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F R O M T H E P U B L I S H E R

If You Think You’re 
“Green,” Read On 

Our company has an envi-
ronmental policy, but
would I characterize us as a

green company? I don’t know that
I’d make that leap. My boss might
disagree with that statement, but
here’s why I make it: because
it depends on what the
definition of green is.
What does green
really mean? I tell
people that we are
committed to the
e n v i r o n m e n t  
(for some of the
things we do, visit
www.dwmmag.com).
I also tell them that I
serve as the company’s sus-
tainability officer, which means the
company and I strive constantly to
strengthen that commitment by
putting green principles into place
and advancing them through a
process that continues to evolve. 

If you’re promoting your compa-
ny or your products as being green
in any way you absolutely must
read the feature article on page 32.
It will tell you why you can’t throw
words around like recycled content
or PVC-free without having hard
facts to back up these claims.
Maybe your products truly are
green. But until there is widespread
acceptance of a definition of what
green really means, focus on the
concrete things you do to be envi-
ronmentally responsible.

We in the industry have become
accustomed to a lot of “green
speak,” but do we really know what
these words mean? If we don’t,
does the consumer? Here’s an
example. While at Wal-Mart the
other day waiting for my husband,

I was standing by the wood rocking
chairs and happened to see the
FSC logo, along with the statement
that the wood from the chair
comes from well-managed forests.
Trying to put myself into the shoes

of a regular consumer (one
that doesn’t write about

these issues), I tried to
imagine what he

would think upon
reading that small
label. If a con-
sumer really wants
to know what

makes up a well-
managed forest he

can go to the FSC’s web-
site to find out more, but

how many ever do?
Consumers can get confused

about various issues related to
green products. Here’s another
example of something that can
confuse consumers though its
intent is to help them identify a
green structure: the different
green building rating systems in
existence such as LEED for Homes
and the similar system adminis-
tered by the National Association
of Home Builders. Breaking down
those programs isn’t the easiest 
of tasks—even for professionals
like us. 

All of this made me realize that
when talking about green products,
try to make your message as clear
as possible. You may think you’re
already doing so, but take a minute
and examine your intent again—
whether it is a product, marketing
material or other message. 

Green is a little word, but explain-
ing it and defining it without
exploitation is not an easy task. ❙
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A A M A A N A L Y S I S

Verifying Patio Door Performance 
It’s Possible through the NAFS Standard

B Y  D E A N  L E W I S

While much has been writ-
ten by various organiza-
tions regarding evolving

window standards, testing and
certification, little attention has
been paid to their cousins, sliding
glass doors. Fortunately, sliding
doors have been along for the ride
toward state-of-the-art perform-
ance quality.

The linchpin is the recently
updated and soon-to-be code-rec-
ognized NAFS - North American
Fenestration Standard for win-
dows, doors, and skylights
AAMA/WDMA/CSA 101/I.S.2/A440-
08, which defines requirements for
four performance classes: R (for
products typically used in one-
and two-family dwellings), LC
(generally for low- and mid-rise
multi-family dwellings and “light”
commercial buildings), CW (usu-
ally for commercial buildings sub-
jected to heavier use) and AW
(commonly used in high- and
mid-rise buildings subject to more
extreme loading conditions).  

These classes are linked to quan-
tified minimum performance
grades, which are defined by design
wind pressures (DP) in pounds of
pressure per square foot. The mini-
mum Performance Grades are 15
psf (720 Pa) for R class, 25 psf (1200
Pa) for LC class, 30 psf (1440 Pa) for
CW class and 40 psf (1,920 Pa) for
AW class. The minimum structural
loading capability is 150 percent of
the DP for windows and doors (200
percent of the DP for unit sky-
lights), and water penetration
resistance is tested at 15 percent
(2.9 psf minimum) of the DP for R,
LC and CW classes – 20 percent of
the DP for AW class products.  

To qualify for a given perform-
ance grade, a specimen of the prod-
uct must pass ASTM-defined tests to
verify that all performance require-
ments are met. Each test specimen
must be a completely assembled,
glazed and functional unit (includ-
ing hardware), mounted in the test
apparatus per the manufacturer’s
documented instructions.

In addition to the basic structur-
al and water resistance require-
ments, sliding doors must also
pass prescribed tests for air infil-
tration, operating force, forced
entry resistance, corner weld
integrity (for thermoplastic [e.g.,
vinyl] framed products) and resist-
ance to deglazing.

Third-Party Certification
Since 1962, AAMA’s ANSI-accred-

ited certification program has
brought the credibility of inde-
pendent third-party inspection and
testing to the task of ensuring that
products meet the current NAFS
standard and its predecessors.

Under this program, actual test-
ing of a sample of the product may
be carried out at any AAMA-accred-
ited independent laboratory of the
manufacturer’s choosing. The labo-
ratory submits test reports to an
AAMA-contracted administrator,
who reviews them to verify comple-
tion of test procedures and confor-
mance with requirements. Once
approved, the manufacturer may
apply AAMA certification labels to
production line units that conform
to the design as tested. The admin-
istrator subsequently conducts at
least two unannounced inspec-
tions per year at the manufacturer’s
factory to verify that production

line units are equivalent to the test-
ed sample. 

Component Requirements
The NAFS standard and AAMA

product certification go beyond
basic quality assurance for com-
pleted fenestration units by recog-
nizing that a patio door is a com-
plex system of components—
extrusions, as well as finishes, glaz-
ing system, screening, weather-
strip, sealants and hardware—that
must perform properly and contin-
uously over a long service life.  

For example, to be deemed as
conforming to the NAFS standard,
and therefore certifiable under the
AAMA certification program, vinyl-
framed products must be made
from extrusions that comply with
AAMA 303. This document speci-
fies minimum requirements for
impact resistance, weatherability,
dimensional stability, heat resist-
ance, weight tolerance, heat
buildup and lead compound con-
tent of rigid PVC.

It is the specifier’s task to first
determine the trade-off between
performance and cost that is accept-
able for the job at hand.
Demonstrated compliance with the
requirements of AAMA/WDMA/CSA
101/I.S.2/A440-08 as shown by
AAMA Certification is the easiest way
to promote customer and end-user
satisfaction. ❙

Dean Lewis serves as manager, product
certification, for the American
Architectural Manufacturers Association
in Schaumburg, Ill. He may be reached at
dlewis@aamanet.org. His opinions are
solely his own and do not necessarily
reflect those of this magazine.

mailto:dlewis@aamanet.org
http://www.dwmmag.com
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E Y E O N E N E R G Y

Selling a Greener Window
What Motivates Green Home Improvement?

B Y  R I C  J A C K S O N

R ising energy costs and fears
of global warming are lead-
ing cities, states and con-

sumers toward energy-efficient
construction practices. According
to the National Association of
Home Builders (NAHB), green-
built homes will account for up to
10 percent of new construction by
2010, and two-thirds of all home
builders expect to be involved in
green building to some degree by
the end of 2008. Factors such as
state regulations, tax rebates,
Leadership in Energy and
Environmental Design (LEED)
credits and personal expression are
also driving consumers to greener
living spaces.

Regulations
States are encouraging (or in

some cases requiring) new con-
struction to be friendlier to the
environment. According to USA
Today (August 7, 2008), nearly three
times as many cities and counties
approved green-building policies
last year as did four years ago. 

On July 17, California became
the first state to enact a green
building code (see story on page 26).
Aspiring to increase energy effi-
ciency and reduce water consump-
tion, the new energy standards
increase the stringency of former
statewide standards by 20 percent. 

Examples of California’s manda-
tory requirements for windows
include:
• Air Leakage – Rates must not

exceed 0.3 cfm/ft.2 of window
area;

• U-factor – Must be rated in accor-
dance with National Fenestration
Rating Council (NFRC) 100;

• Solar Heat Gain Coefficient
(SHGC) – Will be rated in accor-
dance with NFRC 200 or NFRC
100 for site-built fenestration; and

• Labeling – Fenestration prod-
ucts must have a temporary label
listing the certified U-factor,
SHGC and air leakage require-
ments and must not be removed
before inspection of the enforce-
ment agency.

Rebates
Tax rebates are proving to be a

significant incentive in driving the
demand for environmentally
friendly homes. A few programs
offering financial incentives for
homeowners to go green and get
some “green” back include:
• San Francisco offers homeown-

ers rebates up to $6,000 for
installing solar panels;

• Cincinnati residents are eligible
for 15-year (new construction)
and 10-year (renovated) 100-per-
cent tax abatement for buildings
valued up to $500,000 that are
constructed to LEED standards;
and

• President Bush extended some
of the tax credits provided by the
Energy Policy Act of 2005
(www.energytaxincentives.org).

Credits
Homeowners aren’t the only

ones reaping the benefits of sus-
tainable homes. Commercial prop-
erty owners are starting to see
“green” as well. A 2007 study by the
CoStar Group and the University of
San Diego confirms that LEED cer-
tified buildings outperform peers
not only in energy use, but in the
building’s ROI as well.

How do windows fit into the LEED
equation? First, a home must qualify
for ENERGY STAR® by either achieving
a specific home energy rating-score
or having a combination of features
that meet specific performance lev-
els. Once ENERGY STAR qualifications
are met, there are two ways a home
can gain LEED points:

1. A home energy rating score
showing it exceeds the minimum
performance of an ENERGY STAR

home. Windows influence this score
through variables such as U-factor,
SHGC, orientation and size; and

2. Individual home features
(insulation, windows, water heater,
etc.) that exceed ENERGY STAR per-
formance levels. Windows can con-
tribute two or three points if their
NFRC-rated energy performance
values meet specifications.

Apart from regulations, tax incen-
tives and LEED credits, some home-
owners also see going green as a way
to express their personalities and
lifestyles. Windows can play a part in
this self expression. ❙

Ric Jackson is the director of marketing
and business development for Truseal
Technologies Inc. He can be reached at
rjackson@truseal.com. The views and
opinions expressed in this article do not
necessarily reflect those of this magazine.

http://www.energytaxincentives.org
mailto:rjackson@truseal.com
http://www.dwmmag.com
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P R O T E C T T H E V I E W

Don’t Be a “Jerk”
Weight-Guessing is Not the Best Option

B Y  M I K E  B U R K

In the movie The Jerk, Navin R.
Johnson, played by Steve Martin,
leaves home to “go out there and

be somebody.” He eventually finds
work as a weight guesser with the
SJM Fiesta Show. He writes home to
tell his family that there is a big
future in weight guessing.

Some insulating glass (IG)
assemblers must think there is a big
future in weight guessing when
handling large IG units. Weight
guessing seems to be the most pop-
ular method of determining which
IG units can be manually lifted and
which units require mechanical
assistance. There seem to be few
regulations or policies defining
how much can be lifted safely. 

Many operators simply judge the
weight of an IG unit based on size
and previous lifting experience.
They guess at the weight without
considering a unit’s composition.
They fail to realize that an unex-
pected variance in glass thickness
or number of lites can make the
unit much heavier than expected.

They also limit the use of mechan-
ical equipment. Many hoists and lifts
are parked and seldom used. When
questioned about the unused equip-
ment, most operators complain that
the equipment takes too long to use,
slows down the process, and they
just “don’t have time.” It is easier to
pick up large units individually or,
when absolutely necessary, ask for
help from a coworker.

Safer Solutions
Rather than guessing, there is a

safer way to determine which glass
can be carried by a human and
which is better left to mechanical
equipment. You can take the first

step by determining the weight of
the IG units you manufacture.
Glass weight can be estimated
using the data provided in the Glass
Information Bulletin developed by
the Glass Association of North
America.

Once you know the weights of
your IG, you should establish shop
guidelines for handling large units
by clearly defining which units
require more than one individual
or mechanical handling equipment
to be moved.   

Regulations
In a 2004 Standard Interpreta-

tion, the Occupational Safety and
Health Administration (OSHA) ad-
dressed the question, “Is there a
policy or guide which states the
maximum weight a person may
lift?” The agency replied, “OSHA
does not have a standard which
sets limits on how much a person
may lift or carry.”

However, the “exposure to haz-
ards related to heavy lifting and
back injuries can be addressed
under section 5(a)(1) of the OSHA
Act, commonly referred to as the
General Duty clause. The general
duty clause states that “Each
employer – shall furnish to each of
his employees employment and a
place of employment which are free
from recognized hazards that are
causing or are likely to cause death

or serious physical harm to his
employees.”

More Than Just Weight
The OSHA Standard Interpreta-

tion recommends procedures de-
veloped by the National Institute for
Occupational Safety and Health
(NIOSH). These materials include
surveys, improvement options and
assessment tools that can be used
to help predict the risk of injury
based on the weight being lifted and
many other factors. 

Questions included in the
Ergonomic Guidelines for Manual
Material Handling include: “Is the
object difficult to bring close to the
body because of its size, bulk or
shape? Is the load hard to handle
because it lacks handles or cutouts
for handles, or does it have slippery
surfaces or sharp edges? Does the
task require stressful body pos-
tures, such as stooping to the floor,
twisting, reaching overhead, or
excessive lateral bending? Does the
vertical lifting distance exceed 3
feet? These and other risk factors
can be found at the NIOSH web site
(www.cdc.gov/niosh/topics/ergon
omics/default.html#lift).

Near the end of the movie, Navin
realizes that the prizes he has given
away are worthless and his weight
guessing is “a profit deal.”
Manufacturing insulating glass is
also, “a profit deal,” but safety must
come first. ❙

Mike Burk serves as product manager for
Edgetech IG. He may be reached at
mike.burk@edgetechig.com. Mr. Burk’s
opinions are solely his own and do not
necessarily reflect the views of this
magazine.

Many operators simply 
judge the weight of an IG

unit based on size and 
previous lifting experience.

mailto:mike.burk@edgetechig.com
http://www.dwmmag.com
http://www.cdc.gov/niosh/topics/ergonomics/default.html#lift
http://www.cdc.gov/niosh/topics/ergonomics/default.html#lift
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T R E N D T R A C K E R

Fuel Surcharges
Taking Them Under Consideration 

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

T he recent dramatic rise in the
cost of fuel likely will have a
continuing effect on door

and window industry participants
for years to come. This industry is
heavily driven by logistics, with
most companies servicing, on
average, a 300- to 500-mile radius
around their manufacturing facili-
ties. Due to the fragmentation of
the industry, many companies that
attempt to ship products signifi-
cantly further than 500 miles find
that a comparable competitor
located closer to the customer
offers a lower price because of
their shorter shipping distance.
The Energy Information
Administration, a U.S. government
agency, estimates that diesel
prices will reach an average level
in 2008 that is 45 percent higher
than their 2007 level. This increase
is reshaping the industry and the
way the companies view manufac-
turing facilities and customers.  

Legacy Business
It is probably safe to say that

every manufacturer in the indus-
try services at least one customer
in a way that is not optimal for its
own profitability. A relationship

has formed over the years and
companies continue to provide
service in the face of complica-
tions like a long shipping distance.
Maybe the manufacturer knows
that an able competitor is ready to
pounce on that customer the
moment they attempt to pass
along a hefty (by which I mean
fair) fuel surcharge. The current
high fuel prices, though, have
called relationships such as this
under review. That customer isn’t
ever magically going to move 200
miles closer. On the other side of
the issue, oil prices are unlikely to
decline in the future. Instead, the
enormous and growing oil
appetite of China and India alone
will ensure that oil prices contin-
ue an overall increase, despite
whatever temporary short-term
relief we might find at the pump.

Impact of High Energy Prices
There are a number of other

effects of high energy prices, none
of which are favorable for manu-
facturers in the door and window
industry. Higher fuel prices are
tied to higher overall energy
prices, which increase the cost of
heating and cooling plants and
producing products. Vinyl manu-
facturers are particularly affected

by rising energy costs, because
vinyl is a petroleum-based prod-
uct. In a macroeconomic view,
higher fuel costs have a negative
impact on consumers’ pocket-
books and consumer confidence,
neither of which is good for the
housing industry. A particular sce-
nario that is negatively affected by
high energy prices is the aspira-
tion of many city dwellers to trade
up to a larger home in a suburban
area. Higher energy prices make
both ends of that equation less
attractive, since heating that larg-
er home becomes more expensive,
as does commuting further to
work.

Blueprint for the Future
Since we believe that energy

prices will only continue to
increase in the future, we recom-
mend that companies assess how
they will operate profitably in an
environment of persistently high-
er energy prices.  The easiest step
to take in making that assessment
is to look at the distances along
which products are currently
being shipped. Since there is
almost no escaping Pareto’s 80/20
rule in life, it’s highly likely that
many companies are maintaining
a much wider distribution net-
work than necessary to serve cus-
tomers that make a dispropor-
tionately low contribution to over-
all revenues. If the decision to
cede those customers to competi-
tors is too painful, companies
should at least be more aggressive
regarding fuel surcharges.

It is always impressive to hear

Maybe the manufacturer
knows that an able

competitor is ready to
pounce on that customer the
moment it attempts to pass
along a hefty (by which I
mean fair) fuel surcharge. 

continued on page 14

http://www.dwmmag.com


There’s a New Heavyweight 
               in the Extrusion Industry

Sapa, world’s largest aluminum 
profile company, is making a 
strong commitment to the light 
metal market:

•  12 North American production
 facilities for efficient logistics 
 and flexibility

•  Broadest line of products 
 and alloys in circle sizes to 24"

•  Unmatched facilities for 
 fabrication, painting and anodizing

•  Enormous competencies for 
 design assistance and 
 technical support

With decades of experience, we’re 
shaping a new future in extrusions 
for the window and door market 
by partnering with customers to find 
better solutions to their needs. 
Our focus is on continuous 
improvement to build value. 
Our decentralized structure delivers 
responsive service by people 
closest to you. 

Contact us today. Experience a 
brilliant combination of products 
and service... something we never 
treat lightly.

sapagroup.com/us/en 
SEE US AT GLASSBUILD AMERICA, BOOTH #1018

http://www.sapagroup.com/us/en
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from a company that it manufac-
tures its product in the middle
third of the country and is able to
pass along sufficient shipping
costs to sell profitably to cus-
tomers on both coasts.  It is usual-
ly an indicator of a high-quality,
highly differentiated product that
is not viewed as a commodity by
customers. Companies actually
can use the ability to pass along
shipping costs as a sort of litmus
test to determine whether they are
focused on a segment of the prod-
uct spectrum that adds enough
value. It doesn’t mean companies
should aspire to serve an ever
increasing radius. However,
becoming knowledgeable of your
customers’ willingness to pay to
have your product shipped to
them is a way to test the percep-

tion of your products that a mar-
keting study is powerless to
match.  

Another aspect of the future of
the industry that is virtually
assured as a result of higher ener-
gy prices is continued consolida-
tion. Being a small company will
continue to become more difficult
as larger competitors with well
placed manufacturing facilities
will be able to whittle away signif-
icantly at the outer edges of small-
er companies’ service areas. In the
past, adding to the acquiring com-
pany’s product offering has been
the most commonly mentioned
reason for completing an acquisi-
tion. We would be surprised not to
see companies begin to mention
the logistics advantages of the
placement of the acquired compa-

ny’s plants as being among the
primary driving factors more
often.

High energy prices are likely to
be a reality for the foreseeable
future. This is the time for compa-
nies to assess the profitability of
their most far-flung customers
and to redouble their efforts to
focus on value-added products for
which customers happily will pay
additional shipping costs. ❙

Michael Collins is vice president of the
building products group at 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.

T R E N D  T R A C K E R
CONTINUED

6 25  M O N T R OYA L  R D 
RURAL HALL, NC 27045

100 CENTURY POINT DR 
E AST BEND, NC 27018

toll free: (800) 431-1982
www.dacproducts .com

DESIGN  ENGINEERING  PRODUCTION  GRAPHICS  FULFILLMENT  INSTALLATION

The industry’s only
complete
single source for
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 Custom Design

 Proprietary Design 

TOTAL MARKETING SUPPORT

and now…  Complete showroom 
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Always precise

Recurrent hurricanes and other weather disasters mean tougher building codes and
the desire to avoid product liability issues.  Even your highest quality constructed door
will be only as good as its multipoint locking system.

Winkhaus’s robust, tapered hooks pull the door smoothly into the frame, against the
gasket for a tight seal.  Simultaneously, the hooks engage behind the strike plate 
providing a positive engagement that will last even through the highest performance
requirements.  Count on Winkhaus to reliably supply the system that prevents door
warpage as well as air and water infiltration.  

And only Winkhaus features One Motion™ (patent pending), which automatically
releases all locking points from the inside with one simple downward motion of the
handle.  A comforting safety feature that homeowners demand.

Made with corrosion-resistant 300 Series stainless steel, of course, providing out-
standing performance for a lifetime.

Winkhaus North America, Inc.
1171 Universal Boulevard • Whitewater, WI 53190
P: 262.472.8800 • F: 262.472.8900 • www.winkhaus.us.com

When inclement weather strikes, even 
your highest quality doors are only as 
good as your multipoint locking system.

http://www.winkhaus.us.com
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COMPANY NEWS

Door and Window Companies 
Included on Inc. 5000 List 

A number of door and win-
dow manufacturers and
their suppliers ranked on

the second annual Inc. magazine
Inc. 5000 list—a list of the fastest-
growing private companies in the
United States. Among those listed
were the following. 
• Thompson Creek Manufacturing

in Landover, Md., ranked No.
2,979 on the list for its 119.9 per-
cent growth. In 2004, Thompson
Creek reported revenue of $10.3
million; in 2007, this number
grew to $22.6 million. The 120-
employee company attributes its
growth to “the employment of
appropriate systems and
processes,” which has allowed it
to manage growth and handle a
large volume of business.
Thompson Creek is a family-
owned business. 

• Rosati Windows was ranked No.
4,823 for its 46 percent growth
since 2004. The 178-employee
company reports 2004 revenue of
9.5 million, compared with 2007
revenue of 13.9 million. The com-
pany attributes its growth to cus-
tomer referrals and the high level
of customer service it offers. “I’m a
maniac about customer service,”
Mike Rosati told Inc. “My cus-
tomers will be happy if I have to
tear their windows out and put all
new ones in myself.” The
Columbus, Ohio-based company
also prides itself on selling its win-
dows directly to consumers and
providing installation services as
well. 

• Vista Window in Warren, Ohio, a
vinyl window manufacturer, was
listed at No. 3,554 on the list-
reporting growth of 91.5 percent.

The 135-employee company
grew its revenue from $7.6 mil-
lion in 2004 to $14.5 million in
2007, and attributes this growth
to a step it took to maximize effi-
ciency. “We only have two pro-
duction lines. We make frames on
one and sashes on the other,”
CEO Dan McCarthy told Inc. “The
bottom line is that we end up
making more windows per
square foot than anybody else in
the replacement window busi-
ness.” The company also prides
itself on offering up to 72 color
combinations. 

• Edgetech I.G. of Cambridge,
Ohio, attributes its 56.2 percent
growth to a push toward energy
efficiency and “the increased
demand for products such as
better insulated windows.” The
company, which was ranked at
4,477, has implemented a system
that automates the processing of
orders over the last few years. It
grew its revenue from $39.7 mil-

lion in 2004 to $62.0 million in
2007 and employees 180.

• Stiles Machinery grew its revenue
by 40.5 percent-from $138.2 mil-
lion in 2004 to $194.1 million in
2007. The company, which
employs 405, invested $1 million
into a new 5,000-square-foot call
center in 2007, and increased the
efficiency of its shipping depart-
ment, according to Inc. Stiles offi-
cials project this improvement to
lead to the doubling of its rev-
enue over the next 5 years,
according to the article. Stiles is
based in Grand Rapid, Mich., and
ranked No. 4,988 on the list. 

• Nana Wall Systems in Mill Valley,
Calif., a manufacturer of luxury
retractable glass walls, grew its
revenue by $255.2 percent-
putting it at No. 1,482 on the list.
Revenue increased from $10.7
million in 2004 to $38.1 million
in 2007. The 33-employee com-
pany attributes some of its
growth to the green movement.
“The floor-to-ceiling windows
offer natural light and fresh air
that architects can incorporate
to satisfy earth-conscious
clients,” reads Inc. Nana also
ranked No. 54 in the Top 100
Manufacturing Companies and
No. 63 in the Top 100 Businesses
in San Francisco-Oakland-
Fremont, Calif. 

• Commercial aluminum door
and window manufacturer
Wojan Window & Door took spot
No. 3,212 on the list. The second-
generation family-owned com-
pany, which is a preferred ven-
dor for the Hilton Corp., report-

What’sNews

continued on page 18

The Inc. 5000 List Includes
Company Rank
Queen Anne 

Window & Door . . . . . . . . . . . . 442
Nana Wall Systems . . . . . . . . . . 1,482
Reesmar Sales & Millwork . . . . 2,693
Thompson Creek 

Manufacturing. . . . . . . . . . . . 2,979
Wojan Window & Door. . . . . . . 3,212
Unique Window & Door . . . . . . 3,397
Vista Window. . . . . . . . . . . . . . . 3,554
Low Country Case 

and Millwork . . . . . . . . . . . . . 3,625
Penguin Windows . . . . . . . . . . . 3,716
Edgetech I.G. . . . . . . . . . . . . . . . 4,477
Rosati Windows. . . . . . . . . . . . . 4,823
Stiles Machinery . . . . . . . . . . . . 4,988
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What’sNews
CONTINUED

ed 106.9 percent growth-rising
revenues from $9.1 million in
2004 to $18.9 million 2007.
Wojan employs 150 and is based
in Charlevoix, Mich. 

• Reesmar Sales & Millwork in
Hialeah, Fla., grew its revenue
from $1.1 million in 2006 to $2.6
million in 2007. The company
was ranked No. 2,693 with only
21 employees. The family-owned
business also ranked No. 71 in
the Top 100 Businesses in
Miami-Fort Lauderdale-Miami
Beach, Fla. According to Inc., the
company’s chief executive offi-
cer Cesar Lozano took over the
company in 2004, and since
then, he has added new machin-
ery to improve quality, cut pro-
duction time by 40 percent
(along with automated labor),
cutting costs by 15 percent. 

• Low Country Case and Millwork
was ranked at No. 3,625 for its
87.7 percent growth. The 42-
employee company reported

revenue of $2.2 million in 2004
and $4.1 million in 2007. Based
in Ladson, S.C., Low Country
attributes its growth to an
investment in new technology
and an addition of 15,000 feet of
space to its manufacturing facil-
ity. The high-end millwork man-
ufacturer is run by founder
Robert Stasiukaitis, his wife,
Brenda, brother Paul and son
David. 

• Queen Anne Window & Door
ranked highest of all those relat-
ed to the door and window man-
ufacturing industry on the list-at
No. 442. (Last year, it ranked
295.) The Seattle-based door and
window distributor reports a
722.8-percent increase in rev-
enue-from $772,968 in 2004 to
$6.4 million in 2007. With only 18
employees, the company attrib-
utes its growth providing onsite
door and window measure-
ments, which normally would be
done by contractors, and provid-

ing a warranty as well. Queen
Anne also was listed at No. 12 in
the Top 50 Business in Seattle-
Tacoma-Bellevue, Wash., and
No. 19 in the Top 100
Construction Companies. 

• Indianapolis-based Unique
Window & Door, which sells
doors and windows, grew 98
percent-ranking it at No. 3,397.
The company reports an
increase in revenue from $8.1
million in 2004 to $16.1 million
in 2007. With just 115 employ-
ees, the company also has
expanded its offerings to
include basement finishing and
luxury bath systems. 

• Penguin Windows in Mukilteo,
Wash., sells replacement win-
dows. The company was ranked
at No. 3,716, for increased growth
of 84.3 percent, from $28.9 mil-
lion in 2004 to $53.3 million 2007.
Penguin employs 552 people. 

Crystal Windows Licenses
Sashlite Technology 

Crystal Window & Door Systems
has entered into a licensing agree-
ment with Sashlite LLC of
Westport, Conn., for the use of the
company’s patented vinyl window
insulating glass technology. 

In separate actions, Crystal has
also acquired Sashlite-specific
tooling and equipment and estab-
lished agreements with Sashlite
strategic partners H.B. Fuller and
Sash Systems.

“Establishing these relation-
ships is the first step in building a
bright new future for Crystal,”
says Thomas Chen, Crystal’s
founder and president. “Crystal’s
use of Sashlite’s innovative spacer
technology will offer our window
dealers, distributors and home-
owners many, many advantages,
not the least of which are industry

continued on page 20

FINANCIAL NEWS
Quanex Engineered Products Division Reports 12 
Percent Decline from 2007 for Fiscal Third Quarter

Quanex Building Products Corp., the parent company of Truseal
Technologies, Mikron Industries and Homeshield, has announced its fiscal third-
quarter 2008 results. For its engineered products division, which includes its
fenestration components divisions, the company reports net sales of $115.3 mil-
lion, a 12 percent decline from the same quarter of 2007, during which the
company earned $131.4 million in net sales.

The division’s operating income also decreased 29 percent for the quarter,
down to $12.6 million from $17.7 million for the same period last year.

“We continue to find ourselves in a very difficult housing market, with new
home starts off 31 percent compared to our third quarter last year while
remodeling activity is thought to be down about 10 percent,” says David
Petratis, president and chief executive officer of Quanex Building Products.
“Our sales at Engineered Products, down about 12 percent, held up well when
you consider the depressed state of these end markets.”

Engineered Products ($ in millions)
Third-Quarter 2008 Third-Quarter 2007 % Change

Net Sales $115.3 $131.4 -12 percent

Operating Income $12.6 $17.7 -29 percent

http://www.dwmmag.com


12650 Patrick Henry Drive, Newport News, VA 23602    Phone: 800.927.1097 
Web: www.g-u.com/us    E-mail : ussales@g-u.com

The BKS e-Bolt—confidence at the touch of a button.

From the driveway, or at her front door, security and convenience are hers 
at the touch of a button. The e-Bolt from BKS, a division of G-U, is now 

available with upgraded features:
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What’sNews
CONTINUED

leading energy efficiency ratings
and spacer aesthetics. Sashlite
will be a key component of Crystal
Windows’ continued future
growth and success.”

Western Reflections 
Works with PPG 

Western Reflections recently
joined with PPG AutoGlass to intro-
duce residential door glass inserts
as a business expansion opportuni-
ty for the glass shop retailer.

“Our glass can be used in doors
to meet ENERGY STAR® criteria and
we offer hurricane impact door
glass in a number of style options,”
says John Pettis, director of sales
for Western Reflection. 

FINANCIAL NEWS
Masonite Announces
Second-Quarter 
2008 Financials

Masonite International Inc.
recently announced second-quar-
ter 2008 sales of $507.8 million, a
decline of 13.8 percent compared
to sales of $588.9 million in the sec-
ond quarter of 2007. Operating
EBITDA decreased 48.0 percent to
$46.1 million from $88.6 million in
the second quarter of 2007.
Adjusted EBITDA, calculated pur-
suant to the company’s credit
agreement, declined 43.5 percent
to $56.0 million in the second quar-
ter of 2008, compared to $99.1 mil-
lion in the prior year period,
according to a release issued by the
company in August.

Masonite attributes the decrease
in its second-quarter results to the
deterioration in the U.S. housing
market. 

“Lower operating volumes led to
margin compression that was fur-
ther exacerbated by significant
inflation in our raw material, ener-
gy and transportation costs,” says
Fred Lynch, president and chief
executive officer. “It is our current

belief that market conditions will
deteriorate further in both the
United States and the United
Kingdom through the second half
of 2008. In response, we continue
to address every lever at our dis-
posal; adjusting staffing and pro-
duction capacities in line with
demand, driving additional operat-
ing efficiencies through lean sigma
implementation, and pricing our
products to appropriately reflect

their value in this inflationary cli-
mate. These difficult but necessary
actions will help position Masonite
for greater success when the mar-
ket rebounds.”

In the second quarter, the com-
pany completed the closure of
three manufacturing sites in North
America. The company recorded a
restructuring charge of $6.9 million

continued on page 22

ASSOCIATION NEWS
IBHS Plans for Research Facility to 
Aid in Building Durable Structures 

The Institute for Business and Home Safety (IBHS) located in Tampa, Fla., will
begin construction later this year of the Insurance Center for Building Safety
Research. Funded by the IBHS’s insurer and reinsurer members, the facility will
conduct research to find ways to build more durable homes and buildings.   

The center will include full-scale testing and construction components will
be included, and a two-track research program will allow IBHS to focus on dif-
ferent types of catastrophic events, such as high winds and wind-driven water
intrusion. According to the group’s announcement, the findings will be used in
consumer education and advocacy programs, as well as for developing public
policies, such as building codes.

In addition, the center also will allow IBHS to further ongoing research
efforts and partnerships. For example, the group has been working with the
University of Florida, Florida International University and also private laborato-
ries on wind-driven water intrusion research. 

The IBHS is currently evaluating potential sites for the center, which will
require about a 100-acre parcel. Selection criteria include a mild climate to
allow for year-round research and significant amounts of electricity through a
plant or substation. 

The above illustration shows plans for the facility that will serve as a center for
hurricane research including how to make homes and buildings more durable. 

http://www.dwmmag.com


Pushing WINDOW & DOOR technologies to the e     treme

http://www.royalgrouptech.com
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What’sNews
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in the second quarter of 2008 in
connection with these closures and
other actions. In connection with
additional facility closures that are
anticipated to occur in the third
and fourth quarter of 2008, the
company also recorded charges
relating to goodwill, intangibles
and fixed asset impairment in the
amount of $10.8 million in the
quarter. Further restructuring
charges are anticipated to be
required in the future as these clo-
sures are completed.

CODES
DOE Extends Public
Comment Period for Draft
Door, Window and Skylight
ENERGY STAR® Criteria

The Department of Energy
(DOE) has announced that based
on feedback received at the August
13 stakeholder meeting, held to
discuss the revised, drafted criteria
for ENERGY STAR-qualified doors,
windows and skylights, it has
extended the deadline for public
comment on the criteria to
October 17, 2009.

Previously, comments had been
due on September 14—less than
one month after the meeting, and
many in attendance at the meet-
ing, which was held in Washington,
D.C., expressed concern that this
was not enough time to allot for
comments on the criteria.

Comments should be e-mailed
to Richard Karney at richard.kar-
ney@ee.doe.gov and Emily Zachery
at ezachery@drintl.com.

800-445-6240 www.adhesivesresearch.com

Adhesives Research has developed the next generation of high-
performance SDL tapes.ARclad® 8626 and 8645 are built to withstand
the heat, cold and weather extremes inherent in SDL bonding; are
exceptional foam-to-surface wet-out; and are:

• Supported by a 10-year warranty

• Highly conformable to glass and SDL surfaces

• Easy to use, no silane coupling agent required

SUPPORTINGTHERESIDENTIAL
WINDOWANDDOOR INDUSTRY

FORMORETHAN25YEARS.

b r i e f l y

Crystal Window & Door
Systems has opened a new branch
office in Enfield, Conn. The new
office will serve the company’s
southern New England customers
and is located at 72 Shaker Road in
Enfield. ❙

Los Angeles-based-C.R. Laurence Co. Inc. (CRL) has published
a brand-new AM09 Architectural Metals Catalog. The full-color,
208-page catalog is available in print and online at www.crlau-
rence.com, and includes an extensive selection of architectural
systems and related hardware (❙❙➤ www.crlaurence.com) … A
new catalog is now available from Charles G.G. Schmidt & Co.
The latest 52-page catalog, Number 900, is packed with new ideas
and tooling, including insert cutters, router tooling, diamond bits,
band saws and new knife profiles (❙❙➤ www.cggschmidt.com). ❙

LitBits f r e e  l i t e r a t u r e

SEE US AT GLASSBUILD AMERICA, BOOTH #2207
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http://www.crlaurence.com
http://www.cggschmidt.com
http://www.dwmmag.com
mailto:richard.karney@ee.doe.gov
mailto:richard.karney@ee.doe.gov
http://www.crlaurence.com
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It’s simple!

Dealers and sales people who 
have the right information 
at their fingertips can sell 
more.  Rapid quoting, clear 
bid documents, and instant 
ordering enable sales people 
to pursure more opportunities 
and win more business.  

BuyDesign is an Internet-based   
selling system that provides  
window & door sales people with:

 Instant access to product information 

 Configuration of single and mulled units 
with grille bar alignment

 2D & 3D visualization

 Bid documents with thumbnail images

 BuyDesign also provides:
 AutoCAD plug-in for architects and 
designers

 Website applications to drive consumer 
demand

Quote & order activity analytics

 Join leading fenestration manufacturers 
already using BuyDesign to:

Increase sales

Reduce errors

Speed delivery

Lower costs
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Code Council Creates Sustainable 
Building Technology Committee 

T he International Code
Council (ICC) Board
approved the creation of a

Sustainable Building Technology
Committee (SBTC) to support its
many ongoing efforts in green, sus-
tainable and safe construction.

“I am proud that the Board con-
tinues to be proactive on green

building matters and supported
creating this new committee,” says
Council Board president Steve
Shapiro. “From the creation of the
International Energy Conservation
Code, the most widely used energy
efficiency code, to the continual
advancement of the International
Plumbing Code, which requires the

efficient use of water, the Code
Council has embraced and com-
mitted itself to helping communi-
ties build safe and build green.
Other examples include the ICC-
700 National Green Building
Standard for residential construc-
tion, a program to verify sustain-
able attributes of building prod-
ucts, a green clearinghouse 
for jurisdictions to share sustain-
able information and green build-
ing certification and training 
programs.”

According to the ICC, the SBTC
will provide an open forum for dis-
cussion of sustainability and
ensure that Code Council members
and stakeholders have a key voice
in the critical debate. The SBTC will
be charged with:
• Developing proposed code

changes and analysis/response
of related changes proposed for
the Code Council family of codes
and standards; 

• Participating in the development
of Council guidelines to assist
members and jurisdictional
authorities in implementing sus-
tainable construction practices
in their communities; 

• Providing input on related
Council programs such as green
training and a green certification
program for First Preventers, code
officials who ensure buildings are
safe and energy efficient; and 

• Serving in an advisory role to the
Council’s Board of Directors
regarding the development of
new International Codes or
Standards in support of sustain-
able construction practices. 

Energy and Environmental News

continued on page 26

A Look at ENERGY STAR® Homes
Manufacturers who make ENERGY STAR-qualified doors and windows no doubt

market these to builders. But do you market these products to builders who par-
ticipate in the Environmental Protection Agency’s (EPA) ENERGY STAR Homes pro-
gram? If not, you should consider this, as an increasing number of builders are
signing on to this program. 

Sam Rashkin, manager for ENERGY STAR for Homes, reported at a meeting in
July, “We’re approaching a million labeled homes at the end of this year. This is
an amazing accomplishment,” he said.

He pointed out that in the last 18 months, the program has increased by 300
builders per month as compared to 35 per month in the period before that,
which he said proves great interest on the part of builders in green building.

“The number of builder partners is staggering,” he said. 
According to Rashkin, it’s easy to build an ENERGY STAR Home. All you do is

control air flow, moisture flow and thermal flow. “One way to do this is to install
low E- windows in the home,” said Rashkin. “You have to have advanced win-
dows appropriate for the climate.” 

Comparing the program to others, such as LEED for Homes, Rashkin said, “In
the end if you verify it, you’ll have an Energy Star Home … Compared to green
building programs that have tiers, etc., with ENERGY STAR Homes, either you are
or you aren’t.”

Following is some more information on what goes into an ENERGY

STAR Home. For more information, visit http://www.energystar.gov/
index.cfm?c=new_homes.hm_index.
• A home must meet guidelines for energy efficiency set by the EPA. These homes

are at least 15 percent more energy efficient than those built to the
International Residential Code and include additional energy-saving features
that typically make them 20 to 30 percent more efficient than standard homes.

• ENERGY STAR qualified homes can include a variety of energy-efficient features
that contribute to improved home quality and homeowner comfort, and to
lower energy demand and reduced air pollution. 

• ENERGY STAR Homes are subject to third-party verification. With the help of
independent Home Energy Raters, ENERGY STAR builder partners choose the most
appropriate energy-saving features for their homes. Additionally, raters con-
duct onsite testing and inspections to verify the energy efficiency measures.

http://www.dwmmag.com
http://www.energystar.gov/index.cfm?c=new_homes.hm_index
http://www.energystar.gov/index.cfm?c=new_homes.hm_index
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Home Buyers Increasingly
Thinking and Buying 
Green, Survey Reports

A recent survey conducted by
the U.S. Green Building Council
(USGBC) and McGraw-Hill
Construction revealed that home
buyers at all income levels are look-
ing for green elements in their
home purchases. 

Families and individual home-
owners with the lowest incomes
are overwhelmingly satisfied with
their green homes, are more likely
to recommend a green home to
family and friends, and strongly
prefer green homes as a purchas-
ing option, according to the study.
The survey found that 78 percent
of homeowners earning less than
$50,000 per year say they would
be more inclined to purchase a
green home. 

The survey estimated that with-
in the last three years more than
330,000 market rate homes with
green features have been built in
the United States, representing a
$36 billion per year industry. An
estimated 60,000 of those homes
were third-party certified through
LEED or a local green building
program. 

“We’re crossing the tipping point
for green home building,” says
Harvey M. Bernstein, McGraw-Hill
Construction vice president of
Industry Analytics, Alliances and
Strategic Initiatives. “Concerns
about energy costs, health and even
resale value are adding up green for
builders, buyers and renters. Green
homes are here to stay.” 

The company surveyed a repre-
sentative sample of one million U.S.
households (equating to three mil-
lion consumers) to find those indi-
viduals who had purchased LEED-
certified and other green homes
over the last three years. Eighty-
three percent said their new homes
will lower operating costs; lower
energy bills within the first year
after purchase (79 percent); and
also lower water bills within the first
year after purchase (68 percent). 

Going green was the top reason
cited by survey respondents for
remodeling their homes.
Environmental benefits, such as
lower energy costs and healthier
air, were identified by 42 percent of
respondents as their main reason
for home improvements; 34 per-
cent cited increased comfort; only
24 percent said improved appear-

ance was their main benefit from
remodeling. 

Other key findings of the survey
include:
• 70 percent of buyers are either

more or much more inclined to
purchase a green home over a
conventional home in a down
housing market;

• More than half (56 percent) of
those surveyed who have bought
green homes earn less than
$75,000 per year; 29 percent earn
less than $50,000;

• Overall, lower income buyers say
they found tax credits and gov-
ernment programs, indoor air
quality benefits and green certi-
fications to be the most impor-
tant incentives for them to buy
green homes; and

• Almost half (44 percent) of
homes renovated between 2005
and 2007 used products chosen
for their green attributes.

California Adopts 
Nation’s First Statewide
“Green” Building Code

The California Building
Standards Commission (CBSC)
announced the unanimous adop-
tion of the nation’s first statewide
“green” building code. The code is a
direct result of the Governor’s
direction to the Commission and
will lead to improved energy effi-
ciency and reduced water con-
sumption in all new construction
throughout the state, while also
reducing the carbon footprint of
every new structure in California,
according to a CBSC release.

The new code contains stan-
dards for single-family homes,
along with several other types of
buildings, and is composed of
optional standards that will
become mandatory in the 2010 edi-
tion of the code. This adjustment
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Energy and Environmental News

continued on page 28

Reasons Homeowners Remodel
Going green was the top reason cited by survey respondents for remodeling

their homes. Environmental benefits, such as lower energy costs and healthier
air, were identified by 42 percent of respondents as their main reason for home
improvements; 34 percent cited increased comfort; only 24 percent said
improved appearance was their main benefit from remodeling.

Improved 
Appearances

Comfort

Environmental 
Benefits

Source: USGBC and McGraw-Hill

24%
42%

34%

http://www.dwmmag.com
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period will allow for industry and
local enforcement agencies to pre-
pare for, and comply with, the new
green building standards.

After 2010, the California Green
Building Standards Code will be
updated on an annual basis to
ensure that the latest technology
and methods of construction have
been incorporated to maintain a
high level of standards.

Florida Legislature Passes
Building Code Standards Bill

The Florida Legislature passed a
building code standards bill,
CS/HB 697, on May 2. The bill,
which will go into effect on July 1,
revises eligibility requirements for
rebates under the Solar Energy
System Incentives Program and
expands the required codes to be
included in Florida Building Code
updates, etc. 

In addition, the bill revises provi-
sions authorizing use of solar col-
lectors and other energy devices
and revises requirements for future
land use element of local compre-
hensive plan to include energy-effi-
cient land use patterns and green-
house gas reduction strategies.
❙❙➤ www.floridabuilding.org

Accsys Named in World’s Top
20 Sustainable Stocks Listing

Accsys Technologies PLC, the
parent company of Titan Wood, has
announced that it was included
The Sustainable Business 20 
(SB20) list of the world’s top sus-
tainable stocks, published by
SustainableBusiness.com.

The SB20 showcases innovative,
model companies that, through
their products or initiatives, are
contributing substantially to the
advance of a sustainable economy
and have the potential to greatly
impact our ultimate goal of reach-
ing a sustainable society, according
to Accsys. The listed companies are

nominated, discussed and then
voted on by a group of judges.

The list, published in the month-
ly online Progressive Investor
newsletter, features large and small
companies from several countries
that are strong from both a sustain-
able and a financial perspective.

“It is a privilege for the company
to be featured on this elite list,” says
Willy Paterson-Brown, Accsys’
executive chairman. “Not only is
the far-reaching potential of our
highly successful Accoya® wood
product and its proprietary wood
modification technology receiving
the recognition that it deserves, but
it also acknowledges that the com-
pany is well positioned to exploit
this substantial opportunity.”

AEC Unveils Aluminum 
is Green Logo

The Aluminum Extruders
Council (AEC) has unveiled a new
logo to promote the environmental
benefits of aluminum. The new
Aluminum is Green (AIG) logo
made its debut in May during the
Ninth International Aluminum
Extrusion Technology Seminar and
Exposition (ET ‘08) in Orlando, Fla.

The logo was designed to convey
aluminum’s recyclable, sustainable
and versatile attributes.

Survey Shows Homeowners
Willing to Invest 
More in “Green” Home 
Improvement Products 

A recent survey commissioned
by Plastpro Inc. showed that
despite the weakened economy,
homeowners are still willing to pay
more for products that are “green”
or energy-efficient.

In a poll of more than 700 home-
owners, 73 percent said they would
pay more for home improvement
products that they believe are better
for the environment. The survey also
showed that women find the green
message more compelling than
men, with 80 percent indicating
they’d be willing to spend more on
environmentally friendly products
compared to 66 percent of men.

Additionally, 89 percent of those
polled said they would be willing to
pay more for products that reduce
heating and cooling costs, while 9
out of 10 would buy quality prod-
ucts that last longer–rather than
less expensive materials that save
upfront costs but have a shorter life
span–when considering replace-
ment items like doors or windows.

The poll, which was adminis-
tered by the Opinion Research
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continued on page 30

DWM Magazine Launches e-Green Website
In an effort to

serve the needs of
the door and win-
dow industry, DWM
magazine has
launched a section on its website, e-Green, specifically devoted to energy and
environmental information targeting the industry. Looking for the latest infor-
mation on the United States ENERGY STAR® program? Go to e-Green. Want to
know what Canada is doing in terms of ENERGY STAR proposed changes? Go to
e-Green. Want to find energy-related links? Go to e-Green. The site also
includes profiles of door and window manufacturers who have made environ-
mental issues a priority in their plants. Viewers will also find profiles of partic-
ular products that have an environmental slant.

The site is sponsored by Edgetech IG.
❙❙➤ www.dwmmag.com/e-green

http://www.floridabuilding.org
http://www.dwmmag.com/e-green
http://SustainableBusiness.com
http://www.dwmmag.com
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Corp., also showed that when plan-
ning a home improvement project
involving professional help, 86 per-
cent of homeowners felt it was
important that the people they hire
be knowledgeable about environ-
mentally beneficial and energy effi-
cient products.

Edgetech I.G. Unveils
SustainaView™ Campaign

Edgetech I.G. recently launched
the SustainaView™ Window
Technology marketing campaign,
which is designed to educate
homeowners on the environmental
benefits of Super Spacer®.

The SustainaView program
includes product literature, a DVD,

posters and window labels. The
Cambridge, Ohio-based company
plans to also add a customized web
page soon. Among the product lit-
erature is a full-color brochure that
discusses how windows made with
SustainaView technology help
homeowners cut energy costs,
while helping the window systems
to stand the test of time, according
to information from Edgetech.
❙❙➤ www.sustainaview.com

DOE Presents 
ENERGY STAR® Awards

The Department of Energy (DOE)
has announced its 2008 ENERGY STAR

awards. Pella Corp. in Pella, Iowa,
was named the 2008 ENERGY STAR

Partner of the Year for Window
Manufacturing. Gorell Enterprises
in Indiana, Pa., and ProVia Door of
Sugarcreek, Ohio, both were recog-
nized with 2008 ENERGY STAR

Sustained Excellence Awards.
The awards for doors, windows

and skylights are based on the fol-
lowing criteria: 
• Percentage of models offered

that are ENERGY STAR-qualified; 
• Proportion of total unit sales that

are ENERGY STAR-qualified; 
• Correct and consistent labeling

of ENERGY STAR-qualified prod-
ucts and display units adhering
to the ENERGY STAR Marks, Maps
and Messaging Guidelines; 

• Inclusion of ENERGY STAR logos,
messaging and program infor-
mation in marketing collateral
and advertising materials; and 

• Integration of ENERGY STAR content
in sales staff training materials. 

❙❙➤ www.energystar.gov
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U.S. Green Building Council to Modify LEED Standards 
The U.S. Green Building Council is changing its certification process for

green buildings through its Leadership in Energy and Environmental Design
(LEED) program.

A 30-day online public comment period ended June 22, and the new ver-
sion, dubbed LEED 2009, is slated to debut in January. 

LEED certifications are available in eight categories: new construction, exist-
ing buildings, commercial interiors, core and shell, retail, schools, health care
and homes. 

LEED promotes a whole-building approach to sustainability by recognizing
performance in five key areas: sustainable site development, water savings,
energy efficiency, materials selection and indoor environmental quality. Points
are awarded for specific practices in each area and are verified by an inde-
pendent third party. Depending on the number of points earned, a building is
awarded a certified, silver, gold or platinum ranking.

Points will be allocated differently and reweighed in 2009, and the entire
process will be flexible to adapt to changing technology, account for regional
differences and encourage innovation.

“These changes—giving LEED an umbrella rating system—will streamline the
process and make it less confusing, especially for non-practitioners,” Jackson
says.

The certification process has been criticized for being too rigid, cumbersome
and demanding, for being too costly, and for awarding points illogically,
according to USGBC. A common example is that installing a bike rack gets one
point, as does installing a costly HVAC system.

Fees are based on the size of the project and are assessed for registration,
design review and construction review. Jackson said the fees are not significant
and dismisses the other complaints.

“There are a number of ways you can achieve certification, and it’s only hard to
achieve if your mindset is traditional construction,” she said. “One of its strengths
is its flexibility.”

b r i e f l y

Ito & Associates, a Vancouver-
based distributor of Canadian build-
ing products for Japan, recently sup-
plied DUXTON fiberglass windows for
the first zero-net-energy house to be
built in Japan. The home was fea-
tured at the 2008 G8 Conference this
July in Sapporo, Hokkaido, Japan. ❙

Rich Karney (left), ENERGY STAR product
manager, presented the Sustained
Excellence Award to Gorell vice president
of sales and marketing Tyson Schwartz
at a banquet in Washington, D.C.

http://www.sustainaview.com
http://www.energystar.gov
http://www.dwmmag.com
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When members of the
building industry
met in July as part of
a public workshop

hosted by the Federal Trade
Commission (FTC) to examine
green claims in the building and

textiles industry, one fact was cer-
tain: many companies are making
general “green” claims with little or
no basis behind them. 

The workshop was part of the
FTC’s review of its Guide to
Environmental Marketing Claims,

also known as the “Green Guides.” It
was the third one to examine devel-
opments in environmental claims for
building products, buildings and tex-
tiles, along with consumer percep-
tions of those claims. The FTC’s goal
was to provide an opportunity for

SHADES OF GREEN;
Shady Practices

“Many people on the panel today
have talked about sustain-

ability as being a three-legged stool,
right people, profitability or prosperity
and planet,” said Michelle Moore, sen-
ior vice president of policy and public
affairs at the U.S. Green Building
Council. “We would argue that partic-
ularly at this stage in our development,
there’s a fourth P and that’s proof.” 

During the workshop, speakers
talked a great deal about the need to
prove claims, and they gave examples
of unsubstantiated or unclear “green”
claims that are being made every day
by companies. The following are but a
few that were noted as concerning to
the FTC:
• “The area we’re concerned about is

the fluffy words. It’s the environ-
mentally friendly or the eco-safe or
the great green or clean air—I like
that one—those kinds of claims that
clearly, there’s no basis behind them.

From my perspective they’re using
the fluffy language and stuff you
guys [the FTC] say don’t use and
many cases it simply needs some-
body sending them an e-mail raising
a flag and saying, ‘what’s the basis
behind this? What’s the data?’” said
Kirsten Ritchie, direction of sustain-
able design for Gensler. 

• “I think probably one of the most
frequently over-used terms for
chemical products, if you will, is
non-toxic,” said Stephen Richard
Sides, vice president of
Environmental Health and
International Fairs for the National
Paint and Coatings Association.

• “In addition to being free of some-
thing, it’s comparative claims that
are based on little or no data,” said
one panelist. 

• “PVC-free is a term we run across,”
said Alan Blakey, vice president of
industry and government affairs for

the Vinyl Institute. “We know of one
company who says this, but never
says what its products are made of.”

• “Something touted as being natural.
In some cases you may want to use a
synthetic. You have to look at the
whole thing holistically,” said Thomas
Reardon, executive director of The
Business and Institutional Furniture
Manufacturer’s Association. “That’s
where life-cycle analysis comes
into play.”

• “Often times, a company says my
product is 5 percent more recycla-
ble than theirs, therefore we’re
environmentally preferable. We
don’t buy that. You’ve got to con-
sider the product as well as the
process,” said Ritchie. 

• “People use terms incorrectly. For
example, what does ‘low-emitting’
mean? You have to tell people
what the information means,” said
one panelist. 

by Tara Taffera

FTC Explores how 
to Put an End to
Untrue Green Claims

GREEN UNTRUTHS
Examples of Misleading Claims 

http://www.dwmmag.com
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interested parties to study green tex-
tile and building claims. Discussion
topics included consumer percep-
tions of environmental claims for
building and textile products; the
state of substantiation for green
building and textile claims; and the
need for additional or updated FTC
guidance in these areas. 

Some similar themes were voiced
by panelists in many of the sessions:
how to fit single attributes of a prod-
uct into a whole system, such as a
home or a building; the issue of met-
rics—how to gauge and measure
what a label says, and how to com-
pare the different programs in the
marketplace; and how the industry
can implement life cycle analysis in
place of the broad sweeping claims
that are made currently.

Different Programs/
Different Viewpoints

In one of the sessions, “Overview
of Green Claims for Building
Products,” Corey Brinkema, presi-
dent of the Forest Stewardship
Council and Rick L. Cantrell, vice
president and chief operating officer
of the Sustainable Forestry Initiative
gave an overview of their programs.
Cantrell brought up the topic of life-
cycle analysis, a frequent theme
throughout the workshop. 

“We believe in life-cycle analy-
sis and the value that it can bring,”
he said. 

The two speakers noted the dif-
ferences in their programs, such as
the fact that the National
Association of Home Builders
(NAHB) recognizes SFI in its Green
Building program as does Green
Globes. The USGBC’s LEED pro-
gram, however, only recognizes
FSC-certified products. In another
session, representatives of the var-
ious green building programs had
an opportunity to give an overview
of their programs, and again, it

was easy to note that there are
notable differences among them.
The challenge for the FTC is con-
veying these different programs to
the homeowner and what each
label means.

The session, “Framing It Up -
Consumer Protection Issues
Regarding Green Building
Certifications” included the follow-
ing panelists: Michelle Moore, sen-
ior vice president of policy and
public affairs at the U.S. Green
Building Council; Erin Shaffer, con-
sultant to the Green Building
Initiative; Carlos Martín, assistant
staff vice president at the NAHB,
and Sam Rashkin, manager for the

Environmental Protection Agency’s
ENERGY STAR® for Homes program. 

“Much guidance is needed on
green building claims … to sub-
stantiate benefits and performance
claims,” said Martin. 

The moderator of the session,
Robin Rosen Spector of the FTC’s
Division of Enforcement, pushed
panelists of what specific things the
panelists would like to see in the
updated Green Guides.

Rashkin said the challenge for
the FTC comes down to metrics and
how to gauge whether a label meets
the criteria defined on the label. He

continued on page 34

CASE STUDY
How One Industry Supplier 

Put the FTC Guide into Practice

T he FTC currently is updating its Guide to Environmental Marketing Claims to
provide more useful data to marketers. LAMATEK, a supplier to door and win-

dow manufacturers, found the guide extremely helpful, according to Laura Basara,
director of sales and marketing. After reading about the guide in an article on
www.dwmmag.com she took the time to take a close look at the FTC document. 

“The examples they give were very helpful,” she said. “It helped us determine
what they deem to be acceptable. For me it confirmed that we were going
down the right path [with a new product].” 

For example, one product her company introduced recently contains recycled
material in it so Basara paid particular attention to that section in the guides.

“Manufacturers need to make sure they back up their claims,” she says. “I
hope these make manufacturers [become] more conscientious.”

It definitely has for LAMATEK.
“In the future when we have ideas for new products I would likely use this

Guide to make sure what I’m doing in terms of marketing is correct,” she says. 
She adds that reading the FTC information also has made the company more

aware when it comes to developing new products but also when they’re think-
ing of improving existing ones.

Plus, a manufacturer can back up its claims, but if this message isn’t con-
veyed to the salespeople, misinformation could be the result. 

“We are going to meet with vendors to make sure they are in line with the
guides when selling,” said Basara. 

While many companies do make untrue claims, Basara believes many are also
more careful than they were six months ago. She adds that green claims are
definitely being over-sold and has seen cases where a potential customer rolled
his eyes when he heard a product was green.

She cautions that this is all the more reason to make sure any manufactur-
er’s claims are defendable.

“We have a product that has a soy-based material in it. But we couldn’t
determine how much was from soy, and we decided we would be leaning
toward green-washing if we marketed that way, so we didn’t,” she said.

http://www.dwmmag.com


also mentioned how it is difficult to
compare the different systems.

He did take a minute to point out
that the ENERGY STAR Homes system
is very easy to understand, though.

“Compared to green building
programs that have tiers, etc., with
ENERGY STAR Homes, either you are
[efficient] or you aren’t,” he said.

He said an ENERGY STAR Home
controls key elements of a home
including airflow, moisture flow and
thermal flow. He also spoke specifi-
cally to the use of low-E windows.

“You have to have advanced win-
dows appropriate for the climate,”
he said. 

But since there are a variety of
programs in existence, Rashkin said
that the best thing the FTC can do is
provide guidance about the various
green labels.

“In one system, ten points means
a lot while in another it means very
little,” he said, as an example of the
variances between programs. 

FTC: Here to Help 
What may have been the most

interesting and valuable session of
the day was the closing session
titled, “Roundtable on Consumer
Protection Challenges and the
Need for FTC Guidance.” Panelists
included Allen Blakey, vice presi-
dent of industry and government
affairs for the Vinyl Institute;
Christine Chase, Green Seal; John
Girman, senior science advisor for
the Environmental Protection
Agency’s Indoor Environments
Division; Sophia Greenbaum, exec-
utive director of the Sustainable
Buildings Industry Council; Thomas
R. Reardon, executive director of The
Business and Institutional Furniture
Manufacturer’s Association; and
John Spears of the Sustainable
Design Group. 

Again, the topic of metrics and
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SHADES OF GREEN;
continued from page 33

FTC’s Guide to Environmental 
Marketing Claims—A Closer Look 

Following are some excerpts from the FTC’s Guide to Environmental Marketing
Claims. To view the guide in full, visit http://www.ftc.gov/bcp/grnrule/

guides980427.htm.

Overstatement of environmental attribute: An environmental market-
ing claim should not be presented in a manner that overstates the environmen-
tal attribute or benefit, expressly or by implication. Marketers should avoid impli-
cations of significant environmental benefits if the benefit is in fact negligible.

Example: A package is labeled, “50 percent more recycled content than
before.” The manufacturer increased the recycled content of its package from 2
percent recycled material to 3 percent recycled material. Although the claim is
technically true, it is likely to convey the false impression that the advertiser has
increased the use of recycled material significantly. 

Comparative claims: Environmental marketing claims that include a com-
parative statement should be presented in a manner that makes the basis for
the comparison sufficiently clear to avoid consumer deception. In addition, the
advertiser should be able to substantiate the comparison.

Example: An ad claims that the advertiser’s packaging creates “less waste
than the leading national brand.” The advertiser’s source reduction was imple-
mented sometime ago and is supported by a calculation comparing the relative
solid waste contributions of the two packages. The advertiser should be able to
substantiate that the comparison remains accurate. 

General environmental benefit claims: Every express and material
implied claim that the general assertion conveys to reasonable consumers
about an objective quality, feature or attribute of a product or service must
be substantiated. 

Example: A pump spray product is labeled “environmentally safe.” Most of
the product’s active ingredients consist of volatile organic compounds (VOCs)
that may cause smog by contributing to ground-level ozone formation. The
claim is deceptive because, absent further qualification, it is likely to convey to
consumers that use of the product will not result in air pollution or other harm
to the environment. 

Recyclable: A product or package should not be marketed as recyclable
unless it can be collected, separated or otherwise recovered from the solid waste
stream for reuse, or in the manufacture or assembly of another package or
product, through an established recycling program. 

Example: A container can be burned in incinerator facilities to produce heat
and power. It cannot, however, be recycled into another product or package.
Any claim that the container is recyclable would be deceptive. 

Recycled content: A recycled content claim may be made only for mate-
rials that have been recovered or otherwise diverted from the solid waste
stream, either during the manufacturing process (pre-consumer), or after con-
sumer use (post-consumer). 

Example: A paperboard package with 20 percent recycled fiber by weight is
labeled as containing “20 percent recycled fiber.” Some of the recycled content
was composed of material collected from consumers after use of the original
product. The rest was composed of overrun newspaper stock never sold to cus-
tomers. The claim is not deceptive. continued on page 36

http://www.dwmmag.com
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welcoming

For more information, contact Stephan Waltman, V.P., at

616.698.7500 or swaltman@stilesmachinery.com or visit

www.stilesmachinery.com.

Stiles is now the exclusive U.S. distributor for Stegherr specialty 

door and window machinery.

Stiles would like to welcome you into our family of window and door production 

machinery to assist you with the production of world-class products. Stiles 

will help you choose equipment that best suits your production needs, no 

matter what the job challenge may be at hand. When you work with Stiles, you 

will receive Total Production SolutionsSM, offering advanced equipment and 

integration, insightful consulting and superior service and support. We look 

forward to welcoming you into our family of products and services.

Moulders Sanders Routers Machining Centers

Stegherr KF -1 Sash Coping Center

Stegherr KSF - 2E Cross Joint Milliing Machine

SEE US AT GLASSBUILD AMERICA, BOOTH #2310
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tying different components into a
finished system was discussed. 
“When a consumer buys a home, he
buys a system. When [consumers]
go to Home Depot, they buy compo-
nents. There has to be a way to dif-
ferentiate this,” said Reardon.

“Some companies say ‘If it’s got
some recycled content, it’s green. If
it’s got some bamboo in it, it’s green.’
We have to figure out how to fit these
single attributes into a whole sys-
tem,” said another panelist. 

The speakers agreed that the
FTC can help consumers by provid-
ing much needed education.
“When you’re shopping for energy
efficiency, here are some standards
and labels to look for on products
and buildings. That’s about the best
you can do,” said one panelist.

But the salespeople selling the
products also need to be educated.

“Consumers are very gullible and
they get most of their information
about their purchases from sales-
people who represent the compa-
nies that are trying to sell them
something,” said one panelist. 

“I mystery-shop thousands of
home stores to see how they sell it
to the consumer,” said Rashkin.
“The salesperson is willing to do
anything to sell. How do you con-
trol the sales process?” 

While the speakers agreed that
some companies are making outra-
geous claims when it comes to green
attributes, session moderator James
Kohm, associate director for the
Division of Enforcement, asked the

panelists to delineate one or two of
the most important things the FTC
can do to help with this issue? The
answers came quickly.
• “Opinions don’t count. We need

data,” said Blakey. “Eliminate
broad sweeping claims and offer
life-cycle data.” 

• “Substantiation,” said Chase. 
• “People need to know that all

certification programs are not
created equal,” said Spears. 

• Maybe the FTC can say that a cer-
tain label is X percent better than
the code, suggested another. ❙

Tara Taffera is the editor/publisher of
DWM magazine.  
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SHADES OF GREEN;
continued from page 34

SRP® has a great opportunity for people who want 

to save glass, cut waste or make extra money by 

expanding their services.  Not only is the SRP Glass 

Restoration System cost-effective, it’s also the most 

effi cient and versatile professional glass restoration 

system on the market today. Discover just how BIG

the potential can be for saving glass or by adding 

glass restoration to your business. Call today for a 

free video and more information.

Shat R Proof Corp.
(800) 328-0042

www.shatrproof.com

SRP is a registered trademark of TCG International Inc.

The BIG Opportunity in Glass Restoration

What is Greenwashing?
Merriam Webster defines greenwashing as expressions of environmental-

ist concerns especially as a cover for products, policies, or activities.
Greenpeace defines it as describing the act of misleading consumers

regarding the environmental practices of a company or the environmental
benefits of a product or service. The organization even created a website,
www.stopgreenwash.org, to combat this problem. 

SEE US AT GLASSBUILD AMERICA, BOOTH #3250

http://www.shatrproof.com
http://www.dwmmag.com


www.ritescreen.com 1-800-949-4174 salesinfo@ritescreen.com

RiteScreen is proud to announce 
the addition of a new patio door 
screen which offers premium 
quality at a non-premium price.  
Our “148Ext” aluminum frame is 
a 2” wide profile that features an 
attractive contoured design.  
The “148Ext” is available with 
our AdvanEdge side adjust roller 
system which delivers superior 
stability and rolling perfor-
mance.  Upgrade to a premium 
door without the premium price.

Premium Screen Without the Premium Price

RiteScreen is the largest U.S. manufacturer of window screens & patio door 
screens, with the industry’s most extensive product and service offering.  
This enables us to partner with our customers to optimize their efficiency 
by offering our JIT programs, fast turn around times, and superior service.

http://www.ritescreen.com
mailto:salesinfo@ritescreen.com
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Never in a 
million years  … 

Maybe that’s what some people
thought 30 years ago about low-E
glass—a glass that could actually
absorb the sun’s heat and re-direct
it to its source. And look where we
are now. Low-E glass is a main-
stream product found on just about
all windows produced today.

Just as low-E glass may have
seemed like a far-off concept so
many years ago, there are early-
development technologies today
that could also be used to create
energy-efficient windows, but have
yet to reach their full commercial
potential. High costs, production
and even installation challenges
have hindered such products from
reaching mass market acceptance. 

In order to increase the market
acceptance of these products, the
Department of Energy (DOE) and its
Office of Energy Efficiency and
Renewable Energy’s (EERE) Building
Technologies Program (BTP) solicit-
ed proposals as part of a research-
funding project (applications were
due July 8). The DOE has made funds
available that will be put toward the
development/selection of innova-

tive new technologies, accompany-
ing production design and engineer-
ing and commercialization that will
advance market adoption of highly
insulating windows for residential
buildings in cold climates. According
to the DOE’s funding solicitation, a
key requirement of this opportunity
is the ability of the product to
achieve energy-performance targets
(R5 or better) at a market-acceptable
cost premium (less than $4/square
foot). By doing so, the hope is to
increase adoption and national
energy savings. The DOE estimates
that approximately $2 million will be
available for up to three awards and
projects will be 50-50 cost shared
between industry and the federal
government. DOE also expects to
notify applicants accepted to receive
the awards by November 2008.

Zero-Energy Buildings 
But creating these new tech-

nologies requires the support of
the fenestration industry. This past
June Marc LaFrance, BTP technol-
ogy development manager, gave a
presentation during the American
Architectural Manufacturers
Association summer meeting in
Hershey, Pa., where he discussed

this funding opportunity.
“The goal of the BTP is to create

technologies and design
approaches that enable the con-
struction of net-zero energy build-
ings at low incremental cost by
2025,” LaFrance said during the
presentation. “In order to get
there, we need R5 windows.”
LaFrance explained that the tech-
nologies most commonly used
today for energy-efficient win-
dows are low-E glass and insulat-
ing glass units (IGU). While the
products do very well, the market
is stuck in terms of reaching an R5
value. “That’s really going to take
something like a triple-glazed unit
to get there,” said LaFrance.

According to information from
the DOE, most of today’s highly
insulating products are expensive,
sometimes heavy and not widely
available; they also have less read-
ily apparent consumer benefits
and manufacturers have been
reluctant to invest in expensive
production lines without clear
market pull.

“In order for them to become
more available it requires engi-
neering and manufacturing
investments to bring the costs

The 
Fenestration 
Industry Focuses 
on Creating a Highly
Insulating Window
by Ellen Rogers

Zeroing
In

http://www.dwmmag.com
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down,” said LaFrance. 
Through this research-funding

project, the industry and con-
sumers may find these products
viable—especially if energy costs
continue to increase. The DOE
estimates that windows typically
contribute about 30 percent of
overall building heating and cool-
ing loads with an annual impact of
about 4.0 quads (quadrillion Btu),
with an additional potential sav-
ings of 1 quad from daylight use.
In order to meet the goal of creat-
ing zero-energy buildings an
“aggressive program” is needed to
change the energy-related role of
windows in buildings.

“We need cost-effective prod-
ucts to get to these zero-energy
buildings,” said LaFrance. “To get
there, there has to be an invest-
ment in technology.”

Triple-glazed units may be a
main focus area of this particular
research funding project, but there
are other products and technolo-
gies being developed that could
also be used in the construction of
a window with an R5—or even
greater—rating. While advanced
technologies are not the focus of
this project, they could be consid-

ered so long as they provide the
near commercialization required
by this funding project. Looking
even further toward the future and
considering increasingly high
energy costs, technologies such as
vacuum insulating glass (VIG) and
dynamic glazing, are just starting
to emerge and could very well
make their way into the conven-
tional usage.

Vacuum Insulating Glass
While the development of vacu-

um insulating glazing (VIG) is just
starting to emerge in North America,
the technology has been commer-
cially available in Japan since the
mid-1990s, according to the Efficient
Windows Collaborative’s (EWC)
June 2008 newsletter. VIGs consist
of two glass lites with an evacuat-
ed spacing gap that contains
numerous small support pillars.
The EWC newsletter explains that
VIGs are designed so that there is
no conductive or convective heat
transfer between the glass lites.
Guardian Industries in Auburn
Hills, Mich., is one company that
has a VIG in development phases.

“With VIGs you eliminate every-
thing between the lites of glass

and that creates a vacuum, which
generates the highest possible
insulating value,” says Andy
Russo, market development man-
ager for Guardian. “The bare
essentials are the glass and the
vacuum; because there is a vacu-
um you typically need something
to keep the glass from collapsing
on itself, so a spacer and some
way to hold the glass together at
the edges.”

According to Russo the tech-
nology behind VIGs is not new; in
fact the technology is the same as
that used in products such as
thermoses.

“The concept is the same—it
keeps hot things hot and cold
things cold,” says Russo. “It’s the
same idea, you’re just applying it
to a window.”

Hurdles to Cross
While the VIG technology could

be used to create a highly insulat-
ing window, it’s in early develop-
ment stages and faces a number
of hurdles before it will be
grasped fully.

“The industry is pretty conser-

continued on page 40

Electrochromic glazing from Sage Glass was used in the Twin Lakes Elementary School in Minnesota. The photos illustrate how
the glazing can go from clear (left) to tinted (right). 
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vative and doesn’t accept change
very readily,” says Russo. “Because
the technology itself is generally
more expensive than a traditional
glass assembly, something like the
[increasing] price of energy is
what will draw interest.”

He continues, “I think interest
has been building over the years,
especially if you look at what’s
going on in Europe and the amount
of triple glazing that’s used there.
Here, we’re starting to see more
triple glazed units, especially in
aftermarket applications.”

The technology will have to
overcome other obstacles as well,
including high costs. In fact, one
source says producing a VIG
would double the cost of a stan-
dard IGU. But according to Russo,
exactly how the technology will
affect the cost of a window is
uncertain. 

“The cost of the material might
go up a little bit, but [as far as] the
actual sales price of the window,
that’s kind of up to the people who
are first bringing it to market,”
Russo says. “If you’re the first on
the market you could charge
whatever you want. It doesn’t nec-
essarily mean that the market will
buy it across the board. If the win-
dow manufacturer has an exclu-

sive he might charge more; if the
company has three or four com-
petitors it might charge less.”

Cost is not the only challenge.
There are also technical issues
that have prevented the product
from coming to market. These
include the ability of the glass to
maintain a vacuum over time and
the structural and thermal per-
formance of the window in total.
Russo explains, “You can create
the IG assembly to perform a cer-
tain way, but when you put it into
the frame or structure in the wall
it might act a different way.”

Overall aesthetics may also be a
disadvantage for some, because a
VIG has a different appearance than
a typical IGU; VIGs are very thin. 

“The look is going to be different
and the spacer may or may not be
visible. If it’s visible that might be a
negative for some,” says Russo.

Gaining Acceptance
But high cost is probably the

biggest consideration. So, what
will it take to bring the cost down
to a more acceptable price point?

“The first thing is to make a
product that uses components
that are not prohibitive,” says
Russo. He explains that if a prod-
uct required a very exotic materi-

al, for example, the cost would
likely be extremely high. “The idea
behind the VIG is a good one
because you start with materials
that are readily available and gen-
erally proven and inexpensive. It’s
basically glass, the material to
bond the glass and a spacer. If you
put those things into an assembly,
the assembly cost itself will be rel-
atively inexpensive. What you
have to do is figure out a way to
make it and make it relatively
inexpensively.”

If energy costs continue to
increase, products such as VIG
windows can help consumers off-
set their energy bills—but first
there has to be widespread
acceptance.

“The premium [consumers pay
for the windows] could be out-
weighed by the savings. I don’t
know what the payback would be
… but if you double or triple the
performance of a window,
depending on where you live, that
generates a tremendous amount
of savings on an annual basis,”
says Russo. Because people are
sometimes skeptical about new
technologies, the challenge will be
getting the word out to consumers
in a way that they are willing to
adapt. Russo says having the
whole market behind the new
technology would help make it
easily adaptable.  

continued on page 42

U.S. Energy Consumption in Buildings

Industry 
32% Buildings

40%

Transport
28%

Total U.S. Building Envelope Energy Loss:
14.1 quads (Windows ~ 4 quads)
14.1% of Energy in U.S. Economy and 
about 3.5% of the world.

 

Zero-Energy Homes

ZEH-100 saves 100% of traditional household energy use

2000 ZEH-50 ZEH-75 ZEH-100

Solar
Supply

Purchased
Energy

Energy
Demand

Zero-Energy Bills

Typical 2200 sq. ft.
home—$1600/yr

2002 ENERGY STAR
at 15% Savings

Building America Goal:
60-70% Energy Savings

Source: Marc LaFrance, DOE, AAMA 2008
Summer Meeting.

Source: Marc LaFrance, DOE, AAMA 2008 Summer Meeting.

Zeroing
In

continued
from page 39

http://www.dwmmag.com


American RENOLIT Corporation 403 Heron Drive, Suite C phone: 856.467.3800
   Swedesboro, NJ 08085-1737 fax: 856.467.4880
   USA e-mail: david.harris@renolit.com
    www.americanrenolit.com

Expand the design options of your products with guaranteed protection.

RENOLIT FAST

•  10 year exterior warranty for all of the United 
States and Canada

•  Give your products distinction and superior dura-
bility with enhancements from a rainbow of solid 
colors and realistic woodgrain designs

•  Upgrade windows, doors, trim, fences and more 
made of PVC, fi berglass, composites and wood – 
in both residential and commercial applications

•  Withstands the most extreme climate conditions 
by standing up to UV, humidity, dryness and hot or 
cold temperatures

•  Surface texture from our embossing provides a 
richness and appeal not available from other color 
choices

•  We offer modern interior woodgrain fi lms that 
feature soft fi nishes and new natural designs

RENOLIT is an international leader in the manufac-

ture of high-quality films. Contact us and let our  

knowledge and experience help you. We can assist 

you with all facets of the design process either 

directly or through qualified contract laminators.

RENOLIT FAST is the next generation 
of high performance laminate fi lms 

to give all of your exterior building products
 a unique look of distinction.

SEE US AT GLASSBUILD AMERICA, BOOTH #2310
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Dynamic Glazing
Dynamic glazing (variable

t ra n s m i t t a n c e / e l e c t ro n i c a l l y
tintable glass) is another technol-
ogy on the verge of reaching full
market commercialization. On its
own this type of glass does not
have an R5 value, but when com-
bined with other technologies,
such as a triple-glazed unit, it can
meet that value. Sage
Electrochromics Inc. based in
Faribault, Minn., is one company
currently producing this type of
glass for use in standard IGUs.
John Van Dine, president of the
company, says the way his compa-
ny produces its dynamic glass is
similar to the way low-E is
deposited on the glass.

“Of course, there are different
material types, but it’s done in a
manner that very much mirrors
the way low-E is produced,” said
Van Dine. “[Our technology] is
applied to the second surface of
the IGU and then when you sup-
ply low-voltage power to it you
can take the glass from a high-
transmission condition to a very
low transmission—all the way
down to 3-percent visible light
transmittance—and move the
solar heat gain coefficient (SHGC)
down to .09,” says Van Dine. “You
still maintain the view and have
connection to the outdoors but
the glass has stopped all of the
direct solar heat gain and the glare
without the use of shades or
blinds. Then when the environ-
ment outside changes (when it’s
cloudy, for example) you can un-
tint the glass and harvest a great
deal of natural daylight.”

According to Van Dine, his com-
pany first delivered products com-
mercially in 2004 in a very limited
way. 

“We did that exclusively with
Velux in a limited manner. In 2006

we brought online a larger manu-
facturing capability here in
Faribault, and have been deliver-
ing products since then,” he says,
adding that the company also has
plans to expand those capabilities.

Market Focus
He says the company is current-

ly focusing efforts toward the
commercial architectural market,
but does have plans to expand
more into residential.

“The only reason we have not
been more proactive in the resi-
dential market is because as a
growing company with a new
product there is only so much we
can do,” says Van Dine. “We felt as
though we wanted to get our
delivery logistics into a different
place before we approach that
market more proactively. We do
residential work from time to
time; we’re just not proactively
targeting that audience as of
today.”

He adds, “The value of our
product is its ability to help the
design community gain points
within the LEED accreditation
system. The product falls into four
categories and with the changes
happening to the LEED program
… we believe we may be able to
garner more points for the design
community in the future.” 

Challenges and Considerations
And just as the VIG technology

is facing development challenges,
so too have these products.

“Because we are a low-volume
format, at this time we have a fair-
ly high price point and produc-
tion limitations,” says Van Dine.
“We need to get the product out
into a larger format; our current
operations limit us to a maximum
size and the design community
would like to see larger sizes.
Those are the main obstacles to
broaden our use.”

Though the company has not yet
fully ventured into the residential
market, the product does offer at
least one feature that may be par-
ticularly attractive to some window
manufacturers. Considering the
DOE’s proposed revisions to its
ENERGY STAR® program, some win-
dow manufacturers may like the
fact that the technology allows con-
sumers to control the SHGC of their
windows. Van Dine says employees
from his company have attended
some meetings involving these
changes and “it is very clear that
the real answer to the conundrum
is[that] we need a glazing that can
respond to different conditions,” he
says. “If you just pause and ask
yourself ‘why do we put windows in

continued on page 44

 

Advanced Windows Can Become Energy Producers
(U.S. Mixed and Northern Climates)

U - BTU/hr-Ft2-°F (SI) = W/sq m-°C

Single Glaze: U = 1 (5.68)

Double Glaze: U = 0.5 (2.84)

Low “e” U = .35 (1.99) ENERGY STAR

R6 Window U = 0.17 (0.97)(Dynamic Niche)

R10 Window U = 0.10 (0.57)
(Dynamic Wide Spread)

202020102000199019801973

+ Gain

- Loss

Source: Marc LaFrance, DOE, AAMA 2008 Summer Meeting.

Zeroing
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Maximize your plant’s production 
capacity with Graco supply solutions

Get the power to move a wider range of high-viscosity sealants 
and adhesives – farther and faster – with time-tested technology 
from Graco. 

Graco Ambient and Heated Supply Systems

When productivity matters, 
rely on Graco®

YOU COME. 
YOU LOOK.
YOU SEE.

Visit us at GlassBuild  
Booth #2564 

GET GRACO.
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a building … in a home …?’ there’s only one reason,
and that’s because people occupy buildings. If peo-
ple did not occupy buildings there are other mate-
rials that have an R-value of 30 and these materials
don’t need maintenance like windows do. We use
windows because people want the natural light and
they want the connection to the outdoors,” Van
Dine says. “Unfortunately, when the sun comes
around we have to pull shades and blinds to block
it and that negates the reason we used the glass in
the first place. Electronically tintable glass allows
consumers to use the window to stop the energy
when they need to, but still maintain the view and
connection to the outdoors. It’s a product that
deals with the urgencies of reducing energy con-
sumption and it responds to the desires of those
who occupy the buildings.” 

Into the Mainstream
Technology, namely innovation in building

design, plays a major role in improving the cur-
rent energy situation. And because people gener-
ally want more light in their houses, new window
technologies are poised to be a significant con-
tributor in energy efficiency moving forward.

“New technologies that increase the insulating
values of the windows will allow [consumers] to have
houses with more windows and more light without
impacting their comfort level and energy bill,” says
Russo. “The industry has to move forward with these
products in order to make our lives better.”

Van Dine agrees.
“If you look at the energy consumption of a

building the weakest link is the envelope
(doors/windows),” he says. “Dynamic technolo-
gies can respond to the current situation of the
sun, whether it’s sunny or cloudy and adjust the
SHGC of the window.”

He continues, “The environment in which we
live is constantly changing—day by day, seasonally,
it changes for different orientations of a building
and it’s different for different geographies. The
glazing industry today is based upon glass that is
static. We now need a glazing that can respond to
the parameters and the changes that take place
throughout the day and geographies. So I don’t
think we really have a choice but to move in that
direction if we really hope to make an impact on
reducing the energy consumption of buildings.” ❙

Ellen Rogers is a contributing editor for DWM magazine.

Precision Upcut
Saws for Aluminum
Extrusions

Saw quickly, accurately and 
safely with our PMI Series.
• Miter Cuts Left and Right
• Speeds up to 3,000 rpm
• Burr-Free, Mirror Finishes
• 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

TigerStop is a registered 
trademark of TigerStop, LLC.

Now Available
TigerStop® Automatic 
Length Control

Zeroing
In

continued
from page 42

BendingBending SolutionsSolutions

Not justNot just
MacMachineshines

Along with our partnering manufacturers, providing a turnkey

Storefront extrusions,

windows extrusions,

solution for bending applications is what we are known for.

automotive tubing parts,

RV components, and a

variety of job shop parts

are a few of the industries

we have provided solutions for.

Your success is our business.

J & S Machine Inc.
W6009 490th Ave.
Ellsworth, WI 54011
Tel: 715-273-3376
E-mail: sales@jsmachine.com

SEE US AT GLASSBUILD AMERICA, BOOTH #2580

SEE US AT GLASSBUILD AMERICA, BOOTH #540

http://www.patmooneysaws.com
mailto:sales@patmooneysaws.com
mailto:sales@jsmachine.com
http://www.dwmmag.com
http://www.jsmachine.com
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MACHINERY AND EQUIPMENT
Achieve High Speed with Stürtz Linear Pro
Booth #837

The new Linear Pro Series frame and sash process
centers from Stürtz features the fast, smooth and accu-
rate positioning of the latest linear motor technology
to feed profiles into the sawing and fabrication area,
according to the company. The system is equipped
with carbide-tipped saw blades that make 45-degree
cuts as the parts are being fabricated. Fabrication is
available from above, below and sides, and fabrication
tools are mounted to allow concurrent fabrication of
several features.  

Glamour
Great Products

Glitz,
&
All Can Be Found

in Las Vegas
I s  i t  the t ime of  year  when

you’re  thinking of  upgrading
your machinery or  equipment?
Or,  perhaps you’d l ike to add some

new options to your products, and are shopping

for the components to make this possible. If so,

the following pages include a preview of the 

latest products available. These will be on 

display at the GlassBuild America Show, October

5-8, at the Las Vegas Convention Center. Even 

if you don’t make it to Las Vegas, save this as a

reference when you’re searching for a new 

component or piece of equipment to incorporate

in your operations. 

continued on page 48
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Make a bold statement with TGI warm edge IG spacer from Technoform. You’ll be enhancing your windows and doors with the thermal

efficiency to exceed Energy Star requirements, plus the durability, strength and aesthetic appeal every homeowner desires. And you’ll have

the confidence of knowing our goal isn’t just to elevate the performance of your products, but to empower your business to reach new

heights too. Because at Technoform, we believe your success is a direct reflection on us.

©
20

08
Te

ch
no

fo
rm

www.technoform.us | 330-487-6600

SEE US AT GLASSBUILD AMERICA, BOOTH #1026

http://www.technoform.us
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Other benefits of the system cited by the company
include the following:
• Fabrication tools are easily accessible above the

tabletop;
• The lower tools are mounted on a tilting carriage

inside the saw head;
• When in the maintenance mode, the tooling car-

riage can be unlocked and tilted for easy access for
tool changes and maintenance; and  

• Tool breakage sensors are available on smaller cut-
ters to alert the operator if a fabrication tool has
become damaged.

❙❙➤ www.sturtz.com

Saw Aluminum Extrusions Easily 
Booth #2580

If you’re strolling the halls in Las Vegas in
need of a saw specifically for aluminum extru-
sions, check out the offerings at Pat Mooney

Inc. The company says its up-cut saws saw
aluminum extrusions with a burr-free mir-
ror finish quickly and accurately. The
upcut design of the saw blade, where the
saw is housed under the worktable and
travels up through the workpiece, pro-
motes safe operation, as well as easy chip
removal and a longer blade life, according
to the company. 

The saws are equipped with strong
drive systems (5 – 7.5 HP saw motors) that
enable maximum cutting force and chip

removal. For extreme precision, the saws
include pneumatic clamping systems with adjustable

clamping pressure to prevent distortion of thin wall
profiles. 

The saw blade feed is also pneumatically controlled.
Full control of the feed rate results in accurate cuts and
a long blade life, while control of the saw blade travel
allows for fast cycle times. 
❙❙➤ www.patmooneysaws.com

Stiles Offers Quick
Profile Changes 
Booth #2310

Stiles Machinery
Inc. will showcase a
variety of machines
at the show, one of
which is a quick-
change profile wrapping
system that allows for profile changes within minutes.

The company says this is very impor-
tant given current market conditions
that require the ability to change
product quickly at minimum cost
with no loss of quality.

The Friz Optimat PUM series are
standard machines, designed using
modular construction with high-
quality technology at a very attrac-
tive price, and capable of wrapping

complex profiles with paper, foil,
laminate or veneer. The PUM
machines are designed to wrap 
profiles 10 to 450 mm wide with a
feed speed of at least 40 meters per
minute. Many options are available
to customize Friz profile 

continued on page 50

MACHINERY AND EQUIPMENT
Bend It with Machines from J&S
Booth #540

J&S Machine Inc. in Ellsworth, Wis., will showcase its CR 140 HD roll-
bending machine. The CR 140 HD combines the strong structure of the
company’s 140 series with a programmable roller
location control. The machine is capable of bend-
ing single radius storefront and extruded parts,
and can use the data stored in memory to bend
a repeatable consistent radius. The compact CR
140 HD double pinch roller works in the 
horizontal or vertical plane to minimize floor
space required. 
❙❙➤ www.jsmachine.com

Visit DWM in Booth #310
There’s a lot of ground to cover in these three

days. For information on the hottest new trends
and products, stop by booth 310 to talk with the
editors of DWM magazine. 

We look forward to seeing you! 

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM

Glamour
Great Products

Glitz,
&
continued from page 46
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No Matter What The Style!

Consistency Always Matters…

© 2007 Nordson Corporation

Consistency of primary and secondary seal
dispensing is simple with Nordson’s new
DuraDrum™ IG bulk melter.

Specifically developed for insulated glass
manufacturing, DuraDrum IG melters use
gear pumps and metering capability for
consistent seal application from front
edge to back edge of each spacer.

Use of the gear pump eliminates the need
for compensators or regulators used with
piston pumps. And, the all-electric, seal-less
pump design simplifies maintenance while
providing easy operation.

Whether you are using automated, 
semi-automated or manual systems,
DuraDrum IG bulk melters simply and 
easily improve the accuracy and 
repeatability of seal
application. So, 
consistency is 
simple.

Contact Nordson® today to see how the
DuraDrum IG bulk melter can help you
improve insulated glass seal consistency.
Please call 800-683-2314 or visit us at
www.nordson.com.

When you expect more.®

SEE US AT GLASSBUILD AMERICA, BOOTH #1664

http://www.nordson.com
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wrappers to customers’ specific needs including vary-
ing combinations of aggregates and stations, 
automatic infeed/outfeed, profile changeover and
material splicing.  
❙❙➤ www.stilesmachinery.com

Graco® Gets Its New Motor Going
Booth #2564

Graco’s sealant and adhesive sup-
ply systems now is available with
NXT™ air motor technology—what
the Minneapolis-based company calls
“the new standard in air motor dura-
bility,” as the system lasts ten times
longer than the King air motor. 

According to the company, the sys-
tem’s modular design of the Check-
Mate® pump and its cartridge pack-
ings make maintenance easy. The
optional DataTrak™ electronic user interface tracks
material usage and flow, provides pump runaway protec-
tion and supports preventative maintenance strategies.
❙❙➤ www.graco.com 

Dispense Easily 
with Nordson Equipment 
Booth #1664

Nordson Corp. is unveiling
its AG-900+ dispensing appli-
cator at the show. The compa-
ny says the applicator is ideal
for backbedding. This zero-
cavity style automatic applica-
tor has been redesigned to
provide clean cutoff while

working with a wide range of materials and tempera-
ture settings. Accurate material flow and positive shut-
off help eliminate clogs or drips.
❙❙➤ www.nordson.com

PATIO DOORS
New Patio Door is Royally Improved
Booth #1326

Royalplast, a division of Royal Window and Door
Profiles, has improved its Performer patio door just in
time for the show. The door is a vinyl/wood-clad fused
frame system that was engineered and designed with 
a sleek appearance and quality craftsmanship
designed for extreme weather conditions, according to
the company. 

continued on page 52

Glamour
Great Products

Glitz,
&
continued from page 48

EXHIBITOR PROFILE
Weiss USA entered the U.S. door and window market
approximately 18 months ago, though it’s German-

based  parent company has been in exis-
tence for 200 years, 35 of which it has
served door and window manufacturers. The
company offers adhesives, cleaners and
sealants for the industry and is exhibiting at
GlassBuild America for the second time this
year. 

DWM interviewed sales manager Stephen
Kirkpatrick to talk about the company’s
entrance into the U.S. market and how it has
fared thus far in the midst of a housing

downturn.
Kirkpatrick says many manufacturers in the

United States were aware of the company’s prod-
ucts overseas prior to its entrance into the U.S.
market and were excited about having Weiss
here. 

So what makes Weiss’ products different?
According to Kirkpatrick, it’s the fact that the
company has a polyurethane adhesive, which is
designed to cure faster than traditional adhe-
sives. He adds that Weiss is more than an adhe-

sive supplier, though.
“Manufacturers look at adhesives to solve a particu-

lar problem,” he says.  For example, maybe the sealant
isn’t bonding properly. “But our adhesive will do two
things. It will bond properly but it will also help manu-

facturers build a
tighter window to
make it more
energy efficient.”

He illustrates
the point further
by saying that
Weiss helps com-
panies with other

issues, such as helping them solve a quality control issue
in the plant.

So does the company regret entering the market,
when shortly thereafter, it dipped further? Kirkpatrick
says that in a way the downturn has been a benefit as
manufacturers are now in the research and develop-
ment process. 

“With the downturn customers are looking at better
ways to build their windows,” he says.

“... it will also help
manufacturers build

a tighter window 
to make it more

energy efficient.”
-Stephen Kirkpatrick

http://www.stilesmachinery.com
http://www.graco.com
http://www.nordson.com
http://www.dwmmag.com


Get Automated
With up to 850 Sash per Shift in
under 1200 square feet !

stürtz
Machinery, Inc.

Stürtz Machinery Inc.
30500 Aurora Road · Solon, Ohio 44139
Telephone 440-248-4009 · Telefax 440-248-4018
info@sturtz.com · www.sturtz.com

Winner of the 2007
Crystal Achievement Award
for Most Innovative Machine!

The Stürtz Compact Sash Line offers a space saving solution
for high production welding and cleaning with capacity for
up to 850 welded and cleaned sash per shift in under 1200
square feet, and with only one operator!
The close proximity of the double stack welders allows one
operator to efficiently load both machines. Upon removal
of the welded sash via a high speed belt system, the welders
automatically size for the next cycle. The belt system then

feeds the sash into a four head cleaner designed to clean all
four corners simultaneously in approximately 25 seconds.
The cleaner can be outfitted with optional tilt latch routing
and pivot bar insertion drilling.

» Find out more about Stürtz today by calling 440-248-4009.
www.sturtz.com

SEE US AT GLASSBUILD AMERICA, BOOTH #837

http://www.sturtz.com
mailto:info@sturtz.com
http://www.sturtz.com
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The Performer patio door is avail-
able with a 5½-inch or a 7 ¼-inch
jamb depth and is offered with a
standard 1-inch glass package to
offer energy efficiency and reliability. 

A new high-performance sill is
also part of the new design which
achieves a DP-50 rating for enhanced
performance, improved water tight-
ness and extreme rigidity. The prod-
uct is contour grids. The door is also
equipped with a heavy-duty alu-
minum extruded screen system.
❙❙➤ www.royalplast.ca

SPACERS
Sharing the 
Sustainability Message 
Booth #1934

Edgetech kicked off its ‘Energy
Efficiency and Sustainability Tour’ with a bang this

year at Fensterbau in
Nuremberg, Germany, and the
company will bring the tour to
Las Vegas  as well—energy effi-

ciency and sustainability will be the main attraction at
the Edgetech booth. 

As part of Edgetech University, the company will
welcome representatives from the Insulating Glass
Manufacturers Association and the National
Fenestration Rating Council, among others, into its
booth to provide information on energy efficiency and
sustainability. Expert resources for ENERGY STAR®

updates in the United States and Canada also will be
on-hand. 

“It won’t be long before the [National Fenestration
Rating Council], in conjunction with the [Department
of Energy], requires IG certification for ENERGY STAR

labeling in the U.S. and Canada. It is estimated that
fewer than 30 percent of IG manufacturers currently
certify. Edgetech University will serve as an education-
al forum at GlassBuild to help customers prepare now
for the upcoming mandates,” says Edgetech executive
vice president Larry Johnson. 

Edgetech will also feature its Super Spacer
SustainaView™ Window Technology at GlassBuild.
❙❙➤ www.edgetechig.com

Truseal Makes Green 
More than a Color
Booth #2174

Truseal Technologies Inc. in Solon, Ohio, is going
green in several ways at GlassBuild. For starters, the
company will spotlight its Envirosealed Windows™
campaign, which is intended to simplify the environ-

continued on page 54

SCHEDULE AT A GLANCE
Sunday, October 5
8 a.m. - 4 p.m. Exhibitor Registration Open

Monday, October 6
10 a.m. - 5 p.m. Exhibit Hall Open 
5:30 p.m. - 7:30 p.m. Welcome Cocktail

Reception at the Las Vegas
Hilton 

Tuesday, October 7
7:30 a.m. - 8:30 a.m. Registration Open
9 a.m. - 10:30 a.m. Door and Window Seminar:

States of the Window and
Door Industry

10 a.m. - 5 p.m. Exhibit Hall Open
10:45 a.m. - 1 p.m. Door and Window Seminar:

What Do Homeowners
Want in Environmentally
Responsible Windows?

Wednesday, October 8
8 a.m. - 3 p.m. Registration Open
10 a.m. - 4 p.m. Exhibit Hall Open

Glamour
Great Products

Glitz,
&
continued from page 50

ADHESIVES
Varying Levels of Protection
Booth #2113 

St. Paul, Minn.-based 3M now offers three levels of
protection from impacts. The company’s impact pro-
tection adhesive is applied around the frame and
bonds glass, window film and frame together, improv-
ing protection. Those seeking the highest level of protec-
tion should consider the impact protection profile, a flexible
gasket-style attachment that bonds the filmed window and
frame by incorporating 3M’s VHB tape. According to company
officials, this high-performance tape utilizes a strong, pressure-sen-
sitive adhesive and lends a clean, finished appearance to a window.
❙❙➤ www.3m.com

http://www.royalplast.ca
http://www.3m.com
http://www.edgetechig.com
http://www.dwmmag.com


Any storm, any time – you and your customers will be ready. You can count on SeaStorm®

hurricane-resistant glass, delivered on time, order complete. We have the systems in

place to deal with the unusual situations, intense demand and short lead times common

in the industry. Whether you want laminated glass to meet hurricane codes, provide home

security or reduce noise, Cardinal delivers. Incorporate SeaStorm into IG units, and you

have an energy-efficient product that can’t be beat. So relax, you’re ready for the weather

– any weather. For information, visit www.cardinalcorp.com.

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

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

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

Cardinal delivers
on time so you
can weather any
storm.

Computerized Control

6 Production Lines

Vision Scope and Hawkeye Inspection

Real-Time Damaged Glass Replacement

Patented Rack System

Sequential Packaging

Stocking Programs

I.Q. Intelligent Quality Assurance Program

http://www.cardinalcorp.com
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mental messaging for window manufacturers by high-
lighting the benefits of thermally efficient spacers. It is
available to any window manufacturer using the energy-
efficient Dura Platform spacer system, consisting of
Duralite™ and Duraseal™. 

The company also invites attendees to stop by the
seminar it is sponsoring, “World Going Green: What Do
Homeowners Want in Environmentally Responsible
Windows?” The seminar will feature video clips from a
pre-taped homeowner focus group, followed by an on-
site panel discussion. 

Of course, if that isn’t enough of a draw, visitors to the
booth can also stop by to register to win a two-year lease
on a 2008 Toyota Prius hybrid vehicle and other prizes.
❙❙➤ www.truseal.com

Technoform Offers 
Round-the-Clock Performance 
Booth #1026

As insulating glass (IG) and window manufac-
turers prepare for tighter energy codes,

Technoform in Twinsburg, Ohio, has established
around the clock manufacturing operations
for its TGI warm-edge spacer, with expansions
planned to keep pace with market demand.
The TGI warm-edge spacer features a hybrid
design and performance benefits such as

strong argon retention; easy integration with cur-
rent IG manufacturing equipment; machine-con-
trolled muntin locations; corner connectors that incor-
porate argon-filling holes; and aesthetic sightlines. 
❙❙➤ www.technoform.us 

Glasslam Combines Thermal 
and Hurricane Protection 
Booth #226

For fabricators looking to offer insulating glass that
is able to meet hurricane impact codes, the patent
pending Air-Tight Sudden Impact IG System from
Glasslam N.G.I. Inc. in Pompano Beach, Fla., was
designed to do so quickly and efficiently. 

The system uses a layer of crystal clear resin that 
is applied with a proprietary process, bonding one
interior glass surface with the spacer, to rapidly create
a hurricane impact unit with one lite less than a 
typical unit. 
❙❙➤ www.glasslam.com

SCREENS
Get the RiteScreen
for your Needs
Booth #626

If you’re looking to
add a new patio door
screen to your line of
high quality, but not a
high price, RiteScreen
says it has such a prod-
uct.  The company has
introduced the “148Ext” aluminum frame, a 2-inch
wide profile that features an attractive contoured
design.  It is available with the company’s AdvanEdge
side adjust roller system.
❙❙➤ www.ritescreen.com

SOFTWARE
Get Clear Vision with
FeneVision® Software
Booth #254 and 438

If you’re a manufacturer looking
for integrated solutions for all
aspects of your business, check out
FeneTech’s FeneVision family of soft-
ware products. From quotation to
invoicing, the company says that if
offers a complete integrated solution
that will improve the flow of your
business. The modularity of
FeneVision allows customers of all
sizes to enjoy the benefits of a soft-
ware package that was designed
specifically for the fenestration
industry. 

continued on page 56
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COMPONENTS
“Setting” An Example
Booth #422

Frank Lowe Rubber & Gasket Co.
Inc. in Shirley, N.Y., has introduced its
Neogreen® recycled rubber setting
blocks. According to the company,
these setting blocks don’t only help
preserve the environment, but also
save money. 

The recycled rubber setting blocks
are available from 1⁄16- to ¼-inch thick in all widths and lengths. These
blocks are available with or without adhesive kiss-cut or bulk packaged.
❙❙➤ www.franklowe.com

http://www.truseal.com
http://www.glasslam.com
http://www.technoform.us
http://www.ritescreen.com
http://www.franklowe.com
http://www.dwmmag.com


Hybrid Window System 

Booth #1326

©  Royal Group  
 2008
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FeneTech is also the exclusive
supplier of both MAX-Opt, the new
approach to lineal optimization,
and NotchWare™, the integrated
software of Vinyl Link’s Notch
Above production system.
❙❙➤ www.fenevision.com

Get New “Insights” with 
New Product from TDCI
Booth #2004

TDCI Inc., a provider of configu-
rator-based software solutions, just
launched BuyDesign Insights, a new
sales activity analysis application,
along with Release 6.0 of the
BuyDesign guided selling and con-
figuration solution suite. BuyDesign
Insights extends the BuyDesign suite
to provide sales management with

visibility and analysis of quoting and
ordering activity across all indirect
and direct sales channels, according
to the company.

In addition to BuyDesign Insights,
BuyDesign 6.0 delivers a number
productivity and performance
enhancements to the product con-
figurator, quoting and ordering, and
distributed system management
components of the suite.  

“With BuyDesign Insights, sales
managers and other executives now
have the ability to track and analyze all
stages of the sales process from quote
to order—even for dealers and distrib-
utors,” says Dan DeMuth, TDCI presi-
dent. “This greatly extends the manu-

Universal Foam Corners
Foam Shipping Shoes
Glass Separator Pads
UV Stable Blue Film 
Window Shipping Pads

•
•
•
•
•
•

MACHINERY & EQUIPMENT
Glaston Holds a Full House
Booth #1246

The Glaston Corp. will have
experts from each of its segments
demonstrating its latest innova-
tions in the glass processing field.  

Among those offerings is
Bavelloni’s VT 1301 T CN numerical
control vertical drilling/milling machine, which
has been updated with brushless motorizations, sliding on ball guides and
Siemens control equipment. 

The PowerSeam family of glass grinding equipment is able to handle
different glass thickness and sizes. Once the glass is supplied, PowerSeam
automatically calibrates, measures the sheet dimensions and adapts to its
thickness. PowerSeam, ideal for applications that need seaming to be
done before tempering, was designed for the production of insulating
glass and structural glazing, solar panels and doors.

Tamglass’ continuous flat tempering CHF has a new model. CHF Pro
was developed for the high tolerance necessary of solar and architectur-
al glass tempering. It is capable of heat-treating glass with improved dis-
tortion characteristics while reducing power consumption. High speed
and high production rates are coupled with ease of system integration. 

Representatives from Albat+Wirsam will also be at the booth. The
company links glass processing machinery with software for companies
seeking to achieve lean manufacturing.
❙❙➤ www.glaston.net 

continued on page 58
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www.ashlandhardware .com

OUTSTANDING FEATURES
• Water tight design offers 400% more water resistance than competitors

through patent pending o-ring seal technology.
• Incorporates a composite assembly that thermally insulates the hardware and

significantly reduces temperature transfer.
• New progressive lock-up mechanism delivers 30% more vertical motion for

maximum sash pull-in and easier consumer operation.
• Same route locations for easy integration into your current window system.

EXCEPTIONAL PERFORMANCE
• Meets AAMA 901-96 cycle test – Commercial Grade.
• Passes commercial hardware load rating AAMA 101.
• Locking points withstand 450 pounds of pulling force to help pass up to 

AAMA DP 70 as well as Dade County Impact & Cycle testing.
• A highly protective powder-coat finish.

STUNNING VISUALS
• Consumer-preferred visuals offered in a choice of new trend-setting finishes

including oil-rubbed bronze, satin nickel and other popular finishes.
• A fold-away crank handle blends with the operator cover eliminating 

interference with window coverings.

Optima™ Casement System
A Premier™ Line of Casement Hardware 

790 West Commercial Avenue
Lowell, Indiana 46356-2249

Phone 219-696-5950
Fax 1-800-626-1758

Innovation. Performance. Style.

Available in dual-arm, dyad,
straight-arm and awning style configurations

Ask about the 300 Series 
stainless steel model 

for high corrosion applications!

SEE US AT GLASSBUILD AMERICA, BOOTH #2336

http://www.ashlandhardware.com
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facturer’s visibility of the pipeline
since they typically have not had
access to indirect channel activity
until an order is placed. This
increased visibility helps manufactur-
ers improve dealer collaboration,
sales forecasting, and production
planning.”     
❙❙➤ www.tdci.com

ADHESIVES
These Tapes 
Stick on Both Sides

Booth #2207
Adhesives

Research Inc.
in Glen Rock,
Pa., has intro-
duced new
double-coat-
ed foam tapes
for window
glazing and
SDL attach-

ment. According to the manufac-
turer, ARclad® 8416 and 8516 glaz-
ing products allow manufacturers
to achieve higher DP ratings than
most standard glazing tapes.
ARclad® 8626 and 8645 SDL attach-
ment tapes incorporate an ultra-
smooth adhesive coating that

allows for maximum wet out of the
muntin bar to the glass surface.
These new adhesives provide 
a wide range of temperature 
resistance, resistance to high levels
of relative humidity and UV 
resistance. 
❙❙➤ www.adhesivesresearch.com

HARDWARE
Give Your Windows 
a Super Boost 
Booth #1518

A m e s b u r y
Window Hard-
ware has a
new offering of its
Super Boost balances
from BSI – Balance Systems. The
product is an AAMA certified class
5 balance that offers a new oppor-
tunity to balance sash weights
above 45 pounds that could not be
handled previously by a traditional
balance. It takes only a screwdriver
to adjust and offers a half inch
more travel than other balances on

the market, according to
the company. All of the
balances are pre-ten-
sioned for ease of instal-
lation and tested to

more than 20,000 cycles.
Additionally, the

Fastek Products division

COMPONENTS
Check Out Schlegel’s 
New Magnetic Seals 
Booth #1518

Schlegel Systems, based in Rochester, N.Y., is
introducing its new TPE extruded magnetic
seals at the show. The extruded thermoplastic
elastomer magnetic (TPE) seal combines
thermoplastic flexibility with the functional
performance of thermoplastic rubber.
Schlegel’s new engineering and development
capabilities can produce a TPE bulb to meet
almost any application requirement, accord-
ing to the company. With extruded TPE, the flexible bulb acts as a
mechanical seal with little resistance; conforms to the shape of the seal-
ing surface better than rigid materials; and is available in a range of sizes
and colors.
❙❙➤ www.schlegel.com

continued on page 60

MACHINERY & EQUIPMENT
Mecal SPA Celebrates 30th Anniversary
Booth #1174

Mecal SPA, supplier of door and window machinery, is celebrating its
30th anniversary this year, and will celebrate this milestone at the show.
Located in a 260,000 square foot facility in Frascarolo,
Italy, the company says its experience as a machine tool
builder has allowed it to
deliver more than 28,000
machines worldwide. Stop
by the company’s booth to
learn about its standard,
CNC or custom machines to fit
your application.  
❙❙➤ www.jrminternational.com
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of Amesbury Window Hardware
now offers a Sweep Lock and Cam
Lock made of a specially formulat-
ed composite material. These locks
are available in three standard col-
ors as well as custom colors.
❙❙➤ www.amesbury.com

Get Optimal Results 
with New Optima Hardware
Booth #2336

If you’re a looking for a hardware
product to achieve premium water
resistance, stop by Ashland Hardware
to learn about its Optima™ -
Casement System for vinyl windows.
The product has a water-tight, patent
pending o-ring seal technology inte-
grated within the operator.
Additionally, the high-performance
steel construction incorporates a
new advanced composite assembly

that thermally insulates the opera-
tor, and reduces transfer of heat
and cold into the home signif-
icantly, according to the company. 

The tough multi-point lock
offers a lock-up mechanism
that delivers 30 percent more
vertical motion for maximum
sash pull-in to close the window, and
allow for easy consumer operation.
The operator passes AAMA
Commercial Grade 901-96 cycle test,
and meets AAMA 101 hardware load
rating. The interlocking points will
withstand 450 pounds of pulling
force to help pass up to AAMA DP 70,
as well as Dade County Impact and
cycle testing.

The company says that the visual
design of this product was preferred
over competition in consumer mar-
ket research, and is offered in a

choice of new finishes that includes
oil-rubbed bronze and satin nickel.
The system includes a detent in the
lock and operator handles to indi-
cate that the system is in the open
and closed positions.  It also includes
a fold-away crank handle that blends
within the operator cover to elimi-
nate interference with window cov-
ering. Additionally, the product is
designed for easy integration into
current window systems. 
❙❙➤ www.ashlandhardware.com

continued on page 62
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Envirosealed Windows™

and the Toyota Prius are a green dream team.
Envirosealed Windows reduce the amount of energy 

consumers use to heat and cool their homes. 
The Prius reduces the amount of energy they use to get 

to and from their energy-efficient homes.
It will come as no surprise that you’ll find them together 

in Truseal’s booth at GlassBuild this year.
Stop by booth 2174 and enter our Toyota Prius giveaway. *

You can win an environmentally friendly car, 
and learn about manufacturing and selling 

environmentally friendly windows, all in one place.
We’ll see you at booth 2174 .

*Eligibility, rules and regulations apply. See envirosealedwindows.com for details.
Envirosealed Windows™ is a trademark of Truseal Technologies, Inc.

+

http://envirosealedwindows.com
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Interlock Helps 
Tie It All Together
Booth #2736

Interlock USA,
based in Reno, Nev.,
is introducing a
new and complete
hardware package
for aluminum, wood
and vinyl folding doors. This system
uses precision bearing roller gear
and concealed multi-point locking
systems engineered to combine
interior living areas with the out-
doors.  With extensive use of archi-
tectural-grade stainless steel for all
exposed components, the hardware
solution maintains high corrosion
resistance even in harsh coastal
environments. This hardware is
available in a range of durable 
finishes to complement all furni-
ture styles. 

The company also will showcase
numerous new designs throughout
its product line of automatic sash
locks, magnetic locking solutions,
multi-point sliding door hardware,
stainless-steel casement systems
and multi-point swing door 
solutions.
❙❙➤ www.interlockna.com

Truth Offers TwinLatches™ 
Booth #1436

If you’re looking for a tilt latch
that is competitively priced, the
new TwinLatch™ by Truth
Hardware may just be the answer.
The company says its newest prod-
uct is a high-strength composite tilt
latch which is simple to install as it
does not require any t-shaped
routes as the window profile is
being prepped for hardware instal-
lation. The company adds that vinyl
and fiberglass window manufactur-
ers will like the unique push-down
installation, and will see how easy it

Seeking

Representatives

and Distributors

Ultrafab, Inc. announces a new comprehensive 
catalog that includes detailed information on all 
product lines.  This new catalog has technical and 
performance data on our exciting line up of premium 
products that will improve the performance and look 
of all types of windows, doors and more.  Call today 
1-800-535-1050, or e-mail Sales @ultrafab.com for 
your free catalog today.  Or go to www.ultrafab.
com and just click the button requesting a free 
catalog on the home page.

Ultrafab announces new 
comprehensive catalog

1050 Hook Rd. •  Farmington, NY 14425 • 585.924.2186 • www.ultrafab.com

          

continued on page 64
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is to snap these flush-mounted
latches into the window’s profile. 

The product is available in a vari-
ety of colors, and the company adds
that it is an easy upgrade for window
manufacturers as it’s a direct replace-
ment for competitive models. 
❙❙➤ www.truth.com 

EXTRUSIONS
Mikron Helps 
Companies Add Color
Booth #936

Mikron Industries will tell door
and window manufacturers how
they can add some color by pro-
moting the availability of the com-
pany’s patent-pending color tech-
nology for exterior vinyl doors and
windows. The SuperCapSR™ color
system provides darker exterior
colors that have excellent solar
heat-reflective performance and 
offers superior scratch-resistance,
according to the company.

SuperCapSR is a patent-pending
technology that creates a molecu-
larly-fused color layer that becomes
an integral part of the profile.
Unlike painted vinyl, the tough
acrylic color layer is highly scratch-
resistant and extremely durable
during delivery and installation. 

With vinyl windows now being
installed in million dollar homes,
“upscale homeowners want both
color choice and the value that
vinyl offers,” says Rich Anton,
Mikron director of marketing.  

SuperCapSR™ exterior colors
include bronze, hunter green, sand,
brick red and eggshell. Colors have
been chosen to match popular clad
wood window colors, enabling builders

Strybuc Industries provides you with the most extensive variety of 
window and door replacement parts.

Window and Door Hardware 

1-800-352-0800 www.strybuc.com24 Hour Fax: 610-534-3202

“Call to Receive our NEW Catalog”

TEKNA USA CORP. 
905 Pingree Rd, Unit B, Crystal Lake, IL  60014 
T: 877.477.4840, 815.477.4840  |  F: 815.477.4870 
www.teknausa.com | info@teknausa.com 

At                    we see each MACHINE as a 
SOLUTION—an answer to your challenge. 

 

 Whether it’s time (speed), 
  whether it’s money (cost per item), 
   or whether it’s love (finished product), 
 

we’re here to make the best of YOUR business 

SAWS 

MACHINING 
CENTERS 

CORNER 
CRIMPERS 

COPY 
ROUTERS 

END 
MILLERS 

DOUBLE 
MITER SAWS 
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to combine vinyl windows with premium clad-wood prod-
ucts—thus creating lower-cost house packages.  

“We believe this new break-through technology
gives builders flexibility to ‘value-engineer’ house
packages, with durable colors that shouldn’t require job
site touch-up. SuperCapSR also offers manufacturers
another way to differentiate their brand,” says Anton.
❙❙➤ www.mikronvinyl.com

DESICCANTS
Complete IG Solutions Available from Fenzi
Booth #246

Fenzi North America will be displaying its new
Molver IG desiccant. According to the company, the
product is combined with its Alu Pro and Roll Tech
spacer profiles to provide a complete insulating glass
(IG) solution. The company also manufactures
Thiover® IG polysulphide and Fenzi PIB.
❙❙➤ www.fenzi-na.com

GLASS
Make a First Impression
Booth #3116

The brand-new Natures Collection of acrylic pulls
from First Impressions International in Coconut Creek,
Fla., offers manufacturers any themed piece imaginable
for glass or entry doors. Door pulls range in size from 4
inches to 10 feet and are available in nickel, aluminum,
chrome, bronze, stainless steel and other options.
❙❙➤ www.firstimpressionsint.com

PPG Celebrates 125 Years with New Tints
Booth #2526

PPG Industries is intro-
ducing its most popular
tinted glasses with
Solarban 70XL or Solarban
60 solar control, low-emis-
sivity coatings on the sec-
ond surface of the glass.
The announcement coin-
cides with the 125th anniversary of the company. 

All PPG tints from the Oceans of Color collection,
including Atlantica, Azuria, Caribia and Solexia glass-
es, as well as Solargray and Solarbronze tinted glasses,
are now offered with Solarban 70XL or Solarban 60
solar control, low-e coating on the second surface of
the glass. In addition to providing improved environ-
mental performance, the availability of second-sur-
face coated tints expands aesthetic options for its cus-
tomers, according to the company. 
❙❙➤ www.ppgideascapes.com ❙

Venting UnitsVenting Units
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Add “Z”
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Decorative glassDecorative glass

*Patent Pending

Decorative

Fresh air!

with BBG...with BBG...
blinds between glassblinds between glass

Tilt & lift, 2:1 ratio,
the best in the business.

new

NEW & 

Exclusive

NEW & 

Exclusive

All venting units come with easy clean magnetic insect screens.All venting units come with easy clean magnetic insect screens.

BBG...Blinds Between Glass...Medieval Glass is a pioneer.

ApartmentOffice Health Care facilitiesInteriorsResidential

Technology for adjustable privacy & light transmission.

Hotel

Commercial

Capilliary tubes standard

Engineered and ergonomically designed:

� 2:1 lift/lower ratio - easy to reach, no bending
User friendly - both handles same location

Can specify with handles left or right.
Superior mechanism - easy touch operation

Tested over 30,000 cycles
UV protected components

Tilt only or Tilt and Lift

Blinds are inside 
the insulated glass.

For your special project custom sizes and colors 
including perforated slats available for light 
transmission while maintaining privacy

  

�

Residential

Medieval Glass Industries
Sales Department

2421 7th Ave South
Estherville, Iowa 51334

712.362.2027 phone
E mail (miboates@charter.net)

" Coming to a Patio Door Near You!!"

http://www.mikronvinyl.com
http://www.fenzi-na.com
http://www.firstimpressionsint.com
mailto:miboates@charter.net
http://www.ppgideascapes.com
http://www.medievalglass.com
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W hile vinyl may be edging
farther ahead of wood in
terms of market share,

the material definitely has its place
in many applications. And wood was
front and center at The International
Woodworking Fair® (IWF), which
took place August 20-23 in Atlanta.
More than 1,300 exhibitors show-
cased products for the woodworking
industry, including those for door
and window manufacturers. The
exhibits spanned three halls filling
811,000 square feet of space. Show
organizers say 40,000 individuals
attended the show, 19,000 of which
qualified as buyers.

Exhibitor Offerings
Stiles Machinery, who had a huge

presence, offered equipment for all
facets of the woodworking industry
including door and window manu-
facturers. The company had
numerous representatives available

to speak to attendees including rep-
resentation from ten countries.

Stiles prides itself on proving
“Total Production Solutions” to its
customers, and this year it unveiled a
new section at the show, “Total Shop
Solutions,” which targets the small-
to medium-sized manufacturer. 

But no matter what the size of
your company, Stephan Waltman,
vice president of sales and market-
ing, says the company wanted to
find a way to help manufacturers
make its production waste more
manageable.

To do this, the company part-
nered with C.F. Nielsen, a leading
Danish manufacturer of briquet-
ting equipment. 

“We’re helping manufacturers go
for the green,” adds Amanda
Dombek, communications special-
ist. “We’re getting people to turn
their dust into profit.” 

And for door and window manu-

facturers specifically, the company
has partnered with Stegherr, of
Germany, to offer two machines,
one of which is the KSF-2E Cross
Joint Milling Machine. It is fully
automated for producing cross
joints from wood, plastic or alu-
minum materials. It also offers an
automatic CNC feeding system for
fast and accurate positioning. 

“To [produce muntins] by hand
would be extremely time-consum-
ing,” says Stiles Doug Maat. 

Another manufacturer with a
large presence at IWF was Biesse
America. The company showcased
a variety of machines, one of which
was the Rover A machining center,
designed to process door and win-
dow components. The company
offers it as an ideal solution for
small to mid-sized shops that are
ready to evolve their processes. It
features the same high-end tech-
nology of larger machines in a more
compact frame. These include a
large guide system, 12-kW electro-
spindle. Additionally, the worktable
system makes machine setup fast
and easy, eliminating the need for
custom fixtures typically required

International Woodworking Fair
Proves That Wood is Still 
Very Much Alive and Well 

View Live Product Demonstrations from IWF 
DWM and SHELTER magazines were at the IWF show to report on the latest

products for the wood industry. Visit www.dwmmag.com/studio for video inter-
views where Drew Vass of SHELTER magazine talks to Dotul, Kval and Contact
Industries regarding the products they offer to manufacturers.

More Than 
Holding Its Own

http://www.dwmmag.com/studio
http://www.dwmmag.com
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in millwork applications, according
to the company. 

As an option, the Rover A can be
equipped with a dedicated hori-
zontal router for deep mortising
machining in high-production
environments and around-the-
clock operations.

Carlson Systems Engineering
was another company to offer a
new machine for the fenestration
industry, as it launched the ProMax
Frame and Sash Clamp. Matt Sell,
national account manager,
describes it as an affordable, entry-
level wood window assembly and
fastening machine which increases
productivity, decreases labor,
increases profits and improves
safety. 

The machine squares, clamps
and fastens a variety of wood win-
dow frames or sash, and is
designed for fast material place-
ment and finished product
removal. It is capable of producing
more than 400 frames or sash per
eight-hour shift, and features a
programmable controller. 

At the Graco booth, the compa-
ny promoted a new product that

will be launched officially in
October. Graco’s Wendy Hartley
says its new line of spray packages
can work for small to large compa-
nies, and points out that the prod-
uct uses low air consumption and
stands up to the elements well. 

“Door and window manufactur-
ers have many custom orders so
this works well,” she adds. “They
can make a color changes in less
than a minute.” 

Also new to the equipment side
is the Automated Stop/Gauge and
Pusher System from Tigerstop of
Vancouver, Wash. The system can
be added to new or existing equip-
ment to simplify processes and
minimize wasted time and materi-
als. With TigerStop, you can push
material automatically or use it in
place of a manual stop, according
to the company. 

An operator enters a desired
dimension and the TigerStop
moves to that position. The opera-
tor can make his cut without meas-
uring again and again or setting
and re-setting a manual stop. This
reduces operator error that results
in wasted material and rework.

TigerStop maintains repeatable
accuracy of +/- 0.004 inches,
according to the company. 

While many people may think of
IWF as a show geared toward just
cabinet or furniture manufactur-
ers, this is not the case. 

“There is a lot of interest here
from the architectural wood indus-
try,” says Robert McElroy, market-
ing communications manager for
Sherwin Williams. 

The company’s coatings division
introduced its SHER-WOOD®

ULTRA-CURE® UV WATERBORNE
clear low-sheen and clear matte fin-
ishes and SHER-WOOD® ULTRA-
CURE® PIGMENTED WATER-
BORNE opaque topcoats. The com-
pany says this gives manufacturers a
wide range of waterborne UV
options for their wood finishing
operations.  These waterborne UV-
curable finishes bear Sherwin-
Williams GreenSure™ designation,
reserved only for coatings that meet
the highest environmental stan-
dards without compromising per-
formance, aesthetics or productivity.   

continued on page 70

Stiles had a huge presence at IWF, which included dozens of machines, a few of
which are targeted specifically at the door and window market.
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M ore than 150 people flocked
to a seminar on “Going Green”
held during The International

Woodworking Fair (IWF). The seminar was
sponsored by DWM magazine. 

The session, titled “Should You Go
Green? The Economic and Logistical
Impact of Becoming Eco-Friendly,” was
moderated by DWM editor and pub-
lisher Tara Taffera. 

“We were thrilled with the atten-
dance,” said Taffera. “One attendee even
said that of the 16 technical sessions
held during the show this was the only
one he planned to attend. Additionally,
many people had questions for the pan-
elists during the question-and-answer
portion and many stayed after the sem-
inar to speak to the panelists further.”

The session, aimed at all segments of
the woodworking industry, included rep-
resentatives from various wood-related
industries including door and window
manufacturers. The speakers included a
panel of representatives from the door
and window, furniture and cabinet indus-
tries. They discussed various aspects of
sustainability including cost and logistical
issues, benefits, items to consider when
making this transition, and much more. 

Attendees from the varied industries
received valuable information regard-
ing how to strive for sustainability in
their products, their plants, and in their
companies as a whole. 

Taffera opened the session by
reminding attendees that when it
comes to “green” claims, it’s important
to make sure the data is there to back
up your statements. 

“The good news is that green prac-
tices will conserve our earth’s resources
while also proving many great oppor-

tunities for companies like yours. The
bad news is that so many people throw
the word around that sometimes com-
panies roll their eyes when you say you
have a green product,” said Taffera. “So
I would just caution you to have spe-
cific examples of what you do in
regards to ‘being green.’”

The next speaker, Dennis Creech,
executive director of the Southface
Institute, echoed Taffera’s statements.

“The term green is almost starting to
join the ranks of ‘new and improved.’”
What does that mean?” he asked.

Southface is a private, nonprofit
organization providing education, tech-
nical assistance and research in energy,
sustainable technologies and applied
building sciences. The company has
built a sustainable building at its
Atlanta offices and employs tactics such
as capturing rainwater to flush the toi-
lets and mist the cooling systems.

“At our company, we put our data on
the Internet [as far as our carbon foot-
print, etc.] so we can answer the ques-
tion of, ‘says who?’ said Creech. 

Creech also told attendees that com-
panies who employ sustainable busi-
ness practices are attractive to
investors, but also warns that it is a
long, continual process.

“I wish I had better news for you, but
this will take time. The ‘green officer’ will
never be successful on his own. You need
buy-in from all levels of the company.”

He said that even at a place as
fanatical about green as Southface, the
company faced challenges as far as
getting support from
all levels. 

How Going Green Can
Mean Saving Green 

All of the session’s panelists gave
specific examples of how companies
can save money by employing sustain-
able business practices. The first pan-
elist was Tim Petersen, national sales
manager for VT Industries, a door man-
ufacturer in Holstein, Iowa. Petersen
said that most of its products now
assist with LEED credits, and the com-
pany also offers FSC-certified products. 

At VT’s factories the company has
worked to reduce Hazardous
Atmospheric Pollutants (HAPs) by sever-
al tons per year (TPY). In 2005, for
example, the company produced 12.903
TPY and just two years later that num-
ber was reduced to 1.790 TPY. 

Additionally, the company places a
huge emphasis on recycling and recy-
cles 8,171.8 tons of waste per year, and
its wood waste is used to heat its
building. Petersen says all this has
reduced fees such as those associated
with trucking, propane and landfill
fees and saves the company $143,000
per year.

Most companies would be thrilled
with those numbers, but Petersen said
it’s not enough as far as recycling is
concerned.

“We recycle 89 percent
of our waste but
that’s not good

“Green” Seminar Attracts Crowd at IWF Show 

DWM editor Tara
Taffera (above) served
as moderator of the
session.  Panelists from
left to right: Tim
Petersen, Dennis Creech
and Bill Perdue.

continued
on page 70
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ULTRA-CURE UV WATERBORNE
coatings are formulated with very
low VOCs, no reportable HAPS and
without formaldehyde or heavy
metals.  These clear finishes resist
abrasion, impact, chemical spills
and scratches and are completely
customizable for each finisher’s
facility to improve efficiency and
productivity. 

ULTRA-CURE PIGMENTED
WATERBORNE UV coatings are ideal
for use with UV-spray application for
various wood profiles, providing a
high performance, non-yellowing
finish with no toxicity, according to
the company. These opaque top-
coats provide resistance to abrasion,
impact, chemicals and scratches and
are available in a variety of colors.  

What Attendees Want
So from equipment to coatings,

IWF offers an array of products for
attendees involved in wood manu-
facturing. Jay Streu, president and
chief executive officer for door man-
ufacturer Eggers Industries, believes
the show is so important that he
brought a total of seven representa-
tives to Atlanta. 

“We’re here to see what’s new
from the technology standpoint,”
says Streu. “We all have specific
things we are looking for, such as
the integration of robotics.”

Others, such as Bob Dimke, pres-
ident of Lexington Manufacturing,
were looking for new technologies.
He says company representatives
have attended IWF for more than
20 years. This year the company
was there to look for new lami-
nates, finishes and adhesives.

“We intend to more deeply pene-
trate the markets we serve with
high-performance window, patio
door and flush door components,”
says Dimke. “IWF has all the materi-
als, applications and equipment
resources available in one location.”

He added that compared to
recent years, attendance was
sparse but from the attendee per-
spective this wasn’t a negative.

“This provided a good opportu-
nity for us as attendees to have
more meaningful vendor conversa-
tions, without feeling rushed
through their booths,” says Dimke. 

One exhibitor representative,
Dave Harris from American
Renolit, concurred and says it’s the
quality of leads that matters, not
necessarily the quantity of atten-
dees. He reports that the company
did have interest in its specialty
films for doors and windows.

IWF is held every two years in
Atlanta. The next show will be held
August 25-28, 2010. ❙
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enough. We want to be above 96 per-
cent,” he said.

“There is a definite economic value
of recycling [and other sustainable
methods],” added Petersen.

The next panelist, Bill Perdue, vice
president of Environmental Safety
Health and Standards for the American
Home Furnishings Alliance (AHFA),
said, “We were doing the ‘green’ thing
before it was cool. But you won’t real-
ly hear me talking about green any-
thing. We talk about this in terms of
sustainable design.”

It was evident that Perdue is pas-
sionate about this topic, which is how
one attendee described him following
the seminar.

One of his passions is the instillation
of sustainable design into the corporate
culture.

“Without doing this, it’s just a pro-
gram you put in your notebook,” said
Perdue.

He added that having a “green”
product means nothing if the company
doesn’t focus on sustainability.

“If you’ve done nothing in your
facility to change your environmental
footprint, just because you have a
green product doesn’t mean you’re pro-
moting sustainable practices.”

And Perdue has coined a new term
to replace “think outside the box.” 

“I like to tell people to destroy the
box,” he said. 

He also gave examples of companies
that have saved money through recy-
cling. For example, Stanley Furniture
saved $98,000 in landfill costs through
a focused recycling program.

The last panelist was Kevin O’Neill,
general manager for Wellborn Cabinet
Inc. He told attendees about the Kitchen
Cabinet Manufacturer Association’s
(KCMA) environmental stewardship pro-
gram. The goal of the program was to
cover all aspects of the supply chain and
this includes air quality, product
resource management, process resource
management, environmental steward-
ship and community relations.

All agreed that the sustainability
process is an evolving one, and this is the
case with the KCMA program as well.

“We have a bar set in each one of
these areas,” said O-Neill, “But each
year we will make them harder.”

Following the presentations, one
attendee asked if it was possible for all
segments of the wood industry to come
together for the creation of one wood
certification program as “it is all very
confusing.”

O’Neill said he certainly agrees that
this would be a simpler process but
added that it was a long and difficult
road for just the cabinet industry to
agree on this program. One for the
entire wood industry, while a great
idea, may not be a reality in the near
future at least.

“Green” Seminar continued from page 68
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Engineered to meet coastal building code requirements, up to and including  
the specifications of ASTM E 1886-02 and ASTM E 1996-02, Wind Zone 4,  
our AAMA-certified, hurricane-resistant windows and doors:

 

®

 and Solex® laminate

 
We can’t control the weather – but we can help you weather  
any storm with impact rated window and door solutions  
from Deceuninck. 

 

®

To learn more, call 1-877-563-4251 or e-mail info@decna.biz.

Innovating solutions for  
 the environments of your life.™

SEE US AT GLASSBUILD AMERICA, BOOTH #2608

mailto:info@decna.biz
http://www.deceuninck.com
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GLASS
Guardian Designs Glass 
for Cold Climates

The new ClimaGuard® 75/68
low-E glass from Guardian
Industries is made specifically for
residential windows installed in
cold climates. 

According to the company,
ClimaGuard 75/68 low-E glass
allows in 75 percent of the sun’s
natural light while also allowing in
68 percent of the sun’s heat to
warm homes naturally. The glass
achieves a U-value of .28, proving
insulation in addition to high 
heat gain.

“[ClimaGuard 75/68 low-E glass]
is raising the bar in residential glass
and meets or exceeds
ENERGY STAR® requirements
in all northern zones—while
at the same time providing
superior aesthetics,” says
Scott Thomsen, chief tech-
nology officer for Guardian
Industries. The company
describes the glass as having
a “neutral appearance.”
❙❙➤ www.climaguard
glass.com

Looking for 
Energy Efficiency?

Great Lakes Window recently
demonstrated the energy

cost-cutting impact of its
Maxuus™ 10 glass system
at the Remodeling Show.
This system is a triple-lite
glass option combining
two lites of vacuum-depo-
sition low-E glass with an
interior glass substrate

and two insulation
chambers of krypton

gas. 
With the

Maxuus 10
i n s u l a t i n g
glass system,

company officials say Great Lakes
Window has brought to market an
insulating glass unit that is five
times more energy efficient than
clear insulating glass and almost 10
times more efficient than typical
single-glazed windows that remain
in so many homes today. All Great
Lakes Window products also
include patented warm-edge
Intercept® insulated glass to
achieve maximum insulating 
properties.
❙❙➤ www.greatlakeswindow.com

Introducing...

continued on page 74

SCREENS
Get Your Screen Options 
with Screen Concept Co.

Screen Concept Co. Ltd. in Bangkok offers a
variety of screening options for doors and win-
dows. Among these is a pleated screen system,
which comes with a maximum height of 9.2 feet
and width of 16.4 feet and is suitable for folding
doors, hinged doors and sliding doors. In addition,
the company offers the Panorama screen designed
for large openings that are either very high or
extremely high. The Panorama screen is designed
so that the sash can be stacked on either end or
bi-parted from the center of the opening.
❙❙➤ www.screenconcept.net

ADHESIVES AND SEALANTS
Versa-Glaze 1500 Now Has Hot-Melt Capabilities

HAECO recently added hot melt capabilities to its Versa-Glaze wet-glazing
system, which utilizes TRAC-FLOW technology and servo controls to provide a
uniform bead of sealant. According to the company, the Versa-Glaze is easy to
use, easy to understand, and easy to maintain. Operators manually rotate the
profile around the nozzle, and the system uses no motors, no moving gantry,
no limit switches, and no photo-eyes.

Representatives from HAECO say the Versa-
Glaze 1500 offers precise control of both bead
size and placement. TRAC-FLO ensures that the
bead imitates the operator’s movement, starting
when the operator moves the profile, and stop-
ping when the operator stops. Versa-Glaze 1500
is ideal for short-runs or low volumes lines, and
has been used to run double-hung, single-hung
(sash and frame), sliders and specialty shapes,
according to the company, and boasts capabili-
ties of 150 windows (300 lites) per shift.
❙❙➤ www.haeco.us

http://www.screenconcept.net
http://www.haeco.us
http://www.greatlakeswindow.com
http://www.dwmmag.com
http://www.climaguardglass.com
http://www.climaguardglass.com


Box 237 Lambeth Stn. London ON N6P IP9

phone: 519-472-0080 email: info@screencentersales.com

fax: 519-472-5494 web: www.screencentersales.com

toll-free: 866-652-0028

Leasing Options Available
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GLASS BLOCK
Windecor Plus Unites Two
Distinct Concepts 

Windecor Plus has merged two
design concepts—insulating glass

(IG) windows
and glass block
w i n d ow s — t o
create the pos-
sibility of glass
block IG oper-
able windows. 

The process
developed by
the Kansas
City, Mo.-

based company seals two Windecor
Tiles back to back enclosed inside
an IG window to create a brand-
new line of glass block for doors
and windows, Windecor Tile. Made
of clear acrylic, Windecor Tile is 3⁄8
inches thick with an air pocket to
help insulate from weather and
sound. This particular glass block is
available in three sizes: 3 by 8 inch-
es, weighing 4.23 ounces, 4 by 8

inches, weighing 2.36 ounces, and 3
by 8 inches, weighing 1.87 ounces. 
❙❙➤ www.windecor.com.

COMPETITIVE PRODUCTS
Get Natural Light in a Not-
So-Natural Way

The Sky Factory has a brand-new
product that could prove competi-
tive for skylight companies:
SkyCeilings™. These are installed in
standard ceiling grid systems to
replicate the look a real sky. The
company also offers a wall product,
which is a thin edge-lit system that
is set into walls and uses high-reso-
lution photographic images of land-
scapes to look like virtual windows.
❙❙➤ www.skyfactory.com

ENERGY-SAVING PRODUCTS
AEP Upgrades a Window
Without Replacing It

Advanced Energy Panels (AEP)
are patented, clear, insulating panels
that mount on the inside of existing
windows to insulate them.

According to the company of the
same name, AEP, the panels are opti-
cally clear, can be applied to any size
window, are light-weight and carry a
10-year warranty. The panels, which
are made of two layers of polyolefin
glazing stretched over an aluminum
frame with a 7⁄16-inch air gap in
between, also can help a piece of
glass to qualify for ENERGY STAR® rat-
ings, according to the company.

In addition to their insulating
benefits, AEP also cut down on con-
densation and sound, while also
maintaining natural light.
❙❙➤ www.advancedenergy
panels.com

MACHINERY
They’re Hot (Melt) and
Precise: The Versadrum™
Bulk Melters

Nordson Corp.’s new
line of VersaDrum™
bulk melters are
designed for pre-
cise, demanding
hot-melt adhe-
sive application
from 200-liter or
55-gallon drums.
Customizable to
accommodate a
wide variety of
adhesives and meet manufacturers’
specific production requirements,
the new line of bulk melters are
particularly well suited for reactive
adhesives, such as moisture-cure
polyurethanes, according to the
company.

VersaDrum bulk melters utilize
an industrial PC, which provides
full control of the adhesive system
via a touch-screen interface, dis-
playing messages, warnings and
indicators for each operator activi-
ty and machine status condition.
Because they melt only the top
surface of adhesive, VersaDrum
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CONTINUED

Introducing...

continued on page 76

GLASS
Loaded with Features

The new automatic vertical insulating glass production line from the
Sommer & Maca Machinery Division of Los Angeles-based C.R. Laurence Co.
Inc. was designed to make door and window manufacturing operations more
efficient and profitable. The addition of a 118-inch-long flat platen press
ensures an evenly set PIB film between the glass and spacer frame. The sys-
tem’s manual spacer application station has adjustable automatic index guides
to provide accurate spacer positioning. The washer section contains six low-E
brushes in three compartments, and the washer is compatible with de-ionized
water. The double blower compartment features an economizer that shuts off
the top blower if the glass is less than 50 percent of maximum height.
❙❙➤ www.somaca.com

http://www.windecor.com
http://www.skyfactory.com
http://www.somaca.com
http://www.dwmmag.com
http://www.advancedenergypanels.com
http://www.advancedenergypanels.com


Produced for the benefit of the 
industry by the Canadian Window 
and Door Manufacturers Association.

Trade Only

The future is now at Win•door 2008
North America’s Most Focused Fenestration and Door Industry Show

November 11–13, 2008, Metro Toronto Convention Centre, North Building

Win•door North America –Serving 
the North American Fenestration 
and Door Industry since 1995.

November 11–13, 2008
Tuesday, November 11 5 pm–8 pm
Wednesday, November 12 10 am–5 pm
Thursday, November 13 10 am–3 pm

For information on Visitor Registration, 
Industry Seminars & CWDMA Meetings: 
www.windoorshow.com 

Show office: Shield Associates Ltd. 
1-800-282-0003 (North America wide)  
Tel: 416-444-5225  Fax: 416-444-8268 
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bulk melters allow the remaining
material in the drum to stay solid,
reducing thermal stress and pro-
tecting bonding characteristics,
company officials say. 
❙❙➤ www.nordson.com

New Machine from Wegoma
is Fast and User-Friendly

The new WSA4LH horizontal
automatic four-head corner weld-
ing machine from Wegoma GB can
weld PVC window profiles at an

angle of 90 degrees and utilizes an
industrial PC control with a user-
friendly interface for the machine’s
operator. In addition, the machine
is designed to offer flexible and
accurate processing, along with
automatic monitoring of profile
tolerance, and a sophisticated
module design.

The WSA4LH can be integrated
into an automatic welding and
cleaning line and welds a complete
PVC door/window frame or sash in
on working cycle automatically.
❙❙➤ www.wegomagb.com

COATINGS
New Valspar Coating is Solar
Reflective

The Valspar Corp.
in Wheeling, Ill., has
developed a solar
reflective paint for
the aluminum
extrusion market,
Flurospar® SR. The
spray-applied, fac-
tory cured paint
coating reduces the
amount of energy used to cool
buildings without limiting color
choice. 

This new, eco-friendly product is
formulated with solar reflective (SR)
pigments that keep building compo-
nents cooler than bare aluminum,
anodized aluminum, and compara-
ble paint colors. Flurospar SR finish-
es are available in a wide variety of
colors and pearlescent effects. 
❙❙➤ www.valspar.com

VINYL REPAIR
“Doctor” Those 
Vinyl Window Damages

Patented trade secrets are yours
for the taking in “The Vinyl Doctor
Guide for Repairing Vinyl Window
Frames,” available from the Vinyl
Doctor based in Portland, Ore.
Company founder David Fenske
holds patent #6,077,465 for the use

CONTINUED
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of PVC cement to repair vinyl win-
dow frames, and shares that restora-
tion information in this new guide.

In addition, the following infor-
mation is also covered: the internal
structure of vinyl windows; how to
diagnose window frame issues;
restoration demonstrations that
show proper techniques and mate-
rials; and much more.
❙❙➤ www.vinyl-doctor.com

ADHESIVES AND SEALANTS
It’s the New Generation:
LAMATEK’s LSE-SDL Tapes

LAMATEK Inc.’s second-genera-
tion muntin bar tape is a low-sur-
face energy simulated divided light
(LSE-SDL) tape system that was
designed specifically for Kynar®500
flouropolymer, Vitrasil® acrylic
polyester and powder-coated fin-
ishes. The tapes provide long-term
indoor and outdoor adhesion to a
variety of materials, including low-
maintenance glass, according to
the company, and cellular PVC,
vinyl, primed and unprimed wood,
plastic and painted aluminum
muntin bars.

The new LSE-SDL product,
which also is designed to resist air,
water, detergents, moisture, ultra-
violet light and dust, is available in
.032 black.
❙❙➤ www.lamatek.com

DISPLAYS
DAC Products Announces
New Display, Upgrades

DAC Products now offers a new
standard entry door display for
companies looking to dis-
play small quantities
of doors in an
affordable, yet
serviceable, dis-
play. The display is
available in both sta-
tionary and spinning
versions and is customizable to
include your company logo, a sign,

detailed product features and war-
ranties as needed.

In addition, the East Bend,
N.C.-based company has improved

its four-sided insulating glass
(IG) demonstration. The

demonstration now
includes turnbuck-

les for securing a
radiometer, an
improved sliding

shelf and a new
stop system, which

permits the use of single-lite glass
during demonstrations. The

four-sided IG demonstration is
made from natural finish oak and
can be used on a counter top or
with an optional pedestal stand.
❙❙➤ www.dacproducts.com ❙

Send Us Your Products
E-mail your new products 

to ttaffera@glass.com.
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COMINGS AND GOING
Formtek Promotes Wilson

Formtek Metal Forming promoted Rick
Wilson to senior vice president of sales
and marketing. Wilson’s new duties
include directing all external machinery
sales and marketing efforts for North
America on a regional basis, focusing on
the following Formtek brands; CWP, Rowe
and Coilmate/Dickerman Press Feed,

CWP and Rowe Coiled Metal Processing and B&K
Leveler products from Formtek Maine, Coiled Metal
Processing and FMI/Dahlstrom Flexible Fabrication
products from Formtek Iowa and the
Yoder/Dahlstrom/Tishken Forming and Fabricating
Lines, B&K Metal Construction Products and the
Winpro Fenestration products from Formtek Cleveland.

Truseal Expands Sales Department
Truseal Technologies Inc. has made

three new appointments within its sales
department. The company has hired
Peter Donoghue as vice president of
sales, appointed John Westfall as sales
manager for its southeast U.S. division,
and hired Tom Italiano as sales manager
for its western U.S. division.

Donoghue served most recently as an executive at
Sherwin-Williams. In addition, he spent 11 years at
Truseal in technical services and sales roles and was
once a recipient of the company’s President’s Award. 

In Westfall’s new role, he will develop and manage
sales and sales strategies for Truseal’s insulating glass
sealant and equipment platforms in the southeast, as
well as oversee sales personnel in the territory. Westfall,

who has been with Truseal for seven years, served as a
sales representative previously. Prior to joining Truseal,
he served as regional sales manager at Vytex Windows
in Laurel, Md. 

Italiano will manage the western U.S. region’s sales
and customer service programs, including market pro-
motion and support. He most recently served as direc-
tor of sales and marketing at Soft-Lite Windows in
Cleveland.  Prior to that, he spent seven years as a
regional sales representative for Truseal.

Simonton Expands, Promotes
Simonton Windows has announced the appoint-

ment of several new managerial team members:
• Joe Reckard has been hired as the company’s busi-

ness support training specialist;

INDUSTRY BLOGGER
Michael Collins Writes Twice-Monthly Blog

Michael Collins, DWM columnist and
vice president of the building products
group at Jordan, Knauff & Company, an
investment banking firm that specializes in
the door and window industry, now writes a
blog for DWM’s electronic newsletter.

Collins, a noted expert in the industry
travels to various industry events educating
door and window manufacturers about vari-
ous industry trends and what they need to do to stay alive
in this competitive market. As with his columns and articles,
his blogs tackle various topics affecting manufacturers.

To sign up for the newsletter, or to read Collins’ blog,
visit www.dwmmag.com.

Rick Wilson Michael
Collins

continued on page 80

Tom Italiano

EXPANSIONS
Sunrise Windows Expands Engineering Department

Sunrise Windows has made three recent additions to its engineering staff:
Steve Welter, information technology (IT) manager; Steve Haubert, engi-
neering manager; and Andrew Melick, engineer.

Welter, who has more than 12 years IT experience, will be responsible for
planning, coordinating, directing and designing the IT and telecommunication
activities of the company, as well as providing direction and support for daily
operational activities of the IT function.

Haubert will oversee a broad scope of areas, including product configuration, raw material specifications, quality and
technical support. He also will provide leadership and direction to the engineering team, which includes Sunrise’s techni-
cal and installation support department, and participate on the company’s new product teams. 

Melick will focus on reviewing all gauges and fixtures on the production floor and developing a system for gauge and
fixture tracking. He also will be responsible for implementation of process improvements.

Andrew
Melick

Steve
Haubert

Steve 
Welter

http://www.dwmmag.com
http://www.dwmmag.com
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• Jon Latimer, who has worked for Simonton since
2004, has been promoted to the position of quality
manager at SimEx, the vinyl extrusion company
operated by Simonton; 

• Daniella Gayle has been hired as the company’s
regional human resources manager for West
Virginia; and

• Joshua Wagner has been promoted to the position
of associate product manager within the marketing
department. 

ATech Appoints New Managers
Hande Kilic is the new marketing

manager and Al Yoldas the new technical
service manager for ATech Machinery of
Gaithersburg, Md.

In her position, Kilic is responsible for
the organization, prioritization and
management of all requests that come
into ATech’s marketing department. She
also is in charge of media, promotions
and publication of ATech’s newsletter. 

Yoldas is responsible for the compa-
ny’s vinyl, aluminum and wood win-
dow manufacturing machinery. His
responsibilities include material and
process development, as well as
research and physical testing of a vari-
ety of products.

Rovtar Joins Frank Lowe 
Frank Lowe Rubber & Gasket Co. Inc.

has hired John Rovtar to handle its busi-
ness development. Rovtar brings more
than 30 years of experience in the fenes-
tration industry to his new position and
has a background in administrative
operations and business development.
Prior to joining Frank Lowe Rubber &
Gasket Co. Inc., Rovtar served as general manager 
of Air Tite Manufacturing and director of product
development and technical service at Survivor
Technologies Inc. 

Rogers Joins HOPPE
HOPPE North America Inc. has

added Paul Rogers to its North
American staff as national sales manag-
er. Prior to joining the Fort Atkinson,
Wis.-based company, Rogers was the
vice president of sales and marketing
for Truth Hardware. ❙
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IG Sealant.

� Made in North
America for North
Americans.

� No
solvents,
no lead,
hazard free.

� Robotic
or manual
application.

� Distributors of
IG components
including Fenzi
Molver Desiccant &
Spacer Profiles.

� Call today to
speak with a
Technical Sales
Representative 
to solve your IG
Sealant needs.

11 Dansk Court,
Toronto, ONT.

N9W 5N6

tel: 416 674 3831
fax: 416 674 9323

web: www.fenzi-na.com
info@fenzi-na.com
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John Rovtar

Paul Rogers

Hande Kilic

Al Yoldas

http://www.fenzi-na.com
mailto:info@fenzi-na.com
http://www.dwmmag.com


http://www.jasonhardware.com
mailto:jasonhardware@163.net


d
o
o
r

&

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

82 www.dwmmag.com

October 21-25, 2008
glasstec ’08
Sponsored by 
Messe Dusseldorf.
Messe Dusseldorf.
Dusseldorf, Germany.
Contact: Messe Dusseldorf 
at 312/781-5180 or visit
www.mdna.com/shows/
glasstec.htm. 

October 29-30, 2008
AAMA Southeast
Region Fall Meeting
Sponsored by AAMA.
Renaissance Resort 
at World Golf Village.
St. Augustine, Fla.
Contact: AAMA at 
847/303-5664 or visit
www.aamanet.org.

November 18-21, 2008
Fenestration China
Co-sponsored by 
CIEC Exhibition Co. Ltd. 
and Nurnberg Global 
Fairs GmbH.
China International
Exhibition Center.
Beijing.
Contact: Nurnberg 
Global Fairs GmbH at 
+49 9 11.86 06-86 84 or visit
www.fenestration-china.com.

December 5-7, 2008
5th International Zak Doors
and Windows Expo 2008
Sponsored by Zak Group.
Pragati Maidan, 
Hall No. 14.
New Delhi.
Contact: Zak Group at 
+91 98108 55697 or visit
www.zakgroup.com.

December 9-10, 2008
Glass Expo Midwest™ ’08
Co-sponsored by 
DWM magazine.
Renaissance Hotels 
and Resorts.
Schaumburg, Ill.
Contact: DWM magazine 
at 540/720-5584 or visit
www.glassexpos.com.

January 12-17, 2009
BAU 2009
Organized by Munich
International Trade Fairs.
New Munich Trade Fair Centre.
Munich.
Contact: Carolin Schuetze at
646/437-1017 or visit
www.bau-munich.com.

January 20-22, 2009
International Builders’ Show
Sponsored by the 
National Association of
Homebuilders (NAHB).
Las Vegas Convention Center.
Las Vegas.
Contact: NAHB at 
202/266-8111 or visit
www.buildersshow.com. 

February 22-25, 2009
AAMA 72nd
Annual Conference
Sponsored by AAMA.
Loews Coronado Bay Resort.
Coronado, Calif.
Contact: AAMA at 
847/303-5664 or visit
www.aamanet.org.

March 16-18, 2009
PVC Formulation 2009
Organized by Applied Market
Information Ltd. (AMI).
Maritim Hotel.
Cologne, Germany.
Contact: AMI at 
+44 (0) 117 924 9442 or 
visit www.amiplastics.com.

March 25-26, 2009
Glass Expo Northeast™ 2009
Co-sponsored by 
DWM magazine.
Hyatt Regency Long Island 
at Wind Watch Golf Club.
Long Island, N.Y.
Contact: DWM magazine 
at 540/720-5584.

May 31-June 3, 2009
AAMA National
Summer Conference
Hyatt Regency Minneapolis.
Minneapolis.
Contact: AAMA at 
847/303-5664 or visit
www.aamanet.org. ❙

NowSHOWing calendar of events

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

http://www.aamanet.org
http://www.fenestration-china.com
http://www.zakgroup.com
http://www.glassexpos.com
http://www.bau-munich.com
http://www.buildersshow.com
http://www.aamanet.org
http://www.amiplastics.com
http://www.aamanet.org
mailto:ttaffera@glass.com
http://www.dwmmag.com
http://www.mdna.com/shows/glasstec.htm
http://www.mdna.com/shows/glasstec.htm
http://www.eltonmanufacturing.com
mailto:sales@eltonmanufacturing.com
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Architectural Glass
Bent/Curved
Precision Glass Bending Corp.
P.O. Box 1970,
3811 Hwy. 10 West
Greenwood, AR 72936
800/543-8796; 
fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Door & Window
Machinery/Equipment

EDTM Inc.
745 Capital Commons
Toledo, OH 43615
419/861-1030;
fax: 419/861-1031
www.edtm.com
sales@edtm.com

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

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

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

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

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

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

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

Door Hardware &
Related Products

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

Doors, Exterior
Hurricane Glass Doors
Dome’l, Inc.
For Hi-Rise Buildings
No Shutters Needed
3 Grunwald St.
Clifton, NJ 07013
800/603-6635;
fax: 973/614-8011
www.domelinc.com

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

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

Vita USA
117 S. Cook St.
Suite #237
Barrington, IL 60010
847/381-2914;
fax: 847/381-2948
www.reth-group.com
vita-usa@reth-group.com

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

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

Insulating Glass &
Related Products

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

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

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

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

Truseal Technologies
6680 Parkland Blvd.
Solon, OH 44139
216/910-5100;
fax: 216/910-1505
www.truseal.com

Insulating Glass
Machinery & Equipment
Bystronic Glass Inc.
13250 E. Smith Road
Suite H
Aurora, CO 80011
720/858-7700
Fax: 720/858-7701
salesusa@bystronic-
glass.com

GED Integrated
Solutions
9280 Dutton Drive
Twinsburg, OH 44087
330/963-5401; 
fax: 330/963-0584
www.gedusa.com

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

To place a Suppliers’ Guide listing, call Janeen Mulligan at 540/720-5584 x112 or e-mail jmulligan@glass.com.
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McKeegan Equip. & Supply
8411 Ronda Drive
Canton, MI 48187
734/459-5870; 
fax: 734/459-9837
www.mckeeganequip.com

Information &
Organizations

Associations
American Architectural
Manufacturers Assoc. (AAMA)
1827 Walden Office Square,
Suite 550
Schaumburg, IL 60173
847/303-5859
fax: 847/303-5774
www.aamanet.org

Metalworking &
Vinylworking

Machinery
GED Integrated Solutions
9280 Dutton Drive
Twinsburg, OH 44087
330/963-5401
Fax: 330/963-0584
www.gedusa.com

Misc. Products
Displays for Doors 

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

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

Optimization Programs
Optima North America Inc.
3875 Boulevard St.-Jean
Baptiste
Montreal, QC H1B 5V4
Canada
514/645-8998;
Fax: 514/645-8558
sales@optima-america.com

Window Hardware &
Related Products

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

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

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

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

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

Get in the Guide!
Listings start at just $350!

Contact Janeen Mulligan 
at 540/720-5584 x112 or 
e-mail jmulligan@glass.com.

in 

Booth 
310

to see the latest
innovative options 
DWM magazine has
to offer for the
fenestration industry.

Booth 310 will 
also have the new 
publication, 
Decorative Glass
Magazine™.

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM

Come see what 
DWM magazine can provide for you.

visitAt

Ellen Rogers

Tara Taffera Meagan HeadleyPenny Stacey

Drew Vass

Charles Cumpston

Deb Levy

Visit booth 310 to learn how you might win one of a variety of gifts.

Meet the editorial staff and tell us your thoughts
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22 Adhesives Research Inc. 800/445-6240 717/235-8320 www.adhesivesresearch.com

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

41 American Renolit Corp. 856/467-3800 856/467-4880 www.americanrenolit.com

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

57 Ashland Products 219/696-5950 800/626-1758 www.ashlandhardware.com

53 Cardinal Industries 952/935-1722 952/935-1722 www.cardinalcorp.com

11 Changshu Weier Glass Products Co. 86-512-52569644 86-512-52569544 www.weier-glass.com

79 Changshu Hard Glass Co. Ltd. 86-512-52590663 86-512-52599077 www.hard-glass.com

14 DAC Products Inc. 800/431-1982 336/969-9695 www.dacproducts.com

71 Deceuninck North America 877/563-4251 513/539-5402 www.deceuninck.com

27 Dedicated Distribution Systems 800/715-2002 724/463-2717 www.ddsfleet.com

45 Edgenet 877/334-3638 615/371-3023 www.edgenet.com

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

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

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

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

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

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

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

3 GED Integrated Solutions 330/963-5401 330/425-8741 www.gedusa.com

7 Glasslam 954/975-3233 954/975-3225 www.glasslam.com

43 Graco 877/844-7226 612/623-6273 www.graco.com

19 G-U Hardware 800/927-1097 757/877-9720 www.g-u.com

76 HAECO 800/852-3522 513/722-1032 www.haeco.us

81 Jason Hardware Co. Ltd. 86-754-85163256 86-754-85162821 www.jasonhardware.com

5 Joseph Machine Co. Inc. 800/457-7034 717/432-8184 www.josephmachineco.com

77 JRM International Inc. 800/676-4755 815/282-9150 www.jrminternational.com

44 J & S Machine Inc. 715/273-3376 715/273-5241 www.jsmachine.com

56 LAMATEK Inc. 800/526-2835 856/599-6010 www.lamatek.com

65 Medieval Glass Industries 712/362-2027 712/362-4269 www.medievalglass.com

49 Nordson Corp. 800/683-2314 770/497-3656 www.nordson.com

44 Pat Mooney Inc. 800/323-7503 630/543-5584 www.patmooneysaws.com

37 Ritescreen 800/949-4174 888/432-8036 www.ritescreen.com

55 Royal Mouldings 800/368-3117 276/781-2520 www.royalmouldings.com

63 RoyalPlast Door Systems Inc. 800/361-9261 800/265-5196 www.royalplast.ca

21 Royal Window & Door Profiles 800/361-9261 800/265-5196 www.royalgrouptech.com

13 Sapa Extrustions Inc. 733/380-7585 Not Available www.sapagroup.com

73 Screen Center Sales 866/652-0028 519/472-5494 www.screencentersales.com

Page Company Phone Fax Web Address
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36 Shat R Proof Corp. 800/328-0042 952/946-0461 wwwshatrproof.com

29 Sika Corp. 800/688-7452 248/577-0810 www.sikaindustry.com

31 SRD Design Corp. 717/699-0005 717/699-0055 www.srddesign.com

35 Stiles Machinery Inc. 616/698-7500 616/698-7521 www.stilesmachinery.com

64 Strybuc Industries 800/352-0800 610/534-3202 www.strybuc.com

51 Sturtz Machinery Inc. 440/248-4009 440/248-4018 www.sturtz.com

60 Synrad Inc. 800/796-7231 425/349-3667 www.synrad.com

23 TDCI 800/630-6687 614/781-2331 www.tdci.com

47 Technoform 330/487-6600 330/487-6682 www.technoform.us

64 Tekna USA Corp. 877/477-4840 815/477-4870 www.teknausa.com

61 Truseal Technologies 216/910-1532 216/910-1506 www.truseal.com

C2 Truth Hardware 800/866-7884 507/444-4762 www.truth.com

62 Ultrafab Inc. 800/535-1050 585/924-7680 www.ultrafab.com

25 Urban Machinery 360/379-1576 360/379-4156 www.u-r-b-a-n.com

62 Weiss USA LLC 704/282-4496 704/289-7091 www.weiss-usa.com

75 Win-door North America 800/282-0003 416/444-8268 www.windoorshow.com

15 Winkhaus North America Inc. 262/472-8800 262/472-8900 www.winkhaus.us.com

59 WTS Paradigm 608/664-9292 608/664-9295 www.wtsparadigm.com

I want to start/continue my FREE SUBSCRIPTION to DWM: � YES  � NO
Sign your name: _________________________________________________ Date: _________________________
Print your name: _________________________________________________ Title: _________________________
Company: ____________________________________________________________________________________
Address: ____________________________City: ______________________ State: _________ Zip:____________
Phone: ____________________ Fax: ______________________ E-mail: __________________________________

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

2. Please check ALL the products or 
materials your company manufactures:

A � Wood B � Aluminum C �Glass
D � Vinyl E � Other Metals

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

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

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

PLEASE COMPLETE THIS ENTIRE FORM AND FAX IT TO 630/482-3003
OR SUBSCRIBE ONLINE AT WWW.GLASS.COM/SUBCENTER.PHP

Subscribe to DWM for FREE

Subscriptions are free to all qualified recipients at U.S. addresses. Addresses outside the U.S. please add $80 per year. 
By checking yes and signing this form, I also agree to allow publisher to contact me via fax and/or telephone in the future.

MY BUSINESS IS ENGAGED IN 
THE MANUFACTURING, FABRICATING 

OR DISTRIBUTION OF DOORS AND 
WINDOW PRODUCTS.

� YES � NO

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

3. Please check ALL the types of work your
company performs:

C � Commercial R �  Residential
B � Both O � Other

I WOULD LIKE TO RECEIVE MY 
SUBSCRIPTION IN THE FORM OF:

� PRINT  � DIGITAL
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Single-family home builders
continued to practice aggres-
sive inventory management in

July by slowing the pace of new pro-
duction nearly 3 percent to a season-
ally adjusted annual rate of 641,000
units, according to Commerce
Department figures. This was the
lowest rate of single-family housing
starts since January 1991.

Following are some of the high-
lights from the latest report from
the Commerce Department:

• For the second month in a row,
overall housing starts and
building permit numbers were
skewed by a building code
change in New York City that
caused an unusually large fluc-
tuation in multifamily activity
for the Northeast region.

• A 23.6 percent decline in multi-
family starts to 324,000 units
partially offset a 41 percent gain
in the previous month, and
contributed to an 11 percent

decline in total housing starts
for July—dropping the season-
ally adjusted annual rate to
965,000 units.

• Single-family permits declined
5.2 percent for the month to a
584,000-unit rate, the lowest
since August 1982.  

• Overall permit issuance and mul-
tifamily permit issuance, both
heavily affected by the New York
City data, declined 17.7 percent
to 937,000 units and 32.4 percent
to 353,000 units, respectively.

• The Midwest posted a 10 percent
gain and the South and West
each posted 8.2 percent declines,
while the Northeast posted a 30.4
percent decline—also due to the
New York City numbers. 

• Permit issuance was mixed on a
regional basis, with the
Midwest posting a 1.4 percent
gain, the South posting a 4.1
percent gain and the West regis-
tering a 14.8 percent decline.
The Northeast’s permits, also
affected by New York City data,
fell 63.4 percent. ❙

Builders Rein-In Housing Production in July

VALUE OF IMPORTS TO UNITED STATES
June ’08 May ’08 Difference

Finished Products
Plastic windows and their frames 4,453,532 4,784,043 -6.9%
Doors and their frames, wood 49,738,177 50,998,873 -2.5%
Aluminum windows and their frames 25,005,146 25,799,478 -3.1%
Iron windows or steel and their 
frames, not stainless 3,922,425 3,222,008 +21.7%
Wood windows, French 
windows and frames 14,890,166 15,161,087 -1.8%
Materials
Cast and rolled glass 5,592,922 6,038,573 -7.4%
Float glass 12,159,329 12,765,742 -4.8%
Laminated safety glass 5,359,574 4,779,780 +12.1%
Insulating glass units 17,115,981 16,791,963 +1.9%
Wood and articles of wood 1,281,111,928 1,312,706,193 -2.4%
Source: U.S. Commerce Department

VALUE OF EXPORTS TO UNITED STATES
June ’08 May ’08 Difference

Finished Products
Plastic windows, frames 
and thresholds for doors 9,852,186 9,829,008 +0.2% 
Wood windows, French 
windows and their frames 7,200,737 7,025,661 +2.5%
Doors and their frames, wood 15,002,423 16,358,156 -8.3%
Materials
Cast and rolled glass 3,382,381 2,397,417 +41.1%
Float glass 54,076,020 59,650,604 -9.4%
Laminated safety glass 5,192,486 6,107,391 -15.0%
Insulating glass units 10,302,311 11,703,091 -12.0%
Articles of glass 15,163,562 16,725,357 -9.3%
Articles of wood 20,700,185 20,096,229 +3.0%
Continuously shaped wood 29,041,139 29,038,247 +0.01%
Source: U.S. Commerce Department

Midwest

10%

South

8.2%

West

8.2%

Northeast

30.4%

While the Midwest
posted a gain, the
others posted major
decreases in permits.
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• 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 1/4” thick and
4 9/16” 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


™

SEE US AT GLASSBUILD AMERICA, BOOTH #2538

http://www.alumet.com
http://www.alumet.com/general.htm
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