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STRENGTH,
PERFORMANCE,

EASE OF INSTALLATION
AND REDUCTION IN YOUR INVENTORY?

SAY “YES” TO TRUTH'S ENCORE" SERIES
HANDLES AND COVERS

Truth’s new “nesting” cover for the Encore® Series of operators provides options fo an -~ The Snap-Fit cover removes easily for painting and staining of the window frame and

already stylish design. Encore operators give you all the strength and performance provides a smooth, stylish look for your windows. Integrated snap feature allows
characteristics you need in an operator with the flexibility of addifional handle and fastenerless cover attachment and installation after home is completed, helping to
cover options. eliminate construction damage.

The Full-Flip Handle design eliminates collapse during operation and Encore® Operators  For more information about Encore® and Maxim® Series cover and handle options contact
require 33% less effort to operate than previous operators. The handle provides smooth  your Truth representative.

operation with a more contemporary look when nested and allows for easy screen

removal without removing the handle from the operator.
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LoE’-366° > Neat®> Preserve®

As builders and homeowners look for greater window energy efficiency, Cardinal IG leads the way. Over
20 years ago we added low-E coatings and argon gas fill to double-pane glass to deliver quad-pane insu-
lating value for all residential windows. Today, a triple-pane unit with an additional coating and gas fill
can insulate as effectively as 8 layers of glass. With Cardinal's expertise in low-E coatings, you can choose
from high solar gain options like our LoE-179" to the ultimate in solar control with LoE*-366°. A Cardinal
triple-pane unit incorporating XL Edge® gives you the same warm edge seal technology and durability
that goes into our double-pane units. We take the pain out of triple-pane ... while giving your customers
advanced performance and comfort. For more information, visit www.cardinalcorp.com.

INSULATING GLASS UNITS

4 Cardinal IG Company / Superior glass products for residential windows and doors
A CARDINAL GLASS INDUSTRIES COMPANY
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THE CORNER

Have you ever found yourself in one? Everyone has.

It's that nagging problem no one asks you about or
offers to solve—something beyond the glass itself.

It's the very thing we can help you with.

We became the world’s largest flat glass supplier by
doing something unusual. We listen first. And then
we devise the best glass solution for you.

Because whatever corner you find yourself in,

we can help you get out. AG C

For more information, call 1-800-251-0441
or visit www.na.agc-flatglass.com. BEYOND GLASS™

©2009 AGC Flat Glass North America. All rights reserved. AGC formerly crLass
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FROM THE PUBLISHER

BY TARA

Standing Up for
Echo’s Workers

TAFFERA

ur magazine has reported
Oon the Republic Windows

and Doors story from the
very beginning when the company
abruptly announced it would close
its doors. And DWM followed it
through its many twists and turns
including the recent arrest of its for-
mer CEO Richard Gillman (see in-
depth article on page 16). Through it
all, I've been tempted to write a col-
umn or a blog on the matter but have
stayed silent—until today. I'm going
to focus on the workers of Echo
Windows, who sometimes are for-
gotten in this ongoing saga. DWM
also investigated the Echo side of
the story but with everything
swirling around Gillman, and the
other Republic management under
investigation, those who served in
Iowa at Echo Windows could easily
be forgotten. For a quick recap
Echo Windows was the new com-
pany formed by Gillman and for-
merly owned by TRACO. TRACO
sold the residential part of the
business to Echo.

Echo’s workers weren't union-
ized like Republic’s were. They did-
n't engage in a sit-in like Republic’s
workers did. They weren't ultimate-
ly awarded the severance and vaca-
tion time due to them like
Republic’s. And Serious Materials
didn’t come in and reopen their
plant giving them hope for the
future. But they were treated just as
unfairly as Republic’s union work-
ers. Many of the employees at the
plant worked there for 14 years
since the TRACO facility opened.

In fact, I called one former Echo
worker who couldn’t speak about
the situation to not “jeopardize our
case at this time.” The employee was

WWW.dWmeg.ng

speaking to the fact that employees
have filed suit against Echo Windows,
TRACO and Red Oak Real Estate.
According to court documents, the
employees allege that Echo violated
the federal law that requires employ-
ers to give their workers 60 days
notice when they shut down. The
employees also claim that Echo
failed to pay to plaintiffs their
respective wages, vacation pay, etc.,
for 60 calendar days following notice
of their terminations.

That employee then told me, “You
might want to see what, if anything,
TRACO knew about Mr. Gillman.”

We've tried but the company
won’t comment on the case despite
several attempts on our part.
TRACO’s Denise Abraham told me
back in December 2008 that
TRACO sold its residential division
to Red Oak Real Estate and that
we'd have to contact them for ques-
tions. We did that. Of course they
never returned our numerous calls
as Red Oak was tied to Republic.

On March 6, TRACO sued Red
Oak Real Estate, saying that the
plant’s owner had “abandoned” the
factory and its operations.
Therefore, Red Oak Real Estate was
in breach of its mortgage with
TRACO, according to an article in
the Chi-Town Daily News.

It seems very few people want to
tie themslves to the train wreck that
is (or was) Republic Windows and
Doors. Even suppliers I contacted
who were burned by Republic/Echo
didn’t want to comment publicly
about the case. Still, I have a feeling
even more details will come out
concerning this story. And as they
do, please don't forget those in Iowa
who lost their job. |
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as green as you dream”

~ The Performer HP
offers you great value, excellent performance
and superior design & technology, that is unparalleled
to many door systems manufactured in today’s industry

* Come and visit us at Win-Door / booth #1211
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www.royalplast.ca
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BY CHUCK ANDERSON

Falls, Fires and Opening Control Devices
Balancing All Three is Not Easy

he risk of young children falling
T from windows is real. Safe Kids

Worldwide reports that, on
average, 18 children ages 10 and
under die annually from falls from
windows. The problem has engen-
dered efforts to instill safety meas-
ures in the building codes. But this
worthy mission must be reconciled
with the dual role of window open-
ings requiring emergency escape and
rescue provisions. It has been a diffi-
cult balancing act to codify.

Setting Sill Heights

One approach has been to call for
a minimum sill height. Another has
been to require a window guard or a
device that limits how far a window
can be opened, yet still permit oper-
ation as an emergency exit. (Note
that screens do not qualify as
guards, as they were never designed
to restrain the weight of a child.)

The 2006 International Building
Code (IBC) for commercial struc-
tures and the International
Residential Code (IRC) called for a
minimum sill height of 24 inches
above the floor for operable resi-
dential windows located more than
6 feet above grade. An alternate to
this provision was to limit the win-
dow opening to no more than 4
inches. But such a requirement was
seen as compromising egress for
fire safety, so many state jurisdic-
tions that otherwise adopted the
2006 I-codes elected not to adopt
the sill height minimum.

Consequently, the International
Code Council (Ico Code
Technology Committee (CTC) went
back to the drawing board and intro-
duced a new change proposal
(RB173) into the last (2007/2008)

www.gwmmgg.cgm

code revision cycle. That proposal
expanded upon the 24-inch mini-
mum sill height requirement by
introducing exceptions to allow for
emergency egress. However, the
industry criticized the proposal as
vague and posing significant com-
pliance problems, and it was dis-
approved by the ICC at its February
2008 hearings. In response, the
CTC submitted three public com-
ments to modify the proposal, a
move that ensured its reconsidera-
tion at the September 2008 final
action hearings.

These public comments were
adopted in part and the amended
requirement was published as
Section R613.2 of the International
Residential Code (IRC), released
January 1, 2009, for one- or two-fam-
ily dwellings and town homes of
fewer than three stories. It requires
the 24-inch minimum sill height for
windows more than 6 feet above
grade, but provides an exception for
windows that are equipped with
“self-acting” opening control devices
that restrict the initial opening of the
window to no more than 4 inches.

The Role of
Window Opening Devices
These devices must incorporate
an intuitively operated and clearly
identified release mechanism that
permits further operation to provide
a net clear opening compliant with
Section R310.1.1 governing win-
dows used for emergency escape
and rescue. The IRC further requires
that the opening control device not
require more than 15 foot-pounds of
force to operate and that it remains
operable in “all types of weather”
(which is a controversially vague

requirement). Exceptions also are
made for windows equipped with
fall prevention devices and window
guards that comply with ASTM
F2090-08, Standard Specification for
Window Fall Prevention Devices
with Emergency Escape (Egress)
Release Mechanisms.

The issue still is not fully decid-
ed. For example, the current
(2009/2010) cycle of code change
hearings could raise the 24-inch
minimum sill height requirement
up to 36 inches. This proposal was
the subject of one of the CTC’s pub-
lic comments to the final action
hearings of 2008 and has also
received the support of fire protec-
tion officials. But this proposal
poses serious problems inherent in
fitting a double-hung window into
an 8-foot wall and still allowing for
a rough-opening header, a 3-foot
sill and adequate egress opening.

The CTC is reviewing that issue, as
well as looking into ways to integrate
the requirements into the IBC suc-
cessfully since the same provision
was disapproved for this commercial
code. Because the use of opening
control devices is intended to count-
er the necessity of minimum sill
heights—especially 36 inches—all
stakeholders should remain vigilant
regarding the latest code proposals
and stand ready to prove the efficacy
of these devices in both fall preven-
tion and fire safety. 1

Chuck Anderson, PE, serves as codes and
industry affairs manager for the American
Architectural Manufacturers Association in
Schaumburg, lll. He may be reached at
canderson@aamanet.org. Mr. Anderson's
opinions are solely his own and do not
necessarily reflect those of this magazine.
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ALWAYS ON
YOUR SIDE.

_Quality, right down to the molecules

P.H. Tech helps you stand out by using quality PVC materials. We consistently deliver exclusive,
formula-driven performance that you can rely on. Enjoy fully tested and documented production
uniformity, and strengthen your hand with our maintenance-free, eco-energetic products.

In today’s competitive business world, you need more than just the will to win.
You need PH. Tech to keep you on top of your game.

TECH
phtech.ca
1 800 463.4392 Reach further
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Focusing on Internal Improvement

BY VIVEK SWAMINATHAN

continuous focus on

improvement is critical to

running a successful busi-
ness—especially in our current
economic climate. Technological
and societal progress has made it
easier to do business and, as such,
has increased the number of com-
petitors. This, in turn, has increased
the possibility that a new industry
leader will emerge if current lead-
ers remain stagnant.

Key First Steps

Taking the time to study where
your money and time is being
spent, as well as thinking about
your core company values, are key
first steps to implementing a suc-
cessful strategy. Redefining values
will help you review resources and
costs and identify waste and gaps
within your business.

I have worked with a number of
organizations and know the value in
creating a suite of software and tools
to help run businesses. These sys-
tems tend to be a blend of programs
developed internally as well as soft-
ware that is available in the market.
While some companies have the
staff capable to develop whatever
they want, it is always important to
evaluate external options and weigh
value and return on investment
(ROI) before determining the best
course of action. When there are
proven software and systems avail-
able in the market, I have found that
using established tools that meet
the defined needs rather than rein-
venting the wheel is the right choice.
On the other hand, using internal
resources to develop and manage
tools can be extremely valuable
when the needs are highly cus-

www.gwmmgg.cgm

tomized or complex (provided you
have capable resources to be effec-
tive). It is important to have a robust
suite of tools to allow you to manage
key areas of your operations such as
customer service, project manage-
ment, development, resources and
financials. A development manage-
ment program helps to ensure qual-
ity, consistency, transparency, and
accuracy in a development process.
Resource management tools allow
companies to plan and monitor
time as well as to gain visibility to
capacity or efficiency concerns.
This information can feed other
operations such as project man-
agement and customer service.
Tools in these areas allow organiza-
tions to manage sales, plan proj-
ects, resolve issues, monitor budg-
ets and track communication.
Finally, financial tools are vital for
managing collections, predicting
and monitoring revenue, setting
targets, and reducing expenses.

When evaluating software, it is
important to understand the func-
tionality that the software provides
but also make sure you learn about
your vendor. Ask questions about
how they run their businesses and
what their core principles and
goals are. Talk to a few of their key
people to make sure you are com-
fortable with the structure and
aptitude across the organization.
Request a demonstration of the
software and make sure it can han-
dle your requirements. This will
help garner a level of trust neces-
sary for a successful relationship
and will ensure that you are part-
nering with a stable and knowl-
edgeable company that continu-
ously strives to improve.

Avoiding Errors

Despite all the benefits men-
tioned above, there are a few com-
mon roadblocks when implement-
ing software. Make sure you make
informed decisions by evaluating
your needs and implementing the
best solution. I've seen very large
companies operate entirely in
spreadsheets, often due to a lack of
recognition that the tool does not
meet current or future needs.
Implementing change when the
success factors are not defined
almost surely will result in failure
and a great deal of stress. While
software can provide a great deal of
data, extrapolating and analyzing
the data available sometimes can
be overwhelming. Start looking at
some of the data because spending
alot of time deciding how you want
to see the data won’t produce any
conclusions. I would suggest
spending the time to create multi-
ple views of the same data in order
to provide the most pertinent infor-
mation to the appropriate people
to track progress and ensure
accountability.  Finally, when
implementing technology, one of
the most important things to
remember is that technology alone
doesn’t solve all of your problems
or stop issues from occurring. It
can facilitate prevention, produc-
tivity and intervention but if the
processes or resources in the
organization aren’t getting the job
done, neither will your company. 1

Vivek Swaminathan is director of
operations for WTS Paradigm in
Middleton, Wis. Mr. Swaminathan's
opinions are solely his own and not
necessarily those of this magazine.
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When you use
Truseal spacers,
we guarantee your
units will pass IG
certification testing
we will pay for it*

*This guarantee is subject to certain limitations, and is only applicable for customers that meet

the terms and conditions of the Truseal Flexible Spacer Guarantee & Testing Reimbursement t r u .I' S e a l
E%GY Agreement. Contact your local Truseal Representative for more details on taking .
PARTNER the guesswork out of certification testing. 216.910.1500 | www.truseal.com technolo gl1es
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Energy and Environmental News|

New Study Shows Energy-Efficient
Construction is Key to Green Building

of buildings, such as high-per-

formance glass and window

materials, could reduce the nation’s
energy consumption by 23 percent
by 2020, and save the U.S. economy
$1.2 trillion and reduce greenhouse
gas emissions by 1.1 gigatons annu-
ally, according to a recently released
study from McKinsey & Company.
The study, titled “Unlocking Energy
Efficiency in Today’s Economy,”
examines different means by which
the United States could realize
greater energy efficiency in several
areas—including residential con-
struction. These include:

e Public awareness, home label-
ing and voluntary standards.
Fewer than two percent of exist-
ing U.S. homes have ratings,
because most homes are evalu-
ated and rated only at the time of

I nvesting in the energy efficiency

More Than $66 Million for

l As Congress debates climate
change legislation, these
findings make an
overwhelming case that we
must dramatically strengthen
provisions that support and

scale green building.

1 —
construction. Therefore, accord-
ing to the report, share is expect-
ed to increase through the new
homes market where, for exam-
ple, ENERGY STAR® captured 17
percent of new construction in
2008 and is expected to grow to
25 percent in 2009.

e Rebates and incentives. The
report cited the recent passage of
the American Recovery and
Reinvestment Act and the $1,500
tax credit for energy-efficient

Weatherization Programs Awarded in Four States
The U.S. Department of Energy Secretary Steven Chu announced in August

that the agency is providing more than $66 million in funding from the
American Recovery and Reinvestment Act to expand weatherization assis-
tance programs in Alaska, Colorado, Connecticut and Hawaii. The funding,
along with additional funds to be disbursed after the states meet certain
Recovery Act criteria, will help these states weatherize approximately 26,300
homes, which includes weatherization of doors and windows, according to a
statement from the DOE.

The states received 40 percent of their total weatherization funding
authorized under the Recovery Act, adding to the initial 10 percent of each
funding allocation that was previously awarded for training and ramp-up
activities. The remaining 50 percent of funds will be released after states
meet specific reporting, oversight and accountability milestones required
by the Recovery Act. The states may spend up to 20 percent of their total
funds to hire and train workers, according to DOE.

DOE's Weatherization Assistance Program will be available to families mak-
ing about $44,000 a year or less for a family of four. Weatherization projects
allow low-income families to save money by making their homes more ener-
gy-efficient. States will spend an average of $6,500 to weatherize each home
(see related story in September DWM, page 4).

www.gwmmgg.cgm

home improvements such as
windows. But the report calls for
even further rebates. “If incen-
tive and rebate programs were to
be expanded dramatically to
reach all homes on a national
level ... The outlay would total
approximately $105 billion,”
reads the report.

e Weatherization programs. As
with the tax credit, the report
says that the weatherization pro-
gram can f{o] further.
“Traditionally, WAP has priori-
tized the lowest income homes
with energy savings potential: 66
percent of homes weatherized
have annual household incomes
below $8,000 with 90 percent
having less than $15,000, but the
program could be extended to
focus on energy savings more
broadly and address higher
income homes.

e Mandatory building codes. The
study suggest solution strategies
to capture potential through
codes involving three actions:
spreading high efficiency codes
to all states, raising efficiency
levels in existing codes and
improving code compliance.
“Increasing our nation’s energy

efficiency is an economic, environ-

mental and national security
imperative that requires bold pub-
lic policy,” says Rick Fedrizzi, presi-
dent, chief executive officer and

founding chairman of the U.S.

Green Building Council, a sponsor

of the study. “As Congress debates

climate change legislation, these
findings make an overwhelming
case that we must dramatically
strengthen provisions that support
and scale green building.” |
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COMPANY NEWS

Window Companies Make
the Ranks on INC. 5000 List

INC. 5000 Fastest Growing Companies

hough the door and window
Tindustry has definitely seen

its share of bad news this year,
some good news can be found, as
evident in INC. Magazine’s 5000 list
of the fastest growing private com-
panies in America.

Rosati Windows and Doors ranked
2,029 overall and number 81 in the
manufacturing category. The com-
pany reported 156.9 percent growth,
with 2005 revenue of 102.6 million
and 2008 revenue of $263.7 million.
The company manufactures, installs
and services vinyl replacement win-
dows and sliding doors.

Vista Window Company ranked

EVENT NEWS

Company Overall Rank
Rosati Windows and Doors 2,029
Vista Window Company 2,034
Wojan Window and Door 2,346
Northern Building Products 2,444
J&S Machine 3,047
Edgetech |.G. 4,715
Stiles Machinery 4,864

2,034 overall. The company
reported 156.8 percent growth,
with 2005 revenue of $8.3 million
and 2008 revenue of $21.3 million.
The company manufactures vinyl
replacement windows.

Wojan Window and Door in

2010 Fenestration Day Event Gains Industry Support

DWM magazine's
first-ever Fenestration
Day, to be held March
16 in Schaumburg, IlI.,
during Glass Expo
Midwest, continues to
gain the support of the
industry. This is due in
part to the strong line-
up of speakers who
have signed on.

PPG Industries is
sponsoring a session
called "DOE to Reveal
Latest Updates,” given
by Marc LaFrance of
the Department of
Energy.

WTS Paradigm will sponsor the session, “How Window Manufacturers Can
Overcome the Challenges of Today's Market," given by Michael Collins, vice
president of the Building Products Group at Jordan, Knauff and Co., also a DWM

columnist and blogger.

Truseal Technologies will sponsor a panel discussion, “Specific Steps to Take
Toward Being Green." Speakers include representatives from Northeast Building

Products and BF Rich.

Look for more information to come on this expanding program.

www.gwmmgg.cgm

Charlevoix, Mich., ranked 2,346. The
company reported 130.5 percent
growth, with 2005 revenue of $9.2
million and 2008 revenue of $21.3
million.

Not far behind Wojan was
Northern Building Products in
Teterboro, N.J., a manufacturer of
commercial and heavy-commercial
fenestration products, which
ranked 2,444. The company report-
ed 123.6 percent growth.

In the supplier category, J&S
Machine in Ellsworth, Mich., ranked
3,047. The company reported 89.6
percent growth with 2005 revenues
at $1.2 million and 2008 revenues at
$2.3 million. J&S Machine distrib-
utes metal fabrication equipment
with one of its emphases being the
door and window market.

Cambridge, Ohio-based Edgetech
I.G. ranked 4,715. The company
reported 2005 revenue of $52.6 mil-
lion, increasing to $62.9 million in
2008.

Not far behind Edgetech was
Stiles Machinery based in Grand
Rapids, Mich., coming in at num-
ber 4,864. The company reported
6.8 percent growth, with 2005 rev-
enue of $153.1 million and 2008
revenue of $163.5 million. The
company provides machinery for a
variety of industries including
doors and windows. |
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Sashlite is a Proud Recipient of the DWM “Greenest Spacer” Award

When it comes to green spacer technology, Sashlite is the unprecedented leader.

The reason is simple... because the Sashlite spacer is integrated directly into the

sash profile as a product of the vinyl extrusion, we eliminate the need for a third-party
spacer. Because there are no additional raw materials, manufacturing, transportation
or disposal issues associated with Sashlite, we offer the lowest eco-impact among all

spacer systems on the market.

But the green aspects of the Sashlite technology do not stop there. Because Sashlite
Suhlite eliminates the need for a separate IG unit, an entire production step is made obsolete.
= sashlite Manufacturers will thus save on energy, labor and materials usage, further reducing
their environmental impact and positioning them as a truly eco-efficient manufacturer.

To learn more about the Sashlite technology, please visit us at: www.Sashlite.com.

= sashlite & & k4 L

2009 WINNER
DWM GREEN AWARD
“SPACER SUPPLIER”
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safely with our PMI Series.

e Miter Cuts Left and Right
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e Burr-Free, Mirror Finishes
e Saw Blade Safely Housed
Below Work Table
Efficient Chip Evacuation
e Smooth, Chrome-Plated
Work Table

TigerStop is a registered
trademark of TigerStop, LLC.
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Length Control
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COMINGS AND GOINGS
Andersen Corp. Names
Jay Lund President and COO

Andersen Corp. has named Jay Lund
has its new president and chief operating
officer, effective September 1. Lund
reports to Jim Humphrey, who remains
chief executive officer (CEO) and chair-
man of the board.

Lund is Andersen’s tenth president. He
joined the company in 1985 and has held Jay Lund
a number of leadership positions in sales
and marketing management. In 2006, Lund was
named group senior vice president of sales, marketing
and logistics, with additional responsibilities for
Andersen subsidiaries Eagle Window & Door, KML
Windows and Renewal by Andersen. In 2008, he was
named president of the Andersen Window and Door
Group, at which time he also was appointed to the
board of directors.

As CEO, Humphrey will continue to be responsible
for the overall performance of the corporation as well
as focusing on the long-term strategic direction of the
company.

DEATHS
Longtime Marvin President Passes Away

Marvin Windows and Doors former presi-
dent William Sibley "Bill" Marvin passed
away on August 31 at his home in Warroad,
Minn., at the age of 92.

Marvin, a University of Minnesota alum-
; nus, worked briefly for General Mills directly

after graduation before returning to Warroad

William Sibley in 1939, where joined his father's company,

“Bill" Marvin Marvin Lumber and Cedar Company, as its

eighth employee. Soon afterwards, the com-

pany began building custom wood door and window frames
to stay busy during the winter season.

Marvin later pushed to expand the company's offering
to complete doors and windows, so that it eventually came
to be known as Marvin Windows and Doors. Marvin
assumed the company's presidency and chairmanship in
1960. He most recently served as honorary chairman of
Marvin Windows and Doors.

Marvin was a past president and a member of the Window
and Door Manufacturers Association for 45 years, and also
served on its board of directors. He also was involved in the
Northwestern Minnesota Manufacturing Association and
served as the director of the National Woodwork
Manufacturers Association from 1979-1981, as well as being
a member for a number of years. |

<
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The Innovation Leader in Fenestration Software

Your Full-Suite Software Solution

WTS Paradigm® provides a full suite of applications to bring together all portions of your window and door
business into a seamless framework. Using the power of a single, consistent product knowledge structure,
WTS Paradigm® software can be used throughout the sales channel. When an architect specs a product
online, a reseller gets a quote, or a job is sent to the shop floor for manufacturing, our products leverage a
single source of data. This allows our customers to easily manage all facets of their operation while
benefiting from the synergy of using the interconnected WTS Paradigm® applications.

NORTH AMERICA

Visit us at WIN-DOOR 2009 Contact one of our sales representatives to schedule a demo or visit.

November 17-19, 2009 (800) 387-2951 | sales@wtsparadigm.com
Metro Toronto Convention Centre

Booth Number: 1749/1751 e VT GO0
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FACTURE INE
THE FUTURE OF FENESTRATION MANUFACTURING

by Penny Stacey

hen Richard Gillman, for-

mer president and owner

of Republic Windows,
purchased the company with a
business partner in October 2005,
the economy and the housing mar-
ket were booming. And so was the
door and window industry.

But even as early as 2006, the
vinyl door and window company
started to see losses occurring in its
books. Court documents filed when
Gillman was arrested in mid-
September for charges related to the
company’s demise—and his alleged
efforts to start another business by
laundering money from Republic
and stealing machinery and funds
from the company—provide an
interesting look into the company.

It seems the company, which
was founded in 1965 by William
Spielman, experienced a net loss of
$8.2 million in 2006 and a smaller
loss—but still a loss—of $688,685 in
2007, according to prosecutors. The

Inside the Company’s Demise as Outlined in
the Charges Against Former CEO Richard Gillman

company perhaps hit bottom when
its closure made national news,
and again when Gillman was
arrested nine months after the infa-
mous sit-in at the plant.
Employees who engaged in the
sit-in, refusing to leave on Friday,
December 5, 2008, when the plant
was supposed to have closed, prob-
ably had no idea the national toll
their actions would take. At the
time, even the President weighed
in, applauding the actions of the
protestors. Illinois Gov. Rod
Blagodevich was on-scene at the
facility demanding that the state
cease doing business with the Bank
of America in light of the rumors
that its pulled funding had caused
the plant to close. National news
networks across the country fea-
tured photos and video footage of
the workers there. Even today, the
plight of the employees who
demanded their pay—having been
told just days earlier that the plant

would close—is the subject of a
number of documentaries about
unions and labor issues.

But what these employees didn’t
know was that their sit-in efforts
allowed bankruptcy and state offi-
cials access to the plant to uncover
many of the documents cited in the
recently filed case.

“The employee occupation of the
factory, while apparently peaceful
and orderly in nature, effectively pre-
vented Gillman, Individual A,
Individual B, Employee B and others
from re-entering Republic’s offices
or the manufacturing floor,” reads
court documents filed in the case.
“As a result, Bankruptcy Consultant
and other agents of the bankruptcy
trustee were able to recover many of
the documents referred to herein.”

(Editor’s Note: The “proffer in sup-
port of setting bond” filed against
Gillman cites several others as

continued on page 18
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Republic officials realized that to move
one particular line of machinery, it
would need to be re-tooled and new
dies would need to be fabricated for it
to be used in a new facility.
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continued from page 17

involved in the alleged scheme; they
are known as Individual A (chief
operating officer) and Individual B
(director of manufacturing). Though
neither had been named officially by
the courts involved in the case at
press time, Republic officials Barry
Dubin and Tim Widner are refer-
enced as COO and director of manu-
Jacturing, respectively, in various
sources, including a business net-
working site on which they both have
profiles, LinkedIn®. Neither Dubin
nor Widner could be reached for com-
ment at press time.)

“Viable, Legal
and Ethical Options”

The state alleges that the compa-
ny’s downfall became imminent as
early as mid-2008, as the company
“was seriously in arrears on pay-
ments to creditors and it was nearly
certain that insolvency was immi-
nent,” according to court docu-
ments, authored by John Mahoney;,
assistant Illinois state’s attorney
deputy supervisor. Mahoney works
in the state’s attorney office’s public
corruption and financial crimes unit.

But first, Repubilic officials looked
at “viable, legal and ethical options,”
including a possible merger, acqui-
sition or relocation, according to
court documents. Prosecutors refer-
ence several PowerPoint presenta-
tions that were found in the
Republic offices about how to come
through the financial struggles.

Documents found show that the
company hired a consultant, Larry
Pointelin, “to conduct an opera-
tions review.” According to court
documents, he pointed out the fol-
lowing in April 2008:

Republic started issuing
checks to a shell corporation,
International Fenestration
Partners.

Mid-2008
The company “was seriously in
arrears on payments to credi-

tors and it was nearly certain
that insolvency was imminent.

" set up.
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e Republic’s computer
needed to be replaced;

e The company’s union contract
would be up in May 2008; and

¢ He believed “Republic could not
realize a profit ... in Chicago.”

On the last point, Pointelin
allegedly advised the board that
“the cost of worker wages and ben-
efits were too high in Chicago and
would be lower elsewhere.” He esti-
mated re-location costs at $3.5 mil-
lion, according to court documents.

The State Attorney’s Office also
points out that the company signed
a draft agreement with Jordan
Knauff and Co. (JKC), an invest-
ment banking firm that specializes
in the door and window industry, to
obtain “‘buy side’ only acquisition
advisory services” in early 2008.

One presentation found on-site
showed that JKC located 60 suitable
candidates for merger and acquisi-
tion negotiations, Mahoney
reports. “Of these, 50 companies
were considered by Republic to be
unattractive candidates for strate-
gic partnership,” he adds.

JKC’s Michael Collins told DWM
magazine about the firm’'s work for
Republic, but advised its involve-
ment with the company ended prior
to the purchase of TRACO'’s facility.

“We conducted a standard acqui-
sition advisory assignment for
Republic Windows,” Collins said.
“Our work for Republic had stopped
by the time Rich Gillman purchased
the TRACO facility and by the time
any of the alleged wrongdoing had
taken place. Needless to say, we
weren't involved in any of that.”

“The first half of 2008 had seen
Republic’s management consider-

system

September 9, 2008
Smithfield Windows was

"Smithfield Windows" wrote letters to
Republic Board offering to buy all equip-
ment for $100,000.

Smithfield Windows started negotiations
with Veka to purchase vinyl extrusions.
September 11, 2008

Gillman and two associates
traveled to Red Oak, lowa, to
visit future Echo facility.

ing viable, legal and ethical
options to avoid insolvency,”
writes Mahoney. “Had any of those
options become a reality, there
was a possibility that Republic
could have continued as an ongo-
ing concern. By mid-2008
Republic’s insolvency seemed to
be imminent.”

"How Do We Plug
a $4 Million Hole?"

One document allegedly recov-
ered from the chief operating offi-
cer’s office was a document called
“How do we plug a $4 million hole?”

In the document, “Individual A”
suggested the company “suspend
interest and principal payments
on debt owed to Veka, suspend or
limit capital expenditures, block
relief from LaSalle and temporari-
ly defer payments to GE Capital,”
for a savings “of only $1,539,000.”

Several consultants also
reviewed the company’s financial
situation in mid-2008, including
Fort Dearborn Partners Inc. and
Silverman Consulting, which sug-
gested that the company should
start thinking of its creditors.

“At this point, the company was
nearing the zone of insolvency and
management’s ... fiduciary obliga-
tions should have started to shift to
what was in the best interest of the
company’s creditors,” reads the
proffer.

The State Attorney’s office claims
that instead of following the advice
of the consultants and “fulfilling
their legal obligations to their
employees and creditors, Gillman,
Individual A and Individual B formu-
lated a scheme to defraud them.”

October 31, 2008

re-locate to Echo Windows.

Gillman and associates finished
a fourth revision of the plan to
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The Alleged Echo Plan

And it was at this point that
Mahoney says Gillman and his
associates launched a conspiracy
to abandon the company’s debts
and secretly relocate the company’s
“collateralized manufacturing
equipment” to an existing window
factory in Red Oak, Iowa (also
known as Echo Windows).

“The ultimate goal of the con-
spiracy was to use the stolen prop-
erty to create a successor window
manufacturing company  to
Republic that Gillman would oper-
ate, free of responsibility of the
staggering debt that his misman-
agement created,” writes Mahoney.

According to court documents,
Republic had been in discussions
with TRACO, based in Cranberry
Township, Pa., as early as March 28,
2008, about its offer to sell its exist-
ing vinyl replacement window
manufacturing division in Red Oak.

“The acquisition of TRACO’s
plant and the relocation of its man-
ufacturing operations to Red Oak
would have possibly been legal had
certain conditions been met,”
writes Mahoney in the complaint.
“Among those conditions were full
and total disclosure obtaining the
prior permission of the owners of
the company and its assets—
Chase, Bank of America and [GE
Capital Corp.]. These conditions
were ignored and instead the con-
spirators concealed the true nature
of their scheme to defraud.”

The State’s Attorney’s Office say
they found an easel board in
Gillman’s former office in Chicago
with plans about when items and
machinery would be moved, what

would be moved, by who, etc.
Though it allegedly noted that
Republic’s Sienna P-2, Contour and
Allure lines definitely would be
moved, “the option was left open to
steal other manufacturing lines,”
reads documents filed in the case.

Prosecutors also say they found a
document dated October 31, 2008,
which appears to be a fourth revi-
sion of the plan, outlining that in
Phase I they would “renegade
Contour immediately,” and in Phase
11, “they would remove ‘Allure, Patio
Door, Minor Casement, Glass and
Complete Contour.””

“This is evidence of the plan to
steal additional manufacturing
equipment from other lines,”
writes Mahoney. The court says the
document also references a “Phase
II and III forced blitz move.”

Echo was incorporated in
November in both Illinois and Iowa,
according to court documents, and
Richard Gillman’s wife, Sharon, and
Lawrence Gritton were listed as its
principal agents.

The court alleges that Gillman
sought the assistance of William H.
Smith (the partner with whom he
originally purchased Republic
through a company they co-owned)
to finance the purchase of Echo.
Prosecutors allege that the two set
up a new company, Smithfield
Windows, “to use as the vehicle with
which to [purchase the TRACO facil-
ity].” Smithfield Windows was set up
on September 9, 2008, and Gillman,
Smith and “Individual B” traveled to
Red Oak to visit the future Echo facil-
ity on September 11, according to
court documents.

Then, in October, “Smithfield

Windows ... wrote letters of intent
to the Board of Directors of
Republic offering to execute a pur-
chase agreement covering the sale
of all its furniture, equipment,
computer systems, intellectual
property and pending purchase
orders for the sum of $100,000,”
reads the proffer.

At that time, Smithfield also is
alleged to have also started negoti-
ations with Veka to utilize its vinyl
extrusions. Republic also had used
Veka, but the company had can-
celled its credit to Republic due to a
large outstanding debt, according
to court documents.

On November 18, Smithfield
changed its name to Red Oak Real
Estate LLC, with Gritton named as its
principal agent, according to court
documents. (TRACO announced
that it had sold its vinyl replacement
window facility to Red Oak Real
Estate the same week that Republic
announced it was closing its doors.)

Carrying Out the Plan

As Gillman and his associates
were finalizing the plans of the
move, prosecutors allege they also
were setting up other companies to
complete “the theft of $202,000
from Republic.”

“This stolen money was laun-
dered through a bank account of a
corporation formed solely to facili-
tate the scheme to defraud,” reads
the proffer. “The laundered money
was then used to purchase equip-
ment and transport stolen assets.”

Prosecutors allege two shell cor-
porations, International Fenestration

continued on page 20
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Partners (IFP) and TKDO Inc., were
set up for this purpose. The State
Attorney’s office alleges that money
was funneled from Republic to these
two companies in order to pay to
relocate Republic’s assets to Red Oak.

“Concealment of their scheme
required Republic’'s money could
not directly, or at least easily trace-
ably, be used for that purpose,”
writes Mahoney. The state says that
over five months—starting in June
2008—checks were written from
Republic’s bank account to IFP’s
account, which was set up in
Barberton, Ohio, for a total of
$202,103.

The court says that when a bank-
ruptcy consultant was reviewing
Republic’s books and purchase order
list, it showed that the invoice items
associated with the money Republic
paid IFP were never received.

The State’s Attorney’s office
notes that IFP’s bank records also
were reviewed as part of the inves-
tigation, and that it had made sev-
eral checks to TKDO LLC—with an
address of 3630 S. Canal St.,
Chicago, “the address of Individual
B’s home,” for a total of $57,122.30.
Several public records located by
DWM link the address to Widner
and his wife, Kasha.

IFP also had made payments to
several industry suppliers, includ-
ing Sturtz Machinery and Product
Design and Development (PDD),
according to court documents.

“PDD shipped an order for
machine tools, dies and presses
ordered by Employee A and
Individual B, which were necessary
to re-tool soon-to-be stolen manu-
facturing equipment that would be
required to support Echo’s opera-
tions in Red Oak, Iowa,” reads the
proffer.

In September 2008 Republic offi-
cials allegedly realized that to move
one particular line of machinery, it
would need to be re-tooled and
new dies would need to be fabricat-
ed for it to be used in a new facility.

“Individual B told Employee A to

www.gwmmgg.cgm
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use the company name ‘TKDO’
when he placed the order for the
purchase of equipment [from
PDD],” writes Mahoney. “Individual
B explained to Employee A that he
could not use Republic’s name
when he placed orders because
nobody would ship to Republic
anymore because of its very poor
payment history and lack of credit.”

The employee provided his own
home address for the order, accord-
ing to court documents, and was
told by “Individual B” that TKDO
were the first initials of all his fami-
ly members.

The equipment move allegedly
began during the second week of
November 2008, and “Individual B”
is said to have told employees it
was being “liquidated to pay
employees’ wages,” according to
court documents. “Employee A”
told investigators that those who
moved the lines into trailers were
paid with cash, according to court
documents—which came from
Republic’s account for alleged
“electric work to be performed” at
the request of “Individual B,” who
said that the work could only be
paid for with cash, according to
documents filed in the case.

During the Republic bankrupt-
cy case, which was filed shortly
after the company closed its
doors, prosecutors say Gillman
provided a testimony saying he
authorized the removal of the
equipment, but was not present
for the move. The trucking com-
pany provided invoices to investi-
gators showing that three of the
trucks of equipment went to the
Red Oak facility in early
December, and seven were
removed to a Republic storage
yard in Chicago, according to
court documents. The trucking
company advised it was paid by
IFP, according to prosecutors, and
the checks were signed by Jason
Petrie, the only name referenced
in the court documents as associ-
ated with IFP.

The Final Days

Shortly after the equipment was
moved, announcements that
Republic was closing its doors
began. Some employees were told
on December 2 by “Individual A” that
the company was closing the follow-
ing Friday and all the manufacturing
employees learned the same on
Thursday, December 4, according to
court documents. Prosecutors say all
employees were told they “would be
expected to leave the plant by 10:30
a.m.” on December 5.

Company officials claimed it
was closing “because its credit
was pulled,” according to court
documents.

The employees stayed at the
plant several days, drawing nation-
al attention to the company and its
owners.

Echo did receive three of the
seven trailers of equipment, but
soon also closed on February 23,
2009, as shipments of materials
needed ceased arriving at the plant.

The Story Continues

At press time, Gillman remained
in custody at Cook County
Correctional Facility in Chicago. In
the charges, prosecutors allege that
he and his alleged co-conspirators
“formulated and executed a
scheme to defraud Republic’s
debtors by abandoning Republic’s
debt, hijacking its collateralized
assets, and transporting them to
Red Oak, Iowa, with the intent of
using the stolen property to create
a successor to Republic.”

None of the others associated
with Gillman had been named nor
arrested at press time.

State’s Attorney’s Office deputy
communications director Tandra
Simonton advised DWM magazine
the investigation is ongoing.

Stay tuned to www.dwmmag.com
as this case unfolds. |

Penny Stacey is the assistant editor of
DWM magazine. With additional
reporting by DWM editor Tara Taffera.
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INTERCEPT TECHNOLOGIES

THE BEST SOLUTION TO MEET 30/30 TAX CREDIT REQUIREMENTS
AND ALL ENERGY STAR® STANDARDS

Don't be misled by inaccurate

information or ‘spin doctoring'.

When spacer system manufacturers

boast the lowest U-Value, one should
always ask: Exactly what criteria
were used to develop the numbers
presented?

GED will assist you in making informed
decisions with ‘FACTS" We utilize the actual NFRC
THERM modeling data on the latest simulation soft-
ware that today’s independent simulators use when
analyzing your particular window system.

Intercept meets and exceeds the 30/30 U-Value/SHGC
Requirements for the 2009 and 2010 Tax Credit.

The cutting-edge, technologically advanced Intercept
ULTRA Stainless Steel material carries a conductivity
rating of 13.63 W/mK, as verified by the NFRC. That
translates into a 20% reduction from standard Stainless
Steel material, resulting in unit U-values that are equal to
or better than those found on other competitive spacer
product lines.

Intercept system IGU’s are produced in the most
productive and cost effective method found in the
industry today.

GED can provide a seamless conversion of any
Intercept platform to produce ULTRA units with no
capital expense

Material costs reduced up to 33% vs. all other
spacer products

Increased production three to four times over other
spacer systems

No additional labor or training costs

Intercept process provides greater reliability for high
quality IGU’s vs. all manually-applied spacer methods

You'll get no‘SPIN’ from GED. Indeed, | believe so strongly in providing you with ‘FACTS' that | encourage you
to contact me personally at 330.487.5094. | welcome each and every opportunity to speak to anyone who has
questions on the best solutions to meet the 2009 Stimulus Package and the 2013 Energy Star requirements as

well as any other concerns you may have.

INTERCEPT & INTERCEPT ULTRA

Superior Product, Performance, Profitability

=/

Bill Weaver
President and CEO - GED

o

intercept

SPACER SYSTEM

|

GED

Intercept. ULTRA

i3 &=
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Winners of DWM'’s First Annual Green Awards

hile all industries talk about
Wgoing green many of the
winners of DWM's First

Annual Green Awards seem to have
arrived at their green destination. Yes,
environmental sustainability is a jour-
ney and, while these companies have

Category: Small to Mid-Sized

Winner: Northeast

Building Products Inc.

In one sentence describe what green

really means to your company.
Actively identifying, developing,

implementing and sustaining
green manufacturing principles
and techniques that have put us in
the leadership roll for the conserva-
tion of our natural resources.

Please list some of the things your

company does to be green/environ-

mentally responsible.

e The innovative Sashlite technol-
ogy (see page 26) used to manu-
facture our windows contributes
to the environment by reducing
energy consumption at the con-
sumer level. Because the vinyl
spacer is integrated directly into
the sash profile, windows made
with Sashlite technology provide
the best warm-edge ratings. As a
result, homeowners can lower
their energy consumption dur-
ing both winter and summer,
thus contributing directly to the
environment by reducing house-
hold based carbon emissions;

e Energy reduction project helped

identify facility lighting not

needed to manufacture during
off hours. This project cut light-

made huge strides, all are committed to
further educing their company's impact
on the environment. Whether it's
through how the product is manufac-
tured or perhaps it's through a huge
commitment to recycling, reducing
scrap, and reducing energy usage in the

ing usage in one building by

more than 50 percent;

* We recycle packaging materials
from our vinyl manufacturer by
returning it on back hauls;

¢ All non-contaminated glass, alu-
minum, vinyl and cardboard are
recycled; and

e We currently are working on
reducing the total number of work
center computers on the manu-
facturing floor. By centralizing the
CPUs and utilizing a virtualization
program to communicate with the
work centers, the need for inde-
pendent computer systems will be
eliminated. This will result in a 75
percent reduction in the number
of CPUs on the shop floor. We cur-
rently have four in testing.

What’s the biggest green initiative

you've undertaken?

Our largest consumable is vinyl
materials. We wuse millions of
pounds per year of vinyl and we
have worked with our recycling
vendor and engineers to reclaim
and/or recycle 99 percent of the
avoidable and planned scrap. Other
efforts to help eliminate avoidable
scrap are underway.

Has your investment in green

principles helped your company

make or save money?

Our commitment to, the green

plant, these companies definitely are
making an impact.

The competition began with a list of
nominees in a variety of categories,
which appeared in the July-August
issue. A brief explanation of some of the
things that make that company worthy

movement has allowed us to market
ourselves to like-minded dealers,
who then are able to sell on the
green philosophy in home. We have
benefited greatly by increased sales.
Has your commitment to green

principles
customers?

Yes, we have signed new dealers
and we know that part of our sales
pitch is our commitment to being
green. f |

helped you gain
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of a green nomination were included.
DWM readers then voted via our
website. The results are based entirely
on reader votes. Companies were limit-
ed to one vote per company.
Two of our winners, Marvin, winner
in the large manufacturer category, and

What’s coming next in terms of
green for your company?

We believe our employees hold
the key to new and innovative
ways to have a positive impact on
our natural resources. We will

encourage this resource, our great-
est, so that we may continue our
efforts in becoming a leader in
green manufacturing.

We also will place a continued
focus on reducing

i

non-confor—i
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ComfortLine, winner in the mid-sized
manufacturer category, did not provide
the information needed to include
them in this article so their entries do
not appear in these pages.

If your company wasn't nominated
this year but you believe it should be

Material handler Mike Wilson dumps a
day hopper of glass cutoffs into NBP's
glass-only recycling dumpster. When the
30-yard dumpster is full, it's hauled off
to a recycling facility. Only clean glass is
put into the dumpster—no insulating
units or sashes.

mance due to rework. Current proj-
ect to engineer weld fixtures for
better repeatability. All company
weld fixtures will be replaced.

Additionally, we currently are
working on an argon centraliza-
tion program. Our current meth-
ods for filling our energy-efficient
products with argon have a 15
percent loss factor due to the
argon delivery system to our
argon stations. We are in the
process of converting all stations
to a delivery system with 1 to 2
percent loss.

Category: Door Manufacturer
Winner: Therma-Tru
In one sentence, describe what
green really means to your company.
Therma-Tru is committed to pro-
viding energy-efficient products, as
well as manufacturing processes
and corporate policies that reflect
responsible environmental and
community consciousness.
I

F .

i r | i i

considered  next e-mail
ttaffera@glass.com.

If your company is considering the
green journey, is halfway there, or doesn't
know where to start, read the information
here as the winners provide valuable ideas

that your company may be able to adapt.

year,

Please list some of the things your
company does to be green/envi-
ronmentally responsible.

We take measures at all of our
facilities to ensure our associates
and processes recycle waste prod-
ucts. The company works with sev-
eral waste management organiza-
tions to recycle products such as
paper, plastic, cardboard, steel,
propane canisters, wood, cut-outs
and scrap doors. Almost 100 per-
cent of the steel scrap from our
manufacturing facilities goes to
recycling centers.

In addition, we qualify recycled
products for our composite wood
end rails and sill substrates (materi-
als in the bottom and top of the
door) including recycled wood
chips, diapers and plastic bottles.
We're always looking for new ways
to recycle waste products to help
reduce landfill waste. We have plans
for each of our facilities for continu-
ous improvement in this area. For
example, we reduced landfill waste
by 28 percent in our Butler, Ind.,
facility over the past two years. The
wood products used in our door
systems such as the doorframe
components come from managed
forests. We partner with wood sup-

continued.on page 24
i N | f
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Therma-Tru offers a variety of energy-efficient products that group,
are in line with the company's commitment to the environment. organized

pliers that utilize various certifica-
tion standards including SFI6,
CERTFOR  Sustainable  Forest
Management Standard, and the
State of Oregon’s Forest Practice Act,
to ensure that the wood products it
uses come from managed forests.
What’s the biggest green initiative
you’'ve undertaken?

We are committed to the respon-
sible use of natural resources in cre-
ating high-performance entry and
patio door systems. Our fiberglass
entry door systems are ENERGY
StaR®-compliant and  NFRC3
Certified helping homeowners save
money on energy costs and protect
the environment through superior
energy efficiency. In fact, the aver-
age R-value (measure of thermal
resistance) of one of our fiberglass
doors is almost as insulating as the
wall of an average home. In creating
energy-efficient products, we are
able to qualify for programs such as
ENERGY STAR or more recently, the
federal tax credit. We are proud of
our products and the benefits they
provide to the environment.

Has your investment in green prin-
ciples helped your company make
or save money?

We value our energy-efficient
products and we want to spread that
same message to our workplace
environment, too, To support these
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continued from page 23

efforts, we created
a group called
Greenie Groupies.
This group con-
sists of individuals
who have a pas-
sion for the envi-
ronment and want
to instill change in
both the office
and their homes.
As part of this
we have
recy-

cling efforts that
have had some great results. In fact,
in 2008, our efforts resulted in more
than eight tons of recycled paper.
This amount is equivalent to saving
145 trees, 60,000 gallons of water
and about 35,000 kilowatts of
electricity.

In addition, as a result of our
recycling efforts at our Butler, Ind.,
and Roland, Okla., facilities, we
saved roughly $990,000 in 2008.
Has your commitment to green
principles helped you gain
customers?

Research points consistently to
energy efficiency as an attribute
that is no longer a perk to products,
but rather a necessity. Because we
have been talking green since 1983,
when we introduced the first fiber-
glass door, we have been fulfilling
this need for homeowners for more
than 25 years.

What’s coming next in terms of
green for your company?

Since our founding in 1962, we
have a proud heritage of philan-
thropy and a culture of environ-
mental responsibility. Through our
dedication to continuous improve-
ment, we are always looking for
processes and materials that limit
the impact on our environment. We
also continue to look for ways to
educate homeowners on the
advantages of fiberglass doors.

©® 60 © 9

Category: Glass Supplier
Winner: PPG Industries

In one sentence, describe what
green really means to your company.

At PPG, green means more than
just sustainable building products.
Here, being green is a comprehen-
sive corporate strategy that encom-
passes efficient manufacturing
processes that reduce greenhouse
gas emissions, responsible water
and raw materials resource man-
agement, and the pursuit of open,
transparent business policies that
are articulated both on our corpo-
rate website as well as in our corpo-
rate sustainability report.

Please list some of the things your
company does to be green/envi-
ronmentally responsible.

Last year, we became the first
company in the world to achieve
Cradle-to-Cradle Certification for
all of our architectural glass prod-
ucts. This is the product of a com-
prehensive and on-going audit
process that includes product
claims, ingredients, water steward-
ship, energy consumption and
social responsibility.

PPG also has implemented a
number of initiatives that help
reduce the environmental footprint
of its glass business. Besides the use
of oxy-fuel technology, we promote
environmentally responsible man-
ufacturing by recovering and
reusing virtually all of our glass
manufacturing byproducts and by
shipping its materials on reusable
steel racks. PPG supports regional
sourcing through its nationwide
network of certified glass fabrica-
tors and laminators. And we devel-
op advanced glass products that
enhance the concentration and
collection of solar power.

What’s the biggest initiative you've
undertaken?

As part of its overall corporate
| il ]
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environmental strategy, we have
committed to reducing its total
energy intensity by 25 percent
between 2006 and 2016, and its
total global greenhouse gas emis-
sions by 10 percent over the same
time period. This is a major compa-
ny-wide undertaking that involves
more than 140 plants and 40,000
employees in 60 countries.

As a result of efforts related to
this goal, PPG was recognized last
year by the Carbon Disclosure
Project (CDP) as a top S&P 500
company for corporate transparen-
cy and carbon emissions manage-
ment, as well as the number-one
company in the chemicals and
pharmaceuticals sector in the
CDP’s 2008 Leadership Index.

Has your investment in green prin-
ciples helped your company make
or save money?

Virtually all of the green initiatives
we have undertaken have generated
production cost or energy savings in
one form or another. This is particu-
larly true of the oxy-fuel technology,
which reduces the amount of energy
we use to make glass.

Has your commitment to green
principles helped you gain
customers?

In 2008, our overall sales from
“green” products—products that
PPG believes have energy or envi-
ronmental attributes—were
approximately $3.8 billion, up 24
percent in the past two years.
What’s coming next in terms of
green for your company? What
other things do you want to
accomplish?

We aggressively pursue research
and development in three major
glass technologies that will have a
profound impact of making our
planet more sustainable. The first is
spectrally selective glazings, such
as our industry-leading line of
Solarban solar control low-E glass,

© 2009 Door and Window Manufacturer (DWM)
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PPG offers a variety of energy-efficient glass options.

which transmits high levels of natu-
ral daylight while minimizing solar
heat gain. The products help save
energy use in homes and buildings
by lowering reliance on artificial
lighting and cutting energy
demand for air-conditioning and
temperature control.

We're also looking at ways to
make electrochromic or switchable
glazings more commercially viable.
These products also have the
potential to cut energy use in
homes and buildings by controlling
the amount of heat and light that
pass through them.

Photovoltaic glass, solar mirrors
and building-integrated photo-
voltaic glasses are the third major
area of concentration.

Category: Extrusion Supplier
Winner: Chelsea Building
Products Inc. (CBP)
In one sentence, describe what
green really means to your company.
To develop products using less
energy that have a reduced impact
on the environment to produce,
while saving consumers money
and making their environment
[ ‘. 5 " | | I|

more comfortable.

Please list some of the things your
company does to be green/envi-
ronmentally responsible.

Re-process post-industrial scrap,
recycle water used in the produc-
tion process, develop composite
reinforcements, manufacture ener-
gy initiative (new windows in plant,
reconfigure the plants power distri-
bution grid, energy saving lighting),
recycle paper, and develop prod-
ucts that are energy saving, virtual-
ly maintenance-free and have long
life cycles.

What’s the biggest green initiative
you've undertaken?

Assisting our customers in meet-
ing the .30/.30 performance
requirements for the energy tax
credits with innovative window
designs and components such as
the composite reinforcement. The
reinforcement has a 10 percent
improved thermal performance
over metal. Less energy to produce,
post-industrial materials and bet-
ter thermal performance equate to
a product that has a lower end use
cost and increases the thermal per-

continued.on page 26
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The re-processing
environmentally responsible.

formance of the window unit.

Has your investment in green prin-
ciples helped your company make
or save money?

CBP has been involved in a
paper-recycling program. In the
past year, this program will keep
more than seven tons of paper
waste out of local landfills. We par-
ticipate in PVC scrap recycling pro-
grams with our customers. We've
started an e-letter program, reduc-
ing the use of paper and printing
supplies. We also find other uses for
post-industrial  scrap—keeping
material out of landfills, developing
new tooling technology that runs
more efficiently—producing a
higher quality product while con-
suming less energy.

Has your commitment to green
principles helped you gain
customers?

Yes. Customers see the opportu-
nities with CBP’s product designs
and the advantages this will give
them in the market place. Higher
performing products, both struc-
tural and thermal, create a compet-
itive advantage. The composite
reinforcement has allowed us to
secure customers we hadn’t previ-
ously served.
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continued from page 25

of post-industrial scrap is one thing Chelsea does to be

What’s coming next in terms of
green for your company?

Continued removal of waste
from the production stream, con-
tinued reduction of the carbon
footprint of the company and
reduction of PVC scrap from vari-
ous sources going into landfills,
development of innovative, energy-
saving products and a look for
alternative material and designs for
building products.

Category: Spacer Supplier
In the spacer category, the results
were so close that our editors
deemed it necessary to report on the
top three winners (actually four,
since two were tied for third).
First-Place Winner:
Sashlite LLC
In one sentence, describe what
green really means to your company.
Green is a mindset that we must
not only follow, but share with oth-
ers in order to promote an environ-
mentally and socially conscious
workplace, community and lifestyle.
Please list some of the things your
company does to be green/envi-
ronmentally responsible.
Our greatest contribution to, the

green movement is in providing our
fabricators and their customers the
ability to be eco-responsible in
their window choices. Specifically,
we achieve eco-responsibility in
the following ways:

e Natural resource conservation:
Because Sashlite is an integrated
spacer that is extruded as part of
the sash profile, there are no addi-
tional raw material requirements.
Other spacer technologies may,
however, include a metal compo-
nent, which is significantly more
resource intensive.

e Fossil fuels conservation: Vinyl
window manufacturers typically
require that the vinyl lineals be
transported to their facilities.
Because our technology is
extruded as part of the window
sash, this is the only transporta-
tion step that Sashlite requires
prior to window fabrication. All
other spacer technologies
require additional transporta-
tion, as the spacer producers
ship the spacers to either the
window manufacturer or to an
IG fabricator. This additional
transportation adds significantly
to the energy and resources
expended when conventional
spacer windows are fabricated.

¢ Manufacturing resources conser-
vation: Conventional spacer win-
dow manufacturing requires three
key production steps: spacer pro-
duction, insulating glass unit pro-
duction, and back-bedding. Our
technology eliminates the first
step and combines the last two.
The result is a savings in associat-
ed energy, transportation, materi-
als, labor and general resource
requirements, which, when
viewed collectively, amount to a
large expenditure of natural
resources.

¢ Household energy conservation:

Because our technology inte-

i i
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grates the spacer directly into the
sash profile, the windows have
superior warm-edge capabilities
and higher performance levels,
especially when compared to
spacers with metal designs. The
result is that homeowners can
lower their energy consumption
during both winter and summer
use, thus contributing directly to
the environment by reducing
household energy-related car-
bon dioxide emissions, which

account for approximately 20

percent of U.S. total emissions.
What’s the biggest green initiative
you've undertaken?

Our biggest green initiative has
been the development of the tech-
nology itself.

From a research perspective, a
green initiative we're currently
undertaking is the development of a
comprehensive Life Cycle
Assessment (LCA) of vinyl windows
incorporating various spacer sys-
tems including Sashlite. The goal of
LCA is to compare the full range of
environmental and social damages
assignable to products and services
to be able to choose the least bur-
densome one. The term “life
cycle’refers to the notion that a fair,
holistic assessment requires the
assessment of raw material produc-
tion, manufacture, distribution, use
and disposal including all interven-
ing transportation steps necessary
or caused by the product’s existence.
The sum of all those steps—or phas-
es—is the life cycle of the product.

The categories of environmental
impacts we currently are assessing
include: global warming (green-
house gases), acidification, smog,
ozone layer depletion, eutrophica-
tion, eco-toxicological and human-
toxicological pollutants, habitat
destruction, desertification, land
use as well as depletion of minerals
and fossil fuels.
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The Bystronic Sashline was introduced recently at an industry trade show.

Has your investment in green prin-
ciples helped your company make
or save money?

Our green principles are most
effective at helping our customers
save money. For example, one cus-
tomer, Northeast Building Products
(see page 22) has been able to sig-
nificantly reduce their energy,
materials, space, and labor require-
ments during the production
phase, thus not only helping them
to save money, but to also reduce
their impact on environment.

Has your commitment to green
principles helped you gain
customers?

As the green movement grows,
we believe that our technology will
be the premier choice for fabrica-
tors looking to offer a truly green
window product. We thus believe
that the future holds a lot of prom-
ise for Sashlite, its customers and
the environment as a whole.

In October of 2009 at the
GlassBuild show, Bystonic Glass
introduced its Sashline, a manufac-
turing system for the manufacture
of windows using the Sashlite tech-
nology. This Sashline will help
manufacturers reduce their energy,

materials, space and labor require-
ments to an even a greater level,
thus making the Sashline the most
eco-efficient window manufactur-
ing system ever developed.

Second-Place Winner:

Truseal Technologies

In one sentence, describe what

green really means to your company.
Truseal has a steadfast commit-

ment to reducing energy consump-
tion and protecting the environ-
ment from harmful CO2 emissions
through energy-efficient products
and technologies.

Please list some of the things your

company does to be green/envi-

ronmentally responsible.

* We produce the most energy-effi-
cient warm-edge spacer system
on the market, offering the lowest
U-value compared with other
spacer systems. This enables
window producers to offer the
most efficient windows to con-
sumers, who, in turn, maximize
their energy savings while reduc-
ing harmful CO2 emissions;

e Our booth for the GlassBuild
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America shows in 2008 and 2009
was constructed using environ-
mentally friendly materials,
such as carpet made from post-
consumer products and display
panels and countertops made
from bamboo, which is a grass
product with a short growth
cycle that regenerates faster
than timber;

e We work with our customers to
improve the efficiency of their
IGU manufacturing operations.
By eliminating bottlenecks and
other inefficiencies, these cus-
tomers are able to optimize IGU
production while reducing scrap
and waste and realizing savings
on electricity, fuel and water;

e We educate the marketplace
about energy efficiency through
involvement in industry associa-
tions, presentations at industry
conferences and other activities;
and

e We take part in a variety of recy-
cling initiatives, including recy-
cling batteries of all kinds, met-
als from maintenance projects,
waste oils and lubricants from
machinery, scrap aluminum
from extrusion processes, multi-
use reels, fluorescent and high-
intensity lamps, paper and card-
board. In addition, the company
has very low VOC emissions of
only about one-half ton per
month.

What’s the biggest green initiative

you've undertaken?
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continued from page 27

To date, our biggest green initia-
tive is our Envirosealed Windows
program, which was one of the first
residential marketing campaigns
to address environmental and
energy-saving concerns with cus-
tomers. Participants in the
Envirosealed Windows program
not only get the performance
advantage of producing a highly
energy-efficient window, but also
marketing tools to build their own
sales campaign. Homeowners are
becoming more aware of the rela-
tionship between saving energy,
and its effect on heating and cool-
ing costs, as well as the environ-
ment. The Envirosealed Windows
program includes marketing tools
that communicate this relation-
ship to help Truseal’s customers
sell more effectively.

Has your investment in green prin-
ciples helped your company make
or save money?

Investing in green principles has
not only helped us survive in a
down economy, but it also has
helped our customers. While win-
dow sales have been down across
the board in recent months, our
Envirosealed Window producers
have experienced a much lower
drop in sales compared to other
company customers. These results
reveal how important it is to offer
green products to consumers and
how producers can leverage a solid
green marketing campaign to gen-
erate sales.

Duralite is the cornerstone of Truseal's Envirosealed Windows program.

Has your commitment to green
principles helped you gain
customers?

The marketplace is committed to
enhancing the energy efficiency of
windows. As a result, we have
added nearly 120 customers to our
Envirosealed Windows program in
just two years. Some of those com-
panies were transfers from com-
petitors. With initiatives like the
new ENERGY STAR® requirements
and the .30/.30 tax credits driving
up demand for better windows, we
anticipate even more interest in the
Envirosealed Windows program in
the near future.

What’s coming next in terms of
green for your company?

At GlassBuild America 2009
Truseal launched Envirosealed
Windows Advantage, an extension
to its Envirosealed Windows pro-
gram. This program makes it very
easy for producers to generate
highly efficient windows without
worrying about meeting certifica-
tion requirements. Envirosealed
Windows Advantage is supported
with a high-level marketing
program.

Third Place Winner:
Edgetech L.G. Inc.
In one sentence, describe what
green really means to your company.

Edgetech 1.G., with the full sup-
port of parent company Lauren
International, is committed to con-
ducting business in an environ-
mentally responsible and proactive
manner to meet or exceed the
expectations of our customers, our
stakeholders, our industry and
global governing bodies.
Please list some of the things your
company does to be green/envi-
ronmentally responsible.

Our dedication to the environ-
ment is evident at all levels of our
business. We fully support and
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encourage our employees to dedi-

cate their time for environmental

causes inside and outside of the
workplace.

Our overall mission is to be good
stewards of the environment for
the purpose of preserving and
respecting the natural beauty and
resources of our Earth for future
generations.

To fulfill this mission we do some
of the following:
¢ Develop and distribute products

that promote sustainability

through durability and quality;

e Educate our employees, our
industry, our stakeholders and
global governing bodies on the
importance of environmental
responsibility and sustainable
building practices;

e Comply with all applicable envi-
ronmental laws in every country
in which we operate;

e Reduce our energy consumption
by using energy-efficient light
bulbs in our facilities, turning off
lights and electronics when not
in use, and implementing lean
manufacturing practices where
the least amount of energy is
used;

e Reduce waste by continually
auditing our processes and mak-
ing necessary changes to ensure
our environmental impact is
minimized;

e Promote recycling by providing
bins at the desk of every employ-
ee, on the shop floor and in every
break room;

e Use digital media whenever
possible for marketing and
communication;

e Print our marketing materials on
Forest Stewardship Council
(FSC)-certified paper wusing
waterless ink technology when-
ever feasible;

e Be involved with environmental

organizations and attend trade
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Edgetech developed the SustainaView® Window Technology campaign to help
window manufacturers and dealers sell the energy-saving and sustainable attributes

of Super Spacer’.

shows to further our education
on environmental responsibility;
and

Seek new ways to help us achieve
our environmental mission.
What’s the biggest green initiative
you’ve undertaken?

For the second year in a row, we
hosted Edgetech University (ETU)
at a number of North American
trade shows, and focused on edu-
cating customers about upcoming
ENERGY STAR® changes, IG certifica-
tion and best practices for meeting
the Stimulus Bill’s .30/.30 require-
ments. We have also sponsored an
Energy Efficiency Town Hall
Forum at GlassBuild. This forum
brought together industry experts
to examine trends affecting the
industry, including existing rules,
changes and future growth oppor-
tunities. With so much happening
in the industry right now, it’s all
about being educated and seizing
opportunities whenever possible.
ETU and the Energy Efficiency
Seminar featured several third-
party industry experts who
answered questions and helped
attendees stay on the leading edge
of the industry.

Has your investment in green prin-
ciples helped your company make
or save money?

In recent years, we have gained

considerable market share interna-
tionally through our commitment
to educating regulators, window
manufacturers and homeowners
worldwide on the energy-saving
benefits of warm-edge technology.
To establish its worldwide pres-
ence, the company opened
Edgetech UK in Coventry, England,
and Edgetech Europe GmbH in
Neuss, Germany. After nearly 300
percent sales growth in the United
Kingdom between 2003 and 2006,
Edgetech opened its first interna-
tional manufacturing facility in
Coventry, England, in July 2007.
The $4.4 million investment result-
ed in a world-class facility to fur-
ther facilitate the growth of warm-
edge technology in Europe.

Has your commitment to green
principles helped you gain
customers?

Edgetech customers continue to
be one step ahead of government
stimulus plans, ENERGY STAR
changes and IG Certification
requirements because dual-seal
Super Spacer® products provide the
lowest U-factor (or U-value) when
compared to competitive dual-seal
spacer systems.

We have completed Green
Initiatives dossiers for numerous

con.tinued] on page 30
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Gone Green

customers that are implementing
green programs and qualifying
their window systems as green.
Edgetech also has submitted these
Green Initiatives dossiers to partic-
ipate in door and window agencies
globally.

What’s coming next in terms of
green for your company?

We have always maintained a
focus on making continuous
improvements that benefit our cus-
tomers, the environment and our
overall efficiencies. Our goal is to
stay on the leading edge of innova-
tion to reduce waste in our manu-
facturing process further, reduce
energy usage at our facilities world-
wide and to continue developing
products that contribute to energy
efficiency and durability of residen-
tial and commercial window sys-
tems globally.

Third-Place Winner:

GED Integrated Solutions

In one sentence, describe what
green really means to your company.

When ideas are deployed in new
GED products, machines and
NxWare software systems, we
always take into consideration our
customers’ objectives to be green.
What this translates into during our
development process is creating
effective, efficient systems that save
materials, energy and ultimately
help our customers achieve their
lean goals.

Please list some of the things your
company does to be green/envi-
ronmentally responsible.

Many of our staff members
enthusiastically participate in
“environmental community serv-
ice” through our Green Team vol-
unteer initiatives and efforts. By
working with the local mayor’s
office, chief of police, fire depart-
ments, a wide variety of city
recycling programs and many
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continued from page 29

other area organizations, our
GreenTeam’s environmental and
recycling efforts have positively
influenced other manufacturing
companies within our community
to become more aware and active-
ly involved in on-going efforts to
successfully contribute to the
environment’s well being.

What’s coming next in terms of
green for your company?

Being part of the “Future
Solution” for our nation to hit Net
Zero Energy (NZE) homes and
buildings by 2020 and 2025. We are
working on products and solutions
to approach these goals with an
affordable solution for our cus-
tomers and ultimately the window
consumer. GED is working with the
DOE on commercialization of high-
speed manufacturing methods and
machinery for producing a residen-
tial R5 window (see related story in
September 2009 DWM, page 46).
This effort will bridge our nation to
this ultimate green goal of NZE.

Category: Glass Restoration

Winner: GlasWeld
In one sentence, describe what
green really means to your company.

To GlasWeld, being “green”
means incorpo-
rating environ-
mental
ness in every-
thing we do—
both for the com-
pany and among
our employees at
work and home.
Please list some
of the things your
company does to
be green/envi-
ronmentally
responsible.

Our products
are all designed

aware-

©® 60 © 9

to save glass through repair and
restoration. Much of the glass on
which our equipment is used is
impossible or extremely difficult to
recycle. If a damaged piece of glass
is removed from its existing use,
then it usually goes directly to the
landfill. It does not decompose. If a
damaged piece of glass is left in
place and repaired, then there is no
need to manufacture and transport
new glass. Our research and devel-
opment team is testing constantly
and inventing new ways to be more
environmentally sound.

Following are just a few exam-
ples of things we do in the office to
be environmentally friendly:

* Use energy-saving lighting;

e Conduct extensive recycling
efforts;

e Consult with local green agency
to help “green” all office activi-
ties; and

e Reduce waste.

What’s the biggest green initiative

you've undertaken?

When we first made the “green”
issue part of our company mis-
sion, we knew we couldn’t make a
half-hearted effort. We deter-
mined at that time to educate as
many people in the glass industry
as possible about just how impor-
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tant it is to reduce consumption of
glass through repair and restora-
tion. Every product we offer
reflects this importance and we
have been spreading this message
worldwide through speaking
engagements, participation in
national and international events,
our online presence and through
partnership with other organiza-
tions. We believe that glass repair
has the ability to save time,
money, hassle and—best of all—
the planet.

Has your investment in green prin-
ciples helped your company make
or save money?

We have been able to partner
with other large companies
around the world who hold simi-
lar values and have environmental
goals as part of their corporate
mission. This has helped to create
a synergy and common purpose
that spelled business success for
both of us.

Has your commitment to green

principles helped you gain
customers?
Environmental responsibility

has become part of nearly every
company’s—large and small—core
goals and mission over the last few
years. We find that when our values
align with those of our customers,
we can create a stronger partner-
ship that lasts and lasts. Working
toward the same goals, with some-
thing bigger than the dollar in mind
can only mean good things for
business success.

What’s coming next in terms of
green for your company?

We have just launched our
Spanish language marketing and
educational program. This will
help to spread the message of
glass repair sustainability even
further to the native Spanish-
speaking population around the
world.
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Category: Hardware

Winner: Truth Hardware

In one sentence, describe what

green really means to your company.
We understand that, as the

leader in our industry, we have a
responsibility to not only our cus-
tomers, but [to] the environment
that we both share to ensure that
our behavior and actions continue
to have a positive impact.

Please list some of the things your

company does to be green/envi-

ronmentally responsible.

e We use 100 percent recycled
materials for our corrugated
(boxes, liners, etc.;)

e We purchase virgin material for
our powder paint process and
more than 50 percent of the
powder is reclaimed and
reused;

e We purchase virgin zinc from
mines and approximately 60 per-
cent goes to the product and the
balance goes into runners and
overflows which is reclaimed and
re-melted with nearly 100 percent
re-use;

e We recycle all our process scrap
(turnings, shavings, trimmings,
etc.) of steel SST, brass and alu-
minum;

e We have a closed loop system
(use/filter/re-use) for our cutting
fluids;

e We recently upgraded all our
lighting in the factories to more
energy-efficient systems;

e Significant steps have been
taken to go “paperless” where
possible throughout our admin-
istrative functions;

e We recycle 100 percent of our
office paper; and

* We offer on-site recycling con-
tainers in our lunchroom for
plastic and aluminum.

What’s the biggest green initiative

you've undertaken?

The lighting change throughout
the manufacturing plants in both of
our facilities in Owatonna had one
of the biggest impacts for
Truth. Between the energy savings
and rebates from changing over
from low bay metal halide lights to
high-efficiency florescent fixtures,
this project paid for itself in
approximately six months, and
continues to provide dividends

today.

Has your commitment to green
principles helped you gain
customers?

While it would be hard to meas-
ure whether or not the green prin-
ciples that Truth lives by has
helped us gain customers—it has
become obvious to us how impor-
tant this subject is to our cus-
tomers. Businesses today want to
be sure that the suppliers that
they are partnering with share a
common philosophy when it
comes to protecting and preserv-
ing the environment.

What’s coming next in terms of
green for your company?

While the next energy-saving
strategy at Truth is an energy effi-
ciency review and upgrade of the
compressed air systems that sup-
ply our manufacturing processes
it certainly won’t be our final proj-
ect. We are committed to building
a culture that empowers our
employees to think outside the
box and then provide them with
the tools necessary to educate
themselves on ways in which they
can make the company run
better—not just from a productiv-
ity standpoint, but also in terms
of our company’s role in the
environment.

Editor’s Note: Truth received an
Editor’s Choice award in this cate-
gory for all of its environmental
efforts. f | |
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Anatomy

by Michael Collins

eptember 25, 2009, marked the
first anniversary of the acquisi-
tion of Point Five Windows in
Fort Collins, Colo., by Kolbe &
Kolbe Millwork Co. of Wausau,
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Acquisition

Kolbe & Kolbe and Point Five Windows — One Year Later

Wis. The deal was very simply a case
study in an acquisition done right.
If the success of an acquisition is
judged by whether it met the expec-
tations of the parties involved, then

A

Top: Aerial photo of Kolbe's main plant in Wausau, Wis. Above: Kolbe's executive team; seated are Judy Gorski, chief executive
officer and Mike Salsieder, president. Standing (left to right) are Donald Huehnerfuss, vice president of transportation and
technical services; Mike Tomsyck, vice president of finance; Jeff De Lonay, vice president of manufacturing; George Waldvogel,

this acquisition has been a great suc-
cess. However, most acquisitions
don’t turn out this way, despite the
fact that acquisitions remain an
important avenue of growth in the
door and window industry, as shown
in the chart on page 34. Accordingly,
there is value in analyzing the ele-
ments that made the Kolbe-Point
Five acquisition a success. By doing
so, we may provide other potential
transaction participants with a blue-
print of how to ensure the success of
the acquisitions they undertake.

vice president of quality assurance and service; and Bob Kasten, vice president of sales and marketing.

32 www.dwmmag.com
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Initiation of
the Transaction

The sale of a company typically
begins with one or more factors
motivating the owner to seek a buyer
for their company. In the case of
Point Five Windows, former owner
Dave Lundahl had several reasons for
exploring a sale and he had consid-
ered the move for several years. In a
recent interview, Lundahl explained
that he felt proud of what he had
built, but that he knew that another
owner would be in a better position
to take the company to the next level.
Also, his children were too young to
take over the company. A final factor
driving the decision to sell his com-
pany was that he and his wife, who
also worked at Point Five, wished to
travel more and enjoy the value they
had built up in their business.

By a coincidence of timing,
Kolbe approached Lundahl regard-
ing Point Five at the same time that
Lundahl was preparing the compa-
ny for sale.

We followed up recently with
Michael Salsieder, the president of
Kolbe & Kolbe, regarding the Point
Five acquisition. Salsieder explained
that the initial interest in Point Five
Windows stemmed from Kolbe’s
desire to round out its existing high-
end door and window business.
(Point Five Windows manufactures
door and window products for ultra
high-end residential applications. It
is common for Point Five to win
projects involving palatial residential
estates costing $20 million or more.)
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“We saw that the team
at Point Five had a cor-
porate mentality and a
work ethic that was sim-
ilar to our own,” says
Salsieder. “While our
companies were sepa-
rated by many miles, we
were very closely aligned on these
important points.”

e

B

Management Transition

When an acquisition reaches the
point where the buyer has been
selected and has signed a letter of
intent, it is common for the seller’s
second tier of management to be
introduced to the buyer. That meet-
ing is always critical, since it is the
second tier of management that will
remain with the company after a
transaction. Throughout the discus-
sions leading up to the acquisition
of Point Five, Salsieder and his team
continually assured the Point Five
team that their goal was not to
“Kolbe-ize” Point Five after the
acquisition. They were interested in
Point Five because it was executing
on its business plan and had a capa-
ble management team. The
assumption was that those aspects
of the company were important to
its success and shouldn’t be tinkered
with. There were opportunities for
economies of scale, such as insur-
ance and administrative functions,
but these are non-core aspects of a
company. The core culture at Point
Five was working well and was left
unchanged. Jeff Delonay of Kolbe
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was named president of Point Five
following the acquisition. In manag-
ing Point Five, he relies upon the
management team there to provide
the day-to-day guidance for the
business, while he focuses on overall
strategic planning.

“There has been a lot of commu-
nication back and forth and a lot of
both companies listening to each
others’ needs,” says Delonay.

Another aspect that helped
smooth the transition was the fact
that Lundahl had been, over the
prior several years, transitioning
his duties to members of his man-
agement team.

Employee Transition

While the second tier of manage-
ment typically becomes involved
with a buyer prior to an acquisition’s
completion, rank and file employees
usually find out about the sale of a
company only after the deal is con-
summated. The Kolbe management
team addressed any initial anxiety
among Point Five’s employees by
communicating Kolbe’s excitement
to be working with the Point Five
team. Anxiety quickly gave way to

continued on page 34
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Acquisition

continued from page 33

excitement as Point Five’s employ-
ees came to see Kolbe as a well cap-
italized company intent on growth.
All around them, other companies
were shuttering plants and laying off
employees. Kolbe, by contrast, was
undertaking an expansion during a
difficult period.

Kolbe’s employees also greeted
the Point Five acquisition with a
great deal of enthusiasm. Salsieder
reports that Kolbe’s employees are
updated regularly regarding the
company’s strategic plans. They saw
this acquisition as a strong fit with
those strategic plans. They, too, were
pleased to see that Kolbe was
expanding at a time that others
were retrenching. Delonay
reports that the excitement
extended to Kolbe’s sales force,
who were pleased to have access
to Point Five’s products in calling
on architects that specify high-
end door and window products.

Manufacturing Transition

With the employees and sales
team focused on the future, the
attention turned to capturing syn-
ergies in the area of manufacturing.
Kolbe’'s management team con-
firms that the acquisition of Point
Five has involved a true exchange
of best practices. While there were a
number of lean practices already in
place, Kolbe helped take Point
Five’s lean efforts to the next level.
Another benefit to Point Five was
having access to Kolbe’s product
testing facilities. Being able to certi-
fy its products has helped Point
Five further penetrate the impact
zone. Best practices have flowed in
the other direction as well. Point
Five’s engineers have provided
Kolbe with ideas regarding new
ways to seal large high-end win-
dows against the elements effec-
tively, as well as other proprietary
aspects of constructing high-end
and oversized windows.

wvvw.gmnnnﬁgg.cgn1

Tracking Industry Transactions

40
35
”
30 7I7
5 7
3 25 — - e
<
£
£ B B .-
55| HE 2 (. B
E
1
2.0 e 23 23 |
15 g 13
51— |
o4
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
Wi Strategic M Financial (YTD)

Acquisitions remain an important avenue of growth in the door and window industry.

Smooth Sailing

In any acquisition, once employ-
ees and manufacturing methods
have been addressed, both compa-

Salsieder and his team continually
assured the Point Five team that
their goal was not to Kolbe-ize'

Point Five after the acquisition.

nies’ customers must accept the
combination in order for it to be a
complete success. While Point Five
marketed its products primarily
through specifying architects, Kolbe
had built a national distribution
channel in addition to its architect
referral partners. Since its distribu-
tors call on a large number of archi-
tects and builders, Kolbe was able to
offer Point Five immediate access to
additional avenues for getting refer-
rals to high-end business.

Both parties to the Kolbe-Point
Five acquisition report that the
transaction has been a success.
Lundahl, his wife, and Gordon
Hannaford, who owned a minority
stake in Point Five, remained with
the company on a consulting basis
for a brief transition period.

He hasn't retired completely,
though, and continues to work dili-
gently on two window-related prod-
ucts in which he sees great poten-
tial. The first is a window with radi-
ant glass that produces heat, which
he develops through a company

called Energized Glass. The radiant
glass can prevent steam from col-
lecting on windows near hot tubs
and provide a source of heat for the
living space that is located near
oversized windows in cold envi-
ronments. The other product is a
retrofit window balance that will
allow industrial property owners
to convert large, outdated single-
hung windows to more energy
efficient double-hung windows
by overcoming the weight limita-
tions on the sash.

The Kolbe team, too, views the
acquisition of Point Five as a suc-
cess. Despite having completed
this acquisition during one of the
most difficult periods the United
States has faced since the Great
Depression, the transaction has
helped Kolbe continue to move its
brand image to the higher end of
the market. They advise other com-
panies contemplating acquisitions
to conduct careful due diligence on
the front end and to choose a busi-
ness that is performing well and
would be a strong fit with their
own. By doing so, it is more likely
that a given transaction will be a
success for all involved. |

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. Jordan, Knauff & Company
served as the exclusive advisor to Point
Five in its sale to Kolbe & Kolbe.
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Looking for people to help solve
your damaged glass problems?

When companies like Milgard, Stuart Dean, and Viracon look for solutions for glass damage,
GlasWeld's people provide expert sustainable glass repair processes to save them time, money
and hassle. Our people can be your people, too. Contact GlasWeld today!

GlasWeld

800.321.2597 | www.glasweld.com Reflecting Excellence in
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n the early 1900s, Frank Lloyd

Wright argued that “form and

function are one.” Since then,

we've seen many architectural
trends and aesthetic credos come
and go. And yet, as we take a closer
look at some of the more recent
developments in the fenestration
industry, we find the principle still
applies. For door and window man-
ufacturers and their suppliers, rec-
ognizing the unique relationship
between the form of an object and
its intended purpose is critical to
success. But where does that leave
the hardware supplier when the
purpose of the window is to create
an unobstructed view to the out-
side? What do hardware designers
do when the ideal aesthetic solu-
tion for the hardware is, ironically,
the absence of it?

Some rather inventive solutions
have emerged. Due to the ever-
growing focus on homeowner con-
venience, ease of use, and an

organic, contemporary style,
the “less is more” approach
to visible hardware has taken
hold. As manufacturers go to
great lengths to develop
innovative door and window
designs, the need for hard-
ware solutions that feel natu-
ral to their products becomes
more apparent. While this
typically is achieved through
proprietary solutions, hard-
ware suppliers are becoming
more adept at producing
technologically advanced,
aesthetically sophisticated
platform solutions.

Modern hardware solutions
strive to integrate movement,
security and aesthetics into
one perfect design—a design
that, when done right, will
seem as if it were developed
exclusively for the door or win-
dow it secures. In fact, integra-
tion is key. Hardware suppliers

Shown above is concealed tilt and turn hardware while Interlock’s
concealed twin bolt lock folding swing doors are shown at right.

www.gwmmgg.cgm

have found innovative ways to
design products that, even when
they go unseen, provide so many
benefits to the homeowner that
manufacturers can leverage them
to differentiate their products
effectively and increase their prof-
it opportunities.

Keep a Low Profile

Today’s interior design choices
are often dictated by clean lines,
subtle contrasts and a look of
architectural seamlessness.
When it comes to the question of
hardware, it often stands to rea-
son—the lower the visibility, the
higher the appeal.

Flush-mount and recessed
hardware solutions therefore
have gained a good deal of
momentum in recent years.
From automatic sash locks for
sliding and hung windows to
hinges for folding doors, flush-
mount hardware that sits in-line
with the profile is extremely pop-
ular with homeowners; not only
for its sophisticated appearance,
but for its practicality.

Hide Your Assets

More and more often, door and
window manufacturers and
homeowners alike, are opting for
concealed hardware solutions.
When we talk about aesthetics in
hardware, were talking about
more than just a wide selection of
colors and finishes. Aesthetics can
range from the shape and line of
each piece, to the ergonomics and
feel of certain components, to the
ability of the hardware to fit flush
with the profile, to concealing the
hardware from view altogether.

In the case of tilt-and-turn win-
dows, concealed hinges are engi-
neered to allow for narrower
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When It Comes to Hardware, Great
Value is Being Placed on What You

by Axel Husen

frames, increas-
ing the
glass
area
and mak-
ing an altogeth-

er better-looking window that lets
more light through and creates a
more spacious atmosphere—all
without compromising security,
load capacity, performance or con-
venient operation.

Moreover, when it comes to fold-
ing door systems, many hardware
suppliers offer concealed locking
options and concealed shoot bolt
systems in an effort to create a clean,
upscale appearance. This is often
with a single handle, replacing sur-
face-mounted flush bolts to mini-
mize the amount of visible hard-
ware. In addition, folding door man-
ufacturers have invented ways to
design their door systems to conceal
the tracks within the application.

Find an Attractive Solution

Though new to the market, the
use of magnetic technology in hard-
ware is being embraced by door and
window manufacturers as an effec-
tive solution for optimum security
and homeowner peace of mind.

In sliding and hung windows, a
fully concealed, contact-less mag-
netic trigger will eliminate upper
sash drag and minimize opening
forces, making a magnetic sash lock
the perfect solution for double-
hung windows.

.-

Magnets not only provide a reli-
able and durable locking solution,
but also a concealed, upscale
appearance (due to the lack of pro-
truding elements), as well as subtle
acoustics. Some magnetic locks on

the market also offer a true indi-
cation security feature
R allowing homeowners
el -_‘ to identify by sight if the
: = lock has been triggered
and the window is locked.
Likewise, magnetic locks in
swing doors have proven ideal for
sophisticated architectural designs,
as the latch is nearly invisible in
line with the lock case when the
door is open.

Screen Out the Undesirables

Now you see it, now you don’'t—
retractable insect screens are a hot
industry trend. Innovative screen
solutions are a testament to how
much attention product engineers
really pay to what window and door
manufacturers are trying to accom-
plish. Retractable screens are a
truly integrated solution in that, if
the manufacturer is selling large
glass patio doors that promise
unobstructed views to the outside,
the screen can be concealed and
the view maximized.

As opposed to permanently
installed flat screens, these new
retractable screens—some pleat-
ed, some rolled—are used only
when the door or window is open,
giving a clear view to the outside
and demanding less frequent
cleaning. Versatile enough to
accommodate folding doors, slid-
ing doors and French doors, as
well as various window solutions,
retractable insect screens have
proven to be the visionary solution
that, when not in use, are tucked
neatly out of view.

Shown above is the KFV magnetic door
lock while the Impulse magnetic window
lock is at left.

When we look at how far the
industry has progressed in the past
few years, we see a shift in the per-
ception of hardware: from serving
as merely a component or accesso-
ry to playing a pivotal role in a high-
ly integrated solution. After all, the
doors and windows of today must
accomplish so many things at
once—they must be secure, easy to
operate, weather-resistant and
energy-efficient, and they must
bring a new level of sophistication
to the home. As hardware suppliers
make it their business to help door
and window manufacturers not
only achieve but surpass these
goals, new and innovative solutions
have emerged. In fact, instead of
standing out, many hardware sup-
pliers have found they can better
serve their customers by focusing
their efforts on developing the
industry’s hidden treasures. |

Axel Husen is president and chief
executive officer of Interlock USA Inc.,
an ASSA ABLOY company. He has more
than 20 years experience in the door and

window industry.
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Introducing...|

EQUIPMENT COMPONENTS

Bohle Checks Tin Schlegel Systems Announces New Replacement Door Seal
Charlotte, N.C.-based Bohle Schlegel Systems, based in

America Inc. has introduced its new
TinCheck tin side detector.
According to the company, the
compact device allows glass finish-
ers and manufacturers of insulated
glass to quickly identify the tin side
of float glass. Features include
color-coded detection notifications
of the tin and atmospheric sides as
well as an optional acoustic signal
for color-blind cus-

tomers.

]

The detector can even make
comparison measurements from
both sides on a reference pane of
glass to define a threshold value
and store it in the tool. The tool also
includes an automatic switch-off
after 90 seconds to minimize ener-
gy consumption.
1> www.bohle-america.com

MACHINERY

= R a—
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1> www.schlegel.com

SPACERS
Make Green Easy

The Envirosealed Windows™
campaign from Truseal Technologies
was designed to simplify environ-
mental messaging for
window manufac-
turers by highlight- |
ing the thermal effi-
ciency benefits of top-
performing spacer systems.
Program participants will have
available consumer-ready educa-
tional tools such as literature, point-
of-sale pieces and a dedicated web-
site for promoting green benefits.
Marketing pieces tout benefits such

Pat Mooney Takes Flight with Pegasus

Pat Mooney Inc. - The Saw Co., based
in Addison, Ill., has introduced its Pro
Pegasus DS mitre semi-automatic
saws, which feature 1 Va-inch wide
saw blades and an electronic display of the
cutting angle. The machine performs
semi-automatic operations, includ-
ing positive hydraulic cutting con- -l“f_':
trol, hydraulic clamping and auto
return of the saw head after the
cutting cycle. According to the ’S.—=
company, the tool's swivel saw head | ==
mitre cuts up to 60 degrees both left -
and right. The saw also has precision carbide blade
guides with roller guides and case hardened and ground helical gears.
1> www.patmooneysaws.com

=~
-, o

www.gwmmgg.cgm

Rochester, N.Y., has introduced the

Q-LON® replacement door seal.
According to the company, the rigid
extruded polypropylene insert provides a

one-piece” design that eliminates
the need to cut and install multi-
ple separate parts. The high-
impact plastic carrier is supplied
with pre-punched slotted holes

and color-matched painted fasteners.
The Q-LON replacement door seal is available in bronze or white.

as lower energy consumption and
reduced CO2 emissions that are
made possible by using Truseal’s
Dura Platform spacers.

The Envirosealed Windows cam-
paign is built around the Dura
Platform spacer system, which
.. consists of Truseal’s Duralite®

and Duraseal™ warm-
edge spacers.
Duralite is a no-
metal, high-per-
formance spacer
offering a low U-value
rating. Duraseal is designed
to be more cost-effective while still
offering high thermal efficiency,
according to the company.
> www.envirosealedwindows.com

Champagne, Anyone?
Technoform Glass Insulation
(TGI) now offers its warm-edge insu-
lating glass spacer in a Champagne
color. This new color is designed
for wood window frames
and beige and

dows of any
material. Standard :

colors also include white,
light gray, black and bronze. TGI's
warm-edge spacer is made up of a

hybrid of stainless steel and
advanced polymers.
1> www.technoform.us |
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REGISTER BEFORE X

NOVEMBER 9th and SAVE! d
November 17, 18 & 19 2009 W]Il OOP

Metro Toronto Convention Centre - South Building - Hall E N o R T H A M E R I c A

The National Trade Show for the Fenestration Industry

IG Alley - The Place for Leading Edge Research & Technology.
Daily Product Demos & Impact Testing on the Show Floor

The World’s #1 Hockey Dad, Walter Gretzky, sponsored by Trimlite Canada
Wednesday, November 18, 5:00 - 6:30 p.m

The Newest and The Latest - Products, Ideas and Applications.

The Latest Economic Forecast at the Industry Breakfast
Thursday, November 19 @ 9:00 a.m Walter Gretzky

... From the Pro’s at the CWDMA & IGMA Business Seminars.

TR C
s A oSl S

or Complete The Form Below

Prices Listed Below Are For Advance Registration Only. Deadline For Advance Registration: November 9 @ 6:00 p.m.

Please Indicate your Industry Sector: Type of Business: (check all that apply)
) Window/Door Manufacturer/Distributer/Retailer - Free Window/Door: ( ) Manufacturer () Distributor ( ) Retailer
Glazing & Fenestration Commercial Contractor - Free () Glazing or Fenestration Contractor
Overhead Door Distributor/Retailer - Free () Overhead Door Distributor or Retailer

Supplier of:

) Components () Equipment () Services

) Sales Representative () Government Agency
) Industry Association Representative

) Architect/Spec Writer

) Other (please specify)
) CWDMA Member () Board Member () Committee Member

Media/Seminar Presenter - Free

Component/Equipment/Service Provider

Suppliers, distributors & sales reps of components, equipment and services
to window/door manufacturers

CWDMA Member - $50 Cdn

Non-Member - $100 Cdn

() Other, please specify

(
()
()
()
()

o~~~ o~ —

Please Print Clearly

Company Name Address
City Prov/State Code/Zip
Email Phone Fax

Payment By Mail: Make cheques payable to Win-Door and mail to: CONEXSYS Registration, PO Box 283, Malton, CSC Mississauga, ON L4T 3B6
By Fax: 905-405-9870

Total Payment of $ () VISA ( ) MasterCard ( ) AMEX - Card # Expiry: /
Name of Card Holder Signature 0:0 "
1
win-door oy

WINDOW AND DOOR
NORTH AMERICA MANUFACTURERS ASSOCIATION
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Architectural Glass
Bent/Curved
Precision Glass Bending Corp.
PO. Box 1970,
3811 Hwy. 10 West
Greenwood, AR 72936
800/543-8796;
fax: 479/996-8962
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Saws, Double-Miter
Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
Www.sturtz.com
info@sturtz.com

W\ivw.@g—bsntglallss.com Testing Equipment
sales@e-bentglass.com
ATS
Door & Window Awtomared Testiog Solotions
Machinery/Equipment | “#awamacisfune e o fqupmenr
GlasWeld Systems Automated Testing
29578 Empire Blvd. Solutions, Inc.

Bend, OR 97701
541/388-1156;

fax: 541/388-1157
www.glasweld.com

Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
Www.sturtz.com
info@sturtz.com

Multiprocessing

Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
Www.sturtz.com
info@sturtz.com

Saws

Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Saws, Cut-Off

Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
Www.sturtz.com
info@sturtz.com

www.gwmmgg.cgm

8301 Sunset Rd.
Minneapolis, MN 55432
877/784-1775;

Fax: 651/846-6808
www.automated-tests.com

Vinyl Welders

Stiirtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444;

fax: 330/405-0445
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

DIRECTORY OF

SUPPLIERS

Hardware Components

Truth Hardware Corp.
700 West Bridge St.
Owatonna, MN 55060
800/866-7884;

fax: 507/451-5655
www.truth.com
truthsal@truth.com

‘Winkhaus North America, Inc.

1171 Universal Blvd.
Whitewater, WI 53190
262/472-8800;

fax: 262/472-8900
www.winkhaus.com

Connectors

Eduard Kronenberg GmbH
Dingshauser Str. 6-10
Solingen, Germany 42655
+49 (0)212/222 88-0

Fax: +49 (0)212/222 88-999
www.kronenberg-eduard.de
info@kronenberg-eduard.de

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

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

® 0 © 9)

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.

McKeegan Equip. & Supply
8411 Ronda Drive
Canton, MI 48187
734/459-5870;

fax: 734/459-9837
www.mckeeganequip.com

Metalworking &
Vinylworking
Machinery
GED Integrated Solutions

9280 Dutton Drive
Twinsburg, OH 44087
330/963-5401

Fax: 330/963-0584
www.gedusa.com

To place your listings in the DIWM Suppliers' Guide,
please contact Janeen Mulligan at 540/720-5584,
ext. 112, or e-mail jmulligan@glass.com.
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Mouldings

PVC Profiles

Creative Extrusion &
Technologies

2320 Elliot St.
Brockton, MA 02302
508/587-2290

fax: 508/580-0524
www.creativeet.com
sales@creativeet.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

ERP Software

ALBAT+ ERIEH

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

WIRSAM

Albat + Wirsam

10510 NE Northup Way
Suite 100

Kirkland, WA 98033
800/559-9921
www.a-w.de
carl.maerz@glaston.net

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

sales@ultrafab.com

Windows

Vinyl Windows
Deceuninck

North America

351 N. Garver Road
Monroe, OH 45050
877/563-4251;

Fax: 513/539-5402
www.deceuninck-americas.com

VEKA Inc.

100 VEKA Dr.

Fombell, PA 16123
800/654-5589;

fax: 724/452-1007
www.vekainc.com |

Window Components

Extrusions, Vinyl
Creative Extrusion &
Technologies

2320 Elliot St.
Brockton, MA 02302
508/587-2290

fax: 508/580-0524
Wwww.creativeet.com
sales@creativeet.com

Rates start at $350
per listing, and run
for an entire year.

Don't miss this
opportunity to get
your company
noticed!

CLASSIFIEDS

Used Equipment for Sale

USED MACHINERY
BOUGHT & SOLD

www.usglassmachinery.com

Ph: 724/239-6000

Your Resource for “Classified” Information
Rates for Column Inch ads:
(A column inch is equal to 30 words)
Per Column Inch: ...$119 Border Around Ad: . . .$50
Per Bold Line: ....... $25 Per Photo/Artwork: . .$55
Per Screen/Reverse: ..$25 Per Blind Box: ....... $60

For more information on how to advertise,
please contact Janeen Mulligan at 540/720-
5584 ext. 112; e-mail: jmulligan@glass.com

or fax 540/720-5687 for a price quote.
November DWM Deadline is October 13.

Join the thousands
who are logging on to
Door and Window
Manufacturer’'s (DWM)
website each day for
the latest news

and industry-related
content.

Bookmark it now!

¢ News items that are
updated several
times per week

¢ New featured content

[e]

¢ Surveys .
¢ Forum b
¢ RSS feed e
¢ Timely coverage of '
industry events :
o

41
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8400 Lawson Rd. Unit #2, Milton, Ontario L9T 0A4

Elton

MANUFACTURING

Phone: 905 876 1290 Fax: 905 878 9211 Toll Free: 1 800 297 8299
sales@eltonmanufacturing.com www eltonmanufacturing.com
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NowSHOWing

calendar of events

October 14-16, 2009
Fenestration China 2009
Sponsored by CIEC
Exhibition Company Ltd.
China International
Exhibition Center.

Beijing.

Contact: CIEC Exhibition
Company Ltd. at
+86-10-8460-0324/0330 or
visit www.windoor-expo.com.

November 2-5, 2009

NFRC Fall Membership Meeting
Sponsored by the NFRC.

San Antonio.

Contact: NFRC

at 301/589-1776 or

visit www.nfrc.org.

November 11-13, 2009
Greenbuild 2009

Sponsored by the U.S. Green
Building Council (USGBC).
Phoenix.

Contact: USGBC

at 800/795-1747 or visit
www.greenbuildexpo.com.

November 17-19, 2009
Win-Door North America
Sponsored by the

Canadian Window and Door
Manufacturers Association.
Metro Toronto Convention
Center, South Building Hall E.
Toronto.

Contact: Show organizers
at 416/444-5225 or visit
www.windoorshow.com.

February 14-17, 2010

73rd Annual AAMA Conference
Sponsored by AAMA.

JW Marriott Desert Springs.
Palm Springs, Calif.

Contact: AAMA

at 847/303-5664 or

visit www.aamanet.org.

March 14-16, 2010

WDMA Spring Meeting

and Legislative Conference
Sponsored by the Window

and Door Manufacturers
Association (WDMA).
Marriott Washington.
Washington, D.C.
Contact: WDMA

at 800/223-2301 or
visit www.wdma.com.

March 16-17, 2010

Glass Expo Midwest™

Now Including

Fenestration Education!
Co-sponsored

by DWM magazine.
Renaissance Schaumburg
Hotel & Convention Center.
Chicago (Schaumburg), Il
Contact: DWM magazine at
540/720-5584 or visit
www.glassexpomidwest.com.

March 23-24, 2010
AAMA Southeast
Region Spring Meeting
Sponsored by AAMA.
Hyatt Regency San
Antonio (Riverwalk).
San Antonio.

Contact: AAMA

at 847/303-5664 or

visit www.aamanet.org.
April 15-16, 2010

Glass TEXpo™ 2010
Co-sponsored by the
Texas Glass Association
(TGA) and DWM magazine.
El Tropicano

Holiday Inn Riverwalk.
San Antonio.

Contact: DWM

at 540/720-5584 or

visit www.glassexpos.com.

June 6-9, 2010

AAMA National

Summer Conference
Sponsored by AAMA.
Oak Brook

Hills Marriott Resort.
Chicago.

Contact: AAMA

at 847/303-5664 or visit

www.aamanet.org.

October 10-13, 2010
AAMA National

Fall Conference
Sponsored by AAMA.
Hyatt Regency Tamaya.
Santa Ana Pueblo
(Albuquerque), N.M.
Contact: AAMA

at 847/303-5664 or

visit www.aamanet.org. |

To submit events for the calendar

e-mail ttaffera@glass.com
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ADVERTISING

INDEX ¢ OCTOBER 2009

| Page Company

Phone

Fax

Web Address |

3 AGC Flat Glass North America

46 Alumet Manufacturing Inc.

1 Cardinal Industries

42 Elton Manufacturing
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Satisfaction with Patio Doors and Windows
Declines, According to New Study

s economic difficulties lead
Ahomeowners to  curtail

remodeling projects, overall
satisfaction among consumers with
patio doors and windows has
declined in 2009, according to the J.D.
Power and Associates 2009 Windows
and Patio Doors Satisfaction Study
released in August. And these eco-
nomic difficulties may be the reason
that consumers report spending less
overall on window projects, are pur-
chasing fewer window and patio door
units and installing doors and win-
dows themselves—more frequently
than in previous years.

The study, now in its third year,
measures satisfaction among con-
sumers who purchased new win-
dows or patio doors based on per-
formance in seven factors (listed in
order of importance): operational
performance (17 percent); product
quality/durability (17 percent);
appearance and design features (15
percent); price (14 percent); order-

10%
Repair and

17%
Replacement o

13%
Warranty

15%
Product Quality
Durability

14%
Ordering and
Delivery

Satisfaction Factors

Operational
Performance

Comparison of Patio Door/Window
Consumer Trends - 2008 vs. 2009

2008 2009 Difference
(nclading nscallation ane aoor mEE | GRe -$514
ﬁXﬁ?gSrglﬁ;nste)gr of window/patio door [ 75 ynits | 5.8 units -1.2 units
Windows] patio dbors themseves o ¢ | 379 | 41% +4%

ing and delivery (14 percent); war-
ranty (13 percent); and repair and
replacement (10 percent).

Overall satisfaction with win-
dows and patio doors has declined
to 769 on a 1,000-point scale in
2009, down from 781 in 2008.
Satisfaction has decreased in all
seven factors examined in the study;,
with the most notable declines
occurring in the warranty, product
quality/durability and price factors.

The importance of warranty
issues, as well as product quali-

ty/durability, appearance and
design features, and operational
performance factors have

increased since 2008. The
importance of the price
and ordering and deliv-
ery factors has declined
substantially.
“Consumers have
scaled back on remod-
eling and discretionary
projects due to tight
credit, declining home
values and general eco-
nomic uncertainty,”
says Jim Howland, sen-
ior director in the real
estate industries practice
at  J.D. Power and
Associates. “Consumers
who find it necessary to
replace windows or remod-
el in light of these condi-

tions are much more likely to scru-
tinize every aspect of their pur-
chase and carry particularly high
expectations for products.”

When it came to ranking of the
manufacturers, Pella ranks highest
among consumers in overall satis-
faction with patio doors and win-
dows for a third consecutive year.
Achieving a score of 787, Pella per-
forms particularly well in three of
seven factors: operational perform-
ance; product quality/durability;
and appearance and design, accord-
ing to J.D. Power and Associates.
Closely following Pella are Andersen
(785) and Milgard (784). Andersen
performs particularly well in the
ordering and delivery and warranty
factors, while Milgard performs well
in the price and repair and replace-
ment factors, the survey reports.

The 2009 Windows and Patio
Doors Satisfaction Study is based
on responses from 2,856 consumers
who purchased new windows or
patio doors during the previous 12
months. The study was conducted

in March and April 2009. |
Top Three
Company Score
Pella Corp. ............. 787
Andersen ............... 785
Milgard ................ 784

Source: J.D. Power and Associates
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Advance.

Customizable

Ready to advance your window,
door and glass processing
business to the next level? Step
by step, batch after batch, month
after month, FeneVision is the
powerful, flexible, configurable

One SQL database

Glass optimization
and utilities

Advanced lineal
optimization

24/7 and on-site support

and 100+ company proven
ERP system to get you there.
Discover the FeneVision
difference yourself. Contact
the FeneVision Business
Development team for insight
on taking your business to a
higher level at 330.995.2830 or
info@fenetech.com. For details
and client success stories, visit
www.fenevision.com.

Web based quotin

FeneVision®

www.fenevision.com

Improving the Flow of Business

Scheduling  Production Customer Service

Order Entry

Inventory Control

Estimation Shipping  Invoicing
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STRUCTURAL WARM-EDGE STAINLESS SPACER
FOR HIGH RISE BUILDINGS

TOP COATED INSULSEAM™ STAINLESS STEEL
AIRSPACER FOR HIGH RISE BUILDINGS

Unlike plastic airspacers Insulseam™
stainless is not fragile in the fabrication of
sealed units. Plastic spacers use aluminum
foil the thickness of a human hair (.002) as a
moisture barrier to prevent moisture from
getting to the interior of the unit. Foil is very
fragile, is easily damaged in handling and the
manufacture of the unit. Even scratches can
allow moisture to penetrate through to the
interior of the unit. Insulseam™ stainless
does not have any of these problems and is
super strong and durable allowing the
manufacturer to fabricate a structurally sound
insulating sealed unit with confidence.

Architects and Engineers  specifying
Insulseam™ will know they are specifying the
best. Insulseam™ stainless has maximum
strength for thermal performance and uses
minimum sealants. Insulseam™ stainless
has structural integrity specifically for high rise
buildings where safety, maximum life and
performance are essential.

Specify Insulseam™!

Alumet Mfg. Inc.™ warrants the Insulseam™ airspacer to be as supplied but is not

responsible for the incorrect use or application or improper fabrication
See Disclaimers on www.alumet.com/general.htm

Alumet's Thermal Obstacle Course

Patented 4
Insulseam™ /

Thermal Barrier Slots

lcoLD EDGE [

//// C O[J /
Co 4

L Qold /- A
/|

N

7 /| WARM EDGE
v

/ 4
/' Glass
4

Sealant ﬁ: p
= 4

Thermal Barrier
Slots

g7 /

Seam Tabs

Insulseam™
being formed
=

on both sides of the
metal

X ¥
COMING
Plastic coated X
Both sides SOON
> O

High and Low Profile * e
Structural Bendable

Insulseam™ Airspacer

With plastic laminated top only and fully coated inside
to further thermally isolate the cold edge from the warm edge

LOOK FOR THE NEXT IMPROVED SPACER COMING SOON!

Alumet Mty Ine™

COMPARABLE LAB TESTS
47 OF STANDARD
HIGH PROFILE SPACERS
Temperature °C (°F)
3 2.8 (37.1) at the interior sightline
- of the window frame
™ g § Based on LAB testing
024l @ 0.5 21(358)
P = EZ 17 (35
S |lg 82 e
8 8 =zE F | _@ oE
140 & - 9 ko) Tz 53
= (I [e)) e No) =
g €35 2 =i BEE
> = S =0 8IS
® <£ | » Fu 0
U-factor 1.48 1.51 1.51 1.52
W/m? *C 0.26 0.27 0.27 0.27
BTUherer  (0261)  (0.266)  (0.67)  (0.268)
SEATTLE

1-800-343-8360

TORONTO
1-800-243-6048

VANCOUVER
1-800-663-1130

www.alumet.com
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