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be sure to back up your 

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

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

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

patio door.

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

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

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

� Optional key lock cylinders

� Inactive configurations for OXXO doors

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

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

or painted finishes on zinc

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