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For more information visit www.truth.comor call 1-800-866-7884.
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Allure
Series

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

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 UVEKOL® production

Structural  Foam Systems

Super Spacer®

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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Always precise

In a sea of door and window hardware 
suppliers, have you found your pearl yet?

Winkhaus is a leading international manufacturer of door and window hardware,

as well as process solutions for automation.  Our organization, headquartered in

Germany, enjoys a successful 150 year tradition with a presence in 12 countries.

We•re committed to being leaders and partners in the industries we serve, bringing

our customers new innovations, a love for well-engineered details, and simply,

better ideas that are more carefully thought out.  We welcome new challenges and

value our close, personal customer relationships.  Which means our professionals are

ready to supply you with not only beautiful Winkhaus door and window hardware,

but a hardware package engineered to make your doors and windows function and

perform better than ever before.  We think it•s the unique, competitive edge

Winkhaus customers deserve.

Looking for value in a sea of hardware suppliers?  Perhaps you•ve found your pearl.

For more information, visit our web site at www.winkhaus.us.com

Winkhaus North America, Inc.

1171 Universal Boulevard € Whitewater, WI 53190

P: 262.472.8800 € F: 262.472.8900

http://www.winkhaus.us.com
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A A M A A N A L Y S I S

Thermal Performance �
More than Just U-Factor Ratings

B Y  J O H N  L E W I S

With green building initia-
tives in the news, it is
interesting to focus on

what �green� means to the fenestra-
tion industry. In addition to the
well-known positive benefits of
natural daylighting and ventilation,
one of the greatest contributions
that fenestration products can add
to the greenness of a building proj-
ect is their ability to influence ener-
gy efficiency. 

The industry began focusing on
that aspect more than 30 years ago.
Since then, window energy perform-
ance standards have been developed
by AAMA and by the National
Fenestration Rating Council (NFRC).
AAMA 1503, Voluntary Test Method
for Thermal Transmittance and
Condensation Resistance of
Windows, Doors and Glazed Wall
Sections, developed in 1980, was the
first standard to establish a uniform
and repeatable thermal perform-
ance testing protocol. Developed
during the late 1980s, NFRC 100
derives a thermal rating based pri-
marily on computer simulations to
determine window U-factors. NFRC
ratings, recognized by the U.S.
Department of Energy and the
ENERGY STARfi Windows program, are
the principle means of assessing res-
idential windows for U-factor per-
formance. AAMA 1503 tends to be
favored in the commercial and
architectural sectors, as its tests are
the preferred means for verifying
project-specific designs, not just
mass-produced product lines. 

Meanwhile, technology has
evolved in many ways that provide
greater options for window manu-
facturers to build energy efficiency
into their products.

Alternatives to drive down the
U-factor have evolved well beyond
simple two-lite glass with a �dead
air� space between. Inert gas
(argon or krypton) infills, low-
emissivity (low-E) metallic coat-
ings that reflect heat inward or
outward depending on the glass
surface to which they are applied,
as well as the advent of new fram-
ing materials, have improved per-
formance greatly. 

Glass Alternatives
Glazing materials have evolved

to offer a number of options,
including the well-known low-E
glass, whose surface coating
reflects much of the heat normally
transmitted through clear glass.
Reflective surface films control
solar gain and tinted heat-absorb-
ing glass soaks up a hefty portion of
incoming solar energy. 

Warm-edge technology for insu-
lating glass units is a recent devel-
opment in energy-efficient design.
Warm-edge spacers use less con-
ductive materials whose insulating
properties increase the inside-
edge temperature by 10 degrees
Fahrenheit or more under the
same set of conditions, thus
reducing heat transfer around the
window perimeter. 

Framing Factors
An expanding variety of high-

performance thermal barrier
materials between the interior and
exterior segments of the frame
(such as �poured and de-bridged�
barriers, thermoplastic inserts,
neoprene gaskets, and structural
silicone separations) have
enhanced thermal performance of
traditional framing materials. 

It�s also important to recognize
that energy efficiency is affected
by more than ENERGY STAR ratings.
The air infiltration rate, an indica-
tor of the product�s �tightness�
(rated by testing such as that con-
ducted through the AAMA
Certification Program) is another
well-recognized factor in window
energy efficiency. To reduce these
energy-robbing air leaks around
window frames and sash, today�s
window manufacturer can choose
from a variety of weatherstripping
options to seal the contact area
between the fixed and movable
sections of the window. The trick
is not to make the window so
�tight� that it is difficult to open
and close. For this reason, maxi-
mum operating force is a testing
requirement specified in
AAMA/WDMA/CSA 101/I.S.
2/A440-05.

In addition, installation quali-
ty�which affects whether the
window product performs as
designed�has been addressed as
a major factor in window energy
efficiency. Various standards and
guidelines are available for best
practices regarding installation,
some of which are available from

continued on page 8

Installation quality�
which affects whether the
window product performs 

as designed�has been
addressed as a major 

factor in window 
energy efficiency. 
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Every day you strive to meet the demands of running your business in a challenging and 
increasingly competitive industry. Choosing the right partner can go a long way to ensuring 
your success. We are Deceuninck® North America, your best choice for fenestration systems. 
We not only deliver quality pro“les, we also offer •the DNA differenceŽ… total service 
integration; from product design and proprietary compound formulations, to tooling design 
and production, world-class extrusion technology and “nished product testing.

Alliance Management Services
Team with other Deceuninck North America fabricators and experience unparalleled 
support and enhanced pro“tability as part of a DNA Alliance Group, designed to help 
window fabricators compete more favorably in today•s marketplace.

Impact Products
Participate in fast-growing vinyl markets in Florida and other coastal areas with our tested 
and proven, patent pending, hurricane resistant impact products.

Color Solutions
Differentiate and expand your product offering with DNA•s world-class color solutions. DNA 
offers a full range of color solutions including extruded color, durable, weather-resistant 
laminate “nishes for interior and exterior surfaces, and stainable/paintable interior “nishes.

SunShield® Vinyl Compound
Install con“dence … in any climate … with our proprietary SunShield® vinyl compound; 
your assurance of uncompromising quality in every product we make.

Synergebuild
Experience real-time ordering, simple to use inventory management tools, and convenient 
access to information you need, 24/7/365. Synergebuild, DNA•s dynamic online B2B solution, 
is designed to give you an advantage in today•s just-in-time market place.

To learn more, contact Mark Davis, Vice President of Sales, 
at 513-539-5423  or via e-mail to Mark.Davis@decna.biz .

Discover why our customers say, •The difference is in the DNA.Ž
© 2007 Deceuninck North America.

We are D eceuninck®  N orth    A merica.
Your Total Solutions Provider

mailto:Mark.Davis@decna.biz
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A A M A  A N A L Y S I S
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AAMA. And, though less directly
related to, but pertinent, to this
discussion other factors, such as
structural integrity, condensation
resistance, sound control and
water leakage, are critical to the
overall product performance.

Stay Tuned
Simply put, window materials

technology, design capabilities,
standards, testing protocols and
installation requirements contin-
ue to evolve to exceed earlier
expectations for energy efficiency.
Developments in the research and
development pipeline are even
more exciting, including those
that could allow building occu-
pants to control their windows•

response to heat and light and
even generate energy to supple-
ment other sources through 
the use of building-integrated 
photovoltaics.

It is our role to help ensure that
these developments and new alter-
natives are brought to market in
such a way that they are evaluated
easily by architects and specifiers,
feasible for manufacturers and of
benefit to building owners. �

John Lewis serves as technical director
for the American Architectural
Manufacturers Association in
Schaumburg, Ill. He may be reached at
jlewis@aamanet.org. Mr. Lewis• opinions
are solely his own and not necessarily
those of this magazine.

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

http://www.dwm-digital.com
mailto:jlewis@aamanet.org
http://www.dwmmag.com


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.

http://www.phtech.ca
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SOFTW A RE SA VVY

Partnering with the 
Right Software Company

B Y  V I V E K  S W A M I N A T H A N

Technology has always been a
catalyst for change and
progress; today, computer

software is a major focus of techno-
logical improvement. People recog-
nize the value of software and how it
can make their lives easier and their
businesses more efficient. However,
the decision to implement software
into your business  should not be
done hastily. It is important to con-
sider not only the impact of the soft-
ware on the company, but also the
impact of the relationship with your
vendor. This is important during the
installation process and the mainte-
nance phase. 

Statistics regarding failure rates
for information technology projects
range from 15 to 50 percent. These
numbers can be staggering at first
glance, but inconclusive due to
varying definitions of success and
failure. Regardless of the hard num-
bers, most experts would agree that
the volume of failures is significant.
The common themes boil down to
missed deadlines, budget overages,
communication issues and poor
quality. All of these indicators
involve the same factor: finding the
right software vendor.

As with any relationship, it all starts
with trust and communication. This
partnership will involve regular inter-
action, so you need to understand
and trust the people with whom you
will be working daily. When compar-
ing prospective vendors, look beyond
the sales team and talk to project
managers to gauge their knowledge,
professionalism, communication
and candidness. Communication
problems can lead to tangible issues
like incorrect set-up, inaccurate
development and missed deadlines.

It can also lead to intangible issues
like stress, frustration and distrust.
To prevent this, ask about what
processes are in place to ensure reg-
ular communication at many levels.
These should include regular calls
between your company and the soft-
ware vendor at the project team level
as well as periodic interaction at the
leadership level. This is to ensure a

clear channel of communication
between people who have the
authority to take immediate action. 

Find a software company with a
solid structure and a focus on
process and quality. In general, the
senior experts and management at
your vendor are not your points of
contact. This means you need to
verify that there is a structure in
place for the project team to tap the
knowledge of the company and
escalate internally. Similarly, you
want a company that constantly
strives to improve processes and
quality. These companies always
will be looking for ways to improve
efficiency, enhance the software,
improve the speed and quality of
installs and position their people
and business for success.  

Finally, look at the software. This
is clearly one of the most important
aspects of your decision, but it
should also be one of the easiest to
evaluate. After a complete demon-

stration of the software package,
you can evaluate functionality, con-
figurability, usability, performance,
overall quality and cost. Look for a
product that can support the func-
tions of your business, but be open
to new workflows and processes. 

Do not just focus on the end-
user experience; analyze how well
the software meets your needs with
its standard configuration options
as well. The product should be able
to meet your needs without signifi-
cant programming, which is gener-
ally costly and time-consuming.
Evaluate whether it is easy to navi-
gate through the system and if
workflows are intuitive. If the end-
users are confused and unhappy,
your business will suffer. 

Also, talk to existing customers
before making a purchase. Factors
such as response time and errors
are difficult to judge in a demon-
stration because they do not gener-
ally occur in a controlled environ-
ment. With regards to cost, you get
what you pay for, so look for a com-
pany that is affordable, but meets
all the above criteria. 

In order to create a successful
partnership you need to under-
stand the failure and success fac-
tors. Carefully scrutinizing your
vendor prospect to understand the
company with which you are work-
ing is the key to making the part-
nership a success. �

Vivek Swaminathan is director of
operations for WTS Paradigm based in
Middleton, Wis. He may be reached at
vswaminathan@windowengineering.com.
Mr. Swaminathan•s opinions are his own
and do not necessarily reflect those
of this magazine.

The product should be 
able to meet your needs

without significant 
programming, which is 

generally costly and 
time-consuming.

mailto:vswaminathan@windowengineering.com
http://www.dwmmag.com
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EYE ON EN ERGY

Lapsed NFRC Label Blows ENERGYSTAR® job

B Y  A R L E N E  Z A V O C K I  S T E W A R T

Afew months ago, I wrote a
column forecasting that
your business would soon be

dependent on the green choices of
your component suppliers. Little
did I know this would also apply to
me! See, I lost a job last month and
I•m pretty irritated about it.

Most people in the fenestration
industry know my work with the
Efficient Windows Collaborative.
Many are surprised to learn that I
don•t just do windows. Among many
other things, I do E NERGYSTAR home
certification as a Home Energy
Rating System (HERS) rater.  

An owner/builder came to me
who wanted to certify an E NERGYSTAR

home. (I•ve had quite of few of these
lately.) It seems with the slowdown of
the market coupled with the rising
profile of global warming, every
builder and developer wants to do
energy-efficient, green building.
We•re more than happy to oblige.

However, construction was
already underway and it was time
for the insulation inspection, a
required pre-requisite. Therefore,
we dropped everything to fly out
to the site.  

The builder had done a pretty
fair job. There were a few hiccups
but all in all, it looked good„until I
looked at the windows. Then I
grabbed my phone while my new
client watched.

I immediately called a contact
that I•ve known my entire time in

window world.  He represented a
company that believed whole-
heartedly in energy-efficient win-
dows, but wasn•t all that thrilled
with the National Fenestration
Rating Council (NFRC). After a cou-
ple of years of griping, the company
decided to test to NFRC 100 and
200 and then self-certify since that
was what the Florida Energy Code
allowed and most of their market
was in-state. I distinctly remember
when this happened because it was
a hard-won decision.

•Blankity blank! What are you
doing to me here? I•m doing an
ENERGY STAR home inspection and
I•ve got your windows here and the
only label I see is a green dot that
says •low-E.• What•s going on?Ž

•Well, Arlene, they aren•t my win-
dows anymore. I•m no longer with
X company.  I had heard that the
new guys let NFRC lapse. But if it•s
the vinyl window made in the last
three months, I think ABC lineal
supplier has an NFRC test report.Ž

I thanked my contact, took a
deep breath and said to Mr. Builder,
•I•m sorry, I can•t give you credit for
your windows.Ž  

The builder was dumfounded.
He had done his research, knew
what he wanted and decided upon
a local manufacturer, because one
tenant of green building is using
local materials.  

Except the Energy Rating law says
that I can•t give him credit for an
unlabeled product. My state certifi-
cation is on the line…someone is ran-
domly checking a sample of my eval-
uations. I can•t stretch it since the
window is no longer an energy code-
approved alternative. I can•t make a
professional judgment call because I

know how often the wrong window
gets installed. (I make a pretty penny
recalculating HERS ratings with new
values and then figuring out what
has to be done to compensate for the
wrong window.)

I tell my client that he doesn•t have
to replace the windows, but his
ENERGY STAR rating won•t be as high.
Perhaps he•ll have to buy something
else. We finish our inspection, mak-
ing an appointment for the next one.
The next day I get an e-mail that
wasn•t altogether unexpected: The
builder has decided to not pursue
ENERGY STAR Home certification. My
sweet, easy gig is dead.  

Some readers are going to shake
their heads in empathetic frustra-
tion. Others are going to see this as
justification about why they don•t
need to do NFRC certification in
the first place. I see it as a reminder
that we don•t exist in a vacuum.
Your pinch-a-penny strategy may
be right in the short term, but it
may hurt someone•s livelihood.
They•ll never forget. In the long
run, that•s bad for your business.
For my private practice, I•ll proba-
bly recommend against this win-
dow for future HERS ratings.

Lastly, using my author•s pre-
rogative, I•d like to thank AAMA•s
Larry Livermore for reminding me
that stories from the field are the
most interesting. �

Arlene Zavocki Stewart is the principal
for AZS Consulting, Inc., a member of
the Efficient Windows Collaborative.
She can be reached at azstewart@
azsconsultinginc.com. The views and
opinions expressed in this article and in
materials of the Collaborative do not
necessarily reflect those of this magazine.

The Energy Rating law says
that I can•t give him credit
for an unlabeled product.
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New technologies are adopt-
ed typically in waves, with
some companies embrac-

ing them immediately, while oth-
ers do so much later. Building
Information Modeling (BIM) is a
technology in the relatively early
adoption stage that has the poten-
tial to make a huge positive
impact on the building products
industry. BIM (which is pro-
nounced to rhyme with •rim•) rep-
resents the next generation in 3-D
building design that will replace 2-
D computer-aided design (CAD).
BIM is a system for storing and
integrating information about all
the components of a building. It is
to be used during the entire life
cycle of a building, from design to
demolition. In the design stage,
BIM results in an increase in effi-
ciency, while eliminating design
problems before physical con-
struction begins.

The National Institute for
Building Sciences has undertaken
the organization and promotion of
BIM in order to address the existing
inefficiencies in building construc-
tion.   More than a mere 3-D ren-
dering of a building, BIM seeks to
integrate information regarding all
components of a building, from
selection to eventual replacement.
According to Bill Lambert, a repre-
sentative of BIMWorld Inc., these
aspects include performance sta-
tistics, product specifications, care
and installation instructions, war-
ranty terms, colors and others. By
providing architects with ready
access to this information, BIM
enables them to make optimal
choices with regard to the compo-
nents of a building.

BIM as a Source of
Competitive Advantage

When fully adopted, BIM should
be much more powerful than was
the conversion to 2-D CAD. Simply
put, companies maintain their own
individual CAD libraries, which
limits the dispersion and use of
information. In the case of BIM,
image library companies have
emerged that store data and share
it with users, who are typically
architects. The library maintained
by BIM World Inc. contains more
than 25,000 product SKUs, called
objects.  Using a large library of
BIM objects allows architects to
ensure that the building compo-
nents they have selected will be
compatible with each other when
construction begins.

When the Internet was first
introduced, many companies
ignored it. Others, though, estab-
lished sometimes-crude initial
websites in order to be among the
first to adopt this new technology.
Early adoption usually pays rich
dividends in learning as the new
technology unfolds and becomes
disseminated. At some point, suc-
cessful new technologies shift from
fad status to being an absolute
necessity. We are no longer
impressed if a company has a web-
site. Rather, we are surprised to
encounter companies of any size

without one. It appears that BIM is
progressing along the same spec-
trum. Early adopters will have the
advantage of learning the system
before it becomes a defensive
necessity. Companies wishing to
take maximum advantage of BIM•s
future impact will ensure that all
new products are designed to be
BIM compliant from the outset.
Currently, companies are working
to submit data regarding existing
products to make them BIM com-
pliant, a more laborious process.

Door and window component
manufacturers have also begun to
seek BIM compliance. By submit-
ting their products to the system,
including various performance
and cost characteristics, they cre-
ate the possibility of being speci-
fied for a given project as part of a
door or window manufactured by
another company. This can lead to
new customer relationships with
manufacturers.  

The Future of BIM
BIM currently is used primarily

in commercial applications.
However, Lambert predicts that
residential builders will adopt BIM
standards increasingly. He believes
that adoption by big-box retailers,
who work with homeowners on
remodeling projects, will indicate
an advanced stage of acceptance of

d
o
o
r

&

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

14 www.dwmmag.com

TREN D TRA CK ER

Building Information Modeling
How Utilizing It Can Gain a Competitive Advantage

B Y  M I C H A E L  C O L L I N S

By submitting their products to the system, including 
various performance and cost characteristics, they create

the possibility of being specified for a given project as part
of a door or window manufactured by another company.
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the system. By that point, BIM will
have become a •must-have• for door
and window manufacturers, rather
than a point of differentiation.

There also is a significant con-
nection between BIM compliance
and competition from overseas
companies. One of the disadvan-
tages faced by overseas manufac-
turers is their inability to network
with and call on architects, seeking
to be specified in upcoming proj-
ects. With BIM, these competitors
will have an immediate audience
with thousands of architects as

soon as they begin to submit BIM-
compliant product information to
the image data libraries. Since the
BIM software is used to match a
building•s design with budget
requirements, it is highly likely that
the low prices offered by many
overseas manufacturers will draw
attention among architects.

It appears that BIM currently is
at the perfect inflection point to
provide a significant competitive
advantage to early adopters, at
least for the several years it will take
for it to become as indispensable as

CAD and other current tools.
Companies would be well advised
to consider working toward BIM
compliance while the majority of
the competitive advantage in doing
so still exists. �

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. Mr.
Collins• opinions are solely his own and
do not necessarily reflect the views
of this magazine.

DESIGN
TOOL
INC.Just Add Screws

1607 NORFOLK PLACE  SW   
CONOVER, NC28613     
800 948 1038      8283284127fax   
designtoolinc.com

DTI 5000
€Patented feed mechanism
- Only one moving part
- Ergonomically designed
- Lifetime warranty on feeder bowl drive unit.

€Twist-lock feed cover - easy accessibility
€Pistol-grip or inline screwdriver available
€Adjustable torque
€Variable RPMs

Sash Lock & Keeper Machine
€Automatically centers manual 
window locks on the sash rail.

€2-spindle unit - easily installs 
single-or double-lock mechanisms

Screwfeeding for pre-hung doors

Automatically centers
and screws the locks 

on  sash. Only Bill Gates 
Makes Windows Faster.

mailto:mcollins@jordanknauff.com
http://designtoolinc.com


d
o
o
r

&

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

16 www.dwmmag.com

W D M A O P E N S U P

New Edition 
Standard/Specification for Windows, Doors and Unit Skylights is Updated

B Y  P A T T Y  E L L I O T T

The second edition of AAMA/
WDMA/CSA 101/I.S.2/A440-08
Standard/Specification for

Windows, Doors and Unit Skylights
has been completed with an antici-
pated publication date of early 2008.
This consensus-based publication is
jointly developed by the Window and
Door Manufacturers Association
(WDMA), the American Architectural
Manufacturers Association (AAMA)
and the Canadian Standards
Association (CSA). 

This voluntary standard/specifi-
cation is material neutral and estab-
lishes the levels of performance for
exterior doors, windows and unit
skylights. The two fundamental
applications are product perform-
ance comparison and code compli-
ance. Fenestration categories
include single and dual windows,
single and dual side-hinged door
systems, sliding doors, unit skylights

and tubular daylighting devices
(TDDs) for new construction and
replacement applications. The doc-
ument is an updated version of pre-
vious standards referenced in the
building codes and remains a prin-
cipal document for the third-party
Hallmark Certification Program
used by manufacturers, architects,
builders, engineers, code officials
and government agencies. 

This edition contains the follow-
ing significant changes and has
been structured to promote clarity
and ease of use for testing and rat-
ing designations.  

Reduction of the number of win-
dow and door Performance Classes
from five to four by elimination of
Class C. The reduction of the number
of Performance Classes from five to
four was accomplished by the elimi-
nation of Performance Class HC.
Along with that change, Performance

Class C has been renamed
Performance Class CW. The major
difference is that Performance Class
CW now has an L/175 deflection
limitation requirement.  

To meet the requirements of the
new standard, products that were
tested previously to the Performance
Class HC will qualify automatically
for the new Performance Class CW.
Products that were tested previously
to Performance Class C will also
qualify for the new Performance
Class LC requirements. To qualify a
Performance Class LC to
Performance Class CW, products
must now be tested for the L/175
deflection limit requirements.

What the Designations Mean
� Design Pressure (DP) applies

only to the wind load pressures a
product is rated to withstand. 

� Performance Grade (PG) is a
numeric designator that defines
the performance of a product in
accordance with 101/I.S.2/A440-
08 Standard/Specification. This is
only achieved when the product
meets all of the performance
requirements that are inclusive of
structural loading, resistance to
water penetration, resistance to
air leakage, operating force and
forced-entry resistance. For
example, an R-class window des-
ignated R-PG15 (R-PG720 metric)
establishes a DP of 720 Pa or
approximately 15 psf (for SI met-
ric units the DP is expressed in
Pascals followed by the word met-
ric.) To qualify for a given PG, a
representative specimen or spec-
imens of the product need to pass

continued on page 18

AAMA/WDMA/SA 101/1.S.2/
A440-08 Standard/Specification Requirements 

The AAMA/WDMA/CSA 101/I.S.2/A440-08 Standard/Specification defines
requirements and levels of performance for four performance classes now
designated R, LC, CW, and AW. 

It is important to note that product selection is always based on performance
requirements of the particular project and not solely these suggestions specified in
Items (a) to (d). The performance class ratings should be regarded as an indication
of the level of performance, with the least stringent requirements established for
the R performance class, and the most stringent for the AW performance class. 

The following descriptions can be used as a general guide in helping to deter-
mine which class is suited for a particular application:
(a)R: Used commonly in one- and two-family dwellings.
(b)LC: Used commonly in low-rise and mid-rise multi-family dwellings and other

buildings where larger sizes and higher loading requirements are expected.
(c) CW: Used commonly in low-rise and mid-rise buildings where larger sizes, high-

er loading requirements, limits on deflection and heavy use are expected.
(d)AW: Used commonly in high-rise and mid-rise buildings to meet increased load-

ing requirements, limits on deflection, and buildings where frequent and
extreme use of the products are expected.

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
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all required performance tests
and all required auxiliary (perfor-
mance and durability) tests for
the applicable product type and
desired performance class. These
performance tests include: oper-
ating force (if applicable); air leak-
age resistance, water penetration
resistance, uniform load deflec-
tion test, uniform load structural
test and forced-entry resistance
(if applicable).

€ Structural Test Pressure (STP) is
the pressure differential applied to
a door, window, unit skylight or
TDD. In this Standard/
Specification, the STP is 150 per-
cent of DP for doors and windows,
and 200 percent of DP for unit sky-
lights, roof windows and TDDs.
Other noteworthy changes

include:
€ The addition of a new product

category for tubular daylighting
devices (TDD);

€ The clarification of the primary
designator for Design Pressure
(DP);

€ The definition of Performance
Grade (PG);

€ Revised pressure caps for the R
and LC classes; and

€ Introduction of an option per-
mitting a product to enter
Performance Class R by testing
an alternative minimum test size
smaller than the gateway test
size, provided the minimum PG
is increased correspondingly. 
This voluntary Standard repre-

sents the continuing development of
an internationally accepted per-
formance Standard/Specification for
inclusion in the U.S. International
Building Codes and in the National
Building Code of Canada.  �

Patty Elliott serves as manager,
communications and public relations, for
the WDMA. Ms. Elliott•s opinions are
solely her own and do not necessarily
reflect those of this magazine.
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The Twin Head Pass Through Line
High Performance and Balanced Throughput
The Twin Head Pass Through Line
High Performance and Balanced Throughput

SERVICE SAWING & FABRICATION WELDING CLEANING SYSTEMS

Performance

& Reliability

Please call

440-248-4009

�

S Y S T E M S

The Twin Head Pass Through
Line Includes:

SMI-HSM-30/25BDS

SMI-P-300-DS

SMI-CNC-H-2K-30/25-DTC
(to clean two corners of
one square per cycle)

Capable of 520 squares 
per shift with only one
operator

The Twin Head Pass Through
Line joins welding and cleaning
into an automated system
requiring only one operator.The
Twin Head Pass Through Line is
a space conscious solution to
automated production needs.

This modular production line
has the capacity to produce
over 500 welded and cleaned
squares in an eight our shift
with a single operator. This is a
powerful system with a short
payback period!

The following Horizontal Welding and Cleaning Systems are
additionally offered by Stürtz Machinery, Inc.:

Single Line- capable of 200 squares per shift

Parallel Line- capable of 400 squares per shift

Double Double Line- capable of 850 squares per shift

All of these systems pro-
vide labor savings through
automation of welding and 
cleaning into one production
process!

Stürtz Machinery, Inc. is your
project consultant from
system planning through
installation and commissio-
ning to production assistance
and machine conversions!

http://www.sturtz.com
mailto:info@sturtz.com


The Solar Decathlon, a biennial
event that joins 20 college and
university teams in a compe-

tition to design, build and operate
the most attractive and energy-effi-
cient solar-powered house, was
held in October in Washington,
D.C. Window manufacturers and
glass suppliers supplied products
for these homes, and some placed
very well in this Department of
Energy-sponsored event.

Windows were supplied by
manufacturers including Loewen,
Inline Fiberglass, Milgard, Pella
and Jeld-Wen. Glass suppliers
were represented as well by com-
panies including PPG, Innovative
Glass and SageGlass. Other com-

panies such as Velux Skylights and
hardware companies including
Truth Hardware and Hafele also
were involved. 

The team from Santa Clara
University took third place in the
event, and their project included
windows from Milgard: the 5320
Series Picture Windows, the 5421
Awning Window and the 5221
Casement Window. Jamb hinges
on the latter allow the window to
open outward for maximum ven-
tilation and possible egress,
according to the company. 

Santa Clara•s project also includ-
ed EGlass from Innovative Glass
Corp., which the company says
eliminates the requirement for
mechanical shades, blinds and
other window coverings, and opens
up many design possibilities, par-
ticularly for odd-shaped, hard-to-
reach windows and skylights.

The sixth-place team (out of 20
total) was Georgia Institute of
Technology. This home featured
Solarban 70XL Glass by PPG
Industries, and the windows were
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Window Industry is 
Well-Represented at Solar Decathlon 

What•sNews

Students at Carnegie Mellon University used Solarban 70XL glass from PPG in their
Solar Decathlon home to let light in while keeping heat out.

COMPANIES.
Bystronic Glass Inc. to Move Headquarters to Colorado

Bystronic Glass Inc., which currently is located in Hauppauge, N.Y., has
announced that it has opened a new location in Aurora, Colo., and has plans to
move its headquarters there.

According to company president Claus Rieger, Aurora was selected partly
because of its ideal central location as it offers great access to Western markets.

•We feel that the area will help us further develop many important market
regions while simultaneously enabling us to provide fast service and excellent
customer support,Ž Rieger says.

Bystronic has a new headquarters in Colorado. 

http://www.dwmmag.com
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fabricated by OldCastle Glass. The
glass was chosen to brighten the
home while limiting the solar heat
gain, according to PPG. Because of
its transparent, proprietary coat-
ing, Solarban 70XL glass transmits
64 percent of the sun�s natural
light while blocking more than 70
percent of its heat energy.
Solarban glass also was used in
the home created by Carnegie
Mellon University, which finished
number-14 in the standings. 

Georgia Tech�s energy-efficient
house also features Kawneer�s
190 Standard Entrances, Trifabfi

VersaGlazefi 451 framing,
Storefront GLASSvent� windows
and 1600 SS� (Screw Spline)
curtainwall. 

Frank Lowe Breaks 
Ground on New Facility

Construction crews have begun
foundation work on Farmingdale,
N.Y.-based Frank Lowe Rubber &
Gasket Co. Inc.�s new corporate
headquarters and manufacturing

facility approximately 20 miles
east of its current location. The
company plans to move into the
new, 60,000-square-foot building
by spring 2008, according to
Frank Lowe president Ira M.
Warren.

�This project has been in the
works for over two years,� Warren
said. �We made the decision to go
forward with a new corporate
facility that can double the size of
our current 35,000-square-foot
facility.�

The new plant provides the com-
pany with room to expand its oper-
ations, while it also brings its cor-
porate offices and manufacturing
facility under one roof.

Fibertec Window and 
Door Manufacturing Moves

Fibertec Window and Door
Manufacturing in Concord,
Ontario, has moved into a new
facility, also in Ontario. The com-

continued on page 22

Attending the official Frank Lowe headquarters
groundbreaking on August 29 were (from left)
Jack Kulka, construction manager; Judy
Rosalez, vice president of operations; Fred
Braun, town of Brookhaven Industrial
Development Agency (IDA); Mitch Paly, town
of Brookhaven IDA; Brian X. Foley,
superintendent town of Brookhaven; and Ira
M. Warren, president.

Amesbury Expands Textile Division
The Sioux Falls, S.D.-based Amesbury Group/Sealing Solutions has

announced that it is expanding its textile division in Statesville, N.C. The
company plans to add 36 jobs as it expands its local operation with a $4.5-
million plant and equipment expansion to its existing facility. 

Rich Gustin, general manager of the textile plant, says a dedicated workforce
is what drove the Statesville expansion. 

�Through their efforts, we have earned this opportunity for growth,� he says.
�I am proud of our people and our accomplishments and am excited about the
bright future this growth will present to us.�

The Statesville plant, part of the company�s textile division, makes door and
window weatherstripping, and currently employs 90 people. 

Amesbury Group is a division of Lupus Capital plc of London.

A groundbreaking ceremony was held in August. From left to right: John Marek
of the Greater Statesville Development Corp. (GSDC), Mike Smith of GSDC, Roy
West of PS West, David Bradley of the Greater Statesville Chamber of Commerce
(GSCC), Glenda Swank, Joe Henry, both of Amesbury, Bill Brendle of PS West, Rob
Cambra, Beverly Ballard, Rich Gustin, Bob Powers, Roland Cook, Phil Terveer, all
of Amesbury, and Joel Mashburn of Iredell County.
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What�sNews
CONTINUED

pany says it has outgrown its pre-
vious facility, which was just two
blocks east of the new location.
The move was necessary due to
the high demand for the compa-
ny�s fiberglass doors and windows
for both the remodeling and new
construction markets.

With the recent move to the
new facility, Fibertec will be
adding another side slider to com-
plement its existing product lines.
The added space also will allow
the company to automate more

and set up a high-speed sealed
unit glass line.

COMPANY NEWS
New Laminated Glass
Company Begins Production

Northeast Laminated Glass Corp.
officially began operations on
October 2. The new company, based
in Jessup, Pa., is owned by two for-
mer long-time AFG employees:
Larry Tumminia and Tom Zaccone. 

Northeast will target a variety of
groups including door and window

manufacturers and distributors
and fabricators and will offer prod-
ucts for the security, impact and
flat automotive markets. 

According to Tumminia, he and
Zaccone saw an opportunity in this
market for several reasons includ-
ing the increasing amount of build-
ing codes in the impact market. 

�Our mission is to be the most
reliable supplier of flat laminated
glass in North America,� he says.
He adds that there is a definite
need for an independent company
offering all flat laminated products.

The company currently has 30
employees. 

Cambridge Door 
Sale Becomes Final 

Cambridge, Ontario-based Cam-
bridge Door�s sale to general man-
ager Mike Sloan and a private
group of Canadian investors led by
Robert Turk and David Turk of
Toronto-based Gallery Specialty
Hardware became final in early Oc-

continued on page 24

Jason Thomas, vice president of human resources; Tom Bradley, president; Dick
Dietrich, co-owner; Philip Marcantonio, vice president of finance; Joe Hudson,
vice president of marketing and sales; DeAnna  Negron, vice president customer
service and systems; Jamey Beard, vice president of operations.

Cambridge Door�s new owners, Mike Sloan,
Robert Turk and Joel Kwinter, pose with
one of the company�s finished products.

Edge Seal Technologies Re-Named �INTIGRAL Inc.�
INTIGRAL Inc. is the new name for Edge Seal Technologies in Walton Hills,

Ohio. The change took effect on September 20.
The company says the new name captures the flexible and tightly integrated

relationships the company now forms with customers.
�For many door and window makers, in-house IG fabrication is a drag on

resources, marketing and management focus,� says company president Tom
Bradley. �INTIGRAL customers, on the other hand, can align their IG unit con-
figuration and supply chain flow with their business needs. It becomes an
agile asset that helps them establish and maintain market differentiation.�

The company is owned by Dick Dietrich and Edmund Leopold, but has been
managed by Bradley for the last three years, with the assistance of Philip
Marcantonio, vice president of finance, Joe Hudson, vice president of marketing
and sales, Deanna Negron, vice president of customer service and systems, and
Jamey Beard, vice president of operations.

�Pronounced just like integral,� Bradley says, �INTIGRAL captures the closely
linked working relationships we form with customers and focuses attention on
the heart of our business�commitment to IG.�

Ph
ot

o 
co

ur
te

sy
 o

f 
Ca

m
br

id
ge

 D
oo

r.

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?
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What�sNews

tober. The new owners have an-
nounced that they will inject mil-
lions of dollars into equipment, in-
ventory and more staff. 

Cambridge Door will remain at
its 70,000-square-foot Savage Drive
location and retain all 30 current
employees. 

Robert Turk, who now serves as
chief executive officer for
Cambridge, says Gallery Specialty�s
decision to invest in the company
should be beneficial to Cambridge.

�Cambridge Door and Gallery are
an ideal match,� says Robert Turk.
�Cambridge Door will now be able
to take advantage of Gallery�s strong
sales force, extensive distribution
network and over 300 clients.� 

Mike Sloan will serve as
Cambridge�s new president.

Casement Provides 
Custom PVC Profiles

Casement Limited, an extrusion
company in Toronto, says it will
now provide custom PVC profiles,
as well as a complete open window
lineal system, to its customers.

The company utilizes 10 extru-
sion lines as well as an in-house
tool and die shop.

�We can produce custom shapes
for a wide range of applications in
any industry, with our main focus
being on the window and door
manufacturing sector,� says sales
manager Clive Edwards.

KUDOS
Strybuc Industries 
Celebrates 25 Years 

Strybuc Industries, based in
Sharon Hill, Pa., is celebrating its
25th anniversary in business this
year as a global supplier of door
and window hardware.

�Twenty-five years means main-
taining a strong presence in a frag-
mented and diverse industry, while
simultaneously building lasting
relationships with OEM suppli-
ers/manufacturers,� says Strybuc
president Rinaldo J. Pierangeli.
�This gives us the advantage to
service our customers efficiently

continued on page 26

CONTINUED

Door and Window Companies Rank on Inc. 5000 List
A number of door and window manufacturers and their suppliers ranked on Inc. magazine�s first-ever Inc. 5000 list�a

list of the fastest-growing private companies in the United States. Among those listed were as follows:

Ranking Company Location 2003
Revenue

2006
Revenue

Percent
Change

No. of
Employees Other Rankings

295 Queen Anne 
Window & Door Seattle $572,931 $5.5M 868.0% 14

No. 13 in the Top Companies
in Construction and No. 15
in the Top Companies in the

Seattle-Tacoma-Bellevue,
Wash., area

1,799 J&S Machine Ellsworth, Wis. $680,825 $2.0M 201.0% 4
No. 91 in the Top 100

Companies in
Manufacturing

2,306 Unique Window & Door Indianapolis $6.3M $16.0M 153.4% 90 N/A

2,710 Rosati Windows Columbus,
Ohio $6.4M $14.4M 125.6% 68

No. 22 in the Top
Companies in 

Columbus, Ohio

2,848 Wojan Window & Door Charlevoix,
Mich. $7.1M $15.5M 117.0% 150 N/A

2,911 Chattahoochee
Window Works Columbus, Ga. $2.8M $6.0M 113.3% 41 N/A

4,016 Edgetech IG Cambridge,
Ohio $35.2M $57.0M 61.9% 164 N/A

4,152 American All 
Door & Window

Woodstock,
Ga. $2.0M $3.1M 56.7% 18 N/A

4,364 Advanced Window Chicago $10.2M $15.1M 48.6% 69 N/A

4,551 Stiles Machinery Grand Rapids,
Mich. $127.9M $181.3M 41.8% 404 N/A

4,908 Crystal Window 
& Door Systems Flushing, N.Y. $45.9M $57.8M 25.9% 374 N/A

http://www.dwmmag.com


©2007 Earthwise Group, LLC. All rights reserved. 

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!

AND DISCOVER STRENGTH IN NUMBERS.

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 & marketing support
€ Research & development
€ Vendor incentives
€ Territories available
€ Impact window programs

FOR MORE INFORMATION CALL

www.earthwisewindows.com

866.99.EWISE
OR EMAIL info.earthwise@decna.biz

Earthwise member locations 
around the U.S.

Join the 
Earthwise Team ƒ

mailto:info.earthwise@decna.biz
http://www.earthwisewindows.com
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and effectively each and every day.�
Strybuc was founded in 1968 by

Bob Strybuc, but was acquired in
1982 by Pierangeli Group Inc.
Originally the company was a local
parts supplier only.

Pierangeli says the company
has come a long way since that
time. �What [Bob] was doing in a
year�s period of time in sales, we�re
doing in a month now.� He adds,
�Twenty-five years means main-
taining a strong presence in a
fragmented and diverse industry,
while simultaneously building
lasting relationships with OEM
suppliers/manufacturers. This
gives us the advantage to service
our customers efficiently and
effectively each and every day.�

To celebrate its 25-year mile-
stone, the company is preparing for
new developments. 

�We�re coming up with a new
comprehensive catalog and we�re
going to feature that,� Pierangeli
says. 

In addition, the company held a
luncheon celebration for employ-
ees. �We reminisced about Bob
[Strybuc] and how he started the
business and how we got together
with him,� Pierangeli says. 

The 25th anniversary isn�t just a
milestone for the company, but
also for nine employees who have
been with Strybuc Industries since
it opened its doors in 1982. 

�We�re pretty fortunate,�
Pierangeli says. �I think we must be
doing something right to retain
that many people.�

FORTUNE Magazine
Recognizes Pella

The Pella, Iowa-based Pella Corp.
has been named to FORTUNE mag-
azine�s list of �Global Top Companies
for Leaders.� The list appeared in the
October 1 issue of FORTUNE.

Those named to the list were
reviewed and ranked by a panel of

judges based on leadership prac-
tices, company reputation, lead-
ership culture and values and
business performance. Pella says
it was selected because of the
leadership opportunities, avail-
able training and the quality of
the work environment it provides
for its team members.

�We�re extremely proud of the
leadership demonstrated daily by
each of Pella�s 10,600 team mem-
bers and the reputation they�ve
earned for quality and innovation
in satisfying our customers� win-
dow and door needs,� says Mel
Haught, president and chief exec-
utive officer for Pella. �We�re espe-
cially pleased that our customers
and an objective third party like
FORTUNE recognize the strength
of our company and the collective

talents of our team members.�
Pella has been ranked by FOR-

TUNE before. In January, Pella
was named to FORTUNE�s �The
100 Best Companies to Work For�
list.

Northern Building Products
Named to New Jersey List 

Northern Building Products
(NBP) has recently been named as
one of the Fifty Fastest Growing
Companies in New Jersey.  The New
Jersey Finest Awards Program is
run annually by NJBIZ , provider of
business news, information and
trends in New Jersey. The awards
recognize and identify the state’s
most dynamic companies that
have made significant contribu-

continued on page 28

Consumer Reports Ranks Replacement Windows
Consumer Reports ranked replacement windows in its October 2007 issue.

The consumer group based its ratings on wind and rain resistance, durability and
convenience.

In addition to the above rankings, Andersen�s #400 Series Tilt Wash ranked
as best overall, as Consumer Reports notes it is the only clad-wood window in
the group available in custom sizes. Pella�s ProLine and its Impervia, along with
Andersen�s 200 Series Tilt-Wash, also ranked best overall. Reliabilt�s 5600 and
American Craftsman�s 9500 Series were both named �Best Buys.�

Following is a listing of how the windows rated stacked up.
Ranking Window Manufacturer Material

1 Clad Ultimate Marvin Windows and Doors Wood
2 Wood Ultrex Integrity Marvin Windows and Doors Wood
3 400 Series Tilt Wash Andersen Windows Wood
4 ProLine Pella Corp. Wood
5 200 Series Tilt Wash Andersen Windows Wood
6 Designer Series Precision Fit Peachtree Windows & Doors Wood
7 500 Series Peachtree Windows and Doors Wood
8 Select Clad Crestline Windows & Patio Doors Wood
9 Weather Shield Custom Shield Weather Shield Windows & Doors Wood

10 Premium Wood Tradition Plus Jeld-Wen Windows and Doors Wood
11 5600 Series Reliabilt/Survivor Windows Vinyl
12 UltraMaxx Replacement Alside Vinyl
13 9500 Series American Craftsman Vinyl
14 Bryan Mawr II CertainTeed Corp. Vinyl
15 CrestFit Vinyl Crestline Vinyl
16 ThermaStar 25 Series Pella Corp. Vinyl
17 Impervia Pella Corp. Fiberglass

http://www.dwmmag.com


Casement € Awning € Single Hung € Double Hung € Single Slider
Fixed Picture € Sliding Patio Door

1 866 852 2791 www.royalcustomprofiles.com/products/royalguard.htm

Let Us Impact Your Business
with the most complete line of impact resistant products

RoyalGuardTM is designed to meet the requirements of the Florida Building Code, making its products
ideal for builders and remodelers in high-wind zones and coastal areas. Offering industry-leading strength and
impact resistance, these premium quality windows and sliding doors install easily and provide years of worry-free
protection. Choose from the most complete product line, and Rely on RoyalTM for all your window and sliding door needs.

Features & Benefits
€ Impact Resistant
€ Energy Star® Performance
€ Noise Reduction
€ Security Against Intruders
€ UV Protection

Performance Meets or Exceeds
€ Large Missile Impact: •Level DŽ, Wind Zone 4

- ASTM E1886
- ASTM E1996
- TAS 201-202-203, REF. Florida Building Code

€ AAMA / WDMA / CSA 101 / I.S.2 / A440-05
(minimum DP-50 rating) / ASTM E1300

© Royal Group Inc. 2007

http://www.royalcustomprofiles.com/products/royalguard.htm


tions to the strength of the New Jersey economy.
Owner Robert Pecorella says he is thrilled with the

recognition the company has received.
•It•s a way to demonstrate to all the people who are

important to us…customers, suppliers, employees…
what a good partnership we have,Ž he said. 

•We have always felt that we bring a great product to
the marketplace and our solid and consistent growth is
a clear acknowledgement to the value we create. We
hope that our customers enjoy doing business with us
as much as we appreciate serving them and their
clients with safe, energy-efficient fenestration prod-
ucts,Ž he added. 

Rankings are determined by Pricewaterhouse
Coopers, based upon revenue growth over a three-
year period.

RESEARCH
Updated Building Codes Could Reduce
Hurricane Damage in Alabama, Study Reports 

Louisiana State University•s (LSU) Hurricane
Center conducted a study recently, sponsored by St.
Louis-based Solutia Inc., to study the effects of
incorporating three wind-resistant features into res-
idential buildings in Alabama. The features reviewed

in the study, which would bring houses into compli-
ance with the International Residential Code (IRC)
for wind resistance, were the required use of shutters
or impact-resistant windows to reduce structural
and building damages, required use of fasteners to
keep roof attached to buildings and the required
installation of metal hurricane clips or straps to pre-
vent catastrophic roof uplift failures.

The study, conducted by the center•s director,
Marc Levitan, Ph.D., used FEMA•s HAZUS-MH
Hurricane Wind Model to analyze losses from a
Category-3 hurricane simulated to strike Alabama•s
coast. The model was run two ways: once using resi-
dential building inventory from the 2000 census, and
once assuming buildings were built to the 2003 IRC
building standards.

What•sNews
CONTINUED

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

 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 
 

   
    

             
              

                  
     

                  
                 

                 
           

 

Results of LSU Building Study 
Current Building Stock 2003 IRC % difference
Buildings Damaged

184,000 131,000 -28%
Buildings Severely Damaged or Destroyed

33,000 4,300 -87%
Economic Losses

$6.7 billion $1.9 billion -72%



NT Designo ® 
Tilt-N-Turn
European 
Hardware

Patio Life ® 
Patio Door  
Hardware

X-DRIVE® 
Casement 
Hardware

rotohardware.com

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

Saw quickly, accurately and
safely with our PMI Series.

€ Speeds up to 3,000 rpm
€ Burr-Free, Mirror Finishes
€ 7.5 HP Saw Motor
€ Saw Blade Safely Housed

Below Work Table
€ Efficient Chip Evacuation
€ Smooth, Chrome-Plated

Work Table

800-323-7503
www.patmooneysaws.com
sales@patmooneysaws.com

Fast, Accurate 

and Safe

Precision Upcut Saws 
for Aluminum Extrusions

The chart to the left illustrates the differences shown
by the study between the two building methods: 

•The study clearly shows that thousands of
Alabama homes are at risk of being severely damaged
due to a lack of a statewide mandatory minimum
building code requiring strong wind protection,Ž says
Nanette Lockwood, director of legislative affairs for
Solutia. •The study showed that the incorporation of
just three wind-resistant features could reduce the
number of homes destroyed or severely damaged by
as much as 87 percent. This could lower economic
losses, such as damage to buildings and contents, by
more than 70 percent.Ž
��� www.solutia.com 

b r i e f l y

HAECOhas added three new sales agencies to repre-
sent its product line: Stern & Co.in Cleveland, Ohio,
RCL Sales Inc.in Rockwall, Texas, and Bob Moyers
Salesin Mechanicsville, Va. The Loveland, Ohio-based
company says each agency was selected based on its
operational integrity, excellent business ethics, strong
market penetration, depth of knowledge and a long-
standing tenure in the industry.  �

http://www.solutia.com
http://www.patmooneysaws.com
mailto:sales@patmooneysaws.com


d
o
o
r

&

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

30 www.dwmmag.com

P
eople. Service. Quality.
Cost. These are the ele-
ments of a simple operat-
ing philosophy intro-
duced by Mark Parrish,

chief executive officer (CEO) of
Deceuninck•s North American opera-
tion, as he establishes a basic frame-
work for changing the corporate cul-
ture and, with it, the company. 

Investing in people and teaching
them the skills they need to be suc-
cessful equates to a high level of
customer service and the ability to
provide a high-quality product at
the lowest possible cost, he says.

•We must instill in our people
the confidence to take greater risks
as we protect them from failure. As
a process disciplinarian and
human capital strategist, I can say
that people don•t fail, processes
do,Ž Parrish says. 

He also points out that investing
in people and establishing relation-
ships is not new to the company.
It•s a value that dates back to its
humble beginnings from plastic
sheathing to PVC extruding.

Growth Fueled by Acquisitions
Seventy years ago, Benari

Deceuninck started a small compa-
ny in Beveren-Roeselare, Belgium,
to manufacture buttons, buckles
and related products„all from
plastic sheathing. Four years later,
in 1941, the company reorganized
and started producing plastic
combs and boxes. Production was

expanded in 1945 to
include polystyrene and
acetate for packaging and
toys. In 1961, the company
found itself exploring
another path in the manu-
facture of plastics: extrud-
ing PVC granules for the
manufacture of profiles,
initially for roller shutter
profiles, today for window
profiles. During the 1970s
and 1980s, offices were
established in Europe and
extrusion plants were
built as growth and expan-
sion continued through
the 1990s. But it was 1995
that marked the beginning
of a new chapter for
Deceuninck. 

According to Parrish, an
industry study showed
North America to be the
fastest growing market for vinyl lin-
eals. The acquisition of Wilmington,
Del.-based Acro Extrusions in 1995
gave the company its entry into
North America. With the acquisi-
tion of Dayton Technologies in
1997, the company established
itself as a leading producer of vinyl
lineals in the United States. But it
was the acquisition of Thyssen
Polymer in 2003, a major competi-
tor and parent company of
Oakland, N.J.-based Vinyl Building
Products, that gave the company a
dominant market position. 

Today the North American oper-

ation, a modern, 850,000-square-
foot facility, is located in Monroe,
Ohio (formerly the home of Dayton
Technologies) with an additional
150,000-square-foot plant in Little
Rock, Ark., formerly Vinyl Building
Products. Other operations have
been consolidated into Monroe
and Little Rock. 

Worldwide Support
Deceuninck N.A. enjoys strong

support from its parent company in
Belgium, a market leader worldwide. 

•As a global company, we have a
worldwide perspective and we

Vinyl
Extrusions:
Deceuninck North 
America Finds the Perfect
Blend to Shape its Profile

PLANT
T O U R

by Alan B. Goldberg

http://www.dwmmag.com
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benefit from their expertise,� says
Eric Batman, director of operations
for the Monroe plant.

One example is the four com-
plete lamination lines that will soon
be added at the Monroe headquar-
ters to produce laminated profiles.

�This is a capability that our par-
ent company has had for a long
time and their experience will be
invaluable to us,� says Mark Davis,

Unique Alliances
Deceuninck Alliance Groups Strengthen 
Small- to Medium-Sized Fabricators

�Alliance membership is one of the most unique things we can offer to a cus-
tomer or prospect,� says Deceuninck�s Mark Davis. �Along with our alliance
customers, we�re the only ones who really know how to do this effectively.�

What the company has done is join together small- to medium-sized fabricators
to form cooperative �alliances� who all purchase vinyl profiles from Deceuninck.
(The company has two active alliances�The Earthwise Group and The American
Window Alliance.)

Fabricators are thrilled about the advantages they receive by participating in
these groups.

�People are always looking for ways to compete more effectively, and our
alliance provides great benefits,� says Jack Starks, owner of American Window and
Glass in Evansville, Ind., an Earthwise member. He says the many benefits include
increased manufacturing efficiencies, a complete marketing program, sharing of
ideas, and volume purchasing discounts. �You can save $15 to $18 per window
when you add it all up,� he says. 

Mark Adams, executive director of the American Window Alliance, agrees. �The
real power of our alliance is the combination of talents that drive better business
practices, better products and superior service.�

All members of an alliance make the same window line, as well as use the same
literature and website in order to promote their windows in a unified way. 

�We�re creating a unique national identity,� says Starks. �No one else can use our
brand names or make the same products.�

Since all fabricators in an alliance make the same products, they can help each
other, share meaningful ideas and solve problems together.

�We are a dynamic team of diverse talents and personalities,� says Adams. �The key
to the success of any team is to mesh those talents into a competitive advantage.�

�If one fabricator experiences a problem, he can talk to other fabricators in the
alliance and find the solution right away, because we all make the same products,�
says Starks.

Additionally, all members of the alliance meet three to four times per year at a
fabricator location. They say this offers a great opportunity to learn from others
and get practical feedback.

�Each member fills out a scorecard on each plant that we visit,� says Joe Morgan
of Tri-State Wholesale, an Earthwise member. �It�s an honest and critical evaluation,
and the information that you get is from people who make the same products that
you do. As a result, we�ve made some changes that have really helped our business.�

Davis says being part of an alliance also offers a competitive advantage, partic-
ularly for new window manufacturers. 

�You get pre-selected components and suppliers, a full testing program, a fully
developed marketing program, and lots of other significant benefits,� he says. �A
new fabricator can avoid two to three years of hard work and expense.�

While fabricators benefit, so does Deceuninck. 
�Deceuninck has one window system that 13 fabricators share, as opposed to

them having to make 13 different systems for us,� says Starks. �This increases the
profit margin for Deceuninck, so they see a benefit too.�

The vinyl extruder is devoted to their alliance programs, and a company repre-
sentative attends all alliance meetings. �They truly believe in the alliance strategy,�
says Starks. �They see it as a win-win, and so do we.�

�TTcontinued on page 32

Matt Madoffori sets up puller cleats to
test a new tool for a new profile.
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vice president of sales. �With our
new technology, we�ll be able to
produce small quantities of custom
laminated profiles for our fabrica-
tors. This was not practical for us in
the past.� 

Alan Rowland, executive vice
president of sales and marketing,
says that being a global company
with name recognition and a repu-
tation worldwide for engineering
know-how and innovation gives
the North American operation an
edge over its competition. 

�With world-class products,
we�re offering fabricators the tech-
nology and technical support to
produce the most energy-efficient
window,� he says.

Today, the Deceuninck Group,
which employs approximately
2,900 people worldwide, is active in
75 countries with 35 subsidiaries.

Product Design and 
Tooling Development

What is striking about the
Monroe operation is not only the
58 extrusion lines, but the open-
ness and cleanliness of the plant.

�Our factory is very unusual,�
says Batman. �We use the 5-S pro-
tocol, which has changed the way
we operate. In fact, it changed our
culture and helped us launch other
programs such as continuous
product improvement.�

The 5-S program is a Japanese
philosophy that focuses on organi-
zation, cleanliness and standardi-
zation to improve profitability, effi-
ciency, service and safety. It does
this by reducing wasted time and
materials, reducing maintenance
and downtime, improving efficien-
cy and employee morale and sim-
plifying the work environment. The

five Ss are sort, set, shine, standard-
ize and sustain.

Less obvious at first glance but
very apparent is what happens off
the production line, from product
design and development to tooling.

Tim Whisman, manufacturing
manager, can appreciate the
impact of both. 

�We�ve become a lot more effi-
cient with tool design since I start-
ed 18 years ago,� he says. �The
improvements have been signifi-
cant. We�re utilizing the same labor
to accomplish more and making
better use of time.�  

There are two fully staffed engi-
neering groups, product design and
tool design, although the process
does not begin with either.
According to Davis, the first step is
analyzing customers� requirements. 

�What makes us unique is the
market research we conduct at our
facility, to ensure that our invest-
ments in product and tool designs
deliver products that our existing
and prospective customers are
telling us they need,� he says.

From this information, the prod-
uct design group can develop test-
ing protocols based on the type of
window (or any building product)
to be produced while supporting
documentation for internal and
external customers is generated. 

Everything begins as a two-
dimensional drawing and eventu-
ally becomes a 3-D design, explains
Mike Chaney, product designer and
a 19-year veteran of the company. 

�Our goal is to produce a rapid
prototype model so the customer
can see exactly how the product will
look. We include practically every-
thing � locks, keepers, just about
any piece of hardware,� he says.

The product design group also
generates a fabrication manual for
the customer as a key reference.

continued on page 34

Topper McNeice starts up a profile.

P LANT
T O U R

continued from page 31
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�It�s everything you need to know
to make a window,� adds Chaney.
�This is the fabricator�s Bible.�

Tooling design, like product
design, also has changed with new
technology.

�Ten to 15 years ago, our dies had
a typical European design,� says
Gary Philpot, a die maker who has
been with the company for 23
years. �We started with a calibrator
and a lot of hoses.�

He says there were many com-
ponents and, because of their com-
plexity, the dies required a special-
ist to maintain them.

�We recognized the need for a
significant improvement and we
developed a user-friendly sys-
tem,� says Philpot. �The cooling is
right on the profile, and that helps
us tremendously. There is a
marked reduction in process vari-
ability and, with our proprietary

fixed mandrel die technology, our
dies are easier to program and
machine.�

Philpot points out another sig-
nificant benefit. With the new die,
there is no longer a need for a
specialist.

�This is cutting-edge technology,�
he says. �We developed it in-house.�

Batman says this kind of innova-
tion is so important because �we
can be no better on the extrusion
line than the tools or compounds
that are used.� 

He explains that new tools are
fine-tuned on two separate extru-
sion lines that are strictly for
development. 

�From these test runs, we can
determine optimum temperatures
and conditions for that tool,� says
Batman.

He says new technology, which is
replacing the need for a high degree

of specialization, is now in the tool.
Tools and dies that are designed to
be more user-friendly and easier to
maintain have a positive effect on
the tooling department.

�The new dies and calibrators
are self-contained, there are fewer
moving parts and, because of
their design, our job (of maintain-
ing them) is easier,� says Mike
Comer, a 23-year veteran who
manages tool manufacturing and
assembly. �With more than 2,000
tools in the company, any
improvement can save us time in
making day-to-day repairs.�

Facing Trials
The company faces many chal-

lenges presently and knows more
are coming in the near future.

�We face a flat to shrinking mar-
ket with more vertically-integrated
manufacturers. We see changes in
the market, a value chain looking
different with a surplus of capaci-
ty,� says Rowland.

Phil Morton, director of business
development and innovation, has
seen many challenges arise from
the changes that have taken place
in his 30 years with the company.

�Keeping people connected in a
large and very diverse company
can be very challenging,� he says. 

According to Parrish, first and
foremost is investing in people and
creating a culture that will enable
them to be successful.

Parrish�s philosophy is making a
difference. According to Batman, it is
framed in a way that can be commu-
nicated easily as a simple concept�
people, service, quality, and cost�a
concept that has proven to be the
perfect blend for shaping a profile at
Deceuninck North America. �

Alan Goldberg is a contributing writer
for DWM magazine. He has more than
30 years of experience in the door and
window industry. 

Danny Peck performs a quality check on weatherstrip insertion.

P LANT
T O U R
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What if...
What

if builders
spent $350 more

per house on
energy-efficient

windows?

Cardinal Glass Industries
Superior glass products for residential windows and doors 

They would save up to $1,000 on HVAC costs.
Get the facts on how energy-efficient windows can affect climate change. Visit www.cardinalcorp.com.

http://www.cardinalcorp.com
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P
atrick Junker is an expert
at working with the inde-
pendent reps. The vice
president of sales for

HOPPE North America in Fort
Atkinson, Wis., says the difference
in using independent reps and

using internal salespeople has a
range of trade-offs. HOPPE

utilizes 13 different inde-
pendent rep agencies

throughout the
United States.

•The ability to
direct versus coach.
Cost. Selection of
direct people versus the
agency ... meaning, I can
choose whom to hire person by per-
son„I don•t have that ability with
an independent rep,Ž says Junker.

Randy Cohen, vice president of
sales and marketing for Frank Lowe
Rubber and Gasket Co. Inc. in
Farmingdale, N.Y., has had positive
experiences during the past 25
years with independent reps.

Frank Lowe uses this type of
salesforce for many reasons, but
Cohen says, •The number-one
reason is to provide onsite service
to the customers, to develop and
build relationships ƒ I have them
across the country as opposed to
me or my salespeople having to
travel across the country„they•re
a phone call away.Ž

Although choosing the direct
employees with which to work may
be a benefit, in many cases, the
suppliers are able to build relation-
ships with independent reps better
than direct salespeople.

•[A] long-term relationship with
an agency versus more short-term
with a direct or regional salesper-
son [is advantageous] due to desire
for advancement and the tendency
of us all to move jobs every few
years. That does not typically hap-

pen with an independent
rep firm,Ž Junker adds.

He adds that most
independent reps
have also devel-
oped relationships
that can come into
play when making
a sale.

•A well-trained
and focused direct

person can be just as
hungry [for the sale] ... but

you receive instant creditability
as the manufacturer with a good
agency, due to the relationship
already in place with the compa-
nies• other lines being sold or a
relationship already in place with a
new prospect that you don•t neces-
sarily have with a direct salesper-
son,Ž says Junker.

Cohen agrees. •I would probably
say the biggest difference for us,
versus the measurement we•ve had
with inside sales staff, is the years
of experience that sales reps bring
and the vast knowledge of working
with manufacturers.Ž

Junker says that independent
reps also have the ability to famil-
iarize themselves with a company•s
entire product line, which means

the rep can assist a customer who•s
not sure for what he is looking. 

•The independent rep can be a
part of much more than the specific
product line or system under review
and, in many cases, has a very good
understanding of the customer•s
entire product line and business
philosophies, so they can interact
with both the customer and us to
obtain the best business solution for
the given opportunity,Ž says Junker.

The Times are Changing
Ed Robinson, president of

PRYSM Marketing, an independ-
ent rep in Doylestown, Pa., says
that technology has made it easier
for suppliers to work with inde-
pendent reps„who normally
cover a larger area than a sales-
person might. Robinson reps mul-
tiple lines including Unique
Balance, Venture Tape, Silver City
Aluminum, Vinyl Extrusions,
Hoppe Hardware, Bayform
Industries and many more. 

•That•s the biggest change„the
way we market to the customer by
Internet and e-mail,Ž says
Robinson, who adds that it gives
him the ability to cover a large
area. •Geography means less than
it used to. Now you can be based
in Boston and service a customer
in Chicago. My job has jumped
traditional geographic territory.Ž

Independent reps say they also
sometimes have a broader product
line to offer the customer than an
individual salesperson might.

•We have more to offer the cus-
tomer,Ž says Miller. •If a customer
doesn•t like what a direct salesper-
son is offering, the salesperson
won•t go back. However, I go back

Independent Reps Rise 
in Fenestration Industry
by Sarah Batcheler  and Penny Stacey

http://www.dwmmag.com


and sell different lines to the same
people.�

Wanda Seaver, founder and pres-
ident of SeVan Sales Inc., an inde-
pendent rep firm in San Marcos,
Calif., agrees.

�We have direct contact with the
customer and that provides us with
valuable information that enables
us to serve both the customer and
the supplier. When we do our job
right, the customer receives a better
product and the supplier increases
[its] market share,� says Seaver.

There are cost savings as well
when using independent reps.

�Just the traveling alone is a
tremendous savings,� says Cohen.

�We don�t pay unless there are
sales made,� says Junker. �The
independent reps take care of all
their own expenses, etc., so the
new cost is a known number based
on the rate and the total sales dol-
lars ... no hidden costs for insur-
ances, travel expenses, vaca-
tions, etc., that you have for a
direct person.�

The Cons
Using independent reps has its

drawbacks.
Derek Miller of Window

Components and Supply Inc. in
Phoenix says that when working
with captive salespeople, cus-
tomers sometimes get more indi-
vidualized attention, than with
independent reps.

�In this region of 11 western
states, we have six individuals with
specific territories,� says Miller.
�There�s more face time.�

However, Seavers
says she still puts
in lots of person-
al time with
customers as
an independ-
ent rep�
which is good
for business,
but can be tough
on her. She cites
constant travel as one
of the drawbacks to work-
ing as an independent rep. 

�[You are] learning how to bal-
ance your schedule so the suppli-
ers you represent know that they are
number-one on your line card. ....
and finding time to always follow up
with your customer,� Seaver says.

Making sure you�ve chosen the
right companies to represent is also
a concern.

�The risk is constantly worrying
about your principals, adding that
you are at the mercy of your princi-
pals,� says Miller. �It�s a huge risk.�

Likewise, once you have
found a good principal,

continued on page 38

The Window Components & Supply team from left to right: Tony Pearson, Lance Lunde, Jeff Stewart, Derek Miller, Adam
Kohlman, Jeff Churchill, Jim Massara and Eric Meyer. 
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sometimes it�s still a
concern.

�The more successful
you become, the higher risk
you are for that principal, since
[your supplier] could cut that
expense in half,� he says.

Seaver echoes Miller�s concern.
�Remember, we don�t get paid if

both sides are not kept happy,�
she says.

Tracy Califar, an independent
rep for American Weather Seal and
Hurd, says starting out is the
toughest part.

�We got hooked up with some
good companies and we just kept
working,� he says. �Things take a
while to grow.�

Likewise, Califar found that he
had to start small.

�Not everybody wants to turn
over existing territories that are
thriving,� he says.

Job Security
Despite these concerns, most

independent reps agree that once
reps get started, there�s one thing
they don�t have to worry about: job
security. �If you continue to have a
good relationship with the princi-
pal, you�re not going to be elimi-
nated by another independent
rep,� Miller says.

Robinson says the growing mar-
ket doesn�t hurt, either.

�For the last 13 years, [the] win-
dow business has been growing. It�s
been a pressure to the supplier but,
since 2006, that has flipped for the
manufacturers,� he says. �The sup-
ply side has been very aggressive.
We�ve seen a real flip in where we�re
spending our time trying to gain new
business. It�s usually a three-year
cycle and then it will grow again.�

Seaver has some advice for those
starting out as independent reps.
�Remember that as an independent
rep, you are serving both the manu-

continued on page 40

ISC Grew from Small Roots to 
National Independent Rep Company

Industrial Sales Corp. (ISC) in Westport, Conn., is an independent representative
company that covers 42 states. Jim Hornung, president of Industrial Sales Corp.,
took the time to answer a few questions about how his father started the fam-

ily business and how it continues to grow today.

Q: How did you get your start as an independent rep for the fenestration industry? 
A: My father started the business in 1979 after having great success in our

industry and wrapping up his career as vice president of sales for the aluminum
extrusion division of Capitol Products.  

Q: How is ISC different than other rep organizations? 
A: ISC has a national approach to our marketplace with great attention to detail

on products, trends and strategies to best serve the fenestration market. We have
distribution centers throughout the country as well as a technical center in
Connecticut. The size and scale of our business produces a lot of benefits to our cus-
tomers, suppliers and sales staff. We are able to service all customers, but we have a
great advantage of being able to work with customers with multiple locations with
one rep group. This gives greater consistency to the supplier and the fabricator.

Q: Why did you decide to expand your company to cover the entire country? 
A: We wanted continued growth and our suppliers and customers pushed us to

expand. Our suppliers wanted us to work with them in more territories because of
the successes we had with them in the past. Our customers wanted us to cover
their corporate facility and their satellite manufacturing locations for continuity
and centralized communication. We are always looking to expand and are always
searching for new opportunities. 

Q: Where is your company most successful? Why? 
A: We do well in all geographic territories. One of the benefits to covering the

country is that it can minimize risk in a particular geographic region or market
segment. If new construction is off in the West, then remodeling may cover that

ISC employees, from left to right on bench: Tom Dlugosh, Mark Wolonsky, Jim
Hornung and Walter Horning. From left to right standing: Joe Horning, Jim
Dickensheets, Victor Germakian, Tom Miner, Ralph Wearsch, Phil DeWilde, Jim
Bassett, Brad Horning and Steve Branchick. 

continued from page 37

continued on page 40
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facturer and your customer,� she
says. �Don�t hesitate to go the extra
mile for your supplier or customer
� they will remember. Always try to
put yourself in both the customer
and supplier�s shoes. It will always
help you find the right answer.�

Robinson adds that it�s impor-
tant to focus on product benefits�
not price.

�Focus on upscale components
and up-sell their benefits, instead
of just, �mine is cheaper than
yours,� he says.

As in any business, Seaver says
reputation is of course important. 

�You determine how much it is
worth,� says Seaver.

Window Manufacturers
Weigh In

Hurd Windows and Doors in
Medford, Wis., uses both inde-
pendent reps and a company
salesforce, but Joe Herman, vice
president of sales and marketing
says, �I really have no preference�
I just want the best salesperson I
can get. I don�t look at it as a sav-
ings or an added expense.�

Herman says that there isn�t much
difference in cost for the company.
He does say he has noticed that
independent reps can be more eager
for the sale of one of their products. 

�If they don�t sell, they don�t eat,�
says Herman. �But we pay all of our
salespeople on a commission basis
so the good company guys that
want to make more money are
pretty �hungry� as well.�

�Company salespeople only sell
our products so we can control what
they do. Our reps can sell other prod-
ucts, if they are non-competing. We
do limit how many other lines they
can sell, but they are independent, so
corporate management has less con-
trol of there time,� adds Herman. �

Sarah Batcheler is a contributing writer
for DWM and Penny Stacey is assistant
editor for DWM.

downturn in the East. Certainly over the last five years we have had great growth
in all of our territories.

Q: What qualities do you look for when hiring reps to work for you? 
A: We look for the same quality and values that our father started the business

with�individuals with a good track record from within our industry and a very
strong work ethic, coupled with our firm�s knowledge and support systems has cre-
ated a good recipe for success.  

Q: What do you look for in a principal and new line? 
A: How we view and select our principals over the years has not changed in a

marketplace that has changed dramatically. First, we determine what potential
products and lines we need to fill our voids. We also look at new technologies that
will eventually gain acceptance in the market and suppliers who bring value added
products and/or services. We are willing to take calculated risk on the launch of a
new product or supplier. However, we feel very strongly that our values and goals
our aligned exactly with our supplier. We have a long-term approach to our indus-
try and we want the same dedication from our suppliers that we give to them.

Q: How important are the lines a rep sells? 
A: It�s everything to a manufacturer�s sales agency. One of our most important

assets is the high quality of suppliers we represent in all our product categories.
Q: What is the biggest challenge you face in the daily operations of your company? 
A: Time management and communication. It is difficult at times to juggle many

lines and communicate with all the parties involved. Over many years we have
become very good at it and our investment in technology has helped tremendous-
ly, but it can still be a challenge. 

Q: How have the rising prices of travel expenses affected your company? 
A: The cost to run a salesforce today is huge. Travel, entertainment, insurance, work-

ers comp, inside support staff and all other facets of expenses have risen dramatically
in the last few years. Although the costs have increased, it just means we need to work
harder and smarter to increase revenues. It also has presented some new opportunities
for us. Many suppliers who have used company salespeople in the past are re-evaluat-
ing using a company sales force because of the financial benefits of paying a fixed
commission percentage to an independent rep and not worrying about the expenses
associated with a company salesperson. No one has a bigger incentive to sell than an
independent rep. If we do not sell, we do not make money. 

Q: With the housing market decline, have you had to adapt at all, make any
changes to the way your company does business?

A: No. We do business the same way we have always done business and to some
extent it does not matter if the market is up or down. We need to be in front
of our customer making sales calls and bringing solutions and value to our customers.
Nothing is more effective than a sales call and direct interaction with a customer.

Q: Do you sell imported products from any of your principals? 
A: Some of our suppliers import products and some manufacture domestically.

Some do a combination of both domestic production and importing. Our suppliers
do what is best for their markets, but in all cases they put quality first. 

Q: How do you think independent reps will respond to the growing amount of
fenestration products imported from China? 

A: Very well. Whether the products are made in North America, Europe or Asia,
[manufacturers] need to select the best channel to the marketplace. We feel that
rep firms will always be successful if they are a top-tier firm that provides a lot of
value to suppliers and customers. 

ISC continued

continued from page 38
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T
o the average homeowner
a patio door is just that„a
door that opens to the
backyard, back porch or

perhaps a patio. But a lot goes into
building that door. Patio door man-
ufacturers take their doors through
rigorous testing protocols to ensure
the best possible performance.
Many companies also go one step
further and have the door certified
and labeled. Certification and
labeling are required by code for
windows, but are voluntary when it
comes to side-hinged doors,
including patio doors.

While the 2006 International
Residential Code referenced the
AAMA/WDMA/CSA 101/I.S.2/
A440-05 standard specification,
the requirement for certification
and labeling of side-hinged
doors„including swinging patio
doors„was excluded. Codes
groups of the American
Architectural Manufacturers
Association (AAMA) and Window
and Door Manufacturers
Association are working to have
that reference included in the next
code cycle.

Manufacturers of side-hinged
patio door companies agree that,
because of performance issues and
concerns inherent with hardware,
testing is critical. Currently, though,
there is no mechanism available for
matching the performance of the
hardware to that of the door. While
task groups within AAMA work to
develop a program to address this
issue, what can manufacturers do
to ensure the best possible door
production? It all comes down to
testing.

Testing Matters
•Hinged patio doors were includ-

ed in the window standard
[101/I.S.2] for a number of years
and from our point of view, we have
tested to the entire standard
through the 2002 version, which
included air, water [and] structur-
al,Ž says Jim Krahn, advanced
research manager, codes and regu-
latory, with Marvin Windows &
Doors in Warroad, Minn. •The big
challenge was in the 2005 version of
the standard when you had to look
at all of your product lines and
determine whether you wanted to
include the forced entry test and the
cycle test ƒ they were the additions
that made it more robust than the
2002 version.Ž Krahn continues, •It•s
not necessarily a matter of perform-
ance issues, but is more a matter of
complexity and the length of the
different tests that you have to do.Ž

Rod Clark, a product manager
for Jeld-Wen Windows & Doors,
says testing is important because
manufacturers want to know that
the product they•re selling will be
reliable. 

•If we•re going to sell something
that we•ve typically warranted ƒ
and [if ] a component doesn•t
match that, we•re going to have an
issue,Ž Clark says. •From an indus-
try standpoint, they•re looking for
something that will last a little
longer. I think it just boils down to
the fact that things have to work.Ž 

Hardware Challenges
Hardware selection, specifically

locking systems and handle sets,
can pose unique performance con-
siderations. For example, what if the

customer requests that the door be
shipped without hardware? Such a
scenario is not unusual for entry
doors or hinged patio doors made
without multi-point locks, as both
are typically shipped loose of hard-
ware, but problems could arise if the
hardware that the builder, home-
owner or installer selects does not
equal the performance level to
which the door has been tested.

•These days [door] installation
instructions are much more
detailed than they were in the past
and we•re actually specifying the
hardware that is to be used on the
door,Ž says Clark. •If some other
type of hardware is used it will void
the warranty.Ž

When manufacturers conduct
door testing, they are doing so on
the entire door„hardware and all. 

•We conduct a complete system
test on the whole door and some-
times cycle tests on the hardware
itself to simulate stress,Ž says Jeff
Kibler, brand manager for the
Peachtree Companies in Mosinee,
Wis. •We have our own labs and, for
certification and testing purposes,
we•re calibrated by a third party to
witness/certify.Ž

Multi-Point Locks
Multi-point locking systems,

which can be found on the majori-
ty of hinged patio doors produced
today, have different considera-
tions compared to standard locks.
With the exception of the handle
set, this type of hardware almost
always is installed by the patio door
manufacturer. 

•Many multi-point locks are
somewhat proprietary and require

Lock Load
Ensuring Hardware and Side-Hinged Patio Door Performance

by Ellen Giard Rogers
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special machining. When you sell a
door with multi-point locks you�re
probably also furnishing it with the
locking hardware itself and the fur-
niture [trim set/handle] because
the center points on the hardware
can be custom, so the handles
almost always go with it [and are
installed at the jobsite],� says
Krahn. �There are isolated cases
when somebody wants something
special and custom. If that person
comes to us and absolutely insists
that they want to select their own
handles, they will be told it�s not a
certified product anymore.�

It�s still important to make sure the
handle set added to the door will still
perform to the same levels to which
the completed door was tested.

�If we�re going to send out a door
that does not have a trim set, then
we also make the recommendation
of the particular suppliers and par-
ticular handle sets required,� says
Clark. �These are the ones we�ve
tested and we know they will work.
Anything else is at their own risk.�

Supplier Selection
Working closely with suppliers is

one way manufacturers can ensure
hardware performance.

Merrill Millwork in Merrill, Wis., is
not the typical patio door manufac-
turer. The company supplies patio
doors to window manufacturers
that do not make their own. Bill
Bauman, president of Merrill
Millwork, says his company�s pro-
duction of hinged patio doors runs
about 50-50 between multi-point
locks and standard locking systems.

�With the double bore [standard]
we stock hardware for standard
levers and bolts, but we can�t really
offer any variety there, but we do
have many types available from dif-
ferent hardware manufacturers, so
customers can get that variety,�
Bauman says. �With multi-point
locks we limit ourselves to one sup-
plier. While we have many finish
options, it does limit our design
offerings.�

Kibler says at the Peachtree
Companies they design their hinged
doors around the hardware itself.

�We select the hardware first and
sometimes we work with the suppli-
er to make custom hardware for a
door,� he says, adding that there are
also selection considerations, for
which suppliers can be of assistance.

�You want to make sure that the
design can support that type of
door, as well as aesthetics issues. In
other words, how does it fit inte-
grally into the design?� Kibler says. 

For some manufacturers compo-
nent interchangeability is an
important consideration.

�Typically, we get the locks and
trim sets from the same company,
but one of the things you want to be
able to do, from the variety stand-
point, is select hardware from a
particular manufacturer that could
be substituted for another prod-
uct,� says Clark. For example, if a

customer requests a certain finish
or a unique style that�s only avail-
able from one company, it�s impor-
tant to know that the handle set will
still fit the door�s lock mechanism. 

Code Revisions
Though many companies choose

to have their hinged door products
labeled and certified by AAMA, the
program is voluntary and not
required to show code compliance.
Efforts within AAMA and WDMA are
underway currently to amend the
codes to require certification and
labeling of all side-hinged doors.
However, manufacturers could still
be at risk if the hardware is below
par when compared to the perform-
ance of the door, as there are no
mandatory requirements enforcing
hardware manufacturers to con-
duct component performance test-

continued on page 44

Multi-point locking systems, such as those used on Peachtree’s 300 Series side-hinged
doors, are popular among homeowners, thanks to the added security they provide.
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ing. If a builder, for example, can
not prove to a building inspector
that both the door and its hardware
are in compliance, the entire job
could be red-tagged, preventing a
certificate of occupancy. 

AAMA�s Door Council, though, is
working to develop a program that
may help make meeting these
requirements simpler. The program
that would give companies wishing
to have an AAMA-certified and
labeled door the ability to choose
the components based on their
individual performance. 

�There are more variables in a
door than you can replicate in a
simple test,� says Eric
Stoutenborough with HOPPE
North America in Fort Atkinson,
Wis. Stoutenborough also serves as
the chair of the Door Handle Set
Task Group within AAMA. Under
the program, he explains, manufac-
turers could choose the compo-
nents that match the criteria they
need in order to meet certain per-
formance levels, which could be
beneficial, for example, when it
comes to multi-point locking sys-

tems and handle sets, which are
often changed.

Some manufacturers say this type
of program could be very beneficial
to their businesses. According to
Bauman, when it comes to multi-
point locks and handle sets, per-
formance levels can vary when mul-
tiple suppliers are involved.

�That�s why [at this time] you
only want to use one supplier for
multi-point locks,� Bauman says.
�We�re testing the complete units
with the hardware and once you�ve
done that you don�t want to supply
[the finished door] with others.�

Bauman adds that a component-
based program that would require
hardware manufacturers to con-
duct the same performance testing
as patio door companies could also
be advantageous. �We don�t have
the ability to test door hardware
[specifically] � we rely on the hard-
ware industry. It [could be helpful]
if they had a standard to meet.�

Product failure or after-installa-
tion performance issues are other
reasons why some manufacturers
favor the component-based pro-

gram. Clark says if something 
goes wrong after the door is
installed it always goes back to the 
manufacturer. 

�There�s even legislation in some
states that says specifically, it�s
always the manufacturer, no matter
what. We�re the ones usually on the
hook and have to go out and fix it,�
says Clark. 

But other manufacturers are not
as optimistic and see some limita-
tions with a component-based ver-
sus system-based system.

�Just because you have approved
components does not mean the
door will perform. It�s impossible to
make a blanket statement one way
or the other,� Krahn says. �In some
cases, such as structural, you can
test the hardware for strength and if
your panel is within some reason-
able comparison to what that hard-
ware was tested with you�re OK. But
if you make your panel out of less
structural materials, it does not
matter how good your hardware is,
your product is not going to per-
form. Even though you can do some
comparative testing in components
it still requires that a representative
total sample is tested so you have a
baseline from which to work.�

What�s Next?
In completing the component-

based program, AAMA task groups
are working with existing reference
documents [i.e., ANSI A250.13 and
ASTM E330] in their efforts.

�We�re not trying to re-invent
something,� Stoutenborough says,
explaining that providing a meas-
ure of quality is their goal.

Completing the program is
expected to take some time, just
because there�s so much involved.

�Different [components] can per-
form differently,� Stoutenborough
says, speaking specifically about the
handle set group. �There�s just so
much that can be different.� �

Ellen Giard Rogers is a contributing
editor for DWM magazine.

Lock Load continued from page 43

Ensuring hardware performance is equal to that of the door can sometimes be a
challenge with standard locking systems since doors are shipped without hardware.
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The Department of Energy
(DOE) sent a letter to stake-
holders on October 9

announcing officially that it is
beginning a criteria review and
revision process for ENERGY STAR®-
qualified doors, windows and sky-
lights ( see related story in the
October issue of DWM magazine,
page 20).
The DOE says there are three rea-
sons it is pursuing a criteria change:
1 Improving energy efficiency is a

national priority; 
2 IECC 2003 and 2006 have pre-

scriptive requirements for win-
dows that are the same as ENERGY

STAR for either solar heat gain
coefficient (SHGC) or U-factor in
all states; 28 states have already
adopted these codes;

3 ENERGY STAR is meant to provide
product differentiation, but
ENERGY STAR windows now make
up more than 50 percent of the
market. ENERGY STAR has a target
market share of 25 percent for
all products. 

DOE is considering a variety of
changes including:
€ A substantially lower U-Factor in

northern zones (initial target
range: 0.20-0.30); 

€ Capturing winter solar gain
using a minimum SHGC in the
north; 

€ Substantially lowering SHGC in
southern zones (initial target
range: 0.20-0.30); 

€ Requiring IGU certification; 
€ Adding minimum VT criteria to

ensure adequate light; 
€ Bringing the ENERGYSTAR climate

zones into closer alignment with
the IECC 2006 climate zones; 

€ Dividing the northern zone in

two corresponding to IECC
Zones 5 and Zones 6+7; 

€ Allowing SHGC/U-Factor trade-
offs in both the north and south
to expand range of products; 

€ Exploring emerging technolo-
gies, such as dynamic glazings; 

€ Establishing installation proce-
dures to ensure performance; and 

€ Maintaining display unit and
product labeling. 

The DOE will publish the results
of its analysis in December 2007.
In addition, it plans to hold a
meeting with stakeholders in
February 2008 and will announce
finalized criteria in March 2008.
According to DOE, the earliest
effective date of the new criteria
would be January 1, 2009.

•DOE believes it is important to
have the clearest understanding of
the current performance capabili-
ties and cost implications the new
window criteria might have,Ž said
the DOE•s Richard Karney. 

Thus the DOE offered the major
industry associations the opportuni-
ty to meet with them to provide the
consensus views of their members
on the criteria parameters outlined
in its initial letter to stakeholders. 

•To better understand how spe-
cific manufacturers might be
affected we made similar offers to

a leading manufacturers and a
number of smaller manufactur-
ers,Ž added Karney.

Several industry representatives
spoke before the DOE on Friday,
October 26, about the upcoming
changes to the criteria for E NERGY

STAR windows. 
Among these representatives

were Margaret Webb, executive
director of the Insulating Glass
Manufacturers Alliance (IGMA),
John Lewis, technical director for
the American Architectural
Manufacturers Association (AAMA)
and Mike Fischer representing the
Window and Door Manufacturers
Association (WDMA).

WDMA View
Fischer, along with some WDMA

members, presented before the
DOE concerning the best way to
move the program forward and
presented some specific recom-
mendations including:
€ Short-term revisions that capi-

talize on today•s best available
windows, with an incremental
increase in efficiency that will
shift the program to the best of
the best. 

€ Increases in energy efficiency
that require a shift in product
technology should be carefully
planned, and with target per-
formance requirements that will
allow the industry to work on
product development and nec-
essary investment in capital.
WDMA believes a five-year peri-
od between the next two ENERGY

STAR revisions is the most appro-
priate balance. 

€ WDMA believes that adoption and
enforcement of existing model

DOE Reviews 
ENERGYSTAR® Criteria; 
Industry Groups Meet with Agency
by Penny Stacey and Tara Taffera

We suggested some

options that piqued their

interest, and we•ll have

to see where this goes. 

„John Lewis, AAMA
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codes, particularly the 2006 Inter-
national Energy Conservation Code
will also move new construction
ahead and result in reduced energy
use. WDMA urges DOE to continue
working with states on adoption of
the most up-to-date energy codes. 

€ The most significant opportunity
for energy savings through win-
dows is in the replacement mar-
ket. The inventory of single-pane
windows in today•s housing stock
represents almost half of all win-
dows. Conversion of these single-
pane windows will have the
biggest impact on energy savings. 
WDMA urged the DOE to consid-

er the balance between energy effi-
ciency and the price points that will
occur as a result of new window
designs and technologies. 

•If the math doesn•t work, con-
sumers will not have the motivation
to replace their existing single-pane
windows with E NERGY STAR prod-
ucts,Ž said Fischer. •It is important
that the program include incentives
like the current tax rebate program if
we are to have the greatest possible
effect on energy consumption in the
United States.Ž

He also told DWM magazine,
•We have significant alignment on
key issues. Not all details are
resolved but overall we are confi-
dent that the voice of our members
will be heard.Ž

AAMA View 
AAMA also represents the views of

door and window manufacturers
and they spoke before the DOE as
well. Lewis said the DOE•s main
interest was how AAMA members
responded to the group•s initial letter
to industry stakeholders about the

upcoming changes to the program.
•We took the letter from the DOE

[to stakeholders] and distributed it
to the membership; we discussed
this at length at our Orlando con-
ference,Ž said Lewis. •Members
generally agreed that updating the
ENERGY STAR requirements was
something that needed to happen,
but AAMA•s message to the DOE
was that we wanted to be sure that
this is done in kind of a phased
approach, and that any of the
changes to be implemented would
be done in a manner so that a total
re-design of the fenestration sys-
tems was not required.Ž

Overall, Lewis says the meeting
was successful as far as he was
concerned.

•[The DOE representatives]
were quite interested in AAMA•s
position, and we got some feed-
back as far as the timelines, and
some of their thoughts on a
phased-in approach,Ž he added.
•We suggested some options that
piqued their interest, and we•ll
have to see where this goes. We
stressed that we looked forward to
working with DOE on the revised
ENERGYSTAR program; I think it was
a positive meeting.Ž

IGMA Weighs In 
Webb provided an overview for

DOE on IG certification and the var-
ious roles it plays, and also present-
ed information regarding IGMA•s 25-
year field correlation study.

Along with representing IGMA,
Webb also presented on behalf of the
Insulating Glass Industry Durability
Advisory Group (IGIDAG), a group
that IGMA administers.

•They wanted an exact number of

windows that are manufactured
without certified insulating glass
units [IGUs],Ž says Webb.

She says this number is one that
hasn•t been discovered as far as she
is aware.

•The National Fenestration Rating
Council (NFRC) conducted a survey
of their members. They estimated
that 40 percent of manufacturers
don•t purchase or fabricate certified
IGUs. But [the survey] doesn•t con-
sider volume of the manufacturers.Ž

She notes that most large win-
dow manufacturers do utilize certi-
fied IGUs, and if they•re the ones
that responded to the survey that
they do„then the percentage of
total windows that utilize certified
IGUs (as opposed to manufactur-
ers) could be much higher.

•Typically we find large window
manufacturers do use certified
IGUs and the survey didn•t differen-
tiate between residential and com-
mercial,Ž Webb says. •Most of the
large residential manufacturers do
use certified IGUs, [but] smaller
companies may not.Ž

Webb says the DOE was also
looking for information about the
failure rate of non-certified IGUs,
but that there are currently no
field studies available about non-
certified IGUs.

Karney said the information
presented by all parties was
extremely valuable.

•This will enable us to propose
new criteria that satisfy industry's
need for longer time horizons and
DOE•s goals of creating a zero ener-
gy home by 2020,Ž said Karney.  �

Penny Stacey is assistant editor and Tara
Taffera is editor/publisher of DWM.

Not all details are resolvedbut overall
we are confident that the voice of

our memberswill be heard. 
„Mike Fischer, WDMA
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W hen members of the
American Architectural
Manufacturers Associa-

tion (AAMA) met recently in Florida
for its fall conference, energy topics
were discussed extensively. This is
no surprise as green issues are tak-
ing center stage in the building in-
dustry, coupled with the fact that the
Department of Energy is consider-
ing changing its ENERGY STARfi crite-
ria (see story, page 46). (If
this topic was upstaged by
anything, though, it was
the demonstration of the
University of Florida�s
hurricane simulator. See
sidebar).

Energy Issues 
Determined to tackle

issues related to green
building, AAMA has
formed a Green Building
and Sustainability group
that met for the first
time in Orlando, Fla.
However, as this group is
in its infancy, much of
the discussion centered
on details such as name
and scope of the group.

For example, the
group discussed whether
it should function as a
task group or commit-
tee, though it didn�t
reach a conclusion
about this.

Attendees did deter-
mine that the Green
Building and Sustainabil-
ity group should not be a
technical task group. Is-
sues to be determined in-
clude whether it wants to
develop a green building
certification program or
look into the creation of a green tag on
a window label. 

The group�s chair, Steve Fronek of
Wausau, said they�d have to move

quickly on that decision as other
groups are �hot on this trail as well.�

You can�t talk about �green� with-
out talking about energy issues,

and this was discussed in several
meetings, including the Codes and
Regulatory Affairs Committee.
AAMA�s codes consultant Julie Ruth
gave members an update on the
energy legislation and offered some
insight on whether this legislation
will become law ultimately. 

She noted that HR 3221 was
approved and now has to go to con-
ference. This summer, the House of

Representatives approved
a bill that calls for a 30-per-
cent reduction in energy
use from the 2006
International Energy
Conservation Code (IECC)
for residential building
and 2004 American
Society of Heating,
Refrigerating and Air-
Conditioning Engineers
(ASHRAE) 90.1 for com-
mercial building by 2010.
By 2020, the bill�s goal is to
reduce energy use even
further in both commer-
cial and residential build-
ing, by 50 percent. By
2050, the bill aims for all
new commercial buildings
to be �zero net energy���
meaning that the building
produces as much energy
as it consumes. The bill
currently is under review
in the Senate.

�This is some very
ambitious legislation,�
says Ruth.

She says that if the legis-
lation passes and the goals
outlined are not met, then
the Department of Energy
would take over develop-
ment of the energy codes. 

As far as whether the
legislation will pass Ruth

says it depends on the party to
which you talk. 

Some lobbyists say that since the
Senate version, S2078, was intro-

Center
Stage

Energy Issues 
Steal the Show at
AAMA Conference

by Tara Taffera

Paul Warner of Mikron is retiring and was honored by AAMA
members at the conference. 

AAMA members attended a cocktail reception where they were able
to view the latest products and services from industry suppliers who
hosted tabletop displays. 

http://www.dwmmag.com
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duced in October, it is more likely
to pass. 

Whatever the outcome, Ruth
says these bills signal that the ener-
gy and code landscape is changing. 

�Even if this legislation doesn�t
go through there will be an
increased push for energy efficien-
cy,� she says.

Coastal Committee 
Studies Corrosion

The Coastal Coating Subcom-
mittee, which first formed in May,
discussed corrosion in coastal ap-
plications. The group�s mission is
to develop a stand-alone, higher-
performing specification for sea-
coast locations that applies to all
three existing coating specifications

(AAMA 2603, 2604 and 2605) and
contains additional performance
tests to simulate exposure in sea-
coast environments.  

�Our intent here was to try to
move the ball,� said Valspar�s Chick
Newhouse, committee chair. This is
an enormous issue and people aren�t
paying attention to it. Hopefully this
will give it some attention.�

Newhouse reported results of
some tests conducted since the
May meeting and much of the time
was spent having committee mem-
bers look at the test panels. The
group is focusing on three acceler-
ated tests: CASS (1,000 hours),
MACHU and Filiform. 

The committee discussed that
perhaps the MACHU test wasn�t

severe enough for the extrusion,
and that the committee might want
to look into a more severe test.

The committee must still deter-
mine how much corrosion will be
considered acceptable.

�We�re trying to find a test for
these coastal properties,� said David
Calabra of Sherwin Williams. �It�s a
challenge finding a test that is going
to tell us that a product will last ten
years. Even if it passes 1,000 or 1,500
hours, will it pass ten years?� 

�That�s the big question to
answer�correlation [of these tests]
to the real world,� added Newhouse. 

He then addressed the fact that
some companies will choose to

The University of Florida brought
its mobile windstorm simulator to
AAMA�s fall conference so mem-

bers could see the world�s largest
portable hurricane simulator of its kind. 

The simulator�calibrated recently
to create actual recorded wind-driven
rain scenarios�provides a realistic
evaluation of building products and
test methods intended for hurricane-
prone regions. 

�We�re bringing the lab to the hurri-
cane then bringing the hurricane to the
lab,� says Forrest Masters, Ph.D., assis-
tant professor of civil and coastal engi-
neering at the University of Florida (UF).
He adds that the university has the
largest collection of field observation
equipment in the world.

The apparatus is mounted on a trail-
er and composed of eight 5-foot-high
industrial fans powered by four marine
engines that collectively produce
2,800 horsepower. It is designed to
blast building mock-ups with winds of
up to 130 mph�Category 3 on the
Saffir-Simpson Hurricane Scale�and
high-pressure water jets that mimic
torrential wind-driven rain of up to 35
inches per hour. 

AAMA is a huge supporter of the
project. In fact, the association invested
$60,000 recently to donate a
Precipitation Imaging Probe (PIP) to UF

(only ten of these exist). The probe will
be used to further the university�s hur-
ricane research, which includes study-
ing wind-driven rain and its affects on
buildings, including the windows. 

�The project is taking on a whole
new direction due to AAMA,� says
Masters.

�This is the heart of the matter
[wind-driven rain].�

Although most residential and light
commercial properties that are built in
compliance with current codes will
withstand hurricane winds physically,
water intrusion through windows and
walls remains a recurring issue. When
rain penetrates these exterior building
products and their assemblies, it often
causes significant interior damage,
occupant displacement, business inter-
ruption and extensive restoration
expenses, according to AAMA.

�The information gathered will help
us ensure performance of the windows,
doors and wall assemblies under real-
world hurricane conditions, and ulti-
mately, protect more people and prop-
erties from costly damages,� says AAMA
president Rich Walker.

Though AAMA members witnessed
this in a controlled setting, that�s not
usually the case. �This is a fairly risky
endeavor,� says Masters. �We�re setting
up equipment in 60- to 70-mph winds.�

He then added jokingly, �We always
save seats for industry folks.�

See Video of the
Hurricane Simulator

Go to www.dwmmag.com/studio to
view video of the simulator that was
shot by DWM editor Tara Taffera at the
AAMA conference. 

continued on page 50

AAMA Members View Hurricane Simulator Up-Close

The hurricane simulator replicated a
hurricane and showed members the
effect it had on a window sample. 

http://www.dwmmag.com/studio
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�Our Commitment is to our Customers on total 
satisfaction, expertise, and service.�

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
& Models�

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

VISION INDUSTRIES GROUP
The �Elliptical� recessed tilt latch from Vision Industries
Group brings style and expression to the standard 
industry tilt latches. A break from the common styles,
the �Elliptical� design enhances the look of the window
while maintaining the functionality you have come to
expect from VIG family of recessed tilt latches. 
Varieties of standard colors are offered in traditional
pigmented thermoplastics and our new, industry 
leading, powder coated thermoplastic process. Metallic
plated finishes are also available. 

Please contact your VIG sales representative or 
customer service representative for samples and pricing. 

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

offer products that do not meet this
new specification.

�Yes, it will be expensive. Yes,
there will be environmental consid-
erations. Yes, there will be changes
that have to be made,� he said. 

Vinyl Council Addresses
Compound Changes

The 109 Compound Change Task
Group met for the first time at
AAMA. Their goal is to review and
modify the current definition of a
compound change specified in
AAMA 109, Procedural Guide for the
AAMA Fenestration Exterior Profile
Certification Program to improve
variances between compounds.

Currently, if a change made to a
compound is more than 30 percent,
12 months of weathering tests must
be performed before the com-
pound may be used in a product. 

The consensus, according to the
group�s chair Tony Vella of Royal,
was that 30 percent was too high.
�You can make almost any change
and can still meet 30 percent,� he
said. �To be proactive we are look-
ing at alternative ways of defining
a compound.�

Members explored three options:
cell classification, submit formula-
tion and chemical analysis. The con-
sensus was to consider options one
and two. Testing will be performed
and a study group will be formed
before it meets again in February. 

Paul Warner Retires
Mikron�s Paul Warner, a 22-year

member of AAMA, is retiring, so
AAMA members recognized him at
the conference. Warner chaired the
Codes and Regulatory Affairs
Committee, was a board member
and was named the association�s
outstanding member in 2001. He
has attended 61 AAMA conferences,
according to Walker. 

AAMA�s annual 2008 conference
will be held February 24-27 in
Indian Wells, Calif. �

Center
Stage
continued from page 49

d
o
o
r

&

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

50

http://www.windowmachinery.com
http://www.ameri-can.ca
mailto:sales@ameri-can.ca
http://www.visionhardware.com
http://www.dwmmag.com


€ Displays 8 full-sized
windows in just over
4 feet

€ Holds aluminum,
vinyl, and wood
windows 

€ Windows easily roll
in and out of a self-
contained metal unit

€ Now available 
for 3 1/4Ž thick and
4 9/16Ž thick windows

ARIEL DOOR DISPLAY

€ Displays 12 door slabs in just 
under 3 1/2 feet wide

€ Holds entry doors, interior doors,
and storm doors

€ Doors easily roll in and out of a
self-contained metal unit

€ Costs less than other displays 
that only hold 3 or 4 doors

Tel. 905-886-1066  €  Fax 905-886-1266  €  www.emidisplays.com

KIARA WINDOW DISPLAY

TRIANGULAR DISPLAYS

€ Custom-made to fit window and door sizes of your choice
€ Aesthetically engineered in a modern design to accent the

windows• and doors• architectural features
€ Perfect for showrooms, mall shows, and home and trade shows

www.emidisplays.com

http://www.emidisplays.com
http://www.emidisplays.com


Bystronic Inc. brought its Automatic Super Spacer insu-
lating glass manufacturing line to the show floor. The com-
pany focused on the advancements made for the line since
its 2005 debut. Among these, the line is able to provide
simultaneous assembly, gas-filling and pressing of insulat-

ing glass units, short filling times, minimized gas loss due to
program controlled filling parameters and adjustable, pre-
cise press plate movement. 

In addition, it provides tandem operation with or with-
out separated press plates, additional equipment for gas
filling with Krypton, as well as gas mixtures, one- or two-
chamber filling of triple insulating glass units and integrat-
ed supervision of the gas-filling process.
��� www.bystronic-glass.com

Get Express Screens with Formtek•s Latest
The Screen Express from Cleveland-based Winpro

Formtek is designed to eliminate the costly, labor-
intensive manual process with automatic spline inser-
tion. The machine can produce an average of 90 screens
per hour, according to the company, and provides con-
sistent, quality with a programmable machine motion,
which Formtek says eliminates hourglass effects.

Screen sizes can be downloaded from either an
optional infrared bar code scanner or FTP download from

your existing network with the Screen Express. In addition, the
company says the machine requires only minimal operator training.

��� www.winproformtek.com 

Machinery Madness
I

n a world that is becoming more and more automated, most door and window manufacturers depend

on machinery to keep things running smoothly, efficiently and economically. Visitors to this year•s

GlassBuild America show in Atlanta found many new machinery options available to add new functions

to their plants, new options on their products and to upgrade their current set-ups. Following are the

details on some of the industry•s newest offerings in this area.

www.dwmmag.com
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Bystronic showcased its Automatic Super Spacer
insulating glass manufacturing line.

Bystronic Upgrades Automatic Super Spacer® Line

http://www.bystronic-glass.com
http://www.winproformtek.com
http://www.dwmmag.com


Syn-Tech Offers EZ-Bending 
with the Omega Series

Syn-TEC in Beamsville, Ontario, has a new Omega
EZ-Bend Series II, which includes a CNC radius table
for high-volume quality production, a Model 6000
heating chamber and a segment table. The CNC radius

table can change size in seconds, has a universal tool
set that ensures consistent accuracy, offers symmetry
and repeatability, eliminates glass templates, stores up

to 50 profiles and discounts so the operator enters a
finished radius, is equipped with lasers to mark center
and both pivot points and has a heated press and table
surface to prevent thermal shock. In addition, the table
is equipped with side clamps and an extended press
for bending continuous straight legs and has a surface
of 96 by 144 inches.

The Model 6000 heating chamber offers dual-zone
heat control, multiple profile lanes (up to 8 simultane-
ously), curtains at each end to accept profiles longer
than 14 feet and a pneumatic hood with foot pedal.

Finally, the segment table is equipped with a pneu-
matic pressing plate, pneumatic clamping of setting
tools, a 60- by 120-inch table surface, a compass scaled
to 120 inches and casters for easy relocation.
��� www.syn-tec.info

Nordson Offers DuraDrum’
Nordson Corp. of Duluth, Ga., displayed its latest offer-

ing, the DuraDrum Bulk Meter, which it said improves the
product quality of insulating glass units. The system is
designed to help control costs and improve quality, by
going away from a pressure-based system, according to
Nordson•s John Schnarr. In addition, the company offered
the AD41 handgun, which offers the same function but is
designed for smaller companies. It produces 50 to 100
units a day.
��� www.nordson.com �
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In the •QuadŽ with Spadix
Spadix Technologies Inc. of Middlesex, N.J., offers the Quad

Seal I.G. Sealing System, a fully automated system capable of
sealing up to 1,200 units per 8-hour shift. The system has
automatic size detection and requires no operator input. In
addition, it can be operated as a stand-alone unit and is 

designed to apply a hot or cold sealant to dual- or triple-glaze
flexible spacer units, as well as apply a secondary seal to dual-
or triple-glaze metal spacer bar units. The company says the
system•s unique design ensures no cold joints in any corner.
��� www.spadixtechnologies.com 

Atlanta Show Displays Latest in Machinery

http://www.spadixtechnologies.com
http://www.syn-tec.info
http://www.nordson.com
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DOOR HARDWARE
Get the Strength of 
a TITAN� from Roto

TITAN, a new sliding
patio door locking sys-
tem that combines
strength and
security with
installation
flexibility, is
now avail-
able from
C h e s t e r ,
C o n n . -
based Roto
Frank of
America Inc. 

The locking
system, which meets
AAMA specifications, is
comprised of an ergonomi-
cally designed interior
�Malibu� handle set, a
mounting base, a latch lever and an
exterior pull. Customers can cur-
rently choose from 2-point, 4-point
and 6-point lock assemblies. The
company plans to add another inte-
rior handle design to the TITAN
series in the coming months. 

TITAN�s 2-point version has two

opposing hooks to pre-
vent the door panel from
being lifted off the track
and out of the frame. All
lock assemblies have a
mishandling device to
prevent damage to the
locking hooks when clos-
ing the door.  In addition,
on the interior assembly,
the mounting screws are
side-mounted for a
cleaner appearance. 

Available in both lock-
ing and non-locking con-
figurations, TITAN has a
locking/unlocking detent
feature that indicates pos-
itive lock or unlock status.
For maximum security,
the non-locking version is
available with a security
plate and an anti-drill fea-

ture on the exterior pull.
TITAN is available in three stan-

dard colors, G2 white, blue white
and almond as well as seven archi-
tectural 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 interi-
or handle, a mounting base, a latch
lever, and an exterior pull. Locking
configurations 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 

Simonton Offers New 
Series of Replacement 
Patio Door Hardware

Simonton Windowsfi

in Parkersburg, W.Va.,
has introduced a new
series of optional,
upgraded hardware
for its replacement
patio doors that com-
plements the custom
fixtures, lighting and
other designer ele-
ments of the
home, according to
the company. The
durable, easy-to-
grasp Legacy handles
from Simonton are
available in antique
brass, brushed chrome,
mineral bronze, oil-
rubbed bronze and pol-
ished brass.

The new hardware
options also include an
external keyed lock and multi-
point locking system. The hardware
options can be added to Simonton�s
replacement patio doors made of
white, tan or driftwood vinyl, or the
company�s popular woodgrain
interior patio doors.

�The new patio door hardware
options allow homeowners to coor-
dinate the interior of their homes by
customizing their hardware accent

Introducing...

continued on page 56

MACHINERY AND EQUIPMENT
Nordson Introduces Purblue� EC Melters

The Duluth, Ga.-based Nordson Corp. says its new
PURBlue EC melters simplify the use of reactive
polyurethane (PUR) adhesives. The melters incorporate a

unique easy-to-clean design that makes clean-
up and maintenance quick and effortless,
according to the company.

Nordson says the new melter�s compo-
nents that come in contact with PUR adhe-
sive, including the tank, grid, reservoir and
pump block, can be dismantled easily for
cleaning. To further simplify maintenance,
PURBlue EC melters feature pump shutoff
valves and quick-disconnect heater and sen-
sor cables.

In addition to these features, an inert gas
blanket protects adhesive from moisture to pre-

vent premature curing, according to the company.
��� www.nordson.com
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L.B. Plastics, Inc.
P.O. Box 907 Highway 150
Mooresville, NC 28115

1-800-752-7739
704-664-2989 fax

Our AAMA-certified PVC profiles and superior system designs have a strong reputation

among window and door fabricators all over the world. But our real strength comes

from the lasting, productive relationships we have built with our fabricators. The

secret: Reinforcements. Reinforcements like comprehensive marketing and sales 

support; wide-ranging, in-depth customer service; and truly customized extrusion 

programs. We get involved with your specialized window and door fabrication needs.

And because we operate under the highest quality standards, we contribute to the

excellence of your finished products. You can strengthen your product line today. 

Just call 1-800-752-7739.

Sometimes, Opportunity Knocks On Your Window.

PROFILES IN

StrengthStrength
®
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CONTINUED

Introducing...

pieces in different rooms,Ž says
Christopher Burk of Simonton
Windows. •Each of the new hard-
ware packages add a warm, elegant
look to a replacement patio door
and provide years of durability.Ž
��� www.simonton.com

COMPONENTS
Dow Introduces Line 
of Weather-Resistant
Fenestration Products

Dow Building Solutions, a busi-

ness unit of the Dow Chemical
Company based in Midland,
Mich., says it has created a system
designed to complement and pro-
tect doors and windows and to
reduce drafts, water intrusion and
help control dust, exterior aller-
gens and insects. 

The company says the WEATH-
ERMATE sill pan and WEATHER-
MATE door pan redirect water
from doors and windows to the
building exterior, helping to keep
the interior wall and building

components protected and dry. 
Dow says its WEATHER-

MATE straight and
flexible flashing for
doors and win-
dows provide a
watertight seal
when properly
installed. WEATH-

ERMATE straight
flashing is designed to

provide seamless protec-
tion at jambs and straight

heads. Likewise, WEATHERMATE
flexible flashing, a self-adhering
butyl rubber adhesive, conforms
to curved openings and custom
shapes and is designed to provide
performance in a wide range of
weather conditions. 

GREAT STUFF PRO door and
window foam sealant is a mini-
mal-expanding, low-pressure-
build, flexible polyurethane foam
exclusively formulated to air-seal
the gap around a door or window
frame and its rough opening,
according to the company. DOW
door and window 1000 sealant is
formulated specifically to seal
door and window framework,
exterior and interior trim and fin-
ish joints and interfaces of most
building materials.  
��� www.insulateyourhome.com

AWSCO Offers
Options in
Transoms and
Sidelites

The •Grand
EntrancesŽ collec-
tion from AWSCO
in Dayton, Ohio,
contains an array of
transoms and
sidelites, including
options of the
•Builders SeriesŽ
and •Copy CatŽ art-
glass transoms and
sidelites. Both are
available with true
mahogany mill-
work and they can
be stained to match
woodgrain fiber-
glass doors. In
addition, both are
available with a
variety of glass
options •for the
look of authentic
millwork.Ž
��� www.awsco.com 

SPACERS
Edgetech Launches SuperSpacer nXt’

Cambridge, Ohio-based Edgetech I.G. has introduced the Super Spacer
nXt, which combines the same desiccant and acrylic adhesive as its
other products with a new proprietary core. It is available in a variety
of standard colors with a metallic appearance that mocks the look of
a metal spacer.

The new warm-edge spacer is designed to provide hybrid foam
insulation, low thermal conductivity and little thermal condensa-
tion. In addition, the company says its hybrid foam features good
ultraviolet resistance, high and low temperature performance, a
good dew-point drop and enhanced sound dampening. 

The Super Spacer nXt•s reverse dual-seal design utilizes an
outer hot-melt butyl sealant for long-term moisture durability

and gas retention, an inner structural acrylic side adhesive and no
cold flow or spacer-seal migration problems. 
Edgetech says the Super Spacer nXt provides for the elimination of

desiccant filling, no corner key assembly, simplified production of
shaped units, high-volume production with reduced labor force and a
limited equipment investment.

The new spacer also offers good color stability, smooth consistent sur-
face finish, no surface blistering or bubbling and straight-line applica-

tion with sharp 90-degree corners, according to the company.
��� www.superspacer.com
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FINISHED PRODUCTS
TRACO Expands Biscayne
Line with Impact Products

Cranberry Township, Pa.-based
TRACO has added a full line of
thermal aluminum impact
coastal area doors and windows
to its Biscayne Shutterless � line
of products. It says the newest
products meet the certifications
of the American Architectural
Manufacturers Association,
National Fenestration Rating
Council, ENERGY STARfi, the Florida
Building Code and the Texas
Department of Insurance. 

The new doors� and windows� 2-
¾-inch thermally broken frame has
been designed to keep the inside
environment comfortable regard-
less of the outside weather.

Likewise, the alu-
minum frames are
ideal for coastal mar-
kets because they are
structurally strong and
will resist rotting,
bowing, warping or
fading in heavy rain
and blazing sun,
according to the com-
pany. The doors and
windows are equipped
with insulating lami-
nated glass that also provides an
added layer of protection from the
cold and h eat. 

In addition, the Shutterless
thermal products eliminate the
need to spend time putting up
plywood or waste storage space
when not in use and provide con-

tinual added protection. 
Biscayne products include��

single-hung, sliding, casement and
fixed windows and sliding glass
doors and terrace doors. 
��� www.traco.com 

continued on page 58
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