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Knock Knock. 

700 West Bridge Street • Owatonna, MN 55060
1-800-866-7884 • www.truth.com

You need the finest hardware to complete your door offering. Something 
customizable but simple. Strong but stylish. And above all, it needs to be designed 
for the North American market. Introducing, Truth’s new Sentry™ Multi-Point 
Hinged Patio Door System: an innovative solution packed with features that 
exceeds your expectations – and those of your customer.
 
Innovative And Secure Multi-Point Locking System
Completely modular for custom design, this 300 series SST multi-point locking 
system easily fits in standard eurogrooves and offers superior strength and security 
with full 1" throw of dead bolts and shoot bolts.
 
Robust And Reliable Adjustable Hinges
Exceeding ANSI grade 3 requirements for panels weighing up to 220 lbs and 
350,000 cycles, these hinges are available in matching finishes and allow for easy 
and simple adjustability of the door.

Eye-catching Handle Designs
Distinctive styling meets intuitive function. Truth offers multiple handle designs 
from traditional to contemporary, each with a North American designed 90 degree 
thumbturn located above the handle.
 
The Sentry™ Multi-Point Hinged Patio Door System – yet another engineered 
solution from the company you can trust – Truth Hardware.

Your New Design Solution—
The Sentry™ Multi-Point Hinged Patio Door System.

Who’s There?

For more information contact your Truth Representative or visit www.truth.com
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For more information please contact us at: 

Toll Free Tel: 1.888.760.0099 or visit us at www.trutechdoors.com 

Follow us:        www.facebook.com/TruTechDoors         @TruTechDoors

For privacy reasons, person(s) shown may not be a true representation of person(s) quoted. 

® Tru Tech is a registered trademark of Tru Tech Corporation. 

We are all about doors.

“At Tru Tech Doors we take    
care of your door needs. It’s 
great to know that my job 
enables our customers to have 
everything they need from 
one contact, one delivery, one 
company.”

Sonny C., 
Production Manager

“It would be easy to say we  
have the finest products, but  
it’s more than just great products 
that fuel this company. It is the 
inspired team of individuals that 
put their heart into the products 
we manufacture everyday. 
We are not only building great 
products, we are about building 
a foundation of great individuals 
for the years to come.”

John Careri, 
President and CEO

“We don’t just sell beautiful  
doors. We stand behind every   
one of those doors with  
a full commitment to our 
customers, before, during  
and after their purchase.”

Vicky G., 
Customer Support Manager

“We are as committed to 
developing our team as we are 
to developing our products. Our 
Human Resource practices allow 
us to be an employer of choice in 
the industry.”

Jerry F., 
Human Resources Manager

New BELMONT   Fiberglass DoorsTM
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SEE US AT THE INTERNATIONAL BUILDERS’ SHOW
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One Simple Phrase
B Y  T A R A  T A F F E R A

Did you notice the changes
yet in DWM magazine? As
you continue flipping

through the magazine you will
find a few changes—some subtle
design changes and others that
are more pronounced. 
We have more content aimed at

dealers and distributors—this is
all based on your feedback. You
can now find this information
grouped together for easy refer-
ence. The dealer and distributor
section begins on page 46. But
that doesn’t mean this is the only
part of the magazine targeted
toward dealers, and it doesn’t
mean manufacturers can’t find
valuable information there as
well. Be sure to read the entire
issue. For example, the feature on
page 46 talks about how to sell
energy-efficient doors and win-
dows and the one on page 50
details how to target remodelers.
And don’t forget to look to page 54
which focuses on one dealer who
took some unorthodox approach-
es that paid off in terms of growth.
I could go on but you get the idea. 
The article on selling was par-

ticularly interesting as I was able
to talk to window companies to
learn their very different ways of
targeting the consumer. One con-
versation in particular resonated
very loudly with me and it came
from Steve Rennekamp, president
of Energy Swing Windows and
Doors in Murrysville, Pa.
“We sell relationships,” he told

me. “For most people once they
get the job they move on. We don’t’
do that. We work extra hard at
defining expectations and follow-
ing through. There are fewer peo-

ple looking to buy but the people
who are looking are checking out
companies more than ever and
that is good for companies like us.
We do what we say. We do things
from a follow up perspective that
most won’t do.”
We do what we say. Such an

easy concept but one that many
don’t follow. We all know compa-
nies throw around sayings and
write ad copy, and many times
don’t follow through with those
promises. What Rennekamp said
plays off what Joe Calloway,
author of “Becoming a Category of
One,” told an industry group earli-
er this year when he served as the
keynote speaker. He talked about
how Southwest Airlines was so
successful for this very reason:
they do what they say and they
define expectations.
Do you do what you say? How

can you work toward being a
Category of One? As usual, I wel-
come your thoughts on these and
other issues. Email me at
ttaffera@glass.com. �
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F R O M T H E P U B L I S H E R

ttaffera@glass.com

Steve Rennekamp follows that one
simple phrase: "Do what you say."

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

mailto:ttaffera@glass.com
mailto:ttaffera@glass.com
mailto:ttaffera@glass.com
mailto:erogers@glass.com
mailto:komara@glass.com
mailto:smukerji@glass.com
mailto:pstacey@glass.com
mailto:dcampbell@glass.com
mailto:ccayton@glass.com
mailto:nblount@glass.com
mailto:tczar@glass.com
mailto:acurran@glass.com
mailto:hbiller@glass.com
mailto:jmulligan@glass.com
mailto:bhovey@glass.com
mailto:cbunn@glass.com
mailto:eharris@glass.com
http://www.glass.com
mailto:lnaugle@glass.com
mailto:srickles@glass.com
mailto:emitchell@glass.com
mailto:deb@glass.com
mailto:patco@glass.com
mailto:sean.xiao@glass.com
www.dwmmag.com
http://products.dwmmag.com
http://www.dwmmag.com/digital/
http://www.cdsreportnow.com/renew/now?DWM


Glass Replacement Made Easy
Measure Thickness
Determine glass, air space and total IG thickness 
of single, double and triple pane windows.

Detect Low-E
Detect the presence and location of Low-E coatings 
on multiple panes from a single side.

See the Glass-Chek PRO at:  www.edtm.com/GC3000

Close More Sales with a LIVE Demonstration 

The Glass-Chek PRO 
is a 2010 USGlass 
Product of the Year 

award winner. 

Made in the USAMade in the USA

Identify Type of Low-E Coatings
Differentiate Hard Coat from Soft Coat Low-E and identify 
number of Soft Coat silver layers.  This feature can enable 
users to identify specific coatings.  For example:
Differentiate Cardinal 272* from Cardinal 366* or PPG Solarban 60* from Solarban 70*
*Registered Trademarks of Cardinal Glass Industries and PPG Industries

Products are also
available through: 

Low-E Display Example

With the Glass-Chek PRO 

No matter how convincing your product literature is, or how cool your iPad is, nothing can replace 
allowing your customer to experience the performance of your window with a live demonstration.

EDTM has a variety of tools to bring the performance of your window 
to life in front of your customers and close more sales!  All of our 
demonstration tools are available in professional sales kits that can be 
customized to meet your specific needs.

  Appeal to both the sensory and analytical side of customers.
 !Engage your customers with a "hands-on" demonstration
  Take the professional approach of testing their current windows.
  We have a sales kit for every approach and budget. Call today!

The Award Winning
Window Profiler Sales System

Solar/BTU Meter with
Heat Lamp & Glass Customizable

Sales Kits

Model #GC3000

EDTM, Inc.    |    Full Line of Glass, Window & Film Test Equipment   
www.edtm.com    |    (419) 861-1030    |    sales@edtm.com

"HEAT-SHEET" Temperature Demonstration Card
visit www.edtm.com/HEAT-SHEET

Our Newest Demonstration Tool:

SHSHSHEEEEET"T"T" T T T tt  D D t ti

The "HEAT-SHEET"
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The Year Ahead
Will it be Happy?

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

T he beginning of a New Year
brings with it an urge to look
back and to look ahead. When

that time intersects with an election
year, the urge is irresistible. The out-
come of the elections this fall will
undoubtedly hinge on the trajectory
of the economy by that point in time
and, in part, on who takes the blame
for the continuing economic
malaise. There are signs that condi-
tions are gradually improving,
though, both in the building prod-
ucts industry and the economy as a
whole. The Fed’s decision to leave
interest rate policy unchanged until
2013 is an important support for this
industry. In any kind of recovery sce-
nario, low-cost financing is critical. 
In other positive economic news,

consensus among economic ana-
lysts is that the U.S. economy will
avoid a double dip recession. Home
prices generally have stopped drop-
ping but haven’t shifted to a recov-
ery mode as of yet. This helps
explain why lending standards have
loosened and competition for con-
sumer loans (even subprime) has
increased—in every area except
housing. However, Maury Harris,
chief economist for UBS Securities,
has issued a bullish outlook on
housing. He feels that housing will
once again drive the U.S. economy
in 2012. The median economic
growth prediction for 2012 and 2013
from a group of economists sur-
veyed by Bloomberg was 2.2 and 2.5
percent, respectively. That would
represent a return to solid growth
for our beleaguered economy.
In the last several years, house-

holds have responded to the difficult
conditions by making very difficult
decisions regarding cutting expenses

and increasing income. Likewise,
companies have since used the cash
generated from operations to reduce
their average debt to equity ratio to
40 percent. Whenever possible,
building products companies are
undertaking the same debt-reduc-
tion strategy.

What’s Happening
in the Industry?
As we enter the NewYear, compa-

nies still are seeking to acquire
growing companies and product
lines. In a low-growth environment,
an important way to grow is to
acquire businesses that are smaller
to the buyer but boast a stronger
growth rate. Another inquiry we
often receive comes from compa-
nies seeking to undertake a horizon-
tal expansion. Such an expansion
would involve launching or buying a
company or product line that would
give the company a broader pres-
ence in the marketplace. Examples
would include a window company
that explores the purchase of  a door
manufacturer. After referring count-
less entry door buyers to other com-
panies, many window manufactur-
ers find that the practice begins to
nag at their entrepreneurial spirit.
Owners find themselves wondering
what it would take to capture that
stream of business themselves.
Companies continue to rational-

ize their production assets.
Examples of this include selective
purchases of new equipment in

order to phase out older lines. On a
grand scale, it can involve closing
an entire facility and routing its
prior production to more efficient
factories. This is good for the overall
industry, since a factory that is more
highly utilized is less likely to take
on a low-margin business in order
to capture volume and keep the
plant more fully occupied. In addi-
tion to rationalization, companies
have begun to make modest expan-
sion plans. Any company success-
fully serving a niche product area is
likely to find itself short of capacity
to meet increases in demand. In
other cases, lead times begin to be
stretched, causing the company to
lose bids they would otherwise have
won. This represents a very inele-
gant solution to the problem of
what to do when all productive
capacity has been fully allocated.
A hybrid of the two previous

strategies is also taking place. In
this scenario, a company buys
another company for the purpose
of expansion. The twist is that the
acquirer intends from the outset to
fold the acquired company into its
own production complex. These
types of transactions can unlock
significant value for the acquirer
and allow them to increase the uti-
lization of their existing facility. �

Michael Collins, managing director,
building products group, Jordan Knauff and
Co., specializes in mergers and acquisitions
in the door and window industry. 

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

mcollins@jordanknauff.com

After referring countless entry door buyers to other
companies, many window manufacturers find that the
practice begins to nag at their entrepreneurial spirit. 
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This innovative product replaces field fabricated aluminum trim coil to dramatically 

improve the appearance of window and door openings. Our Double Snap Vinyl Trim 

Systems for window and door casings is excellent for new construction, remodels, or 

repair. Contractors find these products easy to install, homeowners find the product 

attractive and long-lasting.  For more information go to http://doublesnaptrim.com.

71 Royal Group Crescent, Woodbridge, ON L4H 1X9 
T 1.866.852.2791   royalbuildingproducts.com   E rwdp@royalbuildingproducts.com

Vinyl Window & Door Trim

Take a brake from Aluminum...
Use Double Snap Vinyl Trim on your next project.

Double Snap Vinyl Trim 
Features & Benefits:

Double Snap Vinyl Trim 

Winner
2011 Door & Window Magazine

Crystal Achievement Award
Most Innovative Window Component

Window Profiles Patio Doors Trim Systems Color Solutions

SEE US AT THE INTERNATIONAL BUILDERS’ SHOW
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The Other Golden Rule
Do What You Say 

B Y  C H A R L E S  G E N T R Y

It’s a simple saying. Do what you
say. It’s easy but not a rule every-
one follows. Let me give you an

example: many manufacturers and
dealers have increased their profits
substantially by selling the $1,500
tax credit to residential customers.
In today’s economy, who doesn’t
want some cash kicked back? 
While tax credits still exist, the

$1,500 credit expired on December
31, 2010. The new tax credits exist
at a much lower level. Many fenes-
tration companies continue to pro-
claim the $1,500 tax credit is alive
and well. One of the “best prac-
tices” I advise fenestration clients
about is to make certain they actu-
ally provide what they promise.
Companies’ failure to harmonize
their selling literature, website and
other forms of advertising with
what they actually provide is a
recipe for disaster.  
A few days ago, I received a call

from a national manufacturer, “Tax
Credit Windows.” As is often the
case, the company was under attack
from Duey, Cheatem and Howe, a
law firm with a reputation of putting
manufacturers out of business. The
CEO of the window company
exclaimed, “I need your help!” After
listening to several minutes of stress-
ful venting from him, I figured out
that the lawyers claimed the compa-
ny sold a “pig in a poke.” Tax credits
were used to close a substantial sale.
The problem was that the tax credits
used during the sales pitch no longer
existed. A quick research from the
Google cache brought up a website
proclaiming $1,500 credits remained
an option. Oops. Letters and phone
calls had already been exchanged.
“Ch’Ching” I thought. Hint: My

client was not going to be happy
about the exposure it unknowingly
created. I was worried about green.
Not the energy codes. Not the color
of the logo. I was worried about my

client’s cash. The owner’s lawyers
claimed that the windows were mis-
represented, violating advertising
laws and rising to the level of fraud.    
“You have a problem,” I said. My

thoughts wandered for a moment
recalling all of the window manufac-
turer websites, sales literature and
warranties I have reviewed, analyzed
and modified over the years. I asked,
“Do your products perform as you
say? Do your promises actually con-
form to your products as manufac-
tured? Do your promises comply
with the law?”
“They should!”
Not the answer I was hoping for.

Not the answer a jury will appreciate
during the lawsuit hiding like a snake
in the grass ready to strike its prey.  
“Our sales reps do the best they

can to sell as much product as pos-
sible. Puffery is part of the business.
We can’t possibly keep up with all of
the tax credit laws.”
After figuring out a strategy to

respond to the claims against my
client (a subject to detail in another
article), I calmed the owner by
explaining how to help avoid the
problem in the future.  “Build what
you say you build. Know that any

description that is part of the sales
pitch, including NFRC labels, U
Factor, solar heat gain coefficient,
visible light transmittance, tax cred-
its, etc., can create a warranty or a
promise, whether intended or not.
Have everything you say, both writ-
ten and spoken, analyzed and mod-
ified by those in the know to avoid
making promises you can’t keep. You
must make sure your brochures,
websites, billboards, ads, the name
of your products, and the state-
ments made by your sales staff all
match up with what your windows
actually deliver to the customer.”
I further explained, “Ignoring one

piece of the puzzle risks everything.
Duey, Cheatem and Howe will use
every legal theory available to help
make the best case they can for their
client. The theories at their disposal
include breach of warranty, negli-
gence, product liability, fraud and
consumer protection claims. Many
consumer protection laws allow for
doubling and tripling of damages
coupled with attorney’s fees. The
money claimed will not just be
money to fix the problem. The money
claimed will include punitive dam-
ages, not likely covered by insurance
or bankruptcy. In other words, do not
ignore a single piece of the puzzle. 
The owner of the company, elat-

ed, said, “Thank you!”  
“Anytime,” I said. “Now you can

make sure your sales staff, your
brochures, your labels and your
products all match up to meet the
needs of your customers.   �

Charles Gentry is an attorney with
Carson and Coil PC in Jefferson City, Mo.,
and works with many door and window
manufacturers. 

G U E S T C O L U M N

Chip.g@carsoncoil.com

Tax credits were used to
close a substantial sale. The
problem was that the tax

credits used during the sales
pitch no longer existed. 
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XLEdge®>Loå-366®>Loå-i81TM>Neat®>Preserve®

Clear
advantage.

Windows that stay cleaner longer and clean easier – what could be more advantageous? That’s
what you get with Neat® naturally clean glass. Neat harnesses the power of the sun’s UV rays to
loosendirt sowater can rinse it away, leavingwindows virtually spotless.Noactivation required. It’s
a great advantage for your replacement window business, too. What’s more, when Neat is applied
toLoå3-366® glass, youadd theperfect balanceof lowsolarheatgainandhighvisibility. Sogive your
builders onemore clear advantage – with Neat. Formore information, visit cardinalcorp.com.

N A T U R A L L Y C L E A N G L A S SENGINEERING THE FUTURE OF COATED GLASS
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Bigger and Better
AAMA Releases 2011 Edition of NAFS

B Y  K E N  B R E N D E N

AAMA has just released the
next edition of AAMA/
WDMA/CSA 101/I.S.2/A440,

also known as the 2011 North
American Fenestration Standard
(NAFS) for doors, windows and
skylights. Already set to be refer-
enced in the 2012 I-codes (the
International Building Code (IBC)
and International Residential Code
(IRC)), the revised standard fea-
tures several changes.

This standard/specification was
thoroughly restructured with sepa-
rate sections for products and
materials and components, togeth-
er with updated performance
parameter tables.

Smooth Operators
More operator types were also

added. The 2008 version of NAFS
addressed 31 operator types, while
the new version offers 36. The five
additions are described below. 
• Mullion assembly (MA) is

defined as the unit formed by
joining two or more individual
fenestration units together with
a horizontal or vertical member.

• Parallel opening window
(POW) is defined as a window
consisting of an operable sash
that moves horizontally out-
ward perpendicular to the
plane of the frame and remains
parallel to the frame through-
out its range of motion.

• Secondary storm product (SSP)
is defined as a door, window or
skylight product intended to be
used only in conjunction with
(and attached to the internal or
external frame or sash of) a pri-
mary door, window or skylight
product for the purpose of

enhancing thermal performance.
• Tubular daylighting devices for

closed ceiling (TDDCC) and for
open ceiling (TDDOC) were
added. TDDs are defined as non-
operable fenestration units pri-
marily designed to transmit day-
light from a roof surface to an
interior space, and generally con-
sisting of an exterior glazed
weathering surface, a light-trans-
mitting tubular conduit with a
reflective inner surface and an
interior closure glazing in a retain-
er frame. In closed-ceiling instal-
lations, the tubular conduit pass-
es through unconditioned space,
while in open-ceiling versions, the
tubular conduit is suspended in
conditioned space.

• The roof window (RW) and unit
skylight (SK) categories have
been split into two: glass glazed
(RWG/SKG) and plastic glazed
(RWP/SKP) and are not identi-
fied by performance classes.

Check for Lead
Requirements on lead content

for hardware were also added. The
outermost surface of test samples
of hardware intended for repetitive
human touch by the consumer in
its installed condition must be test-
ed for the presence of lead in accor-
dance with ASTM E1753
(Rhodizonate surface swab test). If
the hardware is coated, the coat-
ings (e.g., paint, plating, oil or clear
coat) are considered the outermost

surface of the part. If lead is indi-
cated, the lead content must be
confirmed by either Test Method A
(under which the lead content of
the surface material must not
exceed 0.02 percent by weight) or
Test Method B (which specifies per-
centage limits for bronze or brass).

Mullion provisions were reorgan-
ized with new ratings and designa-
tions. If tested as a combination
assembly, the individual units mak-
ing up a factory-made combination
assembly must also qualify as indi-
vidual units. Combination assem-
blies with mullions between sepa-
rate door or window units can be
qualified by testing as a single com-
bination unit or by testing as indi-
vidual units, with mullion perform-
ance tested separately or calculated
for air, water and structural per-
formance in accordance with AAMA
450, Voluntary Performance Rating
Method for Mulled Fenestration
Assemblies. Field-mulled units are
not covered.

NAFS-11, the material-neutral
guidepost for fenestration specifiers,
has been evolving since 1997 and
serves as the basis for product certi-
fication as required by IBC and IRC.
Everyone in the industry should be
familiar with the requirements of
this standard/specification. �

Ken Brenden serves as technical services
manager for the American Architectural
Manufacturers Association in
Schaumburg, Ill. 

A AM A A N A L Y S I S

kbrenden@aamanet.org

The outermost surface of test samples of hardware
intended for repetitive human touch by the consumer

in its installed condition must be tested for the
presence of lead in accordance with ASTM E1753.
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702.643.5700  panda@panda-windows.com
www.panda-windows.com

The Lift & Slide custom line from Panda truly offer 
the most luxurious sliding glass door option to any 
building. These systems are available in Aluminum, 
Thermally Broken, Wood Clad and Solid Wood  
and are offered in a variety of configurations in-
cluding pocketing and radius. Panel sizes may be 
up to 20 feet in height and total unit widths are vir-
tually limitless as many panels may be used. 

Lift & Slide Doors Series

Completely custom door systems by Panda are 
of the highest quality in the world. These doors 
may span virtually any width opening and  
panels can be as high as 15 feet. Available in  
Aluminum, Thermally Broken, Wood Clad, and  
Solid Wood, to compliment any surrounding  
structure. Consider introducing the new trend of 
large opening Bi-Fold doors to your next project. large opening Bi-Fold doors to your next project. 

Bi-Fold Doors Series

CHANGING THE WAY YOU SEE THE WORLDCHANGING THE WAY YOU SEE THE WORLD
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In Spite of Divided Congress …
WDMA Finalizes 2012 National Policy Agenda

B Y  B E N  G A N N

Facing a divided Congress, and
with a presidential election in
the fall, the Window and Door

Manufacturers Association (WDMA)
has finalized its national policy agen-
da for 2012. After failing to agree on
deficit reduction or extending dozens
of popular tax incentives in 2011, it
remains uncertain what the top pri-
orities of Congress will be this year.
Election year politics should

have a major impact on Congress
as attention has focused largely on
the disagreements between
Democrats and Republicans fol-
lowing the failure of the Joint
Committee on Deficit Reduction—
or the supercommittee as it is bet-
ter known—to reach an agreement
on deficit reduction. 
For its part, WDMA remains com-

mitted to working with Congress
and the Administration to advance
policies that will further stabilize
the housing sector, and protect and
enhance the global competitiveness
of our manufacturing sector.

Restoring Tax Incentives
The residential energy efficiency

(25C) tax credit was one of more than
60 tax incentives that expired at the
end of 2011. WDMA currently is hav-
ing discussions in both the House
and Senate to increase and extend
the credit—including retroactively
for 2012. The 25C tax credit creates
and preserves American jobs and
promotes energy efficiency by help-
ing owners of existing homes afford
higher efficiency doors and windows.
Congressional efforts addressing

the tax code should also protect the
mortgage interest deduction.
Attempts to change the mortgage
interest deduction would raise

taxes on millions of homebuyers
and homeowners thereby further
depressing home values. Of the
nearly 37 million homeowners who
benefit from the mortgage interest
deduction, 70 percent goes to mid-
dle-class homeowners, and now is
not the time to harm the fragile
recovery in housing.
However, broader tax reform is

emerging as an important part of
lowering the federal budget deficit.
Many of the tax cuts enacted in 2001
and 2003 are set to expire at the end
of 2012. If Congress does nothing this
year to reform the tax code, personal
income and capital gains tax rates—
among other tax provisions—will rise
to 2001 levels. Despite the need to
address a number of expiring tax
provisions before the end of the year,
there is no consensus yet in Congress
on how to reform the tax code.

Restoring the Opt-Out
WDMA is also advocating for

reform of the Environmental
Protection Agency’s (EPA) Lead
Renovation Repair and Paint (LRRP)
rule. Proposed legislation would
restore the “Opt-Out Provision”
allowing homeowners without small
children or pregnant women pres-
ent to decide whether to require
LRRP compliance, suspend the
LRRP if EPA cannot approve one or
more test kits that meet the regula-
tion’s requirements and provide a de
minimis exemption for first-time
paperwork violations. 

Fighting for a More
Balanced Approach
Overregulation affects the eco-

nomic competitiveness of manufac-
turers. WDMA supports legislation
offering a balanced approach to
EPA’s Boiler Maximum Achievable
Control Technology rules, allowing
the agency the time it needs to re-
propose the rules and get them
right, while giving companies the
certainty they need to plan, invest
and comply with the rules’ capital-
intensive requirements.
In addition, there is a need for

legislation enhancing the regulatory
process which has been unchanged
since 1946. There are several ways to
improve the regulatory process,
including increased public partici-
pation in shaping rules before they
are proposed, preventing agency
abuses of interim final rules, requir-
ing agencies to use the least costly
option in most circumstances and
providing for appropriate review of
the rationality of agency decisions.
If you would like to weigh in on

these issues with your members
of Congress, you can make your
voice heard in Washington by
attending the WDMA Spring
Meeting and Legislative
Conference in Washington, D.C.,
March 5-7. Visit www.wdma.com
for more information. �

Ben Gann is director of legislative affairs
and grassroots activities for the WDMA
in Washington, D.C. 

W D M A U P D A T E

bgann@wdma.com

If Congress does nothing this year to reform the tax 
code, personal income and capital gains tax rates—among

other tax provisions—will rise to 2001 levels. 
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Great Expectations
It is Time to Thrive

B Y  D A N  B A R B E R

We have all used the line, “it is the best of times it
is the worst of times” from “A Tale of Two Cities”
by Charles Dickens, probably more than once

in the past five years. Somehow the words resonate with
me and reflect how we view our lives and our businesses. 

To say the times have challenged us is an understate-
ment. We have truly lived through swings of historic pro-
portions in both directions. Yet those still in this industry
must deal with what we have been given. 

I would optimistically state that it appears we have
more of this recession behind us than ahead of us.  This is
certainly a good thought. Managing our lives and busi-
nesses for the future will most assuredly be as tough as or
tougher than the survival modes we have weathered. 

I will still look to the recovery and the future with more
anticipation as it will surely bring more pleasure back to
our days. Some of the decisions and actions we have
taken to survive as company owners and managers have
been difficult to face and brought no joy. 

To survive we have all done whatever we needed to do,
including changing our business models and plans con-
tinually. Now as others have stated “it is time to thrive.” 

Just how we do this will certainly take many different
paths. We are all in the industry that provides for a basic
life need—shelter; a need that is consistent across all per-
sons but, like the weather, varies regionally. 

My belief is that the common threads we will find that
are consistent across all regions will be a focus on the
principals that have served and preserved us to this day.
These would be our core values of providing good prod-
uct, service, or both, that meets a need in the marketplace
and delivers it at a fair and reasonable total cost, not just
a cheap entry price, but providing overall value. 

Every article I have read recently talks about change, its
necessity and importance. Unless we have made those
changes we would not even be around at this juncture. 

We must return to the real core values that built this
great country; honesty and integrity in all we do. There
will always be evil driving many decisions, but if those
who care will grasp these values we will survive, thrive and
find pleasure in doing it. 

May God bless our great country and you as we begin
this journey for 2012 together. �

Dan Barber serves as vice president of finance and administration
for Barnett Millworks Inc. and as AMD 2012 president.

A M D H E A D L I N E S

dbarber@barnettmillworks.com
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www.screencentersales.com

SIZE: 42" X 82" -  3 ROLL OFFSET SCREEN RACK-3 ROLL SPLINE CAPACITY
INCLUDES 12 HOLD DOWN DISCS -DURA TOP - AND ARTICULATING ARM
 SHIPS KD WITH A MAXIMUM ASSEMBLY TIME OF 30 MINUTES  
CUTS FREIGHT COSTS UP TO 40%
 MAKE YOUR SCREENING TASKS EASY CALL 
TODAY AND ORDER YOUR SCREEN CENTER 

Box 237 Lambeth Stn. London ON N6P 1P9
 !"#$%&&'()*+,-*../.&&&0&&&1"22&34$$%&&/55*5'-*..-/
367%&&'()*+,-*'+)+
$8692%&&&9#3":;<4$$#<$#1$4;62$;=<"8

Manufactured in
North America

NEW FOR 2012
Model S 4282 kd
COMPACT: OCCUPIES LESS THAN 24 SQUARE FEET
FLEXIBLE: WILL SCREEN A STANDARD 6FT PATIO DOOR SCREEN
                    PLUS ROUND OR 1/2 ROUND SCREENS

$3850.00
plus freight
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A Marriage made in HeavenA Marriage made in Heaven
Fasco purchases Vanguard Fenestrations Metal Products DivisionFasco purchases Vanguard Fenestrations Metal Products Division

Expanded product line in builders hardware, 
west coast warehousing, domestic manufacturing...

Customers are well served.

ggFasco purchases Vanguard Fenestrations Metal Products Divisiong

Expanded product line in b
t coast warehousing dom

YOUR PARTNER IN WINDOW 
& PATIO DOOR HARDWARE.

®

Toll Free: 877 678 0846
Toll Free Fax:

www.fasco.ca

877 678 0847

email: sales@fasco.ca
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Give Homebuyers What They Want
House Hunters Value Quality Over Quantity

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

“How much square
footage do we really
need”? This is a ques-

tion homebuyers are asking from
coast to coast. The recession has
been blamed for many things,
including a rebirth of practicality.
According to the National

Association of Homebuilders’
(NAHB) survey, “The New Home in
2015,” there’s reason to believe that
buyers are seeking smaller, more
practical homes. Driving factors for
this shift are lower purchase prices
and simplicity.
For most, however, lowering

long-term cost of ownership is the
key driver for downsizing; this can
include lowered property taxes,
less maintenance and, most sig-
nificantly, lowered heating and
cooling costs. 

Window of Opportunity
Reports show that people are buy-

ing homes with the intention of stay-
ing longer than in the past. Granite
countertops, hardwood flooring and
state-of-the art appliances are all
great selling features, but, surpris-
ingly, they aren’t at the top of most
buyers’ wish lists. 
Instead, NAHB reports that the

most desirable upgrades for home-
buyers are energy-efficient windows
with low-E coatings, as well as
whole-home Energy Star ratings. 
In short, buyers want homes

made with quality materials proven
to provide long-term energy per-
formance and, fortunately for us,
windows with low-E are a main pri-
ority–yet only 7 percent of windows
in existing homes in the United
States have low-E. Clearly, we have
work to do as an industry.  

Economy vs. Progress
Despite consumer trends and

regulatory factors, many manufac-
turers are concerned about making
any sudden moves when it comes
to product development. In fact,
many are waiting for the economy
to turn around, or until they
absolutely have to change to meet
the new standards. 
As a result, “good enough for now”

products currently are being sold in
showrooms nationwide. If the
Environmental Protection Agency
(EPA), which controls Energy Star for
windows, has anything to say about
it, by 2013, “good enough for now”
windows will have reached their
expiration date and today’s “high-
performance” products will be com-
monplace, replaced by something
better. That is evidenced by the latest
proposed Energy Star updates for
2013, which, in its current form, will
require windows in the Northern
Zone to achieve U-values between
0.25 and 0.27 to wear the label.
In the grand scheme of things, a

year is a relatively short time when it
comes to product development
when you factor in design time,
sourcing, re-tooling and certification
testing. Wise companies are prepar-
ing now because, like it or not, eco-
nomic conditions clearly have not
slowed the need for progress.
After all, the fenestration indus-

try will continue to face significant
changes, from Energy Star to

ICC700 and IECC, that will drive
thermal performance to new levels,
and likely increase thermal per-
formance standards by 30 to 40
percent in 2012.
These are just the imminent

changes. There will be more.

Consult for Results
As an industry, we are in a con-

stant state of transition. We all have
to be vigilant in understanding
what’s happening now and what
the future will bring in order to
make decisions that best position
our companies for growth. Just as
we spend time understanding new
standards, consumers also are edu-
cating themselves about the ther-
mal performance and durability
they should expect from their sig-
nificant investment in new win-
dows. Homeowners are indeed
more practical as NAHB warns, but
they are also more educated. They
want their home improvement
investments to translate to long-
term energy savings.
The bottom line? Energy efficien-

cy is no longer just “nice to have.” It’s
expected. Househunters are recog-
nizing the important role windows
play in the overall efficiency of the
home, and their purchase decisions
can be swayed accordingly. �

Ric Jackson serves as director, external
affairs, Quanex Building Products, based in
Houston, Texas. 

E Y E O N E N E R G Y

rjackson@truseal.com

Many are waiting for the economy to turn around–or, 
until they absolutely have to change to meet the new
standards. As a result, ‘good enough for now’ products

currently are being sold in showrooms nationwide. 
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Sales o�ce
Mr. Jake Hasseler
M: (+1) 772-579-9263
jakeh@prodimusa.com

Service center
424 4th Lane S.W. 
Vero Beach FL. 32962
T: (+1) 772 - 226 - 5580
888 - 229 - 3328 toll free
info@prodimusa.com

Prodim Headquarters:
PO Box 107 - 5700 AC 
Helmond (NL)
T: +31 (0)492 579 050  
F: +31 (0)492 579 059
info@prodim.eu
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Fenestration Day, now in its third year, will be held April
12 in San Antonio. Due to the popularity of the education-
al sessions for manufacturers in past years, DWM has
added a track this year for dealers. The event will also
include some joint sessions, allowing for some interaction
and sharing of ideas among both groups.

The event is being held in conjunction with Glass
TEXpo™, organized by DWM’s parent company, Key
Communications Inc. and co-sponsored by the Texas Glass
Association. Fenestration Day attendees may receive free
admission to the Glass TEXpo trade show floor, following
the conclusion of the Fenestration Day sessions.

Manufacturers Educational Track

10:00 a.m.-11:00 a.m.
Guarding Against Green Claims;
Green Certification Program Overview

The first speaker in this session, Arlene
Stewart, AZS Consulting, is known as an ener-
gy expert in the industry and will tell atten-
dees what to do when it comes to making
green claims. She will also provide real-world
applications and legal cases. The second speak-
er, Tracy Rogers, Quanex Building Products,
and a member of the American Architectural
Manufacturers Association, will give an
overview of AAMA’s green certification pro-
gram that is being finalized and planned for
introduction later in 2012.

11:00 a.m.-12:00 p.m.
Door and Window Industry Update

Michael Collins, managing director, building
products group, at Jordan, Knauff and Co., and
DWM columnist and blogger, will offer his lat-
est statistics on the door and window industry,
including mergers and acquisitions.

Sponsored by
FeneTech.

1:00 p.m.-2:00 p.m.
Maximizing Your Dealer Network

Why do some of dealers in your network suc-
ceed, rising and staying at the top, while others
never seem to get out of the starting block or
struggle to stay afloat? Jason Barr, president of
improveit! 360 will offer the 10 keys to trans-
forming your network. He’ll share tips to help
you remove costly network fragmentation and improve network
communication, collaboration, efficiencies, and effectiveness;
how to leverage marketing and sales tools for increased sales;
protect and extend your brand; and much more.

Make Plans Now!
Attend

New for 2012:
An Educational
Track for
Dealers

Register Today
Go to dwmmag.com/feneday to register. Advanced regis-

tration deadline is March 23.

Reserve your Room
The newly renovated El Tropicano Riverwalk

Hotel, located on the banks of the Riverwalk, has
recently completed a multi-million dollar renova-
tion—complete with a veranda that overlooks the
Riverwalk.

The El Tropicano Riverwalk Hotel is offering
a discounted room rate of $110 per single/dou-
ble, plus tax. This discounted room rate will be
available on a first-come, first-served basis,

until March 9, 2012. You can make your reservations by
phone at 877-214-9768 or go to dwmmag.com/feneday and
click on the hotel tab. Use group code: “KCI” for the dis-
counted rate. Be sure to mention you are with Glass TEXpo.

Check Our Website for
Important Updates

Session information will continually be updated so keep
checking dwmmag.com/feneday for more information. And
if you don’t get the DWM daily e-newsletter go to dwm-
mag.com to sign up under subscription central. The daily e-
newsletter includes important updates for Fenestration Day
as well as the latest industry news.
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Dealer Educational Track

10:00 a.m.-11:00 a.m.
Generate and Close More Leads, For Less
Whether you’ve been in the window indus-

try for a few months, a few years or a few
decades, it’s no secret that leads are the
lifeblood of a successful home improvement
business. With the price of an issued lead
around $300 each, your ability to generate
quality leads and close these expensive investments is critical
to a healthy bottom line. Because most remodelers and con-
tractors are already too busy just trying to juggle the tasks
necessary to run their business and delivery quality service,
leads often slip through the cracks and lay dormant where
they can’t possibly generate a return. This seminar, hosted by
improveit! 360 President Jason Barr, will show you the impor-
tance of consistently nurturing leads until they’re ready to
buy and how communicating regularly with all your prospects
and customers can result in growth of 30 percent and more.
This seminar is a must-attend if you want to improve your
close rates, grow your business and boost your profits.

11:00 a.m.-12:00 p.m.
Financing Options: Let’s Get Creative
Window companies, and in turn homeown-

ers, have a lot of options when it comes to
financing. But how do you determine what
options to offer the homeowner when you or
one of your reps are on a sales call? How do
you provide them the best option and also
offer additional opportunities—such as upselling—for you
and for them? Learn from Jim Plavecsky, owner of
Windowtech Sales, who works with window companies on
financing, as well as home improvement companies who have
been especially successful in this arena. Additionally, Peter
Micciche, CEO/president at Renewable Energy Equipment
Leasing, will also talk about different financing options avail-
able. Micciche works with various industries, including win-
dow companies, on financing solutions.

1:00 p.m.-2:00 p.m.
Market Update, Dealer Trends
and “How to Survive” Challenges
Michael Collins, managing director, building

products group at Jordan, Knauff and Co., and
DWM columnist, is known as an industry expert,
and he will bring his insights to dealers and dis-
tributors. He will offer a look at market statistics
regarding the door and window industry, as well
as talk about some of the challenges facing two-step distribu-
tors and how to survive these challenging times. Attendees will
also learn what successful dealers are doing to succeed.

Joint Sessions

7:30 a.m.-8:30 a.m.
Registration and coffee/chance to meet supplier/sponsors

8:30 a.m.-9:45 a.m.
Looking into Housing Markets’ Crystal Ball
David Crowe, chief economist for the

National Association of Home Builders, will
highlight the current and forecasted eco-
nomic and housing market activity as well as
insights into the remodeling market. Join us
as Crowe answers the many questions that
both dealers and distributors and manufacturing compa-
nies have regarding the future of housing.

Sponsored by
Deceuninck North America.

12:00 p.m.-1:00 p.m.
Networking Lunch with
Manufacturers and Dealers
Additional chance to visit with sponsors/suppliers.

1:00 p.m.-2:00 p.m.
Social Media Like You’ve Never Seen It
This isn’t your “run-of-the-mill” social

media seminar. DWM editor and publisher
Tara Taffera and Debra Levy, president of
DWM’s parent company, Key Communications,
will cover the basics of what manufacturers
and dealers need to know when it comes to
social media applications. Then the groups
will split and Taffera will talk to the dealers
about what this group is doing on social
media and Levy will do the same with man-
ufacturers. Prepare to be interactive and
armed with the latest social media tools to
help grow your business.

3:30 p.m.-4:30 p.m.
What Manufacturers and Dealers Want
Dealers: Have you ever wanted to tell your manufactur-

ers want you really want? Manufacturers: What do you
really wish your dealers would do? Here’s your chance to
lay it all on the line. In this interactive panel, manufactur-
ers and dealers will share their thoughts and attendees will
be asked to weigh in with their own feedback as well.
Panelists will include Dan Wolt, president and founder, Zen

Windows, Columbus, Ohio, with 22 years of experience in the
window industry. Check back to dwmmag.com/feneday for
additional panelists.

3:00 p.m.-8:00 p.m.
Glass TEXpo™ 2012

6:00 p.m.-8:00 p.m.
Glass TEXpo Welcoming
Cocktail Party on the Show Floor

www.dwmmag.com January/February 2012

Sponsor a Session
If you are a supplier who would like to sponsor a session

in either the manufacturer or dealer track, or both, contact
Tara Taffera at ttaffera@glass.com.
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LEGAL NEWS

Atrium Confirms Hiring Illegal Workers;
Will Pay DHS $2 Million 

A trium Companies, the owner
of Houston-based Champion
Window, confirmed the hiring

of illegal aliens as concluded by a fed-
eral government investigation into
the hiring practices of the company
and its affiliated divisions and
agreed to adhere to revised immi-
gration compliance programs and
pay $2 million as forfeited funds to

the Department of Homeland
Security (DHS). The announce-
ment was made by U.S. Attorney
Kenneth Magidson, along with
Robert Rutt, special agent in charge
of Immigration and Customs
Enforcement's (ICE) Homeland
Security Investigations (HSI) in
Houston. For its part, the United
States has agreed not to criminally

prosecute the company, the
announcement says.
According to the ICE announce-

ment, Atrium received multiple
notices from the Social Security
Administration (SSA) known as "no-
match letters," which indicated
employee names and Social Security
numbers did not match SSA records.
Reportedly, the companies failed to
take corrective measures, resulting in
the continued employment of the
undocumented aliens. Champion
derived at least $2 million in revenue
from the sales of its products manu-
factured and services provided with
the use of its predominantly illegal
workforce from 2006 through 2010,
according to ICE.
Likewise, the announcement

notes that Champion engaged in a
pattern and practice of hiring
undocumented workers for years
prior to its acquisition by Atrium
Companies in June 2006. In fact,
last fall Champion Windows filed a
petition and application for writ of
attachment in the amount of $5
million and for Injunctive Relief in
the Harris County (Texas) District
Court against Ralph Zuckerberg,
former president/CEO and Patrick
M. Cahill, former CFO, alleging that
they participated in wrongful hir-
ing practices, while working at the
company. According to the ICE
announcement, an audit conduct-
ed by HSI in early 2011 revealed
that about 269 of Champion's 451-
person workforce consisted of
undocumented aliens; at the
request of the government, all of
the undocumented aliens were ter-
minated from Champion by the
end of April 2011. 
The ICE HSI investigation also

What’sNews
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COMPANY NEWS
Manufacturer Sheds Window 
Business to Focus on Doors 

Haddon Windows and Doors, based in
Bensalem, Pa., is winding down its window
business and will solely focus on its door divi-
sion, according to chairman Sam Jadallah.

“The window industry has been under
tremendous pressure,” he says. “The average
selling price of a window has dropped dramat-
ically while input prices went up from almost
all our suppliers. We saw very little ability to
predict when market conditions would get
more favorable.”

But while all this was happening on the
window side, Jadallah says the “door business
was healthy, stable and strong.”

“Homeowners are more likely to spend $2,500 on an entry door and less interest-
ed in spending $20,000 on replacing a lot of windows,” he says. “We were the first
to introduce an R-5 window but energy efficiency is hard to innovate around so we
put our energy into security and doors.”

Last year Haddon introduced its SecuraSeal sliding patio door, and the product
was awarded the Popular Science “Best of What’s New” for 2011 Award in the secu-
rity category.

“We have won some awards and received good customer reaction so we are put-
ting the energy there rather than into commodity manufacturing,” he says. “Our
plans are to expand the patio door to dealers nationwide.”

He adds, “We find that with homeowners security is a major theme and they will
pay more for it. The sliding patio door is easily the easiest way into your house and
this product changes that.”

Jadallah says the company is also researching similar products on the entry
door side.

“We think there is a lot of innovation that can be done on locking systems, etc.
That’s where our focus is.”

Sam Jadallah showcases the
SecuraSeal patio door at the 2011
International Builders’ Show.
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revealed that, since acquiring
Champion, management at Atrium
had become aware of the possibili-
ty of large numbers of undocu-
mented aliens being employed at
Champion's Houston factory. A fol-
low-up audit conducted by ICE HSI
of Atrium Companies' remaining 12
subsidiaries in May 2011 revealed
that about 8.3 percent of the parent
company's 3,382 employees
(excluding Champion employees)
were undocumented aliens. All of
these workers were terminated
within a matter of weeks, states the
ICE announcement. 

The ICE announcement reported
that since December 2010, Atrium
Companies has taken substantial
remedial measures to ensure com-
pliance with immigration law in its
hiring process, including revising its
immigration compliance procedures
to include new policies concerning
the proper completion, retention
and auditing of I-9 forms and for
responding to SSA no match letters.
Under the terms of the non-prosecu-
tion agreement, Atrium Continues
must also hire a full-time chief com-
pliance officer and must also contin-
ue to consult with immigration
counsel in order to ensure the legali-
ty of its workforce.

According to a statement issued by
the Atrium Companies, for more
than a year it has been cooperating in
the investigation, which led to the
termination of any company
employee who was not authorized to
work in the United States. The inves-
tigation involved an audit of person-
nel records across all 14 Atrium-
owned business units located
throughout the United States. 

“We are pleased that this inves-

tigation has been fully resolved to
the government’s satisfaction and
each employee now holds proper
work authorizations,” says Kevin
P. O’Meara, chairman and CEO of
Atrium. “Every employee at each
Atrium division is fully docu-
mented, and our policies assure
that this status will be maintained

going forward. Atrium remains a
strong and important presence in
the residential housing industry,
and we are especially grateful for
the support and patience shown
by our customers, suppliers and
employees during this time. ”

21www.dwmmag.com January/February 2012

Financial Snapshot
Quanex Building Products Corp. of

Houston reported that for its fiscal 2011
fourth quarter and full year results for
the period ending October 31, 2011,
fourth quarter 2011 net sales were
$233.0 million, compared to $222.3 mil-
lion a year ago. This included $23.3 mil-
lion of net sales from Edgetech IG of
Cambridge, Ohio. Net sales for 2011 were
$848.3 million, compared to $798.3 million last year, and included $53.4 million
of net sales from Edgetech. Operating income for EPG in the quarter was $14.9
million, 32 percent better than a year ago.

Officials at Asahi Glass Co. (AGC), announced the company’s consolidated
financial results for the nine months ended September 30, 2011. The AGC Group
posted a 5.3-percent decrease in net sales from the corresponding period of the
previous year. Operating income decreased by 32.5 percent year-on-year, and ordi-
nary income decreased by 41.7 percent. Net income was down 45.7 percent on a
year-on-year basis.

Net sales were $45.8 million for PGT Industries in the third quarter—a
decrease of $1.4 million, or 3 percent, from the prior year’s third quarter, accord-
ing to its financial results for the third quarter ended October 1, 2011. Net
income was $241,000 compared to a net loss of $207,000 in the third quarter of
2010. Adjusted net income was $982,000 after adjusting for $741, 000 of con-
solidation related charges; EBITDA was $5.1 million, compared to EBITDA of $4.7
million in the prior year third quarter.

Georgia Gulf, parent company of Royal Building Products, released its finan-
cial results for the third quarter, and in the Building Products segment, net sales
were $262.5 million—an increase of 18 percent (14 percent on a constant curren-
cy basis) compared to $222.9 million recorded for the same quarter in the prior
year. The segment’s operating income was $14.3 million for the third quarter of
2011, compared to $5.6 million of operating income during the same quarter of
the prior year. The increase in operating income was primarily due to improved
conversion costs, the addition of Exterior Portfolio and lower selling, general and
administrative costs, offset in part by higher raw material costs and a less favor-
able geographic and product sales mix.

continued on page 22
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Loewen Expands
With New Showrooms
Loewen, based in Steinbach,

Manitoba, opened 12 new show-
rooms across North America. The
centers range in size from 1,500 to
5,000 square feet and showcase the
company’s wood and metal-clad
doors and windows.

The new showrooms are locat-
ed in Belfast, Maine, Boston and
Brewster, Mass., Westport, Conn.,
Westerly, R.I., Chicago, St. Louis,
Mo., Fort Worth, Texas, San
Diego, Calgary and Edmonton,
Alberta and Vancouver, British
Columbia, with more centers
slated to open in the future. The
new locations are part of an
international initiative to help
builders and architects find the
right products for their clients,
according to the company.

“These showrooms are yet
another example of how Loewen is
growing to better serve our cus-
tomers,” says Tom DeBolt, Loewen
vice president of sales and market-
ing. “Our products deliver unparal-
leled performance, durability and a
striking beauty that very few manu-
factures can achieve. We’re proud
to make these expansions in 2011.”

Manufacturer Starts
Production from New Facility
Canadian window manufacturer

All Weather Windows has began pro-
duction from its new manufacturing
facility in Mississauga, Ontario.
According to a company press
release, the new facility was needed
due to “continued growth and
demand in Eastern Canada markets.”
“Substantial growth in the

Ontario and Atlantic markets made
it necessary to move into a new
facility,” says Jon Wagner, Ontario
and Atlantic regional manager.
“This new building has an addi-
tional 30 percent more manufac-
turing floor space, which will help
us continue to meet the expecta-
tions of our current customer base.
It also allows us to continue to
grow our business in the Eastern
Canada marketplace.”
The facility features a new

showroom displaying the compa-
ny’s range of energy-efficient
products. In addition to the new
location, All Weather Windows has

15 existing branches and 1,000
dealer locations across Canada,
according to the company.
“This is another major step for-

ward for our company,” says Richard
Scott, president.

ACQUISITIONS
FrontLine Purchases
Assets of GW Millwork
FrontLine® Building Products Inc.

and GW Millwork, have purchased
the assets of GW Inc., which will
operate as a division of FrontLine®.
The current Green Bay and Medford,
Wis., operations, as well as the
Merrill, Wis., operations of GW Inc.
“will remain operational to take
advantage of the significant capabili-
ties of each location as well as retain-
ing the experienced personnel of
each location,” according to a
FrontLine press release.
The organizations will together

provide a full line of aluminum-clad
products, including entry doors and
garage door frames, as well as archi-
tectural windows, transoms, wood
and aluminum window grilles and
custom millwork capabilities.

FINANCIAL NEWS
Builders FirstSource Secures
$160 Million Term Loan
Builders FirstSource Inc., based

in Dallas, has completed a new
$160 million first-lien Term Loan
financing agreement (Term Loan)
with affiliates of Highbridge
Principal Strategies LLC. The com-
pany also announced it had
entered into a stand-alone letter
of credit facility (LC Facility) with
SunTrust Bank, which provides for
the issuance of up to $20 million
of letters of credit. With the pro-
ceeds, the company intends to
repay the $20 million outstanding
under the current revolving credit
facility, use $14.2 million to collat-
eralize letters of credit outstand-
ing under the new LC Facility, and

Brio USA Moves into New Facility
Brio USA Inc. has moved into a new 15,000-square-foot facility in Rochester,

N.Y. The architectural hardware supplier, which has operated in Australia since
1973, entered the U.S. market late last year.

“Our new manufacturing facility will help us support the U.S. market sup-
plying the O.E.M. and architectural/specification markets,” says Kevin O’Connor,
president. “The new building will give us capabilities in Rochester that will allow
us to be very responsive to the marketplace and provide architectural hardware
solutions for bi-fold doors and retractable screens.”

The company will manufacture and assemble components at this location,
stocking aluminum extrusions for the track, channel and thresholds and all
related products.

Loewen expands its presence with new
showrooms in the U.S. and Canada.
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pay fees and expenses related to
the transaction, according to a
company press release.
“This financing transaction

strengthens our liquidity and posi-
tions us to take full advantage of the
expected recovery in housing,” says
Floyd Sherman, Builders FirstSource
CEO. “This financing transaction
would not have been possible with-
out the continued improvement in
our 2011 financial results.”
Sherman states that upon receipt

of the $119.6 million in net pro-
ceeds related to this transaction,
the company’s cash balance was
approximately $150 million, and
net liquidity was approximately
$115 million after giving effect to a
$35 million minimum cash require-
ment contained in the term loan.
“Our sales results through

November have exceeded our
expectations, delaying the antici-
pated seasonal reduction in work-
ing capital typically seen by this
point in the year. Our liquidity has
also enabled us to take advantage
of opportunistic inventory buys to
protect customer pricing as we
head into 2012,” adds Sherman. 

Amesbury Acquires
Overland Products
Amesbury has acquired Overland

Products Inc., a Fremont, Neb.-
based supplier of stampings for a
wide range of applications, primari-
ly in the fenestration market. The
company is also a long-standing
partner and supplier to Amesbury’s
Hardware Products Division.
Overland will continue to supply

its existing customer base from
Fremont as a part of Amesbury
Hardware Products. Bill Ekeler, CEO
of Overland, will become general
manager of the Overland business.
“The acquisition of Overland’s

product range and expertise in
metal stamping is an exciting oppor-
tunity to return to Amesbury’s strat-

egy of acquiring well-run companies
that expand our product offering
and capabilities within the fenestra-
tion industry,” says Jonathan
Petromelis, president and CEO.

ASSOCIATION NEWS
Latest NAFS
Standard Published
The2011 editionof AAMA/WDMA

/CSA 101/I.S.2/A440, NAFS “North
American Fenestration Standard/
Specification for windows, doors,
and skylights” (NAFS-11) has
received final approval and is
now available. This standard is
the result of a multi-year effort by
the American Architectural
Manufacturers Association (AAMA),
Canadian Standards Association
(CSA) and Window & Door
Manufacturers Association (WDMA).
The updated 2011 standard
replaces the 2008 edition.
The 2011 NAFS standard is

already referenced in the 2012
editions of the International
Building Code and International
Residential Code, and the new
standard is being proposed to
replace the 2008 edition in the
National Building Code of Canada
when it is updated.
The Joint Document Management

Group (JDMG), comprised of rep-
resentatives from all three associ-
ations, stresses the importance of
NAFS-11.
According to the announce-

ment, the 2011 standard repre-
sents significant steps toward
achieving seamless trade across
the U.S./Canadian border for fen-
estration industry manufacturers.
A Canadian Supplement to the
standard has been created by the
CSA A440 Technical Committee to
address those few Canada-only
items not included within the new
NAFS standard.
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FeneTech Inc. Aurora, Ohio, has an updated website, which provides infor-
mation on the company’s FeneVision software, engineering services and indus-
try events, and supports multiple languages. In addition, the company also
updated its corporate logo … AAMA has revised two specifications related to
secondary storm products: AAMA 1002-11, “Voluntary Specification for
Secondary Storm Products for Windows and Sliding Glass Doors” and AAMA
1102-11, “Voluntary Specification for Side-Hinged Secondary Storm Doors.” In
previous versions of AAMA 1002, secondary storm products (SSPs) were
referred to as combination storm windows and sliding glass doors or insulat-
ing storm products for windows and sliding glass doors; however, these prod-
ucts are now included in the scope of AAMA/WDMA/CSA 101/I.S.2/A440-11 …

Woodgrain Millwork Inc. based in Fruitland, Idaho,
received recognition from The Home Depot at its
Annual Partnership Meeting as a Top Ten Finalist for
the 2011 Innovation Award for its latest product,
Finished Elegance … Arkema Inc. of King of Prussia,

Pa., has commissioned its online chemical vapor deposition (CVD) flat glass
coating system with two multislot coaters for low-E glass at Hebei Yingxin
Glass Group Co.’s float line in Shahe City, HebeiProvince, China, according to a
company release … JELD-WEN received the 2011 Theodore Roosevelt Workers’
Compensation and Disability Management Award The award, given by Risk &
Insurance magazine, recognizes programs annually for their efforts to reduce
the number of injuries to workers on the job. JELD-WEN has reduced its annual
workers’ compensation injuries since 2002 in the United States by 80 percent. �

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

http://www.dwmmag.com
www.dwmmag.com
http://products.dwmmag.com
http://www.dwmmag.com/digital/
http://www.cdsreportnow.com/renew/now?DWM


AAMA Requests Better Tax Incentives for
Energy-Efficient Fenestration Products

O fficials at the American
Architectural Manufacturers
Association (AAMA) in

Schaumburg, Ill., are recommending
timely and significant government
intervention to reduce severe con-
struction industry unemployment. 
“AAMA members represent

143,000 employees whose jobs are
based solely on the strength of the
home construction and renovation
industries,” says Rich Walker, presi-
dent and CEO. “The 2009-2010
Nonbusiness Energy Property 25(c)
tax credit, which offered homeown-
ers a 30 percent tax credit (up to
$1,500), provided a boost in the
sales of energy-efficient windows
and doors and helped to sustain
jobs in production facilities and
residential construction.”
December 2010 legislation,

however, reduced the lifetime tax
credit to 10 percent (up to $500)
for energy-efficient residential
products, purchased and placed
in service after December 31,
2010. “This reduction in the
Nonbusiness Energy Property tax
credit has led to a debilitating

decrease in demand and has deci-
mated the construction industry
from production facilities to
retailers to product installers,”
Walker says.
Even in a severely recessed

economy, homeowners will pur-
chase products to reduce their
energy bills given the proper
incentive. According to 2009 IRS
Data Line Counts (2010 informa-
tion has not been released), 2.3
million homeowners seized the tax
credit opportunity to purchase
and install energy-efficient win-
dows and skylights throughout
2009. Additionally, 1.8 million
homeowners made purchases of
energy-saving exterior doors.
Residential buildings are respon-

sible for 21 percent of all energy
consumption in the U.S., according
to the U.S. Department of Energy’s
(DOE’s) Building Technology
Program. Based on Energy Star pro-
gram estimates, the investments
made by homeowners to purchase
and install efficient fenestration
products in 2009 will reduce energy
costs by an average of $295 annual-

ly per household, resulting in a col-
lective savings exceeding $678 mil-
lion per year for U.S. homeowners
who participated in the program.
“Congress continues to provide

billions of dollars in funding incen-
tives to support alternative energy-
generating projects through the
DOE’s Loan Program Office,” Walker
says. “While this endeavor may
prove to be a valuable investment in
the future, it should be clear that
conserving energy—whether gen-
erated by gas, electricity, solar or
wind power—is the highest impera-
tive. Delivering energy to a home
that is not properly insulated or has
inefficient window and door prod-
ucts is a preventable waste of
resources that can be remedied
with American-made products
already on the market.” 
Walker adds, “If reinstated, the

2009-2010, 30 percent/$1,500
Nonbusiness Energy Property tax
credit will spur an immediate
increase in employment throughout
the construction industry supply
and installation chain. Our reliance
on foreign oil will abate as highly-
efficient windows and doors go to
work conserving energy. These
efforts not only help to conserve
national and global resources, they
help spark our domestic manufac-
turing and fiscal health; they
enhance home values and they pro-
vide homeowners and their families
with more comfortable, better-per-
forming residences.”
Other industry associations

also are fighting for extension of
the tax credits. To learn what the
Window and Door Manufacturers
Association (WDMA) is doing, see
page 12. �

Energy and Environmental News
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2010 Florida Building 
Codes Update Energy Provisions
The International Code Council and the Florida

Building Commission, housed within the Florida
Department of Business and Professional Regulation, have
announced changes to the Florida Building Codes they say will
result in safer, sustainable homes and buildings.
The Florida Building Commission also centralized all energy

provisions, including the energy provisions formerly located in Chapter
13 of the Building Code and Chapter 11 of the Residential Code, creat-
ing the 2010 Florida Energy Conservation Code to promote ease of use
and application. The updated Florida State Building Codes are manda-
tory for all new construction or rehabilitation projects with a permit
application date of March 15, 2012, or later.

FL
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LEADERSHIP. EXPERTISE. STABILITY. INNOVATION.

WINDOW SASH 
LOCKS

PILE WEATHER 
STRIPPING

JAMB LINERS

SLIDING AND HINGE 
DOOR HANDLES

Q-LON®

DOOR SEALS

TILT LATCHES

CORNER KEYS AND
PERIPHERAL HARDWARE

BLOCK & TACKLE 
BALANCES

ADJUSTABLE HINGES
FOR HINGED DOORS

Tru-Lock® multi-point lock system increases home security 

and allows homeowners to choose their decorative hardware. 

Other multi-point lock systems provide increased security, but 

at a price: homeowners are forced to use the hardware that 

comes with the lock. Tru-Lock is compatible with any brand of 

off-the-shelf trim hardware, meaning Tru-Lock blends into the 

home perfectly. With Tru-Lock you provide an easy-to-install and 

intuitive-use multi-point lock capable of Grade 40* per ASTM 

F476 security. We’re outthinking the competition. So what else 

is new? Call us at 1-800-325-3359 ext 9106 to find out. 
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FOAM-TITE

* Dependant on door and jamb system strength

CHOOSE YOUR
DECORATIVE HARDWARE

www.amesbury.com

A  MU L T I - P O I N T  I N NOVA T I ON

+ 000 0
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HARDWARE
Quiet Closings

The Italian-made Slido Classic sliding door hard-
ware system, a Häfele branded product, features
Smuso soft close technology and is available in 40,
60, 80 and 100 KG hardware. Previously, the soft
close technology was only available in cabinet and
furniture hinges, as well as drawer slides. Now, it can
be incorporated into the sliding door system, allow-
ing doors to close smoothly, quietly and without
slamming. 
���www.hafele.com/us

WOOD PRODUCTS
Seeing Red

Red alder is now part of Accsys Technologies’ line
of modified-wood products. Like the company’s
Accoya wood, Accoya Alder undergoes a proprietary
modification process called acetylation designed to
improve its durability, hardness, water absorption
and dimensional stability while retaining its natural
strength and beauty.

While alder is commonly used in interior applica-
tions, by applying the patented acetylation technolo-
gy, Accsys Technologies says it has expanded the
opportunities for its use to the exterior, including
exterior doors and windows, while still maintaining
the species’ aesthetic qualities.

According to the company, the acetylation technol-
ogy alters the wood’s reaction with water by perma-
nently replacing the molecules that want to bond
with water with more stable acetyl groups. Acetyl
groups are naturally present in all wood species,
which means that nothing toxic is added. The altered
cell structure of the wood makes it an unrecognizable
wood source for insects and prevents fungal decay,
the company says. 
���www.accoya.com

MOULDINGS
CMI Expands MiraTEC Line

If you are looking for a product to add fine details
and dimension to a home’s exterior, the expansions to
CMI’s MiraTEC product line may be the answer. The
company has added four crown moulding profiles. 

The smooth-surfaced, engineered wood compos-
ite mouldings serve as an economical alternative to
PVC and fiber-cement products, and handle like
wood, making them easier to work with than fiber
cement. According to company information the
products offer the durability and long-term perform-

Introducing...
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SCREENS
Wide Open Spaces

Centor has released
its S1E Eco-Screen, a
large horizontal (span
of up to 24 feet)
retractable screen and
blind system for doors
and windows.

The announcement
notes that when

functioning as a screen and blind system, the system pro-
motes an eco-friendly lifestyle by offering chemical-free
insect control and providing thermal insulation—it can
convert a single-glaze opening to double-glaze perform-
ance—and UV protection. In addition it features smooth
and light fingertip control for easy opening and closing.
Also, it is 80 percent recyclable.

The S1E Eco-Screen is available in two fabric classes,
insect mesh and solar (UV) blind control. A two-in-one
combination of fabric classes is available for a mix-and-
match solution to best suit any environment. Likewise,
the system comes in a range of finishes and colors and
“zip-click” installation makes for easy assembly with
just 12 screws in 15 minutes.
��� www.centorusa.com
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ance benefits of PVC but at a lower cost.
Factory-primed on four sides with a low-VOC

primer that contains a mildewcide, the new mouldings
accept all shades of paint and are backed by a 50-year
warranty covering hail damage, delamination, decom-
position due to fungal growth, splitting and cracking,
excessive swelling and buckling, as well as damage
from termites.
���www.miratectrim.com

Kuiken Brothers Gets Classical
Kuiken Brothers Company Inc. launched its KB

Classical Moulding collection and catalog, which
includes 66 in-stock, historically-inspired moulding
profiles. The collection includes a range of crown, cas-
ing, base, chair-rail and panel mouldings, all catego-
rized by architectural style (Early American, Georgian,
Federal, Greek Revival, Colonial Revival, and
Traditional Revival). 
The mouldings are milled from poplar, double

primed and buffed; many of the profiles are available
in a range of sizes to accommodate different room
configurations and ceiling heights. The patterns are in
a streamlined index designed to make ordering quick
and easy. Also, the company’s online moulding design
guide features six different classical millwork plans.
In addition, the Catalog categorizes each of the mould-

ings by its different classic American architectural style. 
���www.kuikenbrothers.com
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GLASS
Precise Cuts

Bystronic Glass has introduced its new speed’cut float
glass cutting table. According to Lorenz Buri, head of sales
for architectural glass and solar technology, speed’cut has a
speed of up to 300 meters per minute and an acceleration
of up to six meters per square second.

According to a company announcement, the cutting
bridge is driven by a linear technology that it is making
available to the mass market for the first time. This replaces
the previous combination of racks and sprockets and
reduces maintenance outlay. According to the company,
the speed’cut is quieter during production than respective-
ly older cutting tables thanks to this drive.

In addition, the low weight of the cutting bridge leads
to a 20-percent reduction in energy use for acceleration
and braking. The edge-deletion unit from previous cutting
table models has been included and adjusted to meet the
requirements for even harder glass coatings.

The control connected to the network via the Bystronic
Glass ByFlow software also is designed to simplify work
preparation; various cutting plans can be uploaded, while
production data concerning cut glass plates, information
regarding the wear of cutting wheels and the operating
state of the unit, as well as cutting parameters and statis-
tic information, can be downloaded. In combination with
the ByStore storage management software, the user also
obtains online information concerning the content of the
glass warehouse, complete with details about the glass
amount and dimensions aswell as the batch numbers of the

present raw formats. The glass quality can be monitored in
each phase of the value creation chain with the integration
of visual inspection systems.
��� www.bystronic-glass.com

continued on page 28
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CONTINUED

Introducing...
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DECORATIVE GLASS
ODL Expands Doorglass Options

As a way to provide more
choices when it comes to
doorglass, ODL has expand-
ed its offerings with several
new product selections,
including the launch of a
new category: Eclectic, a
fusion of blended cultures,
combined forms and his-
torical elements. As part of
the Eclectic line, Bellflower
blends classic motifs and
old-world elements with
vibrant color. It features pati-
na caming, ruby-red wave
glass and yellow-swirl glass.
The second new design

in the Eclectic doorglass
category is Casablanca,
which features Moroccan

design influences and a two-color silkscreen. 
In addition, ODL expanded its Craftsman category

with three new designs. These nature-inspired designs
include Greenfield, which features oil-rubbed bronze
caming, olive and pale amber softwave glass, and reed
and hammered glass; and Topaz, which has a hint of
bronze glass color, offers a low-price-point option.
The fifth new design, also in the Craftsman catego-

ry, is Trace. Ideal for a traditionally designed home, this
silkscreened design has a privacy rating of eight, allow-
ing light to enter the home while still providing con-
siderable privacy.
���www.ODL.com

Match Doors and Windows
RSL Inc. has added

white caming as an
option for its decorative
door glass. Previously,
the company utilized
black, zinc, or brass
strips of channeled
metal as caming to bind
various colors and pat-
terns of glass. The white
caming is available in
two series, prism and
glacier, and each is
available in nine sizes.
��� www.rslinc.com

Here’s an App for That
Access Hardware

Supply (AHS) has devel-
oped the Retrofit
Installation iPad App.
According to the company,
when used on-site, the
app prompts the user to
fill in all aspects of the
door opening (including
whether or not the cur-
rent door sticks or jams)
and all potential hardware

necessary. Once the specs are filled in, users can send
them directly to an expert at Access Hardware Supply.
A photo of the door and current hardware can even be
submitted a photo of the door. The AHS associate will
respond with a hardware recommendation, along with
total cost based upon the budget.
���www.accesshardware.com

Gorell’s first mobile application, Gorell Glass Plus, is
now available for all higher-end Android-based smart-
phones and tablet devices, Apple iPhones and iPad
devices and Blackberry Playbook tablets. This free app
will allow the company’s dealers to show homeowners
the U-value and solar heat gain coefficient performance
ratings for its patio doors and vinyl windows, view
detailed information about its high-performance glass
options, and estimate the monthly payment for a typical
fixed interest rate loan over a period of months. It
requires Adobe Air for installation, is about 2 MB in size
and can be downloaded and installed through the app
store or marketplace by searching for “Gorell.”
���www.gorell.com

The new Sika product finder is now available in the
Android Store. This tool now allows users to access all
Sika product catalogs worldwide from mobile devices
running on Androids. Further information such as
product or material safety data sheets can be accessed
as well.
���www.sikausa.com

Pilkington has redesigned its online product directo-
ry, which provides a full description of all products,
explanations on how they work, as well as their appli-
cations, and features and benefits. All brochures are
available for download, and the website includes a full
interactive project references section.
���www.pilkington.com/northamerica/usa/english/
default.htm �
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www.amesbury.com

H A R DW A R E  P R O D U C T S  •  S E A L I N G  P R O D U C T S  •  E X T R U D E D  P R O D U C T S  •  S P E C I A L T Y  P R O D U C T S

Ideas. Abilities. Dogged persistence. 

Convergence.
Craig Lund is a nice guy who breaks things. As the Manager of Materials 

Development at Schlegel, An Amesbury Company, in Rochester, NY, Craig 

and his team work very hard developing ground breaking products utilizing 

three technologies: urethane, extrusion, and textile. And then he works even 

harder Dnding out what it takes to make them fail in our AAMA approved lab.

Craig knows the reputations of Amesbury’s business partners depend on the 

quality of the product they receive. So he goes beyond the typical industry 

standards, making sure Amesbury tests sync with your requirements. By 

discovering problems and Dxing them before they get to your production 

line, Craig ensures you get the right product at the right time.

Many processes and products come together at Amesbury. Craig and 

many others make sure the mix is correct. That’s Amesbury.

WINDOW SASH LOCKSPILE WEATHER 
STRIPPING

CUSTOM EXTRUSION SLIDING AND HINGE 
DOOR HANDLES

TILT LATCHESQ-LON®
DOOR SEALS

BLOCK & TACKLE 
BALANCES

FOAM-TITE
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ELECTIONS
NFRC Announces
New Board of Directors
Jim Benney, CEO of the National

Fenestration Rating Council (NFRC)
in Greenbelt, Md., announced the
results of the board of director elec-
tion for 2012. The following mem-
bers have been elected to a three-
year term:
• Steve Strawn, Jeld-Wen.
Fenestration Industry Category
(Specified). This seat is specifical-
ly for a manufacturer who sells the
majority of its fenestration prod-
ucts or systems for use in residen-
tial construction;

• Jim Larsen, Cardinal Glass
Industries. Fenestration Industry
Category (Unspecified);

• Neal Humphrey, Alliance to Save
Energy (ASE). General Interest
Category (Specified). This seat is
specifically for a not-for-profit
institution of research or higher
education;

• Nelson Pena, California Energy
Commission (CEC). General
Interest Category (Specified). This
seat is specifically for a represen-
tative of a state or local govern-

ment energy or building code
office; and

• Tony Rygg, William Rygg
Consultant. General Interest
Category (Unspecified)

ASSOCIATIONS
NBMDA Announces its
2012 Board of Directors
The North American Building

Material Distribution Association
(NBMDA) announced its board of
directors for 2012. The group is com-
prised of industry executives from
both distributor and manufacturer
member firms within the building
and woodworking material industry.

Paul Vella, Atlantic Plywood
(Massachusetts), will serve as
NBMDA president in 2012. Other
officers for 2012 include president-
elect Michael Darby, Capital
Lumber Company (Arizona); vice
president Donald Schalk, C.H.
Briggs Company (Pennsylvania);
treasurer Robyn Pollina, Palmer-
Donavin Mfg. Co. (Ohio); and imme-
diate past president Brian Schell,
Parksite Inc. (North Carolina).
Distributor directors serving in

2012 include Ken Hager, Amerhart

(Wisconsin); Ray Prozillo, A&M
Supply (Florida.); Bill Sauter, OHAR-
CO (Nebraska); and Rick Turk, Metro
Hardwoods (Minnesota).
Manufacturer directors include;

Mark Carlisle, M.L. Campbell,
(Ohio); Jeff Muller, Panolam
Industries International Inc.
(Connecticut); Dan Pickett, Knape
& Vogt Company (Michigan); Greg
Pray, Columbia Forest Products
Inc., (North Carolina); Karl
Ruedisser, Blum Inc. (North
Carolina); and Chris Schlabach, VT
Industries Inc. (Iowa).

APPOINTMENTS
GED Appoints Joe Shaheen as
Director of Sales and Marketing
GED Integrated Solut-

ions (GED) in Twinsburg,
Ohio, has appointed Joe
Shaheen to the role of
director of sales and mar-
keting. In this position,
Shaheen will oversee both
domestic and interna-
tional sales activities
along with the development and
implementation of sales strategies.
Shaheen graduated from the

University of Michigan with a bache-
lor of general studies—business
degree. For the past three and a half
years he has served as a field sales
representative for Arrow Electronics.

Lauren Plastics Hires Director
of Sales and Marketing

Joe Hasbrouckis the new retail
business director of sales and
marketing for Lauren Plastics in
New Philadelphia, Ohio.
Hasbrouck, supervised by Chuck
Laney, will direct the development
of plastic extrusions manufac-
tured for retail businesses’ point
of purchase displays. 
A former professional golfer,

Hasbrouck worked at SemaSys Inc.,
a plastic extrusion company, as the
vice president of sales for 18 years. �

Ones to Watch
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Joe
Shaheen

b r i e f l y

Henry Banman, senior executive vice president and founding partner of All
Weather Windows, has accepted an advisory position with Habitat for Humanity
Canada’s National Leadership Council, a group of Canadian business and commu-
nity leaders who believe that building stronger communities depends upon safe,
affordable and accessible housing … Michael Duncan Jr. is a new Viwinco window
sales representative for Maryland, Delaware and Virginia. He replaces Allen
Hudson who has retired year after 18 years of service … Hurd Windows & Doors
in Medford, Wis., announced the appointment of Rich Black to the position of dis-
trict sales manager-transcend replacement division. He will be covering the states
of Michigan, Indiana, Illinois, southern Wisconsin, and eastern Iowa … The
American Architectural Manufacturers Association (AAMA) board of directors
unanimously approved a motion to award Bill Gorman, an engineer at Milgard
who continued to represent Milgard with active participation in AAMA and
National Fenestration Rating Council following his retirement in 2001, with
Honorary Membership status with AAMA. Gorman has served on more than 35
committees, task groups and councils. He began actively participating in AAMA in
1985 and has attended the AAMA National and Western Region events consis-
tently since 1990.
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America’s oldest window manufacturer, Mathews Brothers 
of Belfast, Maine, has been a part of the New England 
architectural landscape since 1854. While the family-owned, 
service-oriented feel still exists 157 years later, the company 
has evolved to adopt the latest technologies – providing 
some of the most energy-eD  cient products available.

According to Robert Maynes, Mathews Brothers marketing 
director, the company aims to anticipate trends and to always 
be one or more steps ahead of the competition. 

“We made a commitment to jump in with both feet and be the 
leader,” Maynes said. “It’s not good enough for us to meet 
today’s standards; we’re looking at the way the market is 
headed and what the standards will be fi ve and 10 years down 
the road.”

Mathews Brothers recently invested more than $500,000 to 
upgrade its equipment, processes and products to support its 
energy-eD  ciency initiatives. 

“For an investment like this, the payback is not instantaneous,” 
Maynes added. “But it’s well worth it for the future growth of 
our business and to accommodate consumers who will settle 
for nothing less than the best today.”

Maynes and the Mathews Brothers team proudly market 
Envirosealed Windows™ that include EnergyCore™ and 
Duralite® technologies from Quanex Building Products.  

“The general population in our area is green-savvy; but, they 
still want their homes to have a traditional, New England 

look,” he said. “They are not willing to compromise aesthetics 
for eD  ciency. Our combination of materials, including 
EnergyCore framing and Duralite spacer, enables us to strike 
the right balance of eD  ciency, visible light, aesthetics and 
economics.”

The EnergyCore™ Fusion Insulated System from Quanex is 
made from an optimized mix of recycled materials and is 
fully recyclable at the end of the product life. When used in 
combination with the Duralite warm edge spacer in a triple-
pane confi guration with a single lite of Low-e, the system can 
achieve R5.

“EnergyCore also provides more fl exibility than competitive 
fi berglass products,” Maynes said. “We are able to create 
traditional radius windows and other shapes, helping our 
clientele achieve the traditional aesthetics they seek.”

Maynes considers EnergyCore to be an incredible sales 
tool. “We show vertical cross sections on our window displays, 
so our customers can show the di6 erence — they can point to 
what makes our products more e9  cient. What makes our product 
better,” he said.

Mathews Brothers focuses on combining the tradition that 
has served it so well since the mid-19th century with the 
latest technologies. 

For more information on the company and its products, 
visit www.mathewsbrothers.com. 

Your industry insight

Fenestration
FOCUS

NAHB International Builders’ Show
Booth #W2083

See Quanex Building Products at: 

Mathews Brothers Combines Tradition and Technology

Mathews Brothers Crew 1880
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Get Instant U-Value Assessments with ‘The Optimizer’

Visit Quanex at NAHB International Builders’ Show Booth #W2083

On the show fl oor at GlassBuild 2011, Quanex 
introduced to the industry a new, economical method 
for calculating U-values without having to construct 
test units. ‘The Optimizer,’ a specially designed 
electronic application from Quanex, has garnered 
much interest in the industry.

“As we move toward 2013 ENERGY STAR® updates, it 
is becoming increasingly important for customers 
to understand and manage cost variables to develop 
qualifying products,” said Ric Jackson, director of 
external aT airs, Quanex Engineered Products Group. 
“The Optimizer is an invaluable tool that will save our 
customers signifi cant time and money during the 
product development phase. Just another way Quanex 
is delivering on our promise to help manufacturers 
elevate their businesses with energy-eW  cient systems 
that are built to last.”

Each Quanex sales person is equipped with The 
Optimizer in the fi eld via their iPad® devices, 
enabling an instant U-value assessment of various 
combinations of Mikron framing materials with all 
common North American IG spacers, glass packages, 
low-e coatings and gas fi lls. In total, the program can 
assess 45,000 combinations to help customers fi nd 
their right balance between cost and performance.

Contact a Quanex sales representative to learn 
more about how The Optimizer can help you in your 
product development eT orts. 

      
         

     

         
         
         

          
      

   

          
          
         

            
          

     
       

      
       

     
      
    

     
     

   

       
       

          
          

        

       
        

      
       

          
         
  

          
            

         
     

       
         

          
     

        
         

           
         

        
        

 

         
        

       
         

     
    

      
     

      
     
      

    
     

    
    
                    
    

      
     

           
     

          
         

           
        

 

          
       
      

      
        

      

       
 

For more information visit www.quanex.com

Quanex Building Products recently unveiled updates to its Envirosealed Windows & Doors® campaign, which is now oT ered 
to any customer using one or more of the company’s high-performance components, including Duralite®, Super Spacer®, 
EnergyCore™, MikronWood™ and Imperial Products.

The Envirosealed Windows & Doors marketing campaign and its website, www.EnvirosealedWindows.com, continue to evolve 
with compelling messaging, imagery and new pieces to help its customers sell the benefi ts of energy-eW  cient window 

and door systems.  New features include social media integration and 
customizable literature.

Visit www.EnvirosealedWindows.com and like us on facebook at 
www.facebook.com/EnvirosealedWindows 

Check out the latest updates to Envirosealed Windows & Doors®
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Vinyl Takes Its Talents to South Beach
Custom Window Systems provides state-of-the art windows and doors 
for 13-story Esmeralda Bay Apartments building

Aluminum has long been the material of choice for 
windows and doors in South Florida, but Custom Window 
Systems (CWS) of Ocala has challenged that tradition by 
oT ering the region a new, vinyl alternative using Quanex 
Building Products’ MikronBlend™ PVC compound and 
SuperCoat™ UV-cured applied coating.

“In an aluminum window frame, there are 20 pieces of 
extrusion all cut up, leaving many exposed ends open to 
corrosion and potential water leaks,” said John Cwik, owner 
and CEO of CWS. “Over time, moisture fi nds its way into 
the sash and the window corrodes from the inside out. 
Building codes and regulations are 
demanding a better system – a better 
way to construct windows and doors 
so that they will continue to perform 
long-term.”

According to Cwik, Quanex’s Mikron 
division has changed the game by 
providing engineered materials and 
coatings that remove all previous 
concerns the building products industry 
has had about vinyl.

“The perception has been that vinyl can’t 
handle the rigors of the market because 
it is too fl imsy or would sag in the 
heat,” Cwik said. “Mikron has eT ectively solved a material 
problem that has plagued vinyl products since the 1980s.”

MikronBlend is a proprietary compound that incorporates 
only high-grade resins and additives to achieve optimal 
weathering, durability, color retention and impact 
resistance, while SuperCoat UV-cured technology is seven 
times harder than paint – making it the most durable 
applied coating available for vinyl composite or fi berglass 
windows and doors.

“This is exciting for us and our customers,” Cwik added. 
“Vinyl windows of this design oT er the best of both worlds 
– the tested strength of an aluminum structured window, 
encapsulated by durable, heat-refl ecting vinyl.”

CWS’s vinyl window systems meet ENERGY STAR® 
standards and feature DP 120 glazing for storm protection. 
“It is the perfected design package for use in mid-level high-
rises in South Florida,” Cwik said.

The Esmeralda Bay Apartments project in Miami, Florida, 
is just one example of CWS putting its cutting-edge 
window design to good use. The project specifi ers were not 
looking for vinyl windows, but the building code dictated 
by Dade County required a high impact-resistance rating 
and thermal performance testing that would meet ENERGY 
STAR® standards.

“With these code requirements, vinyl window profi les were 
the only serious candidate,” Cwik said. “Our higher-end, 
engineered vinyl window was ultimately chosen because 
of the DP-rated glass and strong and resilient construction, 

mixed with the premium fade 
resistance and ENERGY STAR® 
thermal ratings. It was a huge 
win for us in this market.”

The project also specifi ed that 
the sliding patio doors be 
made of the same material as 
the windows, and incorporate 
a two-panel design. CWS took 
advantage of Quanex’s K2 
series commercially rated vinyl 
sliding door system, which is                
designed to meet critical 
specifi cations for use in large 
sizes and where high structural 

ratings are a necessity.  The K2 door is manufactured with 
long-lasting, .100 thick-walled MikronBlend™ extrusions 
that will stand up to even the harshest weather conditions 
and will never pit, warp, rot, corrode, peel or crack.

In the end, CWS provided all 224 windows and 80 sliding 
patio doors for the 13-story, 94-unit Esmeralda Bay 
apartment complex.

“The designs specifi ed that the windows and doors meet 
performance requirements similar to those found in 
commercial high-rise applications,” Cwik concluded. “With 
Mikron’s technologies and advancements in materials 
science, we were able to accommodate these requirements 
and still keep the project on budget.”

For more information on Custom Window Systems, 
visit www.cws.cc
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In 2012, pre-hung door manufacturers selling into the 
Canadian market will encounter a game changer that 
might leave some scrambling. A Canadian Supplement 
will be included with the update to the North American 
Fenestration Standard (NAFS). Some changes are 
signifi cant and will require immediate attention.

Any fabricator selling into the Canadian market will be 
required to adhere to product marking specifi cations 
and have all exterior door products third-party tested 
for performance in areas that include:

A grace period for compliance is likely, but exterior 
door producers are encouraged to act quickly to avoid 
over-fi lling at labs – and the subsequent extended lead 
times for testing. Currently, it can take up to six months 
to complete the testing process.

Since time is a factor, it’s important for companies to 
re-examine their designs and ensure they are using 
components guaranteed to pass the rigorous tests 
outlined by the NAFS Canadian Supplement. 

Get it right the fi rst time with 
Imperial Products’ 

Threshold Systems

It’s no secret that 
thresholds can be 
vulnerable to water 
infi ltration and often 
don’t stand up to 
long-term pressure 
from snow and wind 
loads. Standard wood 

thresholds, as well as those with ‘rail over dam’ designs 
and drain system designs might not weather the 
necessary tests to ensure a passing grade.

Imperial Products’ 5Y Thresholds with the patented 
ImperiSeal™ technology will stand up to the elements 
– and the NAFS testing standards in all areas. 
ImperiSeal is a continuous fi lament that positively 
seals the adjusting rail to the deck of the sill, thus 
eliminating any chance of water intrusion through the 
threshold. Because of the tucked design of the rail and 
sill, these thresholds have a unitary exposure surface, 
providing superior performance and eliminating the 
need for sill pans.

Imperial Products oS ers a complete suite of entry 
solutions designed to complement and reinforce each 
other, improve energy performance and reduce or 
eliminate air and water infi ltration:

are consistently the highest performing and most 
durable astragals available because of Imperial 
Products’ patented TripleSEAL™ design. StrainRight™ 
astragals oS er the same performance characteristics, 
but are also stainable to match fi berglass doors. All 
Imperial Products’ astragals maximize performance 
and oS er smooth, one-step operation.

Corner Pad, 22 Sweep and EZ Pad Sweep are designed 
to augment and complement the performance of any 
threshold or astragal. These unique weather seals 
can save on labor, boost energy eY  ciency and work 
eS ectively even in diY  cult-to-seal areas.

For more information about Imperial Products, 
visit www.home-shield.com

NAFS Updates: Are you prepared?

© Quanex Building Products 2011 - 2012 

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

Search Archives E-Mail Subscribe

I<      <      >      >I

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM Contents
© 2010 Door and Window Manufacturer
(DWM) Magazine. All rights reserved. 
No reproduction of any type without 
expressed written permission.

Zoom   Fit     +   –Product Information

www.dwmmag.com
http://products.dwmmag.com
http://www.dwmmag.com/digital/
http://www.cdsreportnow.com/renew/now?DWM


Marketing Toolbox

www.dwmmag.com January/February 2012 35

Eye Spy … Potential
Opportunities … from a Competitor’s Website

While companies may sneak a peek at competitors’
websites from time to time, it’s not often they are greet-
ed with a message from the host site. But at Castle
Windows, they’ll find just that, and possibly a bit more,
in the opening page message that reads, “Thank you
Mr. Competitor for looking through our site. If you are
in fact viewing our site we figure you must be losing
more and more of your customers to Castle Windows.
We know that you are desperately searching our site to
find out why. That being said, why not take the time to
fill out the form under employment opportunities? As
the old saying goes … ‘If you can’t beat ‘em, join ‘em.’”
Taking it a step further, the site event offers a
“Competitors Click Here” tab.
���www.castlewindows.com/CompetitorsClickHere/ta
bid/62/Default.aspx

Simonton Windows Launches
YouTube Awareness Video on Lead Dust

SimontonWindows
has launched a new
Lead Renovation,
Repair and Painting
(RRP) YouTube video
to educate homeown-
ers on the dangers of
homes built prior to
1978 with lead-based
paint. 
���www.YouTube.com/simontonwindows

Window Design Showcase
Offers Interactive Tools

For homeowners whowant to act as a virtual design-
er for their remodeling and new construction projects,
Alside has enhanced its Window Design Showcase, an
interactive, online tool. The Window Design Showcase
is a visualization tool that gives users the ability to dis-
cover a range of window and patio door design possi-
bilities, including model configurations, color and grid
options as well as cut glass styles.

Along with an interior room view, the interactive
tool provides new features to offer an exterior view of
the home. The company says this allows the viewer to
visualize how the FrameWorks exterior window finish-
es will work with siding, trim and shutter colors.
Homeowners can explore a variety of window finishes
and when finished can print their unique designs to
use as inspiration for their project.
���www.alside.com �
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F lip your remote to any home
improvement TV channel
and you’ll soon enough hear

a certain catch phrase: outdoor
living. It’s been a trend for years.
By now, consumers have
embraced the available resources
to enhance the outdoor area of
their homes. Lucky for the fenes-
tration industry, these enhance-
ments can include the all-glass
look, made possible with operable
glass door and systems. 

An Evolving Market
These products, which include

systems such as lift-and-slides
and folding doors, were once
deemed solely for the uber-rich.
But manufacturers say this is
changing, thanks in part to prod-
uct innovations and advances.
Still, as with any other product,
there’s a lot to think about and
plan for to ensure the demands for
their systems continue to escalate.

Operable glass wall systems
have come a long way over the
past few decades. Not surprising,
many of these changes tie into the
increasingly stringent demands
for energy performance.

As Cooper Buranen with Las
Vegas-based Panda Windows and

Doors points out, much of these
technology/engineering advances
are in the door assembly/alu-
minum extrusions. 

“We use thermally broken
frames, which offer a good thermal
barrier,” Buranen says. “A lot has
been done in the last few years and
has helped grow [the market] in
colder climates.” He adds that there
has also been a tremendous
amount of advancement on the
glass side. 

“The technology is amazing in
glass nowadays,” he says.  

According to Matt Thomas, mar-
keting manager for Nanawall in Mill
Valley, Calif., much of the growth
around the product segment ties
into performance and creating a
greater range of usage. This includes
weather resistance, energy, and
durability. He says, in fact, these
products can reach R-values of
triple-glazed products, even in the
upper territories of Canada.

Derek Lukala, senior technical
sales with Tiltco, in Newmarket,
Ontario, Canada, points out, “We’re
seeing the consumers becoming
more educated and aware of the
energy efficiency of windows.
That’s pushing us to stay up-to-
date on glass technologies.” 

Regional Expansion
Energy advances aside, potential

customers in, let’s say, the upper
Midwest or the Northern territories
of Canada, may still be leery of such
a product. After all, they may think
that massive glass walls just aren’t
conducive to cold climates.

Wrong, the experts say. Thanks
to technological advances, such as
thermal breaks and high-perfor-
mance glass, these systems can and
are being used in every climate
range, from the most temperate to
the coldest.  

LaCantina Doors in Vista, Calif.,
is a manufacturer of folding doors
that started in Australia about 15
years ago and has operated in the
United States for about eight years.
Lee Maughan, general manager,
says they do much of their work in
Southern California, and are start-
ing to expand into other regions.

“[You see these systems on]
every corner in Australia. There are
no geographic constraints,” he says
pointing out how common they
are, even in typically cold areas,
such as Melbourne, Victoria, in the
southern part of the country. “I
think we could see the same here
one day.”

Lukala says there’s been a mis-

A New View
Product Advances
Bring Moveable 
Glass Wall Systems 
into New Spaces 
by Ellen RogersPh

ot
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conception that having a large
glass area can be detrimental to
the performance of the home. He
says there is glass technology
available, though, that can per-
form as well as a triple glazing in a
dual-glazed unit.
“Of course, much still has to do

with the placement of the window
and the orientation of the house,”
Lukala adds. “Everyone desires a
view, but you don’t want to be cold.
These systems can offer minimal
sitelines as well as condensation
resistance and energy performance.”
Likewise, it’s not just energy

performance these products can
offer. They can also meet other
performance requirements.
Thomas says, for example, his
company has seen significant
growth in northern markets.
“This is due to our continual

refinement of the product to adapt
to colder climates, giving those
homeowners the same warm-
weather benefits/capabilities that
the southern climate homeowners
have year-round,” he says. And
speaking of other performance fea-
tures, he adds, “It continues to be a
surprise to me where these prod-
ucts show up. After Hurricane Irene
hit the Northeast a lot of homeown-
ers there said repeatedly how well
their systems held up from the
storm.” However, Thomas is quick
to point out that while there is an
increased demand in the Northeast
the mainstay for these products
remains warmer climates, particu-
larly Southern California. 

Creating Awareness
Moveable glass wall systems

historically have been used most
often in high-end, luxury homes,
as well as some high-rise condos
and some commercial applica-
tions, such as storefronts. The
high-end market has continued to
be a key focus for suppliers
“Most of the projects are the $3

million-plus custom homes, but
we also do high-rise condos,” says
Buranen. 
Maughan says historically his

company’s customer base has been
high-end clientele, but they are
starting to see that going more
toward the mass market.
“But awareness is the first

thing. Many still do not know what
folding doors are. As the aware-
ness grows the products will
become more competitive and the
prices will start to come down,” he
says “I can see it veering away
from just the high-end customer,
as we want to see [it possible] for
everyone to [have such a system].
It’s a fun product, a lifestyle prod-
uct … it opens spaces and
changes lives.”
This, some say, is starting to

happen.
Operable glass wall systems

may never be sold at a price on
par with the traditional French
doors, but manufacturers say they
are starting to see a shift in the
market. These products gradually
are making their way into more
moderately priced homes—at
least moderately priced compared

to the multi-million dollar homes
in which they started.
Tiltco, for example, recently

added a sliding door system that’s a
mid-range price point. “It has mov-
able panels, up to five on each slide,”
says Lukala. “So it’s an evolution of
the operable wall system and gives a
mid-price point option.”
He explains that his company

did not previously offer a typical
slider system that could be used
most anywhere; this new system,
he says, allows them to offer a
more cost-effective product.  
“Our focus was not to take away

from the high end, but provide
another choice … [the new prod-
uct] is coherent with our current
product line so we’re here to give
the full package,” says Lukala.
“We’re not looking to re-define our
product line [we saw a need for a
mid-range product] … if you want
to provide everything in house
you have to have products to meet
all price ranges—no matter the
budget.”

continued on page 38

Thanks to thermal performance features,
large glass systems, such as products from
Nanawall, can be used in colder climates
ensuring the interior stays warm.

Everyone desires a view, but you don’t want to be cold. 
These systems can offer minimal sitelines as well as
condensation resistance and energy performance.

—Derek Lukala, Tiltco
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Relationships
When it comes to getting their

products installed, manufacturers
agree that their first move is to
reach the architects, as they want to
be specified on the project. But it’s
also important to maintain close
relationships with dealers and dis-
tributors, as well as their own sales-
people, to help increase awareness. 
“We work with our dealers very

closely,” Buranen says, explaining
that dealers help keep them
informed on the manufacturing
end what customers are looking for
and asking about.
Likewise, many manufacturers

also maintain showrooms, another
helpful sales tool.
“These allow us to show the

quality of the products,” says
Buranen. “The benefits of a show-
room are that at any time someone

can see, touch and play with the
product; they can experience the
difference in [this type of product
compared to others] especially
when they are looking at other
options. It’s a way for the product to
sell itself,” adds Buranen.

Economic Woes
As with any other segment of the

residential construction market,
suppliers of these systems say they,
too, have seen the downturn in the
market—though perhaps not to the
same extent as mainstream
America.  
“We’ve been affected, but the

people with money still have
money,” says Buranen. “Those who
are buying from us held onto their
purse strings for a while, but now
sales are starting to increase so
we’re seeing more comfort in

spending either on an existing
home or new building again.”
Thomas says that while the com-

mercial segment has been up, resi-
dential has been down, but now is
seeing a comeback.
“Residential absolutely took a

hit,” he says. “But it’s evolved from
new construction to retrofits and
renovations; little is happening as
far as new homes. Homeowners are
staying put and putting money into
what they have.”
Recognizing this, Thomas says

his company underwent a market-
ing change from 2008-2009. In
addition to seeing the increase in
renovations he says his company
also saw another trend among
smaller homes. “[Those homeown-
ers] are updating what they already
have to better utilize the space,” he
says. “We’re seeing a trend toward a
better utilization of space … [creat-
ing an] all around usable space.”
Maughan agrees that this market

segment has likely been less affect-
ed compared to traditional build-
ing products, though they’re still
not doing much in the way of new
construction.
“We’ve seen a shift from new

construction into the remodeling
market, which has still been high-
end homes,” he says. 
Lukala agrees that while the

economy has been slow, his com-
pany has chosen to focus efforts on
different markets. 
“Last year started slow, though

the level of business was typical.
However, we ended strong and are
now busy as we’ve found other
markets and we’re able to subsi-
dize lost business.” Some of these
markets include Toronto,
Georgian Bay, Vancouver and
Calgary, which Lukala says were
unchartered territories. He adds

A New View
continued from page 37

LaCantina manufactures folding door systems that are commonly found in higher-
end homes. 
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that high-end residential work in
Seattle and Oregon has also pro-
vided opportunities. 

Competitive Matters
Even with a down economy,

these experts agree that the compe-
tition among those manufacturing
and supplying these systems has
been increasing.

“And we’re seeing more and
more manufacturers introducing
new lines,” says Maughan, whose
company only makes folding doors.
“Our company manufacturers a
specific product so we’re able to be
more competitive price-wise,” he
says, adding that having a strong
brand is helpful in spreading
awareness. Maughan explains that
as more and more companies get
involved in this market segment it
should in turn help the products as
it will increase awareness.

According to Buranen one of the
challenges he’s seen has been the
emerging presence of window
manufacturers within this market
segment. Buranen says he’s seen

manufacturers taking a door sys-
tem that they already offer and
modifying the hardware to create a
bi-fold door. 

“This is challenging because
we’re already having a hard time
getting the clients to understand
[these products],” he says. “[We]
put a ton of time into research and
development so that our systems
are built for a specific application
range; we’re not just re-adapting an
existing product.”

What’s in Store?
Manufacturers agree there are

definitely future opportunities in
store for this market segment. And
energy awareness is leading much
of what will go into new designs.

Maughan says he sees the mar-
ket evolving more in terms of per-
formance. “Everything is perform-
ance based,” he says.

“Performance will continue to
be an issue,” says Thomas. “I see
us expanding that further It’s
about growing the capabilities of
the existing product line and mak-

ing it better.”
Looking toward the future,

Buranen says energy codes will
continue to be important, so
National Fenestration Rating
Council ratings, for example, will
be critical.

“Also, the development of ther-
mally broken systems will have to
continue to [improve and develop
new products]. It can be a huge
challenge to reach the numbers
[codes will require], given the
overall size of the systems, [so as
codes become more and more
stringent] meeting those may be a
challenge.”

Though the future may indeed
hold both opportunities and chal-
lenges for moveable glass wall sys-
tems, manufacturers are ready for
what the future may offer. Products
will advance and homeowners,
builders and architects will find
more new ways to enhance those
indoor-outdoor living spaces. �

Ellen Rogers is an assistant editor for
DWM magazine.

Just because there is a large amount of glass in a home doesn't mean the interior will be cool. Advances in thermal breaks and
glass have made it possible to use moveable wall systems, such as products by Tiltco, in any geographic region.

The benefits of a showroom are that at any time 
someone can see, touch and play with the product; they
can experience the difference in [this type of product
compared to others] especially when they are looking at
other options. It’s a way for the product to sell itself. 

—Cooper Buranen, 

Panda Windows and Doors
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First-Place
Finishes
When it Comes to Doors, a Strong Finish is Crucial
by Todd Burud

T he exploding demand for
prefinished millwork now
challenges most millwork
shops and distribution com-

panies to make a two-part decision:
• Should we sell prefinished mill-

work or let jobsite finishers and
competitors fill the pipeline?

• If we sell it, should we prefinish in-
house, or should we outsource it?
Market demand and competi-

tion will motivate the decision to
enter prefinishing. The choice
between in-house or outsourcing is
more complicated. Both choices
offer strong benefits.

We’ll weigh these benefits through
the examples of three prefinishers:
Badger Corrugating (2-step distribu-
tor), Midwest Prefinishing (prefin-
isher) and DeLeers Millwork (archi-
tectural millwork, OEM). You’ll
appreciate and learn from their
quality principles.the standard.

Windows Open the Door
In the 1930s, pre-fabricated win-

dow units replaced the former
knocked-down window frames.
Andersen Windows introduced its
master casement window, the first
pre-assembled window unit, in
1932. Soon, the idea of prefabrica-
tion spread to pre-hung doors.

Prefabrication also helped to intro-
duce prefinishing to the jobsite.
Millwork Principles and Practices
(Association of Millwork Distributors,
2004) links the two together: “Not
only are millwork components more
readily installed on the site, they are,
in many cases, prefinished. This elim-
inates on-site finishing or painting.” 

Many contractors depend upon
their jobsite finisher for special skills
and techniques.  Nevertheless, facto-

ry finishing typically is more envi-
ronmentally controlled, and more
consistent, economical and efficient.

Prefinishing’s efficiency also
saves money for the contractor. By
adding value to the millwork sale, it
also makes money for the distribu-
tor. Chuck Mierau, vice president of
millwork for Badger Corrugating,
estimates the value-added benefit
of prefinishing at 35 percent of a
typical pre-hung door order. Badger
enjoys this benefit through its own
in-house system. Other millwork
companies enjoy the same benefit
by outsourcing to a prefinisher like
Midwest Prefinishing.

Badger Corrugating
Founded in 1903 and located in

LaCrosse, Wis., Badger Corrugating
distributes building materials to
lumber dealers in the upper
Midwest. Chuck Mierau helped
form its millwork and prefinishing
departments in 1996. Paul Seiler
manages the prefinishing shop.

Early on, Badger worked through
prefinishing’s growing pains. Mierau
recalls, “Initially, we stocked stan-
dard colors but found it difficult to
maintain color consistency, and the
SKU’s inflated inventory. So, we
shifted to a made-to-order program
while striving to maintain a 12-day
lead time. It resonated with our deal-
ers. The bottom line was the profit
they enjoyed from the value-added
sale. Although problems confronted
us in those early years, we believed
in the ideas and persevered.”

Seiler also notes how the prefin-
ishing industry has changed.  

“The jobs themselves are more
difficult, for example, requests for
multiple species and colors, and a

more demanding end-user. We’ve
just exceeded 19,000 interior stain
matches. 

Two Badger statistics reflect the
importance of prefinishing and
regional tastes. Badger ships more
prefinished doors than raw: 60- to
40 percent. Also, although paint
dominates most of the country, the
Midwest holds a special love for
stained wood. Badger’s prefinish-
ing is 95 percent stain, versus 5
percent paint.

Midwest Prefinishing
Prefinisher, Midwest Prefinishing

is based in Madison, Wis. It expands
beyond Badger’s project approach
(custom colors, booth application)
to include high-production.

In 1994 owner Mark Larson
converted his family’s millwork
business into high-tech prefinish-
ing. Like Badger, he prefinishes
various sized projects and applies
custom colors.

But unlike Badger, he is a pure
prefinisher and maintains no mill-
work inventory. Through the use of
robotics and an automated pro-
duction line, his capacity reaches
240,000 feet of moulding and 800
doors a day. Because finishing is “all
we do,” Midwest offers expertise in
all mediums and markets.

Larson is passionate about qual-
ity. When asked what makes a qual-
ity finish, he quickly listed five
essential elements:

1. Quality substrate;
2. Prep-sanding;
3. Quality coatings;
4. Newest technology; and
5. Multi-coat application.
“When you skip, or even scrimp

on, an application coat (stain, seal-
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er, topcoat), the finish suffers. You’ll
notice obscured grain, low resist-
ance to moisture and household
chemicals, fading and scratching. I
won’t apply an inferior finish. Some
finishers take shortcuts in order to
lower pricing. But in the end, bad
finishers help our business.”
Although his system is replete

with technology, personal inspec-
tion assures quality. The stain is
hand-wiped, each door is visually
inspected, and when necessary, a
repair is attempted by hand (e.g.,
air-brushing, spot re-stain). 
Quality and performance are

also environmentally-friendly.  
Environmental requirements

and overhead often discourage
potential millwork companies from
installing their own prefinishing
systems. Larson presents them with
an alternative.  
“A time study including equip-

ment, maintenance, taxes, utilities,
workman’s comp, unproductive
time and benefits reveals the advan-
tages of outsourcing,” he says.

DeLeers Millwork
DeLeers Millwork focuses prima-

rily on commercial, architectural
and specialties, and here the com-
pany makes the products it finishes.
Founded in 1979, the company,

based in Green Bay, Wis., is now
owned and managed by Phil DeLeers

and Greg Marx. It earned
the Architectural Wood-
working Institute’s (AWI)
Quality Certification credentials,
demonstrating its “ability to fabri-
cate, finish, and/or install … custom
interior, architectural woodwork.”
Matt Van Buren has managed

DeLeers finishing department
since 2001, and trained at the
American Wood Finishing Institute.
His finishing coordinator, Patrick
Pozarski, performs custom color
matching and maintains the match
and sample archives.
How important is prefinishing to

DeLeers? Van Buren estimates that
“90 percent of DeLeers wood proj-
ects are finished in some way:
primed, sealed, or completely fin-
ished.” His department tones and
coordinates individual parts into a
blended design for foyers, reception
areas and conference rooms. But
craftsmen also work on specialty
casework and store fixture projects
at a series of work stations. The facil-
ity is clean, spacious and busy. Two
spray booths and a low-temperature
oven apply the finishing touches.
Every prefinisher develops a

standard then adjusts it to the spe-
cific application. Van Buren’s stan-
dard is conversion varnish. He
likens its durability, quality and
compatibility with his production
process. But he also adjusts “formu-

lations to achieve the desired build,
durability and other attributes in
the specifications.  
It’s my job to interpret what the

customer and samples are saying,”
says Van Buren. “But, for example, if
LEED requires water-based, we
apply it.”
Van Buren also applies the value-

engineering principle (specifying a
finish to meet the needs of the
application without adding unnec-
essary costs).
“Value engineering works for the

customer,” he says. “My challenge
is to help keep costs down without
reducing the finish quality.”  
What can we draw from these

three prefinishers? They stress
quality; they follow firm principles
and avoid shortcuts. Experience
and equipment help to develop
their processes, yet they remain
open to new innovations. They also
appreciate prefinishing’s value, the
profit it brings to their companies
and to their dealers. But their
unique markets shape how they
approach this practice. �

Todd Burud, Millwork Marketing Services,
serves as a consultant for companies
including Badger Corrugating and
Midwest Prefinishing.

An employee at Badger preps before sanding.

Stained interior doors move through Midwest Prefinishing's door line.
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Quick—what event brings
builders, remodelers, win-
dow dealers, suppliers and

many others together in one event?
It’s the International Builders’
Show, taking place February 8-11 in
Orlando, Fla. As has been the case
in recent years, some big name

window makers (Andersen this year
and Pella last year), have opted to
sit it out, but others have marked
their spot and will be at the show
with their latest introductions. Here
is what some will have on display
for those who want to stay ahead of
the curve and plan to attend. 

GLASS
Booth #W3417
PPG to Showcase 
Passive Solar, Low-E Glass 

PPG Industries will feature sev-
eral product lines, including sam-
ples of a new passive solar, low-E
glass along with a dual-pane,
dual-coat insulating glass unit
(IGU) that company officials say
enables residential windows to
achieve R-5 center-of-glass insu-
lating performance.

Booth visitors can preview the
new passive solar, low-E glass, to
be formally launched in early
2012, that is designed for residen-
tial use in colder, heating-domi-
nated climates. The company will
showcase an IGU made with one
3-mm lite of its new passive solar,
low-E glass on the fourth surface
and SOLARBAN 60 glass on the
second surface, separated by a ½-
inch air space. The configuration
yields R-5 insulating performance
at the center of the glass, accord-
ing to company information.

In addition, PPG will feature its

HARDWARE
Booth #W450
Weather this Storm

Brio USA in Rochester, N.Y., will feature its Weatherfold 4s, a fourth-gener-
ation Weatherfold architectural hardware system for exterior folding doors. It

includes pivot sets, hanger sets, hinge sets,
top track, bottom channel, locking and
flush bolt options. According to company
information, the optional integrated Brio
612 retractable pleated insect screen is the
largest single span insect screen of its type
in the world.

The system features four panel weight
capacities, and is suitable for aluminum,
wood and PVC panels, both inward or out-
ward openings. It spans up to 13 feet, 1-
inch high and 64 feet, 3 inches wide and
can accommodate up to eight equal size
panels folding in each direction.
��� www.briousa.com

Bring it On
IBS Packs a Product
Punch in 2012
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complete line-up of SUNGATE low-
E glasses and Solarban solar con-
trol, low-E glasses. 
��� www.ppg.com

SCREENS
Booth #W1051
Screening Security

Meshtec International Co. Ltd.,
with U.S. operations in Lakeland,
Fla., manufactures high tensile,
premium stainless steel, wire
mesh for architectural and securi-
ty screen applications, and will be
showcasing a full range of patent-
ed security screen systems for
door and window applications.
The company will feature a sliding
security screen system for patio
doors and a new security solution
for doors and windows.

The screens provide many bene-
fits, from security solutions to solar
heat gain reduction, according to
the company. 

��� www.meshtec.com

Booth #W3617
Phantom Makes it Easy

Phantom Screens, based in
Abbotsford, B.C., created a
Legacy—that is its Legacy
retractable door screen, to give
homeowners ultimate control.
According to company informa-
tion, the screen is easy to use, whis-

per quiet and designed for easy liv-
ing. The product features an
ergonomic latch and release handle
with a smooth operating slidebar.

The handle closes the screen
automatically in the closed posi-
tion to prevent it from opening in
breezy conditions. It is released by
pressing the thumb lever. To ensure
smooth operation Legacy uses
track guides with a built-in lubri-
cant that helps maintain easy
movement of the slidebar across
the door frame.
��� www.phantomscreens.com

DOORS
Booth #W3701
Masonite Introduces
Contemporary Interior Door Line 

Masonite announces a premium
offering in the interior molded door
category called the West End collec-
tion. The versatile new product line
features horizontal embossed lines
and bold graphic elements to evoke
a chic and metropolitan feel and
add appeal of a home.

“Residential customers are skew-
ing younger, and their design pref-
erences differ from those of their
parents and grandparents,” says

Jason Walsh, industrial designer for
Masonite. “Growing up in a paper-
less, clutter-free world, they often
prefer clean and streamlined
designs. These doors are on-trend
with that aesthetic.”

The West End collection includes
two designs, the Melrose and the
Berkley, which are both available in
80- and 84-inch heights and a range
of widths in both interior passage
and bi-fold doors  in a primed hard-
board finish. Twenty minute fire
rated doors are also available.  

Masonite also offers the collection
in the environmentally friendly Safe
‘N Sound Emerald option. With a
core made of rapidly renewable
wheat straw, these doors are Urea-
Formaldehyde Free and Forest
Stewardship Council certified. 

��� www.masonite.com

Booth #W4259
Simpson Expands 
Water Barrier Technology

Simpson Door Company’s wood
exterior doors with WaterBarrier
Technology were created to offer
protection from the elements out-
side – no matter the exposure. The
company, based in McCleary,
Wash., announced that the tech-
nology is now available in dozens of

continued on page 44
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dozens of new door designs, from
French to panel to decorative entry
doors—all with a five-year warran-
ty, with no building overhang
required.  

The technology combines a
moisture-resistant, medium-den-
sity overlay with a thermoset
acrylic latex primer topcoat and
PVC glazing beads on the door’s
exterior side. Doors with
WaterBarrier can be any wood
species, and design pressure rat-
ings are available, according to
company information.
��� www.simpsondoor.com

MOULDINGS
AND MILLWORK
Booth #W4447
TLC Makes it in the USA

TLC Mouldings, based in
Willacoochee, Ga., encourages
attendees to stop by its booth to
receive the newest 2012 Profile
Catalog which details the Harmony
line of Primed MDF mouldings.
Attendees can also view MDF, OSB
and dimensional Southern yellow
pine lumber from Langboard and
Langdale Forest Products. The
company proudly promotes that all
of its products are manufactured in
the United States. 
��� www.tlcmouldings.com

Booth #W3471
FrontLine Shows New 
Offerings Due to Acquisition 

FrontLine Building Products,
based in Green Bay, Wis., will have
new products to showcase at IBS as
it recently purchased GW Millwork
based in Merrill, Wis. The company
will function as FrontLine’s Merrill
Division. The Merrill division has
millwork equipment to enhance
the FrontLine’s capabilities for cus-
tom designs in doors and windows.
It operates as a full service millwork
manufacturer with the ability to
assemble in house or pack individ-
ually per customer requirements.

FrontLine Green Bay plans to
introduce a new pre-clad frame
that will reduce shop labor and
offer a complete maintenance-
free, rot-proof frame system. This
is a 16-gauge extruded aluminum
jamb with a wood substrate treat-
ed with wood life 111 on the entire
frame system. 
��� www.frontlinebldg.com

Booth #W3283
Versatex Adds Trim Kits

To provide builders with more
ways to creatively enhance the
appearance of Versawrap installa-
tions, Versatex, based in Aliquippa,
Pa., developed a selection of
moulding trim kits, and added
Belmont Caps to its product line. 

Available in a variety of architec-
tural styles, the moulding kits and
caps coordinate with 4-by 4-inch, 6-
by 6-inch and 8-by 8-inch Versawrap
installations. They include bed
moulding kits and base moulding
kits to top off the outer edges of the
column base. Mouldings are manu-
factured with Hoffmann joints to
make installations on the column
wraps snug and secure, and pieces
are an exact color and gloss match to
other Versa Wrap cellular PVC trim
systems, according to company
information. 
��� www.versatex.com

SKYLIGHTS
Booth #W2920
Check Out ODL’s Array

No that’s not just a product name (though it is that also) it signifies that
ODL, based in Zeeland, Mich., will showcase a variety of products.

“Array,” which will be launched at the show, is a light control system in the
form of a “unique doorglass panel design for exterior doors that brings dynam-
ic levels of light and privacy into the home.” Two sliding panels of perforated
aluminum provide users with a simple way to control privacy and light levels
in a highly designed, fully assembled doorglass system.
��� www.odl.com

Bring it On
continued from page 43
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Booth# W4051
Certainteed Brings
Beadboard Options

Restoration Millwork 3TL from
Certainteed can be installed up to
30 percent faster than standard
width beadboard, while
Restoration Millwork 2TL, a smaller
6-inch two-bead beadboard, is
another newer addition. Both
products feature TightLap, a pro-
gressive notched shiplap design for
large concealed nailing areas. 

According to company informa-
tion the beadboards’ TightLap edge
allows two adjacent panels to over-
lap, provides a strong hold, a

reversible bead/channel repeat and
streamlined appearance. 

Made from cellular polyvinyl
chloride (PVC), the beadboards are
engineered to look, feel and work
like lumber. However, the bead-
boards are made with a material
that is resistant to rotting, warping,
moisture and insects. Offered in
natural white finish or painted to
complement exterior colors, the
beadboards can be cut using ordi-
nary woodworking tools and fas-
tened with nails or screws. In addi-
tion, FinishedEdge provides a crisp,
clean edge for Restoration Millwork
trimboards and corners by heat-

sealing the edges using a propri-
etary process that creates a smooth
finish, preventing dirt from collect-
ing on the surface. 
��� www.certainteed.com �
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The game has definitely
changed when it comes to
selling energy-efficient doors

and windows. 
Consider these pre-tax credit,

pre-housing crash, pre-recession
scenario way of selling fenestra-
tion products. 
“Three to four years ago people

called for an estimate and they
were pretty likely to buy from
someone,” says Steve Rennekamp,
president of Energy Swing Windows
in Murrysville, Pa.
And if they were going to buy

they knew that the window replace-
ment would do wonders for the
resale value of their home. 
“Before it was easy to get home-

owners to understand updates are
needed to increase resale value but
in this market that is much harder,”

says Nigel D’hondt, CEO, Clear
NRG in Seattle Wash.
Fast forward three or four years

and now window retailers may be
competing with other wants and
needs of the homeowner. 
“Now if someone calls you out to

their home it doesn’t mean they are
going to buy, affirms Rennekamp.
“They are weighing this against
other purchases. If the roof is leak-
ing that is a different issue. The
homeowner may know they need
new windows and know it will save
them energy but due to the econo-
my or job concerns they wait.”
So what does the window retail-

er do? They have to sell the idea of
new windows. 
All these concerns weren’t a

problem in 2010 when the $1,500
window tax credit was in play. But

when that was taken out of the
game on December 31, 2010, and
the lesser $200 tax credit took its
place, strategy changed again. 

Manufacturers
Step Up
California Energy Consultant

Services in Rancho Cordova,
Calif., sells Simonton Windows,
and Phil Issacs, owner, says at
least one of his suppliers stepped
up with tax credits of its own to
help lessen the blow. 
“[When speaking to customers]

we said, ‘hey the tax credit was
great, but we have great news—for
a limited time we have a manufac-
turers’ rebate.’” 
But eventually the manufactur-

ers’ incentives ended and compa-

Comfort and Joy
What Factors Should You be 
Using to Sell Energy Efficiency?
by Tara Taffera

At Cobblestone Builders, the owner says energy-efficient windows serve as the cornerstone of their energy-efficient structures.
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nies were left with a $200
tax credit that many retail-
ers say wasn’t enough of an
incentive for homeowners
to buy; so they didn’t even
bother promoting it. 

D’hondt says his sales
reps are trained to answer
questions about the credit
but “they do downplay it
as part of the sales
process.” 

It’s Not the Price,
it’s the Terms

When the tax credits
ended, some companies
began to rely more heavily
on publicizing various
financing options. 

“If the manufacturer is
not offering something to

add a sense of urgency we will do it
ourselves,” says Issacs. 

And it’s not always standard fare:
sometimes companies get creative.
At California Energy Consultant
Services, the company creates
incentives based on holiday shop-
ping, for instance.

“We offer things like, buy X now
and get X toward your Christmas
shopping. We always give them a
reason to buy,” says Issacs.

He adds that in the last six
months financing has improved. 

“Just this last month, we started
participating in a second look pro-
gram that GE re-introduced. Some
of our lower FICA store customers
were able to get a loan as well,”
Isaacs says. “The points have got-
ten more reasonable. For a long
time the fees were making it tough

to get the salespeople to buy into
financing options.”

The company also offers high-
volume discount pricing, which
Issacs says is another incentive to
make a purchase. 

Energy Swing Windows also
relies on financing opportunities to
offer incentives. The company has
a variety of programs including six
months deferment. 

“We can sell the windows today,
put them in and they don’t pay for
six months,” says Rennekamp. “You
are trying to evaluate what the real
needs are of the homeowner and
how you fit into that.” 

Selling Comfort
and Joy

While many would agree that
the tax credits made an impact,
and that financing is important,
beyond that the reasons vary in
how window retailers promote
their differences. 

For some, it doesn’t always come
down to energy bills or promises of
specific savings.

“We never overpromise,” says
Issacs. “We sell the window on the
fact that it will make your house
more comfortable. We let them do
their own math and we never make
any promises. We let them know
the windows will be as tight as the
refrigerator … People connect the
dots well.”

At Clear NRG, however, D’hondt
says quite a few homeowners want
an actual percent of what their sav-
ings will be. 

“Sales reps are well-trained in
not offering specific numbers,” he

says. “That is a big no-no.”
Instead, they focus on analyzing

glass space and how much heat is
being transmitted. 

“We arm every sales rep with a
laser heat gun to show that the
temperature of the frame is lower,”
D’hondt adds. 

Although the company may
not promise specific savings
homeowners do come back and
report that their energy bills have
gone down.

“We do get those testimonials
and we have seen more than 50
percent in energy savings, espe-
cially for those who spend on oil,”
he says.

The comfort quotient may be a
broad one and hard to quantify, but
at least in California’s Sacramento
Valley where the heat is a real fac-
tor, it also plays a large role.

“We get testimonials from peo-
ple saying, ‘Now I am warm and
comfortable.’ Some had rooms in
their house they didn’t go near in
the summer and now with our win-
dows [which incorporate Cardinal’s
loE3 glass] it makes a tremendous
difference,” he says. 

He adds that homeowners often
say that before the new windows
the house in general was impossi-
ble to get comfortable. 

“The comfort is more important
than the actual savings,” says
Issacs. “Those testimonials are
much more prevalent than those
who tell us they saved X on their
energy bills.” 

D’hondt agrees with the impor-
tance of the comfort factor and he

continued on page 48
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We sell the window on the comfort, and that it will make your house more
comfortable. We let them do their own math and we never make any promises. We

let them know the windows will be as tight as the refrigerator. 
—Phil Issacs, 

Energy Consultant Services
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4
says he is amazed at how many
homeowners in California keep
their blinds closed. But he says his
sales reps are trained to spot things
like closed blinds, or a blanket in
front of a particular window.
“We tell them they don’t have to

do that anymore,” says D’hondt. 
The comfort factor is one that

builders and manufacturers take
into account as well. Melissa

Wahl, co-owner at Cobblestone
Homes in Saginaw, Mich., builder
of energy-efficient and environ-
mentally friendly homes, says one
of the company’s basic premises
when building an Energy Star
Home with a low HERS rating is
“Will the homeowner be more
comfortable?” 
“That is one of our founding

principles,” says Wahl. “The basic

premise to get there is good win-
dows and good insulation.”

Upping Appearances
and Value
Rennekamp says that while

energy savings is a plus many peo-
ple don’t buy new windows due to
the money they may save. 
“Most people replace because

their old ones look crappy and have
drafts,” he says. “Energy savings
help us offset the investment cost.
So while it is nice most people don’t
call for that reason. It’s a plus to
help us sell but it isn’t the motivat-
ing factor.”
Rennekamp says Energy Swing

Windows has a good performing
product for a variety of reasons. 
“Our windows ride on a track so

if you look at air infiltration we
probably do a better job,” he says.
“What we tell our customer is there
may be someone with a better U
value. If someone makes a triple
unit with krypton, yeah, that is bet-
ter but most don’t want to pay for
that. While energy savings is impor-
tant we push the value and that is
not just the product.”
At Energy Swing even if a

homeowner calls about replacing
a few windows, the company
doesn’t stop in the living room, so
to speak.
“We look at the condition of all

the windows in the house because
sometimes they don’t realize how
bad they are,” says Rennekamp. 
But again the company doesn’t

promise specific savings. The sales
reps just talk about energy savings
in general and talk about the glass
package and the argon fill. 

48 Door & Window Manufacturer www.dwmmag.com

Comfort and Joy
continued from page 47
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Steve Rennekamp, owner and Don Darragh, co-owner and Rennekamp’s stepson,
show off the unique feature of its windows which swing out for easy cleaning.

Three to four years ago people called for an estimate and
they were pretty likely to buy from someone. Now if

someone calls you out to their home it doesn’t mean they
are going to buy. They are weighing this against other

purchases. So you have to sell the idea of new windows. 
—Steve Rennekamp,

Energy Swing Windows
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It’s All about 
the Install 
He adds that the energy efficien-

cy is assumed and doesn’t set the
company apart from the pack. So
what does help these companies
stand apart? Most would agree that
the installation plays a role. 
At Clear NRG, the company’s

installation advantage comes
down to the different way it
installs its windows. 
“Most cut out the old window—

and 80 percent of the products we
take out are aluminum and they
have fins on them,” D’hondt
explains. “So the average window
installer takes a saw and cuts the fin
out and then puts the new window
in without a fin and put a few
screws in and a bead of caulking.
That has limited protection
because the fin isn’t behind the sid-
ing. We cut the old windows out by
cutting into the siding and remov-
ing the fin, and then install the win-
dows with a fin then put trim up
with brickmould. We do that as a
standard install.”
“We really promote our install,”

says Issacs. “We foam fill the voids—
a lot of companies don’t take that
extra step. We tell people that you
can have the best window in the
world but if it is installed improperly
you have an inferior product.”
A lot of people use cheap caulk-

ing, adds Rennekamp. “We use
caulking that is more expensive
and will last. If a window is not put
in properly you just negated all
the work you put into building
your window.” 
Wahl says items like caulking

and flashing make a huge differ-

ence and contribute to the energy
efficiency of a home. Cobblestone
Homes are constructed using dou-
ble-pane units filled with argon
manufactured by Paradigm
Windows in Portland, Maine. When
installed, the company uses Dow
Great Stuff and flashes it from out-
side using what she describes as
“textbook flashing.” 
“Everything is in the execution,”

she says. We look at two things
when we look at people in our com-
pany: They have to care, and they
have to be willing to learn. If they
have those the technical informa-
tion is out there for them to learn.
But we can’t change these two
things in a person. If they don’t care
we will have issues. If they are stub-
born we will have issues.”
Sales reps at Energy Swing

Windows also believe strongly in
the installation and promote the
fact that it makes and installs its
products. In fact the company
offers factory tours and, according
to Rennekamp, tries to bond with a
homeowner before they go out to
get the job. 
“Most window companies that

offer replacement windows have
three people involved and most
homeowners don’t recognize that,”
says Rennekamp. “They point fin-
gers when there is a problem and
the poor homeowner has no one to
go to. 

Finding the 
Sweet Spot 
So while the way retailers sell

windows has changed, all compa-
nies agree that they have to con-
vince homeowners of the need for
new windows, but how you do that
varies greatly. 
“You always have to sell a reason

why someone is going to buy your
product now,” says Issacs. “We tell
people—it’s always the perfect time
to buy windows. Your cost of labor
is not going to go down. We don’t
depend on external incentives and
revolve our marketing plan around
that. We proactively come up with
our own incentive.” 
At Clear NRG it’s all about find-

ing the right touch points. 
“If you are going to buy a car off

a car lot the brand new Corvettes
may get your blood going, but the
Prius is logical. Depending on a
consumer’s specific touch points
that is what is most utilized during
a sales pitch,” says D’hondt. 
Rennekamp adds that the compa-

ny isn’t just selling new windows it is
selling relationships. “There are
fewer people looking to buy but the
people who are looking are checking
out companies more than ever and
that is good for companies like us. We
do what we say, and we do things
from a follow up perspective that
most won’t do.” �

At Energy Consultant Services, the increased comfort that will result from a window
replacement plays a key role in the sales process.
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Guarantee 
New Business
31 Reasons Why and How 
You Should be Targeting Remodelers
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W ant to work with remod-
elers but don’t know how
to get started? Suppliers,

lumberyards, door and window
dealers, and others, can all benefit
from working with remodelers,
according to Paul Winans, facilitator
and consultant for Remodelers
Advantage, based in Laurel, Md.
Winans works with remodeling
companies, speaks to various
groups and is a former remodeler
himself with  more than 40 years of
experience in the industry. Think
price is among the top items remod-
elers consider when choosing a sup-
plier? Think again. Winans says a job
rarely goes to the lowest bidder. 

Here are a few items Winans sug-
gests are crucial. 

1. Become a preferred provider.
The goal: make sure your company
is the only one contacted by a spe-
cific remodeler. You will become a
trusted partner in the process and
the go-to source when advice or
information is needed. “Most
design-build firms that work with
these companies don’t get multiple
bids,” says Winans.

2. Pay attention and you will win
the business. Avoid looking at
remodelers as the same, says Winans.
Get to know your remodeling buyers
and you will get their business.

3. Don’t write them off. “The
remodeling industry is coming
back,” says Winans. “If you stick with
them they will never forget you.”

4. Give them what they want in
terms of products. According to a
SPECSpan survey of remodeling

contractors, the following are
most important when it comes to
product selection: delivery is cor-
rect and defect-free, supplier
response to mistakes/defects, a
solid, dependable warranty, a
brand you have good experience
with, and a quick delivery and
limited lead time. 

5. Don’t focus on what they rank
as least important. According to
that same SPECspan survey,
remodelers put co-op advertising,
rebates and price (lowest initial
cost) at the bottom of the list, so
make sure you aren’t placing those
as most significant. 

“When you build a relationship
with a remodeler price is even less
important,” he says. 

6. Give them what they want
from a local supplier. According to
Winans, this includes reliable deliv-
ery, brands with which you have
had good experience, long-term
business relationships and a good
track record when it comes to spe-
cial orders. 

“We worked with one window
company virtually the whole life of
our company and I  think the reason
is that the salesperson assigned to
our company was exceptional at
making all in our company feel spe-
cial and he always did what he said
he would do.,” says Winans. “Having
a long-term supplier means we
don’t have to re-learn lessons.”

7. Don’t focus on what they rank
as least important in terms of a
local supplier. According to
Winans, this includes a sales rep
who visits regularly, design services

and installation training. If you are
surprised that remodelers aren’t
looking for installation specifics,
Winans says, “Remodelers will get
their information when they need
it as opposed to being forced to
participate in specific programs.” 

8. Deliver products on time.“Time
is where remodelers make money,”
says Winans. “If it means paying a lit-
tle more for a positive delivery expe-
rience [remodelers] will do it.”

He adds, “If you do what you say,
you will get a ton of business.”

9. Help eliminate some options.
Winans says suppliers can also help
whittle down the options for
remodelers.

“There are 20 million choices for
remodelers today when there used
to be three,” he says. “There are too
many choices, and how to help
remodelers narrow them down is
an opportunity for you.”

10. Figure out what makes you
special. Winans says it’s not about
product features but product
benefits. For example, a wonder-
ful latch doesn’t mean anything if
it doesn’t turn into window sales.
“When I installed one company’s
windows in my home I realized
that the upper sash didn’t move
easily,” says Winans. “If I knew
that I wouldn’t have specified it as
much.”

11. Show up.Get involved in your
local remodeling association, spon-
sor a meeting at your showroom or
join a committee. Whatever it is, it is
important to get your name out
there and meet remodelers. 
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  20 million choices
for remodelers today when there used to be three. 

There are many choices, and how to help remodelers 
narrow them down is an opportunity for you.

—Paul Winans

13
2519

12. Make friends first. Identify
three to five remodelers you would
like to know better and do just that,
says Winans. Don’t ask about busi-
ness—“the right ones will ask you
about your business.”

13. Keep track of important
items and find ways to connect. As
you network with remodelers, find a
reason to connect every eight weeks
or so, says Winans. Send them a
newspaper clipping, or get an
update on the team you are spon-
soring. “Personal attention gets you
the business,” says Winans.

14. Stay top of mind. Along with
number 13, attend remodeling
functions, extend invitations to
events such as baseball games, call
to check in or follow-up, or send a
gift at the holidays. 

15. Remember the relationship
is key.Winans says studies and per-
sonal experience show that
“remodelers buy based on the rela-
tionship. The product is important
but less so. Cost is secondary.”

16. Get to know everyone in the
company. Winans warns to not just
get to know the owner, but others in
the company as well. “If they don’t
know you, they will go elsewhere.”

17. Look to those who have
remodelers’ business. Want to get
remodelers’ business? Find out
what suppliers work with them: Get
to know those companies and ask
for referrals.

18. Be the knowledge resource.
Staying current regarding industry
knowledge is more important
than telling a remodeler every-
thing that is new with a particular
product. Instead, “share with each
remodeler changes that affect
each one’s buying preferences,”
says Winans. 

He notes that many remodelers
starting out (and even some who
have been in the business for years)
have no industry knowledge.

“A remodeler does not want to be
the product knowledge expert.
[Remodelers] want you to help
them navigate this process.”

19. Provide solutions to prob-
lems. There will always be prob-
lems “but what you do when there
is a problem will determine
whether or not you get repeat busi-
ness,” says Winans. Your company
likely will be judged on: fewest
problems, most timely response
and the best and fairest solutions. 

20. Provide swift resolutions to
damaged or missing parts. A great
supplier gets quick results when a
product is damaged, when the
wrong one arrives or when it arrives
incomplete. Remember, if you get it
wrong, “you and the company you
represent are one and the same.”

21. Bring your remodelers busi-
ness. Times are challenging and
remodelers are hungry for leads. So
get to know what kind of business
each of your remodelers are look-
ing for, including average job size,
type of project and localities in
which they work, says Winans. 

22. Deliver knowledge when
needed. “Stay current on product
knowledge so the remodeler doesn’t
have to,” says Winans. “Knowledge
is delivered when needed, not as it
appears. For example, deliver a cat-
alog in person and walk the individ-
ual through it instead of emailing or
mailing it.

23. Move beyond the typical. Each
remodeler ends up with a set of
default specs, says Winans, but he
tells the story of one supplier who
helped a company refine its door and
window specs with much success. 

24. Be timely with proposals (or
even early) and follow through. If
you are given a deadline to submit
a proposal, get yours in early. Once
you submit a proposal, Winans says
stage two is calling to review it.
“Getting it in on time is the first

step, making sure it is understood
is the second,” he adds. 

25. Ask, “how can I help?”Winans
says remodelers do not want to be
product knowledge experts as there
are too many choices and features.
Educate them only where needed.

26. Be easy to reach. A former
remodeler himself, Winans says
phone and/or text work best with
this group. If a discussion creates
an outcome be sure to follow
through. “You are what you do, not
what you say,” says Winans. 

27. Show up after a product is
sold. Show up for on-site measur-
ing, says Winans. 

Be available to see a product
after it is delivered. “Realize a serv-
ice is being sold—not just a prod-
uct,” he adds.

28. Meet with other players in
the process. A complex project
involves several suppliers and trade
contractors who blend their efforts.
A good supplier will participate in
those meetings but not dominate
them; listening is key, says Winans. 

29. Employ the best salespeople.
“If you want to be successful find
the best salespeople then have them
train others,” says Winans. He points
out that many remodeling compa-
nies have no business training and
suppliers can help them with this as
well (see number 30).

30. Once you have the best sales-
people (see number 29), sponsor
sales training for remodeling con-
tractors. “Most of them are in the
toilet because they don’t know how
to sell,” says Winans. 

31. Implement numbers 1-30
and don’t forget to do what you say.
“When the market takes off again
you will have so much business it
will be incredible,” says Winans.
“You won’t have to lower your
prices and I strongly recommend
you don’t do that.” �
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COMPANY NEWS
MJB Wood Group
Expands Operations
MJB Wood Group Inc., of Irving,

Texas, has expanded its distribution
and sales locations by opening distri-
bution branches in the St.
Paul/Minneapolis area, Louisville,
Ky., and Charlotte, N.C., to support
its customer base of OEMs. Product
offerings include panel, components
and specialty products and will offer
a quick ship program of stock items.
“We have had great success with

our distribution facility in Elkhart,
Ind., and want to duplicate this
model to service accounts in the
Midwest and Southeast,” says Jeff
Messick, MJB’s vice president of
sales. The company’s operation in
Simsboro, La., which opened last
November, caters to millwork shops
in the South along with retail lum-
beryards in both full truckload and
less than truckload shipments.
Products include hardwood lumber,
hardwood plywood, panel products
and architectural mouldings.

MJB Tableros Y Maderas, MJB
Wood Group’s Mexican subsidiary,
is also expanding its Mexican
operation with a new distribution
facility in Merida, Mexico situat-
ed on the Yucatan Peninsula. 

Former ProBuild
Execs Form New Company
Paul Hylbert, former CEO of

ProBuild, has formed Kodiak
Building Partners, based in Denver,
and says the company plans to
invest in the building materials dis-
tribution industry.
“We believe the time is right to

acquire assets in this space,” says
Hylbert. “While construction activi-
ty in general remains very weak, we
believe that this business will recov-
er and are looking to partner with
strong management teams to par-
ticipate in the upturn.”
Joining Hylbert is Steve Swinney

who will act as president and chief
operating officer. Kyle Barker, Brian
Cleveringa and Eric Miller will be
managing directors. All of these

individuals had worked previously
at ProBuild.
Kodiak Building Partners was

formed to invest in building products
companies serving new residential,
repair and remodeling, and commer-
cial construction markets across the
United States. “Recognizing that this
industry is very local in nature,
Kodiak and its investor partners will
work with and support management
on a market-by-market basis to build
and grow businesses in the $10 mil-
lion to $100 million sales range,”
according to the company press
release.

Castle Windows
to Expand in 2012
CastleWindows based in Mount

Laurel, N.J., announced plans late
last year to increase its staff by
about 20 percent in early 2012. The
company, which operates in New
York, New Jersey, Pennsylvania,
Delaware, Connecticut, Maryland,
Massachusetts, Rhode Island,
Virginia, North Carolina, South
Carolina and New Hampshire,
plans to widen its reach along
more of the East Coast.
“We have already expanded

operations and have the need for
added marketing and customer
service personnel,” says CEO Chris
Cardillo. “We have also acquired
the customer base from a large
competitor of ours and so we need
more employees to assure the same
level of service.”
Cardillo says he expects to hire

approximately 30 people, most of
whom will be in south Jersey,
with the rest spread throughout
the New England and southern
states.
The company has 175 employ-

ees and about $55 million in
annual revenue. Cardillo says this
could grow to 300 people, with
annual revenue of $100 million in
six years.

DistributionNews
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Builders FirstSource Opens New Florida 
Operation to Replace West Palm Beach Location

Builders FirstSource Inc.,
based in Dallas, opened a
new distribution facility in
Riviera Beach, Fla. The new
facility replaces the West
Palm Beach location, “pro-
viding expanded capacity
to better serve our cus-
tomers,” according to a
company press release.

“Dominic Williams, gen-
eral manager, and his team
are to be commended on a
job well done,” says Floyd
Sherman, Builders
FirstSource CEO. “We have
served the state of Florida for a number of years, and this new location will
allow us to serve four counties, including Indian Riviera County, St. Lucie
County, Martin County and Palm Beach County.”

The 45,000 square-foot facility offers a full line of building materials and is
located off the I-95 corridor, the main thoroughfare in southern Florida.
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One Window
Retailer Acquires Another
Clear Choice USA has acquired

fellow window retailer Window
Depot USA. Clear Choice president
and CEO Ed Kalaher says the acqui-
sition results in “one of the nation’s
largest retailers of vinyl replace-
ment windows.”
“By joining forces, both companies

are expanding their national foot-
print; but more importantly, by com-
bining staff efforts, dealer expertise
and best business practices, both
companies emerge stronger than
ever before, and better equipped to
offer homeowners an unbeatable
combination of low prices and high-
level service,” he says. “Best yet, with
ever-increasing public visibility, these
companies must continue to raise
their level of service to the consumer
to keep pace with some of the indus-
try’s biggest brands.”
Kalaher adds that the transac-

tion increases the company’s lever-
age with supply partners, “allowing
us to pass on significant savings to
our clients, but it expands our
brand visibility and reinforces the
fact that we must continue to con-
stantly improve our levels of serv-
ice and craftsmanship.”

Gores Group
Acquires Interest in Stock
The Gores Group, a private

equity firm, announced that it has
furthered its commitment to
Stock Building Supply Holdings
LLC by acquiring Wolseley plc’s
remaining minority interest in
Stock. The acquisition adds to the
Gores Group’s controlling interest
originally acquired on May 5,
2009. Terms of the transaction
were not disclosed.
“We have high expectations for

Stock, and this transaction solidi-
fies our position in the company,”
says Ryan Wald, managing direc-
tor of The Gores Group. “Stock is

well-situated to weather the
downturn and is capable of rapid
growth as the market recovers.
This additional investment will
allow us to participate fully in the
growth of Stock and the recovery
of the housing market.”
“This additional investment by

Gores is a sign of confidence in our
associates and our strategy, and
we look forward to working collab-
oratively with The Gores Group in
the future,” adds Jeff Rea, CEO of
Stock Building Supply.

Door Com Distribution
Named Quanex Distributor
Quanex Building Products Corp.

selected Woodbridge, Ontario-
based Door Com Distribution as the
exclusive distributor for its Imperial
Products there.
“Door Com was an ideal fit for

us because of their exemplary
reputation in the market and
their dedication to supplying
only high-value, high-quality
door components,” says John
Westfall, business development
manager, door and window sys-
tems, Quanex Building Products.
“With the imminent building
code mandates for exterior doors
in Canada, it’s a great time for us
to enter this market with our
Imperial Products solutions that

are engineered to provide opti-
mal water infiltration resistance
and energy efficiency.”
Door Com has warehouses

throughout Canada.

Parr Lumber to
Open New Location
Parr Lumber has opened a new

location in Marysville, Wash. The
new store features a 20,200-square-
foot warehouse on 4.5 acres. It
houses 1,000 square feet of office
space, 1,500 square feet of retail
space and employs 22 full-time
employees. The store is managed
by Doug Nelson who has worked
for Parr Lumber for nearly a
decade, the last four of which man-
aging Parr Lumber in Everett, Wash.
Deeper expansion into the

Washington market has continued
to be a priority for Parr Lumber,
according to a company press
release. The Marysville site will
replace the Everett location, which
opened in January 2008. The
Marysville facility follows Parr’s
recent expansion into Spokane in
June 2010 and is the sixth
Washington Parr Lumber location.
“We have some strong core cus-

tomers in the area and we are excited
about opening the new Marysville
location...” says David Hamill, CEO,
Parr Lumber. �
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PEOPLE NEWS
ProBuild Names Don Riley
Executive Vice President of Supply Chain and Technology

ProBuild Holdings Inc. has named Don Riley executive vice
president of Supply Chain and Technology. In this role, Riley
will be responsible for integrating ProBuild’s Supply Chain,
Information Technology and Manufacturing organizations,
including developing strategies and programs to improve the
company’s overall operational effectiveness, grow market
share and maximize profitability.

He will oversee the planning and implementation of enterprise IT systems in
support of business operations in order to improve cost-effectiveness and serv-
ice quality. Additionally, Riley will direct and manage ProBuild’s technology
infrastructure and environment, including the design and development of busi-
ness-focused application solutions to support ProBuild’s business operations.
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ONE ON ONE

How One Distributor is Bucking the 
Trends and Finding Success

L et’s face it—thereareonlyavery
few areas in North America
enjoying growth when it comes

to new housing. However, in talking
to members of the building materials
industry recently, one of those excep-
tions is a state growing due to its
potential energy sources—North
Dakota. Andy Nelson, sales manager
for Lavelle Co., a family-owned build-
ing materials distributor located in
Fargo, talked to DWM/SHELTER about
growth opportunities in the state.
Though it’s not easy, Nelson has
implemented some unorthodox
approaches that have paid off. 
DWM/SHELTER: Tell us more

about the opportunities in North
Dakota and other areas.

Nelson: We have
enjoyed a strong/sta-
ble economy overall
in our North Dakota
service area and con-
tinue to see growth
opportunities in the
other states we cover:

South Dakota, Minnesota and a por-
tion of Iowa. North Dakota is strong
due to the energy capabilities com-
ing out of the state. We see growth
due to the need for housing in the old
field areas and strong agricultural
areas, etc.
We have had to go and find

opportunities in the other states.
Some of that has required us to go
outside of our comfort zone. We
found the only way to break into
some of those other states is to have
someone active in [those] areas
including Iowa. We tried to cover
that area with a rep out of Fargo, but
learned we are better served hiring a
rep living in that market. For exam-
ple, we needed someone local that

would be able to participate in
homebuilder events, builder events
and many others.
The Minnesota market area is our

toughest economy, particularly
Northern and Central. But another
thing we did that helped us service
our customers was realigning the
territories. The owners were a little
cautious when I suggested this, as I
also added another sales rep
because I saw us losing some busi-
ness and market share. You should
have seen some of the looks I got:
You have an area that is down 25
percent and you want to add anoth-
er sales rep. But it worked great and
it has caused us to rebound to gain
back market share lost in the down-
turn and highly competitive area. 
DWM/SHELTER: I know you are

adding another door line to your
offerings. What prompted this?
Nelson: We added Therma-Tru

entry door systems to our offerings
in mid-December. 
We will continue to supply quality

Perma-Door’s (Taylor) entry doors to
round out our entire entry door
offering to our market. We realized
we were losing market share because
we just didn’t have the right product
offering in fiberglass entry doors.
Our goal is to grow across the board
in all our offerings; the addition of
this new brand rounds out our offer-
ings and we also know it will help us
gain new customers.
DWM/SHELTER: How will this

change the company from a sales
and growth standpoint?
Nelson: The response has been

extremely favorable, as customers tell
us it rounds out our offerings. They
have been loyal, though, to our com-
pany, not the specific brand. They

sometimes had to find other sources
and now they don’t have to do that.
For two and a half days after we

announced the new addition I field-
ed calls from customers and one of
the things I heard was, ‘This is one
of the best things you have ever
done.’ That affirms that we made a
good decision.
DWM/SHELTER: You are imple-

menting new things in your plant
as well. Tell me about how much of
a capital expense that required and
how this will impact sales.
Nelson: We have added UV flat

line pre-finish equipment so we can
offer improved finishing abilities to
the millwork products.
Since we were founded in 1939

we have always been a very finan-
cially sound company, and that has
helped us during this downturn.
When the downturn came we
looked at where we wanted to make
key investments to keep our sales
and volume going up. The high
quality automated finishing equip-
ment is one of those key areas.
A lot of energy is involved when a

customer has to find a third party
pre-finisher. When we do it for
them it just makes the process so
much smoother, and we offer an
improved quality finish. The new
equipment also speeds the process
up significantly. It’s like the magic
box—the door goes in one end and
comes out the other.
DWM/SHELTER: What is the one

thing that will most contribute to
your future success?
Nelson:We still feel strongly that

relationship sales continue to be a
strong factor. Most territories we
serve are relatively small from a
population standpoint but we need

DealerTalk
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to make sure our accounts are being
taken care of so our customers have
no reason to look to a competitor for
products and services. In the end we
have happier customers and happi-
er salespeople. Our reps can make
many same day trips and then come
back and spend time with their fam-
ilies most nights. We are not trying to
push everyone to their limit. We are
trying to grow market share with
existing customers the n add new
ones as well, we want to be sure we
are taking great care of existing cus-
tomers before we add new ones.

—Tara Taffera    �
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Reduced Glass Breakage
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“�e One Stop Source For All Window & Door Hardware”
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Installer Errors are Indeed Prevalent

L ast month (see November-
December DWM, page 54),
DWM featured this new

department in which we post a
dilemma to our readers and ask
you for your take on what you
would do. Well, judging from the
feedback this new section was a big
hit. Following are what some of our
readers had to say about the com-
pany who wanted to sell a home-
owner all new windows in a siz-
year old home, even though the
problem seemed to be simply an
installation issue. 

“They Should be
Out of Business”
We won’t have to worry about

Window Company number one, as
they should be out of business
sooner than later using those sales
tactics. Then again maybe they will
retire sooner than those of us who
have a conscience. Removing the
necessary siding to place new
housewrap over everything, includ-
ing the nail fin of a window after
window taping, J channel, if not an
integral part of the window, a good
caulk job between J and window,
replace siding, clean up and go
home. I’m probably spoiled after
nearly 40 years in retail sales at
Millersburg Lumber Inc. in
Millersburg, Ind., because most of
our customers are capable, with a
little coaching, of doing this job on
their own, thus avoiding the fleec-
ing of customers. 
I enjoy your articles and looking

forward to 2012 issues.
Kurt I. Kritzman

President
Millersburg Lumber Inc.

Millersburg, Ind.

“His Name is on the Line”
I just read your article in DWM

about the window installation: very
interesting, and dead on.
I would agree with contractor

number two for the simple reason
that like he said, his name is on the
line. The same is true here at our
company: we also don’t outsource
any of our installs unless we have
trained the contractor, and are con-
fident that they will install correctly.
As contractor number two

observed, six-year old windows are
not the problem—the install was, and
we have seen the same here. We are a
unique company that not only man-
ufactures our own windows, but we
are also dealers, so we install them as
well. We also sell to contractors,
homeowners, etc. We service all types
of windows, and we have found that
the installation has a lot to do with it.

So here is what I would have
done. I would have looked at the
damage, and how the windows
were installed, before talking price.
I would fix like contractor number
two but then take it a step further. I
would make sure there is no mold
or moisture, not to mention struc-
tural damage from the moisture.
We wish more contractors would

or be forced to take factory training
instead of referring the problems
back to the window manufacturers
for service work as we have seen. Or
maybe only certified contractors
could install.
We would love to see some more

articles like this. Keep up the good
work! 

Mike Kauffman
Office Manager 

Everlast Windows Inc.
Newburg, Pa.

What WouldYou Do?
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Though it appeared contractor two fixed the problem, an installer had to come out
a second time. 
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Middle of the Road
I would have taken the middle

road, offered new windows but
encouraged that we explore con-
tractor two’s suggestions.

I have had it go both ways but
always approached situations like
this with what is best for the cus-
tomer.  In our area, there is more brick
and stone used than vinyl siding. 

My company has started a instal-
lation training certification program.

Rich Davis
Sales/Branch Manager

Weather Barr Windows and Doors
Springdale, Ark.

“I Can’t Sell Something
the Customer Doesn’t Need”

I am from La Crosse, Wis., and
we run into customers with win-
dows iced up, moisture on win-
dows and air leakage—just about
every day someone comes in with
one of these problems. We will
always look over the situation to
see if new windows are the solution

or just getting them installed cor-
rectly. I just can’t sell something the
customer doesn’t really need. Our
small retail lumberyard has been in
business for 63 years and is in its
third generation of owners. The
company is built on honesty and

integrity. The customer will be
grateful for your honesty and you
will have that customer for life.

Ted Tauscher
Sales/Estimating.
Kratt Lumber Co.

La Crosse, Wis.

Read This Month’s Dilemma
Just when we thought installer number two had fixed the problem in last

month’s dilemma, the homeowner called to tell me that one of the windows
was leaking again as a result of a recent rain storm. She had to leave on
Christmas vacation so she put me in charge of letting contractor number two
in to look at the problem. He told me he did some work on the arch top and
hopefully it will fix the problem. When I pressed him further he said, “We’ll see
if it leaks again.”

That brings me to this month’s dilemma. The owner didn’t come out in this
situation: he sent one of his most capable employees to look at the issue. That is
fine, however, I had a huge problem communicating with this employee due to
language barriers. That is why I only know that he “did some work on the arch
top”—he tried to explain what he did but quite frankly I couldn’t understand him.

So how do you deal with language barrier issues? What do you do when home-
owners tell you they want a different installer who speaks their language? Do you
send a less experienced installer? Do you send someone along to translate?

We look forward to hearing from you. Send your responses to ttaffera@glass.com
—Tara Taffera �

57www.dwmmag.com January/February 2012

This home in Virginia had windows installed incorrectly which caused leakage. See November-December DWM, page 54.
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DOORS AND WINDOWS
A New Dimension
Windsor Windows &

Doors has added the Next
Dimension Classic line fea-
turing enhanced architec-
tural benefits to its Next
Dimension product family
of vinyl windows and doors.
According to company
information, the products
incorporate traditional sight
lines into the smooth opera-
tion, convenience and com-
mercially rated perform-
ance that’s common across
the line. 
Next Dimension Classic

products offer a structural
rating of up to DP50, stan-
dard on single-hung win-
dows and optional with an
upgrade on double-hung.
According to company informa-
tion, the line was designed
specifically to meet the require-
ments of customers on the East
Coast, combining traditional
architectural characteristics as
well as weather-resistant struc-

tural components. The line is
available in various configura-
tions including single hung, sin-
gle-hung picture, slider, double
hung, double-hung picture, and a
coordinating sliding patio door.
���www.windsorwindows.com

Woodworking Upgrades
Panda Windows and Doors has

upgraded the woodwork section
of its facility to a fully operational
wood shop. As a result, its wood
clad and several other custom
products are now produced in-
house. According to a company
announcement, this ensures better
quality control, providing the end-
user with a high-end products and
quicker production lead times. 
The announcement notes that

the company’s its custom products
require a hands-on approach to
every process from production’s
start to finish and improvements
are constantly being made to offer
a wider range of products.
���www.panda-windows.com

REHAU Systems 700 Receive
Hurricane Impact Ratings
REHAU has received hurricane

impact ratings for its Systems 700,
1400 and 4500 door and window
designs. Following impact testing
that employed ASTM and TAS test
methods, the company’s selection
of single-hung, casement, tilt-
turn and fixed window designs
and French doors were deter-
mined to meet or exceed stan-
dards for use throughout the
Southeast United States, includ-
ing the high-velocity hurricane
zone (HVHZ) of Florida’s Miami-
Dade and Broward counties and
Coastal Palm Beach County. 
According to the company, the

700, 1400 and 4500 door and win-
dow designs were tested to satisfy
Miami-Dade protocols TAS 201,
TAS 202 and TAS 203; ASTM E1886
and E1996; and Florida Building
Code requirements for HVHZ. They
also meet or exceed American
Architectural Manufacturers
Association and Canadian
Standards Association structural,
air and water standards.
���www.na.rehau.com/windows

DistributorProducts
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New Options for R-6 and Beyond
The new Ultra-R glazed window is the

latest development from Hurd Windows
and Doors. The line utilizes Heat Mirror
films suspended within the insulating
glass to achieve R-values that range
from an R-6 to an R-20, according to a
company announcement. The company
says the films are coated with nanoscale
metal particles that reflect heat back to
its source, improving insulation, blocking
UV rays, reducing noise and amplifying
owner comfort.

In addition, the company says the new windows are 33 percent lighter than
triple-pane windows, and can have one, two or three sheets of the virtually
weightless suspended film to create up to four super-insulating cavities. When
filled with krypton gas the window can achieve a center of glass insulation value
(R-value) of 20, according to the announcement.

The windows also come with Hurd’s lifetime limited warranty and CoreGuard
wood treatment.
���www.hurd.com
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Energy-Saving Options
The new Pella 350 Series window

line is the company’s latest vinyl
offering, joining its vinyl sliding
patio doors introduced in 2010. The
company says both its windows
and patio doors offer energy-effi-
cient options that will meet or
exceed Energy Star guidelines in all
50 states and Canada.

According to a company
announcement, the vinyl windows
and patio doors have a premium
look and feature its energy-saving
system. The announcement says
the window and patio door frames
were designed with up to 18 insu-

lating chambers (three times more
than typical vinyl), to help keep
homes warm in the winter and cool
in the summer.

Design features of the Pella 350
Series include SmoothSeam
welded corners on the door and
window frames that are virtually
invisible, as well as a frame pro-
file with a beveled edge that the
company says makes them look
more like wood windows and
patio doors.

A variety of style choices are
available including a full line of 2-,
3-, or 4-panel configuration for
patio doors; double-hung, single-

hung, sliding, casement, awning,
fixed-frame and special shape
windows; three frame colors,
including a dual-color option:
white, almond and white interi-
or/brown exterior (exterior dual-
color frame only); and five hard-
ware finishes: white, almond,
bright brass, satin nickel and oil-
rubbed bronze.

A number of glass options are also
available, including InsulShield low-
E triple-pane glass with argon. 
���www.pella.com

A New View
Security, durability and thermal

performance are all features that
Seaway Manufacturing says it
added to the new Prima Vista slid-
ing patio door. The doors are built
to perform in tough conditions and
are tested against the stringent
industry standards for air and
water infiltration, wind-load resist-
ance, ease of operation, forced
entry, and more. 

The new patio doors offer a
number of features. Among others,
some include multi-chamber uPVC
vinyl extrusions for thermal effi-
ciency and sound dampening;
triple weather stripping on posts
and double weather stripping at
the secure interlock; a patented
sash sliding system that features
adjustable, dual tandem 1-inch
Ultrex rollers with marine ball
bearings; a patented high perform-
ance water draining system incor-
porated into the lower sill that
directs water outside; and steel
reinforced sashes at the interlock
and the meeting rail.

In addition, the new patio
doors feature tempered, high per-
formance low-E with argon gas fill
and a warm-edge spacer. It also
comes with multi-point locking
hardware that’s available in a
variety of finishes.
���www.seawaymfg.com �
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Architectural Glass
Bent/Curved
Precision Glass Bending Corp.
P.O. Box 1970,
3811 Hwy. 10 West
Greenwood, AR 72936
800/543-8796; 
fax: 479/996-8962
www.e-bentglass.com
sales@e-bentglass.com

Door & Window
Machinery/Equipment
Erdman Automation Corp.
1603 South 14th Street
Princeton, MN 55371
763/389-9475;
fax: 763/389-9757
www.erdmanautomation.com

Global Sales Group, L.L.C.
PO Box 1835
Chico, CA 95927
877/474-5521
fax: 530/893-2244
www.globalsalesgroupllc.com

Stürtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444; 
fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Multiprocessing
Stürtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444; 
fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Saws
Stürtz 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
Stürtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444; 
fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Saws, Double-Miter
Stürtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444; 
fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Testing Equipment

Automated Testing 
Solutions, Inc.
3520 88th Ave. NE
Blaine, MN 55014
877/784-1775;
fax: 651/846-6808
www.automated-tests.com

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

Vinyl Welders
Stürtz Machinery, Inc.
1910 Summit Commerce Park
Twinsburg, OH 44087
330/405-0444; 
fax: 330/405-0445
www.sturtz.com
info@sturtz.com

Door Components
Sill Pans
Jamsill, Inc.
PO Box 485
Talent, OR 97540
800/526-7455
fax: 541/488-7472
www.jamsill.com
info@jamsill.com

Door Hardware &
Related Products

Amesbury
57 Hunt Road
Amesbury, MA 01913
800/217-5757;
fax: 800/289-6699
www.amesbury.com

Strybuc Industries
2006 Elmwood Ave.,
Suite 102C
Sharon Hills, PA 19079
800/352-0800
fax: 610/534-3202
www.strybuc.com

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

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 
Fire-Rated Doors
SAFTI FIRST Fire 
Rated Glazing Solutions
325 Newhall Street
San Francisco, CA 94124
888/653-3333
Fax: 888/653-4444
www.safti.com
info@safti.com

Patio Doors
Panda Windows 
& Doors, LLC
3415 Bellington Rd.
N. Las Vegas, NV 89030
702/643-5700
Fax: 702/643-5715

Insulating Glass &
Related Products

Connectors
EDUARD KRONENBERG
GmbH “EK”
Dingshauser Str. 6-10
42655 Solingen, Germany 
+49 (0)212 / 222 88-0
fax: +49 (0)212 / 222 88-999
www.kronenberg-eduard.de
info@kronenberg-eduard.de

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

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

Insulating Glass
Machinery & Equipment
Bystronic Glass Inc.
13250 E. Smith Rd., Ste. 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

Lumber & 
Engineered Lumber

Lumber, Hardwood and/or
Softwood
Parton Lumber Company
251 Parton Road
Rutherfordton, NC 28139
800/624-1501;
fax: 828/287-9423
www.partonlumber.com
info@partonlumber.com

DIRECTORY OF
SUPPLIERS
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To place your listing, please
contact Janeen Mulligan at
540/720-5584, ext. 112, 

or email
jmulligan@glass.com.
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Mouldings
PVC Profiles
Creative Extrusion &
Technologies
230 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 + Wirsam
10510 NE Northup Way
Suite 100
Kirkland, WA 98033
800/559-9921
www.a-w.de
carl.maerz@glaston.net

Jobber/Distribution
DMSi Software
17002 Marcy St., Ste. 200
Omaha, NE 68118
402/330-6620 Ext. 142
fax: 402/330-6737
www.dmsi.com
dmsi@dmsi.com

Ponderosa Software
36 Thurber Blvd.
Smithfield, RI 02917
800/422-4782
fax: 401/232-7778
www.caisoft.com/ponderosa
info@caisoft.com

WoodWare Systems
8304 Macon Terrace Road
Cordova, TN 38018
901/763-3999
fax: 901/763-4064
www.woodwaresystems.com

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

Extrusions, Vinyl
Creative Extrusion &
Technologies
230 Elliot St.
Brockton, MA 02302
508/587-2290
fax: 508/580-0524
www.creativeet.com
sales@creativeet.com 

Window Hardware &
Related Products

Amesbury
57 Hunt Road
Amesbury, MA 01913
800/217-5757;
fax: 800/289-6699
www.amesbury.com

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

Strybuc Industries
2006 Elmwood Ave., 
Suite 102C
Sharon Hills, PA 19079
800/352-0800;
fax: 610/534-3202
www.strybuc.com

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

You’re probably paying too much if
you’re buying some place else!  
Call us and start saving money!
Free tooling for large volumes.

508/587-2290 sales@creativeET.com
The Industry Standard Since 1950

CLASSIFIEDS
Industry Services

Employment/Help Wanted

Sales Representative
A leading custom vinyl window man-
ufacturer is seeking an experienced
sales representative to continue to
expand throughout the Mid-Atlantic
States. Candidates should have 3 - 5
years experience and have a good
understanding of the window and
door industry. Competitive salary &
benefits. Please send resume to:
jmulligan@glass.com, Ref. Drawer 5400
or fax: 540/720-5687.

National Sales Manager
East coast manufacturer of window and doors is
seeking a National Sales Manager. The ideal candi-
date is a strong leader with window and door sales
management experience and a proven track record
of delivering results.  

Essential duties and responsibilities include:
• Strategic sales and national expansion planning
• Strategic marketing planning and tactical exe-

cution 
• New customer identification and acquisition
• Cultivating existing customer relationships
• Hiring, training and evaluating regional sales

staff

Candidates should send a cover letter, resume and
salary requirements to:  resumewdmfg@gmail.com
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February 8-11, 2012
International Builders’ Show
Sponsored by the National 
Association of Home Builders (NAHB).
Orlando Convention Center.
Orlando, Fla.
��� www.buildersshow.com

February 26-29, 2012
75th Annual AAMA Conference
Sponsored by AAMA.
Naples Grande.
Naples, Fla.
��� www.aamanet.org

March 5-7, 2012
WDMA 2012 Spring Meeting
and Legislative Conference
Sponsored by WDMA.
Marriott Washington.
Washington, D.C.
��� www.wdma.com

March 21-24, 2012
Fensterbau/Frontale 2012
Sponsored by Nuremberg Messe.
Nuremberg, Germany.
��� www.fensterbau.de

April 1–5, 2012
NPE 2012
Sponsored by the Plastics 
Industry Trade Association.
Orange County Convention Center.
Orlando, Fla.
��� www.npe.org

April 10-11, 2012
Western Region Spring Meeting
Sponsored by AAMA.
Embassy Suites Portland Airport Hotel. 
Portland, Ore.
��� www.aamanet.org

April 12, 2012
Fenestration Day
Sponsored by DWM magazine.
El Tropicano Riverwalk.
San Antonio, Texas.
��� www.dwmmag.com/feneday

May 8-10, 2012
Southeast Region Spring Meeting
Sponsored by AAMA.
Marriott Austin South AUSTIN SOUTH
Austin, Texas
��� www.aamanet.org

June 10-13, 2012
AAMA National Summer Conference
Sponsored by AAMA.
Marriott Oak Brook Hills.
Oak Brook, Ill.
��� www.aamanet.org

August 22-25, 2012
International Woodworking Fair 2012
Georgia World Congress Center.
Atlanta.
���www.iwfatlanta.com

September 12-14, 2012
GlassBuild America
Sponsored by the 
National Glass Association.
Las Vegas Convention Center.
Las Vegas.
��� www.glassbuildamerica.com �

For more information 
about Fenestration Day™, 

see pages 18 and 19.
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1. Please check the OONNEE category that BBEESSTT describes the business 
activity of your company:
11000000 � Manufacturer of windows
11110000 � Manufacturer of windows and/or doors and/or skylights
22000000 � Manufacturer of doors
33000000 � Manufacturer of skylights or other fenestration products
44000000 � Suppliers of fenestration components or equipment (including glass)
55000000 � Dealer/Distributor
66550000 � Building Contractors
77000000 � Manufacturer of mouldings/millwork
99000000 � Others allied to the field, please specify:_______________________

2. Please check ALL the products or 
materials your company manufactures:

AA � Wood BB � Aluminum CC �Glass
DD � Vinyl EE � Other Metals

4. Classification by title (choose the best):
AA � Owner/president EE � Marketing manager
BB � General or senior manager FF � Purchasing manager
CC � Plant manager or engineer GG � Energy expert or consultant
DD � Designer HH � Other

PPLLEEAASSEE CCOOMMPPLLEETTEE TTHHIISS EENNTTIIRREE FFOORRMM AANNDD FFAAXX IITT TTOO 663300//448822--33005511
OORR SSUUBBSSCCRRIIBBEE OONNLLIINNEE AATT WWWWWW..GGLLAASSSS..CCOOMM//SSUUBBCCEENNTTEERR

Subscribe to DWM Magazine for FREE

Subscriptions are free to all qualified recipients. Digital edition is free worldwide. Addresses outside the U.S. and Canada requesting the print edition, please add 
$45 for postage fees. By subscribing and signing this form, I also agree to allow publisher to contact me via fax, email and/or telephone in the future.

MMYY BBUUSSIINNEESSSS IISS EENNGGAAGGEEDD IINN TTHHEE MMAANNUUFFAACCTTUURRIINNGG,, FFAABBRRIICCAATTIINNGG 
OORR DDIISSTTRRIIBBUUTTIIOONN OOFF DDOOOORRSS AANNDD WWIINNDDOOWW PPRROODDUUCCTTSS..

� YYEESS � NNOO

I WOULD LIKE TO RECEIVE MY SUBSCRIPTION 
IN THE FORM OF:

� PRINT  � DIGITAL

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

3. Please check ALL the types of work 
your company performs:

CC � Commercial RR �  Residential
BB � Both OO � Other

5. Number of employees at this location:
AA � 1-4        BB � 5-9     CC � 10-19     DD � 20-49
EE � 50-99     FF � 100+

Name: _______________________________________________
Title:_________________________________________________
Company:_____________________________________________
Phone: _______________________________________________
Fax: _________________________________________________
Email: ________________________________________________

Signature: ____________________________________________
Date: ________________________________________________
Address: ______________________________________________
City: _________________________________________________
State/Province: _____________________ Zip/Postal: __________
Country (if not USA): ____________________________________

I want to start/continue my FREE SUBSCRIPTION to DWM: � YES  � NO
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ADV ER T I S I NG  I ND EX  •  J AN / F E B 2 01 2
Page Company Phone Fax Web Address

55 Argon Filling Systems Inc. 651/757-3472 952/941-1944 www.argonfillingsystems.com

25 Amesbury Door Hardware 800/325-3359 585/627-5979 www.amesbury.com

29 Amesbury Group 585/427-7200 585/627-5979 www.amesbury.com

65 Brio 855/586-6251 585/319-5741 www.briousa.com

9 Cardinal Industries 952/935-1722 952/935-5538 www.cardinalcorp.com

5 Electronic Design to Market Inc. 419/861-1030 419/861-1031 www.edtm.com

3 Evotech Industrial Coatings 450/670-5888 450/870-8930 www.evotechind.com

15 Fasco Die Cast Inc. 877/678-0846 877/678-0847 www.fasco.ca

18-19, 45 Fenestration Day™ 540/720-5584 540/720-5687 www.dwmmag.com/feneday

35 Fensterbau Expo 2012 +1.7 70.618 58 30 +1.7 70.618 58 31 www.frontale.de/en

66 GM Wood Products 800/530-9211 231/652-3166 www.gmcompanies.com

14 Midwest Prefinishing 800/815-7411 608/836-9536 www.prefinishing.com

11 Panda Window & Doors 702/643-5700 702/643-5715 www.panda-windows.com

17 Prodim 800/229-3328 772/226-5517 www.prodim-systems.com

31-34 Quanex Building Products 713/961-4600 713/877-5333 www.quanex.com

7 Royal Building Products 800/361-9261 800/265-5196 www.royalbuildingproducts.com

14 Screen Center Sales 519/472-0080 519/472-5494 www.screencentersales.com

55 StryBuc Industries 800/352-0800 610/534-3201 www.strybuc.com

13 Sturtz Machinery Inc. 330/405-0444 330/405-0445 www.sturtz.com

C2 Truth Hardware 800/866-7884 507/451-5655 www.truth.com

1 Tru Tech Doors 888/760-0099 877/760-9811 www.trutechdoors.com

For more information on these companies’ products, visit http://products.dwmmag.com.
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TheNational Association of Homebuilders (NAHB)
has published its latest construction cost sur-
vey. According to the survey data, while the aver-

age price of a single-family home has dropped over the
last two years, the share of that price, which goes to
construction cost and finished lot cost, has not
changed significantly.

The survey also takes a look at how the cost of build-

ing materials, including doors and windows, has
changed. It notes that the average cost for windows is
$6,148 (3.3 percent), while the average cost of exterior
doors is $2,150 (1.2 percent).

The average price of a new single-family home,
according to the survey, was $310,619, down from
$377,624 in 2009. In 2011, the cost of construction
accounted for nearly 60 percent of the final sales price
of an average home, while the cost of the finished lot
accounted for 22 percent. �

Survey Shows Cost of Windows Remains
Steady in Single-Family Construction 

Industry Indices
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SINGLE FAMILY PRICE AND COST
BREAKDOWNS, 2011 NATIONAL RESULTS

Average Lot size: 20,614 square feet; Average Finished

$6,148
average price

$2,150
average price

$377,624
average home Price

ö

Sale Price Breakdown Average Share of Price
Finished Lot Cost $67,551 21.7%
(including
financing cost)
Total Construction Cost $184,125 59.3%
Financing Cost $6,669 2.1%
Overhead and $16,306 5.2%
General Expenses
Marketing Cost $4,645 1.5%
Sales Commission $10,17 43.3%
Profit $21,14 86.8%
Total Sales Price $310,619 100.0%
Source: NAHB

Construction Average % Share of
Cost Breakdown Construction

Cost
Building Permit Fees $3,107 1.75
Impact Fee 2,850 1.5
Water and Sewer Inspection 2,952 1.6
Excavation, Foundation, Backfill 17,034 9.3
Steel 1,012 .5
Framing and Trusses 24,904 13.5
Sheathing 2,142 1.2
Windows 6,148 3.3
Exterior Doors 2,150 1.2
Interior Doors and Hardware 2,883 1.6
Stairs 1,052 0.6
Roof Shingles 5,256 2.9
Siding 8,739 4.7
Gutters and Downspouts 870 0.5
Plumbing 10,990 6.0
Electrical Wiring 8,034 4.4
Lighting Fixtures 2,193 1.2
HVAC 8,760 4.8
Insulation 3,399 1.8
Drywall 8,125 4.4
Painting 6,005 3.3
Cabinets and Countertops 10,395 5.6
Appliances 3,619 2.0
Tiles and Carpet 8,363 4.5
Trim Material 3,736 2.0
Landscaping and Sodding 6,491 3.5
Wood Deck or Patio 1,918 1.0
Asphalt Driveway 2,729 1.5
Other 19,487 10.6
Total $184,125 100.0%
Source: NAHB
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Find out more at briousa.com  Phone Toll Free 855 586 6251 or 585 319 5599 
Brio USA Inc. 85 Mushroom Blvd. Rochester, NY 14623-3201

unfolds its new USA manufacturing plant

- the largest single span insect screen 
of its type in the world. Insist on Brio 
Weatherfold - the original, often 
copied, never surpassed.

So for your next project, open up 
new doors of creative freedom 
with Brio, where ideas unfold.

Come see us 
at Booth W450 

at the IBS in 
Orlando

Introducing Brio® architectural 
door & window hardware.

From its origins in Australia, Brio brings 
decades of experience in world leading 
design and innovation. Now we· ve 
opened a US manufacturing facility in 
Rochester, New York that is dedicated 
to servicing the North American market 
with state-of-the-art products.

Like the new Weatherfold 4s 
exterior folding door hardware 
system. It easily handles panels up 
to 330lbs, including the option of 
a Retractable Pleated Insect Screen 
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GUARANTEED FOR LIFE!
ROT FREE... WORRY FREE...

    Guaranteed for life against 
rot, decay, & insect damage
      Superior paint & stain adhesion

      Superior construction for long-lasting 
durability

       Superior economy –                           
It’s a great value

Complete Product
Offering

Brick Mould

Door Jambs

Mull Posts

Mull Casing

The Natural Solution for rot-free door systems

Rot-Free Composite Frames
Door Frames  |  Brick Mould  |  Mull Post  |  Mull Casing

LimitedLifetimeWarranty

LimitedLifetimeWarranty

www.gmcompanies.com

Dura Frame is: Alaskan Yellow Cypress, one of the planet’s 
most durable rot resistant woods, finger-jointed to the 
bottom of premium Pine frame component. DURA-
FRAME is end-sealed with DURA-SEAL™, and 
primer coated with DURAPRIME™, G-M Wood 
Products’ exclusive high-durability coatings, 
yielding exceptional value and rot-free 
performance. It’s environmentally responsible, 
renewable, and naturally rot-resistant... no 
chemicals added!
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