleman. •We
work with customers to see what
their needs are. We don•t deliver
extra material. We give them what
they need when they need it.Ž

Software
Opticut Technologies Inc. , a

machine and software design firm
specializing in programs for the
door and window and door indus-
try, has designed the DaVinci
Works GridLock Program. It is
designed for companies who make
windows with complex grill config-
urations. The program is distrib-
uted in the United States by
Wakefield Equipment .

According to John Ferreira,
Opticut•s president, the program
captures all of the measurements
required to construct grilles, sav-
ing window manufacturers time
and money.   

•Using drop-down selections,
the program allows users to
choose from pre-defined window
styles, arrange them in the desired
configuration, choose the style
and shape of grills and then align
windows and grills with adjacent
sections,Ž said Ferreira. •When the
design is complete, a full scale
image is projected onto a work
surface, allowing the user to trace
the image.Ž �

Missed the Show? View Product Video Demos Online 
For video clips of the new products from EDTM, 

Wakefield and VEKA, please visit www.dwmmag.com/studio.

URBAN machinery unveiled three new machines at GBA and was one of many
machinery exhibitors in attendance.
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FINISHED PRODUCTS
Kolbe Introduces Windquest
Series and UltraPocket
Replacement Window

Wausau, Wis.-based Kolbe has
introduced the Windquest’
Series vinyl windows and patio
doors, which it says provide high-

performance, low-maintenance
protection from hurricanes and
gale-force winds. The Windquest
Series includes casement,
awning, sliding and single-hung
windows and sliding doors in a
full range of sizes, shapes and
configurations. Part of Kolbe•s K-
Force’ impact-certified prod-
ucts, they have been testing
according to Miami-Dade County
HVHZ protocol. All Windquest
Series impact certified products
have met large missile impact
level D and wind zone 4 testing
standards in excess of 140 mph,
according to the company.

Windquest Series vinyl products
are available with optional energy-

efficient low-E glass with argon
gas and come in white or beige. 
��� www.kolbe-kolbe.com

COMPOSITES
Therma-Tru® Offers 
Patio Door System

Maumee, Ohio-based
Therma-Tru has introduced the
new Tru-Defense’ System for
entry and patio doors. Therma-
Tru•s Tru-Defense entry and patio
doors have an air, water and
structural performance rating of
DP-40 or higher, according to the
company. The complete door
systems are independently tested
and certified by the National
Accreditation and Management
Institute.  

The system includes a door
bottom sweep with dual bulbs
and dual fins to prevent air and
water infiltration, a rain deflector
to repel water from its sealing
components, corner seal pads
designed to create a pocket to
resist air and water infiltration and
multipoint locks.

The Tru-Defense fiberglass entry

doors feature composite dam sills,
while the fiberglass hinged and slid-
ing patio doors feature composite
frames, which the company says are
durable and rot-resistant. 
��� www.thermatru.com 

Introducing...

continued on page 64

COMPOUNDS
Polymer Chemie Offers New PVC Compounds

Polymer Chemie GmbH has
introduced its newly developed
glass fiber-reinforced PVC com-
pounds as well as compounds with
improved general properties in
Düsseldorf. In addition, the com-
pany offers long glass fiber-rein-
forced compounds with PVC as the
matrix material. 

The company says these com-
pounds offer manifold advantages
for applications in a great diversi-
ty of industries. For example, the
newly developed long glass fiber-reinforced PVC compound has strands of pellet
length and can be used for the production of window frame reinforcing sections
capable of replacing parts manufactured in metal. Besides the weight-saving
advantage, the company says these reinforcing sections improve thermal insula-
tion and open up new design possibilities.
��� www.polymer-chemie.de
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ADHESIVES AND SEALANTS 
National Adhesives 
Unveils New Bondmaster®

National Adhesives in Bridge-
water, N.J., has introduced
Bondmaster ® 40-453A, a new
adhesive for insulating applica-
tions that can bond various fac-
ings to lightweight fiberglass for
making rolled goods.

Bondmaster 40-453A is a formu-
lated copolymer emulsion adhesive
used for bonding foil/scrim/kraft
and other facings to fiberglass insula-
tion. It has been formulated to offer a
high level of wet tack and good
mileage. Its high-tack properties

reduce the slippage of poly or foil fac-
ings when bonded to fiberglass. A 54-
percent-solids adhesive with a vis-
cosity of 800 cps, Bondmaster 40-
453A can be roll-coated, extruded or
air-sprayed. A UL rating will be regis-
tered with the product soon, accord-
ing to the company.
��� www.nationalstarch.com

Frank Lowe Releases 
Series GLZ 3500 and 
GLZ 5500 Glazing Tapes

Frank Lowe Rubber & Gasket Co.
Inc. in Farmingdale, N.Y., has intro-
duced its cross-linked polyethylene
glazing tape with a double-coated

acrylic adhesive, which it says is
new and improved. The Series GLZ
3500 is available in 1‡16- and 1‡8-inch
thicknesses and Series GLZ 5500 is
1‡32-inch thick. Both series incorpo-
rate the company•s new adhesive
system, which provides greater ini-
tial tack than earlier products along
with an improved release liner for
easy application.

The company also says the tape,
which is AAMA-approved, has bond-
ing capabilities with wood, alu-
minum, stainless steel and PVC win-
dow frames. It is designed to block
water, moisture, light and dust and
has excellent resistance to ultraviolet
rays, weathering, oxidation and tem-
perature variation and is supplied
with a non-tear blue film liner.

In addition to adding the new tape
to its line, Frank Lowe was appointed
recently as the St. Paul, Minn.-based
3M Company•s sole custom convert-
er of its new window tape.
��� www.franklowe.com 

Polysulfide Comes to America
H.B. Fuller Window in St. Paul,

Minn., is offering two-component
Polysulfide (PS-998R) and
Polyisobutylene (PIB-969) in
North America. Both products
come to H.B. Fuller through its
acquisition of the insulating glass
sealants business from Henkel
Corp. in Germany. 

PS-998R and PIB-969 have been
used for many years in Europe
where many insulating glass sup-
pliers have favored the combina-
tion of PS-998R (for the outer seal)
and PIB-969 (for the inner seal),
according to the company. This
dual-seal combination provides an
elastic seal of the edge seal system
as a whole and reduces the pene-
tration of gases and water vapor,
according to the company.
��� www.hbfuller.com 

CONTINUED

Introducing...

continued on page 66

SOFTWARE
CNC Software Unveils Maintenance Release for Mastercam X2

Tolland, Conn.-based CNC
Software has announced the
release of Mastercam X2•s
Maintenance Release (MR1).
The company says this release
introduces significant new
capabilities, including improved
tool paths for high-speed
machining, multi-axis enhance-
ments and much more. 

According to CNC Software,
the high-speed machining pen-
cil tool path has been enhanced
to provide much smoother
motion than the previous ver-

sion with fewer retracts when used with rest material. Also, Mastercam can
now calculate the appropriate number of offset passes needed, based on tool
diameter. 

With the Maintenance Release, trochoidal motion in high-speed tool paths
assists with the machining of harder materials, according to the company.
Likewise, trochoidal motion maintains an acceptable tool load, allowing feeds
and speeds programming to be reliable. In MR1, Mastercam offers the ability to
control when and how the trochoidal motion occurs in a tool path. 

Mastercam•s 5-Axis Flowline tool path also has been enhanced to support
undercuts. On complicated files where controlling the normal direction of the
surfaces are cumbersome, Mastercam has an option that allows undercuts or
makes it possible to ignore the surface normal direction, greatly simplifying the
process, according to the company.

The Advanced Multi-axis tool paths also have been enhanced to support solid
geometry. When a solid model is present, Mastercam provides the option to
select solid geometry. 
��� www.mastercam.com 
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•Our Commitment is to our Customers on total 
satisfaction, expertise, and service.Ž

PVC Machinery
Corner Cleaners & Cutter
Double Head Mitre Saw
Welder
V-Miter Saws
Conveyors
Material Handling
Digital & Manual Length Stop
Computerized Length Stop

Aluminum Machinery
Saws
Drills
Mills
Stitch Rollers Machines
Machining Center

Glass Machinery 
Rotating Table 
Pressing Table
Butyl Extruder
CNC/Manual Glass Cutting Tables
Automatic/Manual Washing Lines
Profile Cutting Machine
Hotmelt Extruder
Polysulphide Extruder
Desiccant Filling Machine

•We
SERVICE 
All Makes
& ModelsŽ

Service
PVC Welder
All Saws
Corner Cleaner
Custom Machines
Hydraulics & Pneumatics
Electrical

For All Your Window Manufacturing
Requirements

www.windowmachinery.com
2650 Meadowvale Blvd., Unit 5

Mississauga, ON, Canada, L5N 6M5
Tel: (905) 542-2055 € Fax: (905) 542-2261

Toll Free (877) 829-5219
Website: www.ameri-can.ca € Email: sales@ameri-can.ca

CONTINUED

Introducing...

COATINGS
PERMALAC Seals the Deal

PERMALAC Spray Lacquer from
Peacock Laboratories in
Philadelphia is an air-dry, clear-
coat lacquer engineered for out-
door applications. 

The primary use for the product is
on metal substrates such as steel, alu-
minum, copper, silver and bronze. It
provides highly durable, long-lasting
exterior protection, according to the
company. Ultraviolet and corrosion
inhibitors make it an attractive use
for the door and window manufac-
turing industry.

A finish coating of the lacquer
assures endurance in conditions
ranging from arctic cold to desert
heat, to beachfront salt air and blow-
ing sand, according to the company.
��� www.permalac.com

FLASHING
Premier Industrial Supply
Introduces New Flashing Line

Phoenix-based Premier Industrial
Supply Inc. has introduced its new
XtraFlash Series of products featur-
ing its modified butyl-based mem-
brane and sealants for the installa-
tion of doors and windows.
Complemented by its butyl-based
self-sealing core, the XtraFlash mod-
ified butyl-based membrane•s top
face is manufactured from an ultra-
violet-resistant heavy-duty woven
fabric to resist tearing. The XtraFlash
series also utilizes a mold- and
mildew-resistant release-liner (on
the flashing•s under-face) to and can
be applied in both a nail-on and/or
stick-on installation.

XtraFlash has a three-tiered
design and works in temperatures
from -30 degrees Fahrenheit to 230
degrees Fahrenheit.

The company says the XtraFlash
modified butyl-based membrane
also conforms to the AAMA
Installation Standards. 
��� www.xtrabond.com �

Self Adjusting Two Point Mortise Locks 
Vision Industries Group is offering their "self adjust-
ing" two point mortise lock for patio doors in two
styles (Pat. Pend.). The "spring loaded" feature in-
corporated into the mortise's two locking hooks,
eliminates the need for manual adjustment. As you
actuate the lock, each locking hook reaches out into
the keeper and independently adjusts for proper
seating into the keeper. 

As for your installers and/or customers.. no more
opening and closing, locking and unlocking, adjust-
ing screws trying to get a snug fit between the door
and jam. From the first time and every time you lock
the door, the self adjusting feature leaves the door
"chatter free" with a positive lock.

Vision Industries Group, Inc. Tel: 908-822-2003 Fax: 908-822-2269 www.visionhardware.com

SEE US AT WIN-DOOR NORTH AMERICA 2007 
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ASSOCIATIONS
Hoiland Leaves 
WDMA; McFee Returns

The board of directors of the
Window & Door Manufacturers
Association (WDMA) has announced
that president Joel Hoiland has left

WDMA to pursue other opportunities.
•WDMA will continue with busi-

ness as usual, with day-to-day
management being led by two
WDMA staff members, John
Prentice, director of marketing, and
Jeff Lowinski, vice president for

technical services,Ž
says WDMA board
chair Dave Beeken.
•The Board is confi-
dent that with the
combined experience
of these two individu-
als, WDMA will con-
tinue to move forward in the execu-
tion of the new strategic plan.Ž

The WDMA Board of Directors has
started a search for a replacement.

In addition, the association has
announced that John McFee has
returned as director of certification
programs. McFee will resume his
responsibilities for the Hallmark
Certification program, NFRC certi-
fication and staff liaison for key

Top Quality, Competitively Priced Components 
for All Your Window and Door Needs

Contact us today! 
Toll free: 800-638-6912 or 601-638-6912
www.magnoliametal.com
rgreen@magnoliametal.com

HEAVY-DUTY 

PATIO  

SCREEN DOOR

Featuring ALL-NEW Injection    

Molded Nylon Internal  x

Corners for Exceptional 

Strength and 

Durability x

What Magnolia Can Do for You

€  Custom Injection Moldingavailable 
with turnaround times exceeding the industry
average by utilizing rapid prototyping and 

€  Intricate Designto your specifications in
the shortest time possible. Submit your idea

€  Legendary Service and Supportfrom
initial contact and for years to come.

Screen Components
€ Roll Formed Aluminum Screen Frame
€ Custom Roll Formed Parts
€ Extruded Screen Frame
€ Injection Molded Plastic Parts
€ Stamped Aluminum Components
€ Window Screen Hardware
€ Screen Wire (Fiberglass, Solar, Aluminum)
€ Muntin Bar & Components
€ Patio Screen Door Components
€ Knockdown Patio Screen Door Kits
€ Steel Reinforcing Bars & U-Channels

in- house design and manufacturing.

or current need and the process begins.

HEAVY-DUTY 
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SCREEN DOOR

Featuring ALL-NEW Injection    

Molded Nylon Internal  x

Corners for Exceptional 

Strength and 
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d
o
o
r

&

W
I
N
D
O
W
M
A
N
U
F
A
C
T
U
R
E
R

68

OBITUARIES
ViWinTech Founder Dies

Narvel •PeteŽ Brown, the founder of Paducah, Ky.-based
Vinyl Window Technologies (ViWinTech®), passed away on
August 8, 2007. Brown, 80, died of lung cancer.

Brown also founded Aluma-Kraft Inc. in 1952, and then
founded ViWinTech in 1984.

He received numerous business achievement awards, was
an avid University of Kentucky basketball fan, enjoyed bass
fishing and was a U.S. Army veteran of World War II. He is sur-
vived by his wife of 57 years, Joretta Carlisle Brown, four adult

children and a large extended family of grandchildren, great grandchildren,
nieces and nephews.

Narvel •PeteŽ
Brown

Joel Hoiland
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€ EXTRUDED ALUMINUM
COMMERCIAL SCREENS
(WICKETS - HOPPERS)

€ RESIDENTIAL SCREENS

€ ROLL FORM SCREEN
FRAME LINEALS

€ RECTANGULAR, FLAT &
PYRAMID MUNTINS

€ EXTRUDED PATIO DOOR
SCREENS

€ ALUM. HURRICANE PANELS
MIAMI-DADE APPROVED

CATALOG AVAILABLE

Qualified Reps Wanted

WDMA technical committees.
•I am very pleased to be back and look forward to

working once again with the WDMA membership,Ž
McFee said.

Lowinski says he•s also pleased to see McFee back on
staff.

•We are excited about John rejoining WDMA•s man-
agement team,Ž Lowinski says.

NEW HIRES
Edgetech I.G. Appoints New 
Quality Improvement Technician

Cambridge, Ohio-based Edgetech I.G.
Inc. has promoted Thomas A. Wood to
quality improvement technician. In his
new role, Wood will serve as the company•s
ISO management representative and he
will lead various quality assurance efforts.

•Tom is a valued asset to our team
and we look forward to his continued
growth within the company,Ž says Brian
Kress, director of quality for Edgetech I.G. •He is a
great leader with a tremendous background in con-
tinuous improvement initiatives, which will serve
him well in his new role.Ž

continued on page 72

Thomas A.
Wood

BIRTHS
DWM Publisher Gives Birth to Third Child

DWM publisher Tara Taffera and her
husband, Cory, welcomed their third child,
Gianna Grace, into the world on Saturday,
May 5. She weighed 9 pounds, 8 ounces,
and was 22 inches long at birth. 

Taffera also serves as vice president of
editorial services for DWM•sparent compa-
ny, Key Communications Inc. in Stafford, Va.

The Tafferas have two other daughters, Isabella, 7,
and Sophia, 4.

Taffera wasn•t the only Key
Communications employee celebrating a
milestone.Brigid O•Leary, former editor of
DWM sister publication AGRRmagazine
and the USGNN.com’ newsletter, gave
birth to a 6-pound, 13-ounce baby boy on
Friday, September 14.

Warrick Anthonyis the first child for
O•Leary and her husband, David, who will
celebrate their second wedding anniversary in October.

Following her maternity leave, O•Leary will continue to
work for Key Communications as a contributing writer.

Gianna Grace
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Warrick
Anthony

http://USGNN.com
http://www.dwmmag.com




d
o
o
r

&

W
I
N
D
O
W
M
A
N
U
F
A
C
T
U
R
E
R

72 www.dwmmag.com

Onesto Watch
CONTINUED

Wood has been with Edgetech
for three years and previously
worked for Plastech for 11 years.
He holds multiple computer train-
ing and supervision and manage-
ment certificates in areas including
principles of lean manufacturing,

ISO process audit training,
ergonomics and Six Sigma, accord-
ing to the company.

Wood says he is looking forward
to the work he will undertake in his
new position.

•As quality improvement techni-

cian, I look forward to not only
assuring the highest standards of
quality for the company, but I also
intend to implement new systems
that enable us to track projects
more efficiently,Ž says Wood.

Hammond Joins Truth Team
The Owatonna, Minn.-based

Truth Hardware has announced the
appointment of Jim
Hammond to the
position of territory
account manager for
the Northeast United
States. In his new
position, Hammond
will work closely with

door and window manufacturers to
assist the development and pur-
chase of hardware systems used on
their products. �

TheAccurateGroupof CompaniesisPleasedtoAnnouncetheAdditionof NAPInc. toOurFamily.

Northern Architectural Products (2007) Inc.
550 Applewood Crescent
Concord, Ontario
Canada
L4K 4B4

905-326-0488 (phone)
800-446-8680 (toll free)

905-326-0487 (fax)
Info@northern-arch.com
www.northern-arch.com

Visit us at the Win-Door Show, Booth 521

The Accurate Group of Companies

NAP- DevelopingInnovativeDoor & WindowComponent SolutionsforOurCustomersforOver20 years.

APPOINTMENTS
Amesbury Group Appoints 
New Corporate Marketing Coordinator 

Renata Bateman-Joneshas been promoted to corporate mar-
keting coordinator for the Sioux Falls, N.D.-based Amesbury Group.
Bateman-Jones has been working with the company in a sales and
marketing support role for the past year at Schlegel Systems, which
is now part of the Sealing Solutions division of Amesbury Group. 

In her new position as corporate marketing coordinator,
Bateman-Jones will play a major role in providing marketing/sales
communication, developing representation and customer support
programs, coordinating corporate advertising strategies, conducting

market research and overseeing traditional marketing activities, such as trade shows,
literature and advertising. 

Jim Hammond
Renata
Bateman-Jones

mailto:Info@northern-arch.com
http://www.northern-arch.com
http://www.dwmmag.com
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November 5-8, 2007
NFRC Fall Membership Meeting
Sponsored by the 
National Fenestration 
Rating Council (NFRC).
Tempe Mission Palms 
Hotel & Conference Center.
Tempe, Ariz.
Contact: NFRC at 301/589-1776
or visit www.nfrc.org.

November 13-15, 2007
Win-door North America 
Sponsored by the 
Canadian Window and 
Door Manufacturers
Association (CWDMA). 
Metro Toronto 
Convention Center.
Toronto.
Contact: Patrick Shield at
800/282-0003 or visit
www.windoorshow.com.

January 14-15, 2008
NWDA Winter Meeting
Sponsored by the Northeast
Window and Door Association.
Trump Plaza.
Atlantic City, N.J.
Contact: NWDA at 609/799-4900
or visit www.nwda.net.

January 27-30, 2008
WDMA 2008 Annual Meeting
Sponsored by the Window
and Door Manufacturers
Association (WDMA). 
PGA National Resort and Spa.
West Palm Beach Gardens, Fla. 
Contact: WDMA at 
847/299-5200 or 
visit www.wdma.com.

January 28-February 1, 2008
IGMA 8th Annual Conference
Sponsored by the 
Insulating Glass 
Manufacturers Alliance (IGMA).
Sundial Beach Resort.
Sanibel Island, Fla.
Contact: IGMA at 613/233-1510
or visit www.igmaonline.org.

February 13-16, 2008
International Builders• Show
Sponsored by the 
National Association of 
Home Builders (NAHB).
Orange County 
Convention Center.
Orlando, Fla.
Contact: NAHB at 
202/266-8111, ext. 811, or
visit www.buildersshow.com.

February 24-25, 2008
AAMA Executive 
Leadership Conference
Sponsored by the American
Architectural Manufacturers
Association (AAMA).
Renaissance Esmeralda.
Indian Wells, Calif.
Contact: AAMA at 
847/303-5664 or visit
www.aamanet.org. 

February 24-27, 2008
AAMA 71st Annual Conference
Sponsored by AAMA.
Renaissance Esmeralda.
Indian Wells, Calif.
Contact: AAMA at 
847/303-5664 or visit
www.aamanet.org.

February 28-29, 2008
Glass Expo Northeast’ 2008
Co-sponsored by 
DWMmagazine.
Hyatt Regency Long Island 
at Wind Watch Golf Club.
Long Island, N.Y.
Contact:DWMmagazine
at 540/720-5584 or visit
www.glassexpos.com.

April 10-12, 2008
Glass TEXpo’
Co-sponsored by the 
Texas Glass Association 
andDWMmagazine.
Henry B. Gonzalez
Convention Center
San Antonio.
Contact:DWMmagazine
at 540/720-5584 or visit
www.glassexpos.com.

May 1- 3, 2008
Americas• Glass Showcase’
Sponsored by Americas 
Glass Association (AGA).
Las Vegas.
Contact: AGA at 
877/275-2421 or visit
www.americasglassassn.org.

March 3-6, 2008
Spring NFRC 
Membership Meeting
Sponsored by the NFRC.
Loews Vanderbilt Hotel.
Nashville, Tenn.
Contact: NFRC at 301/589-1776
or visit www.nfrc.org. �

NowSHOWing calendar of events

To submit events for 
the calendar e-mail
ttaffera@glass.com

STATEMENT OF OWNERSHIP, MANAGEMENT AND CIRCULATION
(This statement is published in compliance with the Act of October 23, 1962)
Door & Window Manufacturer (DWM) magazine is published 11 times

annually, for an annual subscription price of $35.00.  Office of publication is
located at 385 Garrisonville Road, Suite 116, Stafford, VA 22554; Headquarters
of general business offices of the publisher is located at 385 Garrisonville Road,
Suite 116, Stafford, VA 22554.

Publisher/Editor: Tara Taffera, 385 Garrisonville Road, Suite 116, Stafford,
VA 22554. 

Managing Editor: Shannon Fletcher, 385 Garrisonville Road, Suite 116,
Stafford, VA 22554. The owner is Key Communications Inc., 385 Garrisonville
Road, Suite 116, Stafford, VA 22554. Stockholders holding one percent or more
of total amount of stock: Debra A. Levy. Known stockholders, mortgages, and
other security holders holding one percent or more of total amount of bonds,
mortgages, or other securities: None.

The average number of copies of each issue during the twelve months
preceding the date shown is: (A) Total number of copies: 29,977 (B) Paid and/or
requested circulation [(1) Sales through dealers and carriers, street vendors, or
counter sales: 0; (2) Paid or requested mail subscription: 28,667]; (C) Total paid
and/or requested circulation: 28,667; (D) Free distribution by mail (samples,
complimentary and other free): 796; (E) Free distribution outside the mail
(carriers or other means): 243; (F) Total free distribution: 1,039; (G) Total
distribution: 29,706; (H) Copies not distributed [(1) from office use, leftover,
unaccounted, spoiled after printing: 271, (2) Returns from News Agents: 0]; (I)
Total: 29,997; (J) Percent Paid and/or requested circulation: 96.50.

Actual number of copies of single issue published nearest to filing date; (A)
Total number of copies: 31,400; (B) Paid and/or requested circulation [(1) Sales
through dealers and carriers, street vendors, or counter sales: 0; (2) Paid or
requested mail subscription: 28,690]; (C) Total paid and/or requested
circulation: 28,690; (D) Free distribution by mail (samples, complimentary and
other free): 1,126; (E) Free distribution outside the mail (carriers or other
means): 610; (F) Total free distribution: 1,736; (G) Total distribution: 30,426; (H)
Copies not distributed [(1) From office use, leftover, unaccounted, spoiled after
printing: 974, (2) Returns from News Agents: 0]; (I) Total: 31,400; (J) Percent
Paid and/or requested circulation: 94.29.  I certify that the above statements
made by me are correct and complete.  

Tara Taffera, Publisher.

Manufacturer of rubber
molded products

www.ctcrubber.com

Tel.: 514 631-0234
Fax: 514 631-5682

1 888 831-0234
info@ctcrubber.com

Cleats & Belts 
shaped according to
the extruded profile

Complete in-house tooling capabilities

2275 43rd Avenue, Lachine (Qc) Canada  H8T 2K1 
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Architectural Glass
Bent/Curved
Precision Glass 
Bending Corp.
P.O. Box 1970,
3811 Hwy. 10 West
Greenwood, AR 72936
800/543-8796;
fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Computer Software
PMC Software Inc.
Bartles Corner Business Park
8 Bartles Corner Rd., Ste. 11
Flemington, NJ 08822
908/806-7824;
fax: 908/806-3951
www.pmcsoftware.com

Door Components
Door Frames, Metal
Household Metals Inc.
645 E. Erie Ave.
Philadelphia, PA 19134
800/343-2610;
fax: 215/634-2292
www.hmidoors.com

Door Hardware &
Related Products

Setting Blocks
Frank Lowe 
Rubber & Gasket
10 Dubon Ct., Suite 1
Farmingdale, NY  11735
800/777-0202;
fax: 631/777-2560
www.franklowe.com
sales@franklowe.com

Doors, Exterior
Steel, Exterior Doors
Household Metals Inc.
645 E. Erie Ave.
Philadelphia, PA 19134
800/343-2610;
fax: 215/634-2292
www.hmidoors.com

Storm, Exterior Doors
Household Metals Inc.
645 E. Erie Ave.
Philadelphia, PA 19134
800/343-2610;
fax: 215/634-2292
www.hmidoors.com

Wood, Exterior Doors
DeMarco Collection
2606 Manana Dr.
Dallas, TX 75220
214/366-0000;
Fax: 214/366-0011
www.demarcocollection.com
rmarsh9558@aol.com

Insulating Glass &
Related Products

Airspacers
Alumet Mfg., Inc. 
3803 136th St. NE
Marysville, WA 98271
360/653-6666;
fax: 360/653-9884
www.alumet.com

Helima Helvetion Intl.
PO Box 1348
Duncan, SC  29334-1348
800/346-6628;
fax: 864/439-6065
www.helima.de

Muntin Bars
Alumet Mfg., Inc.
3803 136th St. NE
Marysville, WA 98271
360/653-6666;
fax: 360/653-9884
www.alumet.com

Spacers
Edgetech IG Inc.
800 Cochran Ave.
Cambridge, OH 43725
740/439-2338;
fax: 740/439-0121
www.edgetechig.com

TruSeal Technologies 
23150 Commerce Park
Beachwood, OH  44122
216/910-1500;
fax: 216/910-1505

Insulating Glass
Machinery &
Equipment

Bystronic Inc.
185 Commerce Drive
Hauppauge NY 11788
631/231-1212
fax: 631/231-1040
www.bystronic.com
salesusa@bystronic-glass.com

Spacers
Edgetech IG Inc.
800 Cochran Ave.
Cambridge, OH 43725
740/439-2338;
fax: 740/439-0121
www.edgetechig.com

McKeegan Equip. & Supply
8411 Ronda Drive
Canton, MI 48187
734/459-5870;
fax: 734/459-9837
www.mckeeganequip.com

Hardware
Components

G-U Hardware Inc.
12650 Patrick Henry Dr.
Newport News, VA 23602
800/927-1097;
fax: 888/454-0161

Truth Hardware Corp.
700 West Bridge St.
Owatonna, MN 55060
800/866-7884;
fax: 507/451-5655
www.truth.com
truthsal@truth.com

Winkhaus North
America, Inc.
1171 Universal Blvd.
Whitewater, WI 53190
262/472-8800;
fax: 262/472-8900
www.winkhaus.com

Connectors
Eduard Kronenberg
GmbH
Dingshauser Str. 6-10
Solingen, Germany 42655
+49 (0)212/222 88-0
Fax: +49 (0)212/222 88-999
www.kronenberg-eduard.de
info@kronenberg-eduard.de

Machinery/Equipment
Electronic Design 
to Market
5333 Secor Road #6
Toledo, OH 43623
419/480-1098;
fax: 419/480-1099
www.edtm.com
sales@edtm.com

Glas-Weld Systems Inc.
20578 Empire Blvd.
Bend, OR 97701
541/388-1156;
fax: 541/388-1157

Metalworking &
Vinylworking

Machinery
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com

Multiprocessing
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com

Saws
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com

Saws, Cut-Off
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com

Saws, Double Meter
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com
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Vinyl Welders
Stürtz Machinery Inc.
30500 Aurora Rd.
Solon, OH 44139
440/248-4009;
fax: 440/248-4018
www.sturtz.com
info@sturtz.com

Misc. Products
Displays for Doors 
and Windows

Emes Marketing Inc.
68 Theodore Place
Thornhill, ON L4J 8E4 
Canada
905/886-1066;
fax: 905/886-1266
www.emidisplays.com
info@emidisplays.com

Vinyl Window
Systems

VEKA Inc.
100 VEKA Dr.
Fombell, PA 16123
800/654-5589;
fax: 724/452-1007
www.vekainc.com

Window & Door
Replacement

Hardware
Stry-Buc Industries
2006 Elmwood Ave.
Sharon Hills, PA 19078
800/352-0800;
fax: 610/534-3202
www.strybuc.com

Window
Components

Extrusions, Vinyl
Deceuninck 
North America
351 N. Garver Road
Monroe, OH 45050
800/432-9560;
Fax: 513/539-5402
www.decna.biz

Window Hardware
Stiffeners
Alumet Mfg., Inc.
3803 136th St. NE
Marysville, WA 98271
360/653-6666;
fax: 360/653-9884
www.alumet.com

Weatherstripping
UltraFab Inc.
1050 Hook Rd.
Farmington, NY 14424
800/535-1050;
fax: 585/924-7680
www.ultrafab.com
sales@ultrafab.com

Windows
Blast Resistant
United States 
Bullet Proofing, Inc.
4925 Lawrence Street
Hyattsville, MD  20781
201/454-0155 or
800/363-8328;
fax: 301/454-0199
www.usbulletproofing.com
info@usbulletproofing.com �

Don•t miss this
opportunity to

get your 
company noticed.
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I want to start/continue my FREE SUBSCRIPTION to DWM: � YES  � NO

Sign your name: _________________________________________________ Date: _________________________
Print your name: _________________________________________________ Title: _________________________
Company: ____________________________________________________________________________________
Address: ____________________________City: ______________________ State: _________ Zip:____________
Phone: ____________________ Fax: ______________________ E-mail: __________________________________

1. Please check the ONEcategory that BESTdescribes the business 
activity of your company:
1000 � Manufacturer of windows
1100 � Manufacturer of windows and/or doors and or skylights
2000 � Manufacturer of doors
3000 � Manufacturer of skylights or other fenestration products
4000 � Suppliers of fenestration components or equipment (including glass)
5000 � Distributors of windows and/or doors and/or skylights
6000 � Engineer firms, utilities or other involved in energy management
9000 � Others allied to the field, please specify:_______________________

2. Please check ALLthe products or materials your company manufactures:
A � Wood B � Aluminum C � Glass D� Vinyl E � Other Metals

4. Classification by title (choose the best):
A � Owner/president D � Designer
B � General or senior manager E � Marketing manager G � Energy expert or consultant
C � Plant manager or engineer F � Purchasing manager H � Other 

5. Number of employees at this location:A � 1-4 B� 5-9 C� 10-19 D� 20-49 E� 50-99 F� 100+

6. What other publications do you receive?        2 � Fenestration 1 � Window and Door

PLEASE COMPLETE THIS ENTIRE FORM AND FAX IT TO 630/482-3003

Subscribe to DWM for FREE

Subscriptions are free to all qualified recipients at U.S. and Canada addresses. Addresses outside the U.S. and Canada please add $45 per year for surface 
mail or $160 per year airmail. By checking yes and signing this form, I also agree to allow publisher to contact me via fax and/or telephone in the future.

MY BUSINESS IS ENGAGED IN 
THE MANUFACTURING, FABRICATING 

OR DISTRIBUTION OF DOORS AND 
WINDOW PRODUCTS.

� YES � NO

� Check here to also subscribe to
the free weekly DWM e-mail newsletter.

3. Please check ALLthe types of work your company
performs:

C � CommercialR �  Residential
B � Both O � Other

http://www.sturtz.com
mailto:info@sturtz.com
http://www.emidisplays.com
mailto:info@emidisplays.com
http://www.vekainc.com
http://www.strybuc.com
http://www.decna.biz
http://www.alumet.com
http://www.ultrafab.com
mailto:sales@ultrafab.com
http://www.usbulletproofing.com
mailto:info@usbulletproofing.com
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Quality New and Used
Urban Equipment

URBAN-e-Shop.com
Internet Only Pricing
Need We Say More?

www.urban-e-shop.com

Products for Sale
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Glass & Metal 
Project Managers

One of Chicagoland•s premier contract
glazing organizations has immediate
openings for two project managers.
The one opening is for an individual
with experience in managing large
glass and metal projects including mid-
rise curtainwall and window work. The
other opening is for an individual to
coordinate and manage storefronts
and interior glass projects. The compa-
ny•s history and reputation makes this
a •career opportunityŽ for the right
individuals. The company offers an
excellent starting salary and benefit
package. For consideration, a complete
resume including salary history should
be sent to: DWM, Drawer 2500, PO Box
569, Garrisonville, VA 22463 or e-mail
jmulligan@glass.com.  Be sure to refer-
ence Drawer 2500.

To place a classified, 
call Janeen Mulligan at 
540/720-5584 x112 

or e-mail 
jmulligan@glass.com

Classifieds go online everyday! To view

listings, visit: www.dwmmag.comor

www.glass.com/classified.php

LYNDEN DOOR, INC. a leading manufacturer of high-end interior doors is
currently seeking enthusiastic and experienced individuals in the following
growth areas at our Lynden, WA facility:

€ Production Manager € Process Engineer
€ Product Engineer € Production Supervisor

Ideal candidates will have prior woodworking manufacturing experience,
refined verbal and analytical skills, proven team building abilities, and enjoy
working in a fast-paced team setting. Prior experience in a lean manufacturing
environment is preferred. College degree in a technical field or equivalent expe-
rience is required. 

We offer a competitive compensation and benefits package, positive work envi-
ronment, and an atmosphere that focuses on serving our customer base and
employees with a high level of integrity and honesty.

If you are interested in working for a progressive, growth-orientated company,
and would like to live in the Pacific Northwest, please submit your resume and
salary requirements to:

Lynden Door, Inc.
P.O. Box 528

Lynden, WA  98264
E-mail:  violet.lucas@lyndendoor.com

FAX: (360) 318-1506
www.lyndendoor.com

DWM has you linked in.
View the digital edition.

€ An electronic version 
of DWM delivered right 
to you via e-mail

€ Perfect for on-the-road 
reference 

€ Ideal for international 
subscribers 

€ Receive your issue 
prior to print 
subscribers 

€ Bonus material: additional 
and extended stories 

€ Searchable index

www.dwm-digital.com

mailto:jmulligan@glass.com
http://www.URBAN-e-Shop.com
http://www.urban-e-shop.com
mailto:violet.lucas@lyndendoor.com
http://www.lyndendoor.com
http://www.dwm-digital.com
mailto:jmulligan@glass.com
http://www.dwmmag.com
http://www.glass.com/classified.php
http://www.dwmmag.com
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72 Accurate Fasteners Ltd. 800/446-8680 905/326-0487 www.northern-arch.com

82 Alumet Manufacturing Inc. 800/343-8360 360/653-9884 www.alumet.com

66 Ameri-Can Machinery 877/829-5219 905/542-2261 www.ameri-can.ca

19 Amesbury Group 800/325-3359 605/332-3701 www.amesbury.com

49 Cardinal IG 952/935-1722 952/935-1722 www.cardinalcorp.com

73 Changshu Hard Glass Co. Ltd. 86-512-52595088 86-512-52599077 www.hard-glass.com

74 Contact Rubber Inc. 888/831-0234 514/631-5682 www.ctcrubber.com

7 Deceuninck North America 513/539-5423 513/539-5402 www.deceuninck.com

51 Earthwise Group, The 866/993-9473 703/494-4902 www.earthwisewindows.com

1 Edgetech I.G. Inc. 800/233-4383 740/439-0121 www.superspacer.com

65 Electronic Design to Market Inc. 419/861-1030 419/480-1099 www.edtm.com 

50 Elton Manufacturing 800/297-8299 905/878-9211 www.eltonmanufacturing.com 

25 Emes Marketing Inc. 905/886-1066 905/886-1266 www.emidisplays.com

63 Erdman Automation Corp. 763/389-9475 763/389-9757 www.erdmanautomation.com

69 FeneTech Inc. 330/995-2830 330/562-8688 www.fenetech.com

16 Fenzi North America 416/674-3831 416/674-9323 www.fenzi-na.com

70 Florida Screen Enterprises 305/687-0424 305/687-3008 www.floridascreen.com

57 Frank Lowe Rubber & Gasket Co. Inc. 800/777-0202 631/777-2560 www.franklowe.com

3 Genius Retractable Screen Systems 253/565-1421 253/566-9948 www.geniusscreens.com

71 Jason Hardware Co. Ltd. 86-754-5163256 86-754-5162821 www.jasonhardware.com

75 Keneng Industrial Co. Ltd. 86-757-25333290 86-757-25552119 www.kng.cn

55 Lamatek Inc. 800/526-2835 856/599-6010 www.lamatek.com

31 L.B. Plastics 800/752-7739 704/664-2989 www.lbplastics.com 

68 Magnolia Metal & Plastic Products Inc.800/638-6912 601/636-2552 www.magnoliametal.com 

9 PH Tech Inc. 800/463-4392 418/835-1145 www.phtech.ca

35 RiteScreen Co. 800/949-4174 888/432-8036 www.ritescreen.com 

22-23 Roto Frank of America 800/243-0893 860/526-8390 www.rotohardware.com

12-13 Royal Group Technologies 866/852-2791 905/264-0702 www.royalgrouptech.com 

15 RoyalPlast 866/777-1210 450/988-1473 www.royalplast.ca

5 Schucco International 860/666-0505 860/665-0137 www.schuco-usa.com

67 Screen Center Sales 866/652-0028 519/472-5494 www.screencentersales.com

21 Sherwin-Williams 800/524-5979 216/830-4302 www.sherwinwilliams.com

41 Sturtz Machinery Inc. 440/248-4009 440/248-4018 www.sturtz.com

70 Tongling Nextool Technology Co. Ltd 519/969-7223 519/968-1173 www.nextooling.com

59 TruSeal Technologies 216/910-1532 216/910-1506 www.truseal.com

43 Tru Tech Door Systems 888/760-0099 416/663-2579 www.trutech.ca

C2 Truth Hardware 800/866-7884 507/444-4762 www.truth.com

81 Ultra Hardware 800/426-6379 856/663-1743 www.ultrahardware.com

29 Urban Machinery 360/379-1576 360/379-4156 www.u-r-b-a-n.com

61,66 Vision Industries 800/220-4756 908/822-2269 www.visionhardware.com

25 Weiss USA LLC 704/282-4496 704/289-7091 www.weiss-usa.com

24 Win-Door North America 800/282-0003 416/444-8268 www.windoorshow.com

17 Winkhaus North America Inc. 262/472-8800 262/472-8900 www.winkhaus.us.com

37 WTS Paradigm 608/664-9292 608/664-9295 www.wtsparadigm.com

Page Company Phone Fax Web Address
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For Machines Currently Used in your Plant
Name of machine
___________________________________________________________________________________________________

Supplier of above machine
How long has your company been using this machine?
___________________________________________________________________________________________________

In a few sentences, please let us know why you are nominating this machine. For example, how has it helped improve 
productivity at your plant?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

What are the features of the machine that you find most interesting?
___________________________________________________________________________________________________

For Machines Not Yet Purchased 
(These can be products seen in magazines, researched on the Internet, seen at trade shows, etc.)
Name of machine
___________________________________________________________________________________________________

Supplier of above machine
___________________________________________________________________________________________________

Why you are interested in this machine?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Features of machine that you find most interesting.
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Why would you like to purchase this machine for your plant?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

How will you decide, ultimately, if you•re going to purchase the machine? What factors will come into play?
___________________________________________________________________________________________________
___________________________________________________________________________________________________

Responses are confidential. However, if we can contact you for more information for this article, please write your name and
number here.
___________________________________________________________________________________________________

Attention Manufacturers:
Tell Us Which Machines
Should Receive DDWM•s 
First Annual Machinery-of-the-Year Awards
Nominate a machine that has been introduced in the past three years. 
Manufacturers can nominate a machine currently being used in the plant or one
that you have seen very recently that has caught your interest. 

It•s easy. All you have to do is give us the following information. You may fill out
the form below and fax it to 540/720-5687 or you can e-mail the information to
ttaffera@glass.com. Nominations must be

received by November 9.  

mailto:ttaffera@glass.com
http://www.dwmmag.com


Discover Ultra Hardware,

the value brand leader for casement 

window components. Our AAMA approved products boast

one-piece no-leak housing and superior powder coating. Ultra•s casement systems

are interchangeable with the leading competitions•, allowing for an easy transition, and

to better serve the needs of our customers we provide product customization, 

an added value making Ultra Hardware the undisputed choice for quality and service.

Call today to discuss your options!

Ultra Hardware Building Value
800.426.6379   www.ultrahardware.com

OPTIONS
You•ve Got

http://www.ultrahardware.com
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Certification of IG Units„
Clearing up Debate Over
Single-Seal Systems
Dear DWM :

I recently read the response to
the article I authored from Ric
Jackson of Truseal Technologies
Inc. My original article appeared
in the May issue of DWM maga-
zine (see page 48) and concerned
the mandate for certification of
insulating glass units (IG) under
the National Fenestration Rating
Council (NFRC) certification and
labeling program. I find Mr.
Jackson•s defensive response
somewhat curious, as I made no
reference to any single-seal sys-
tems available in the marketplace
including any of Truseal•s prod-
ucts. I do not disagree with Mr.
Jackson•s position that there are
single-seal systems available that
can pass current industry require-
ments for IG durability, including
ASTM E 774 and E 2190. The point
of this article was to educate the
IG fabrication community that
there are new demands being
implemented as a result of the
new mandate by the NFRC for IG
certification.

Most recently at the National
Fenestration Council•s (NFRC)
summer meeting in Denver, the
board of directors accepted the
conceptual requirements for
implementation of the IG certifica-
tion mandate. Formal documenta-
tion must be developed yet, but
this shall become a prerequisite for
fenestration manufacturers either
currently certifying and labeling or
planning to certify and label prod-
ucts under the NFRC. The non-
specificity of my comments con-
cerning •someŽ and •mayŽ were
intentional and I stand behind
them. Regardless of Mr. Jackson•s
assurances concerning Truseal
products, there are single-seal IG
systems that may be incorporated

into products that are currently
NFRC-certified and labeled that
will not pass the durability require-
ments of ASTM E774 and/or E2190.
I do not feel it necessary to identify
these product configurations or
supply supporting documentation
to the same, as the intent of my
commentary is not to disparage the
products of any company but to
make IG fabricators aware of the
potential for future concern. If Mr.
Jackson wishes to challenge this
position then I•d ask him to recip-
rocate his request and supply data

assuring the industry that all sin-
gle-seal IG systems currently avail-
able in the marketplace pass the
above referenced durability stan-
dards. I will then renounce my
position and withdraw my prior
comments.

Thank you, once again, for keep-
ing the fenestration industry
informed!

Tracy G. Rogers
Technical Director

Edgetech IG
Cambridge, Ohio  �

DearDWM re a d e r f e e d b a c k

The NFRC will require IG 
certification as a prerequisite 

for NFRC certification and 
labeling, and the DOE supports 
this decision to strengthen the 

ENERGYSTARprogram. Shown here 
is the fog test, one method of 

testing used as part of IG certification. 

Task Group Encourages IG
Manufacturers to Plan Ahead

NFRC to Mandate
Insulating Glass
Certification

by Tracy Rogers

Only On

dwmmag.com
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L
exington Manufacturing was named 2007
Minnesota Manufacturer of the Year for mid-
sized companies by the Minnesota
Manufacturers Alliance. The company was rec-

ognized for its success in the implementation of lean
manufacturing programs and its willingness to share its
lean experience and expertise with other manufacturers.

With plants in both Minneapolis and Brainerd,
Minn., Lexington has approximately 200 employees
and generates $45 to $50 million in annual revenues.
The company, which manufactures custom millwork
components for residential windows and architectural
doors, shares the details regarding its quest to be lean
with DWM magazine.

Starting a Revolution 
Now in the sixth year of its lean journey, company

president Bob Dimke says Lexington started a cultural
revolution within its own company.

•The key to lean implementation,Ž says Dimke, •is to
get buy-in from every corner of the organization and
then to sustain the discipline of continuous improve-
ment until it is firmly rooted in the company culture.

•It may take several years to introduce, educate the
organization, implement lean tools and start to realize
the value of your lean initiatives, but it is well-worth
the investment in time, people and training,Ž he says. 

Plant manager Mike Kucza
emphasizes that the key to lean man-
ufacturing is •staying the course.Ž

•It is through the persistent appli-
cation of lean tools that we continue
to eliminate waste and improve the
overall health of our company on an
ongoing basis,Ž he says. 

Tangible Results
At the end of 2004 Lexington had

completed the third year of its lean
journey. The company grew 32 per-
cent in sales volume with no
increases in labor costs over 2003
levels. This is when the lean
processes they had put in place
over the previous two years began
to yield results.

Prior to the implementation of
lean practices, the average lead time

L e a n  M a n u f a c t u r i n g  A w a r d  W i n n e r

Lexington Manufacturing Shares its
Commitment to Lean Processes and 
How this has Transformed the Company

Tom Snell (left) from the Metro North Chamber of Commerce
presents the •Lean AwardŽ to Lexington president Bob Dimke.

Operator Al Gronau loads a stile cartridge on Lexington Brainerd's new automated door
core banding line.

©2007 Door & Window Manufacturer Magazine, 540-720-5584, www.dwmmag.com, 
All rights reserved. 
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in the Minneapolis operation was three
weeks. Now 90 percent of the products
coming out of Lexington•s Minneapolis
operation are turned around in 24 hours. 

•As our strategy unfolded, people in all areas of the
operation began to analyze new processes and proce-
dures from a lean perspective,Ž says Lexington•s tech-
nical support manager, Brian Swanson. 

•It has been exciting to see Lexington evolve from
an organization that was reactive in its approach to
one that is now more proactive. The next phase of our
evolution will be the full adoption of lean as the cul-
tural norm here at Lexington„where employees in
the front office as well as in the plant will adopt con-
tinuous improvement as a natural approach to their
work lives,Ž he says. 

In addition to the positive impacts on productivity
and profitability, Kucza has observed other benefits as
a result of Lexington•s lean direction.  

•Employees have become more engaged in the
continuous improvement process,Ž he says. •And as
a result of the many opportunities for employees to
contribute and to improve their work lives, job satis-
faction has improved and there is less turnover in
the plant.Ž

Another side benefit of lean as discovered by
Lexington is that plant safety has improved. As part of
its early lean efforts, stacks of work in process on the
shop floor were eliminated and the production lines
were re-designed for more efficient material flow. As a
result, material handling was reduced, forklift traffic
was reduced and sightlines within the shop were
improved for greater worker safety.

Underscoring the positive impact of lean on the
overall performance of the company, Dimke says
Lexington will continue to follow a lean strategy as it
has produced tangible results.

•We will continue to share our experiences and to
export what we have learned to our customers and
other manufacturers. Helping customers and ven-
dors to improve their operations through lean pro-
grams is a very good way to build good relation-
ships,Ž he says. •It improves the operational effective-
ness of the whole supply chain.Ž ��

Lightening the Load

Lexington Brainerd•s Lean Loads Program is one way the
company helps pass on to customers what it has learned
about the benefits of going lean.

The Brainerd operation produces architectural flush door
components. It is through the bundling of these components
(stiles, rail, core, fire-rated products and veneer), optimiza-
tion of truckloads and shorter lead times that Lexington has
been able to help customers move in a lean direction. 

Lean Loads is a shipping and delivery service wrapped
around a lean manufacturing program designed to help cus-
tomers, small or large, eliminate waste in their supply chains.
It is a way of helping customers take aim at some of the
strategic initiatives that they have targeted for improvement.
Some of these initiatives include improving speed-to-
market, reducing inventories, improving inventory turns,
accelerating cash flow and freeing up manufacturing space.

Several of Lexington•s customers are located in tight labor
markets, making business expansion somewhat of a chal-
lenge. However, by outsourcing the manufacture of their
door components to Lexington and utilizing the Lean Loads
Program, these companies have been able to free up some of
that labor and re-allocate their labor resources to more
strategic areas of their operations. 

Sales manager Bill DeWitt says the needs of each customer
may vary in terms of production volume, product mix, lead-
time requirements, inventory strategies and other factors. 

•Each company is working on its own unique set of strate-
gic goals…things that they feel will improve their competi-
tiveness in the market,Ž he says. •It is our job to listen and to
respond with custom tailored solutions. So whether a cus-
tomer•s needs require three truckloads a week, a truckload of
mixed door components every two weeks or some other com-
bination of product mix, lead time and volume, a service
package can be developed to address those needs.Ž

Shown is one of Lexington's profile
wrapping cells in the Coon Rapids,
Minn facility. Jayne Kangas (right)

prepares to feed PVC mouldings into
the wrapper while wrap operator

Mark Shambaugh makes some final
adjustments to the set up.

©2007 Door & Window Manufacturer Magazine, 540-720-5584, www.dwmmag.com, 
All rights reserved. 

http://www.dwmmag.com


Only On

dwmmag.com

O C T O B E R  2 0 0 7

Focus on China
What U.S. Companies Can Do to Compete with 

Chinese Door and Window Companies

D
id you know that imports of doors and win-
dows from China can be 30 to 50 percent
cheaper than equivalent U.S. products, and
in some cases the final price is lower than

the cost of the materials alone in the United States?
Competition from China in this industry is here but as
DWM columnist Mike Collins of Jordan, Knauff and
Co., points out, the majority of door and window man-
ufacturers don•t perceive foreign competition as a sig-
nificant risk and thus aren•t taking steps to protect
themselves (see chart below).

But some in the industry are paying attention. This
was evident from the fact that numerous industry rep-
resentatives filled every seat at a presentation given by
Collins addressing this subject, held during a recent
trade show.

Imports on the Rise
•Imports are growing despite the fact that compa-

nies aren•t preparing for this type of competition,Ž
Collins told attendees ( see charts to the right).

Door manufacturers particularly should take
notice, he says, noting that doors soared ahead of win-
dows in terms of imports in recent years .

•These are much easier to ship and the majority of
the door market can be addressed with a few standard

sizes,Ž he says. However, the products are not always
assembled correctly.

He told the story of one door distributor in the
United States that ordered a load of doors from China. 

•When this company saw the sample they said,
•The door was so beautiful it could have been in a
museum.• But when they received the shipment the
door skins were on upside down,Ž says Collins. •The
Chinese company denied it and wouldn•t replace the
two loads. It was a small company so this was a very
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significant hit for them.Ž 
He also pointed out that patio door kits are another

category of products being imported into the United
States at significant discounts.

Chinese Strengths and Weaknesses
Some may not be worried about competition from

China because they believe the products they provide
are of lesser quality, but Collins warns this is not the
case.

•The quality is there in China (despite the example
above),Ž he says, while adding that the country gradu-
ates 350,000 engineers per year.

Competition is present at all levels. For example,
what if you plan to stick to a policy of buying your
major components from U.S. sources?

Collins says that private equity funds are opening
offices in China .

•This is significant because if they buy a company,
the first thing they think of is what can be outsourced,Ž
he says. •So they can outsource the components in
China for less cost forcing other companies to follow
suit.Ž

Other advantages held by Chinese companies are:
lower business costs, favorable exchange rate and an
abundance of plant capacity available. Additionally,
the rate of research and development spending there
is increasing 20 percent annually as opposed to a 4-
percent increase in the United States, according to
Collins.

While China has many advantages, it also has disad-
vantages, which include a lack of solid understanding
of the U.S. marketplace and U.S. testing requirements
and codes, as well as of value-added services such as
installation and how to communicate effectively with
U.S. businesses.

U.S. Advantages
But, while U.S. door and window manufacturers

do need to be prepared for overseas competition,
there are advantages here, too. These include imple-
mentation of lean manufacturing principles that
allow U.S. customers to deliver solutions to prob-
lems faster than overseas competitors. This also
includes a shorter supply chain and unparalleled
research capabilities. 

According to Collins, to compete effectively, U.S.
companies have to take steps such as focusing on
the strength of their brand, focusing on innovation
and ensuring a motivated workforce as well as 
other steps aimed at achieving manufacturing excel-
lence (see below), such as maintaining short lead
times.

•Short runs can•t be matched overseas. The shorter
the lead time, the better you [U.S. manufacturers] are
able to compete,Ž Collins said.

Collins also addressed the topic of U.S. manufactur-
ers using overseas suppliers and the challenges of
these relationships. These include: communication
issues, logistics complexity, a longer supply chain and
shipping issues.

•For some manufacturers, savings can be wiped out
by the occasional rush air shipment, which is 25 times
more costly than shipping by sea,Ž he says.

The bottom line is that there is competition, both
here and abroad, and the most innovative and for-
ward-thinking companies who focus on the cus-
tomer are the ones who will survive in spite of this
competition.

For a copy of Collins• presentation e-mail him at
mcollins@jordanknauff.com �
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To Manufacture Excellence

€ Embrace lean manufacturing

€ More cost competitive

€ Reduce complexity in products

€ Shorter lead times

€ Eliminate labor wherever possible

€ Eliminate inter-departmental conflicts

€ Focus on short runs and fast delivery

€ Decrease setup and change-over times

Private Equity Groups and China

Many private equity funds are opening
offices in China

€ American Securities Capital Partners,
Hammond Kennedy Whitney and The
Anderson Group are among the most recent

Reasons for this trend
€ Exporting goods to sell in China
€ Sourcing component for U.S. companies
they own
€ Spotting sources of savings during acquisi-
tion searches
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