
Overall value recouped 
sank to its lowest level 

this decade, but the 
struggling remodeling 

market is poised to 
bounce off the bottom
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ANDERSEN. EASIER CASEMENT REPLACEMENT.

For casement replacement, think Andersen.
When you need to replace casement, awning or stationary windows, turn to Andersen. 

Because we’re working hard to offer products that are easier and more convenient for 

replacement applications. That’s why our new replacement casement window features 

custom sizes, predrilled installation holes and a removed nailing fl ange. Plus, we even 

include shims, backer rod and installation screws with each and every unit you order. 

And that’s a package for success.  To learn more, visit us at andersendifferent.com.

“ENERGY STAR” is a registered trademark of the U.S. Environmental Protection Agency. “Andersen” and all other marks where denoted are trademarks of 
Andersen Corporation. ©2010 Andersen Corporation. All rights reserved.



Slim is in.

Easier to install and safer, too.
What’s not smart about that?

At Leviton, smart choices are easy to make. Our new 

SmartlockPro® GFCI boasts the slimmest profile on the 

market, using up to 25% less space in the wallbox versus 

other GFCIs. This shallower design means it’s easier to  

install. And Leviton’s patented lock-out feature delivers 

the highest level of safety and protection of any GFCI 

product available today. For a closer look at our full line 

of SmartlockPro® GFCIs, visit us at Leviton.com/GFCI

© 2010 Leviton Manufacturing Co., Inc. All rights reserved.Go to http://remodeling.hotims.com for more info





Properly secure all cargo.



For contractors, it’s an ATM.

The Owens Corning™ AttiCat® Expanding Blown-In Insulation machine is a fast way to help 

contractors get more revenue out of any home improvement project. Today’s homeowner is looking 

for a quick, affordable way to save on energy costs.* As an added incentive, now homeowners may 

be able to  claim up to a $1,500 tax credit.** That’s money in the bank for homeowners and for 

contractors who offer re-insulation.

Go to www.owenscorning.com/atticat or call 1-877-658-6362 
to find out more about this opportunity. You’ll receive a FREE 
introductory kit including an instructional DVD, marketing 
tools to get you started, and a coupon for your first order.

*Savings vary. Find out why in the seller’s fact sheet on R-values. Higher R-values mean greater insulating power. **For homeowner tax credit information, visit www.InsulationTaxCredit.com. Printed in U.S.A. 
August 2010. THE PINK PANTHER™ & © 1964–2010 Metro-Goldwyn-Mayer Studios Inc. All Rights Reserved. The color PINK is a registered trademark of Owens Corning. ©2010 Owens Corning. 

Go to http://remodeling.hotims.com for more info
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47 Sagging home prices, tight credit, 
and consumer indecision trumped lower 
construction costs, sending the cost-to-
value ratio to its lowest level in a decade. 
Small replacement projects still rank 
high on value, but there are signs that 
full-scale remodeling is poised to make 
a comeback. 

The updated Cost vs. Value Report website offers 
year-over-year comparisons starting with 2007, plus 
downloadable PDFs with national, regional, and city 
data for all 80 cities. Use the Facts & Figures menu.
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T H E  P O W E R  O F  Y E L L O W .® 

A more powerful way to energize your business. Seems like a lot of companies are 

offering contractor programs these days. But consider this: Pella not only offers the 

brand of windows and doors homeowners prefer, Pella has a long history of providing 

contractors the most comprehensive and customizable partnership programs in the industry. Pella Certified ContractorSM and 

Pella Select Contractor SM programs give you the training, tools and local market support you need to help rev up revenue 

and supercharge your company’s performance. That’s The Power Of Yellow. 

Fuel up today — call 877-687-3552 or see your Pella Representative for more information.

© 2010 Pella Corporation

pro.pella.com

Go to http://remodeling.hotims.com for more info
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ViewPointFirstWord

 T he bidding wars are back. And it’s 
getting a little ridiculous. One story 
we heard while writing up this year’s 

Cost vs. Value Report (see page 47) told of a 
$15,000 bid that lost to a $3,000 bid.

That just doesn’t make sense, even on a 
labor-only job. I’d chalk it up to urban leg-
end if I hadn’t experienced craziness like that 
myself back in the day. One thing’s for sure: 
the homeowner and the low-bidder are about 
to learn new meanings for the words “winner” 
and “loser.”

  I’ve seen this kind of price-obsessed 
frenzy before. It usually occurs after a reces-
sion, and it stands to reason that the deeper 
the recession is, the more extreme the obses-
sion is. But like all obsessions, when it goes 
too far, it becomes absurd.

Curiously, in my case, the absurdity was 
not in how far apart the bids were but how 
close together. It was a $120,000 job, and the 
bid by the “apparent winner” — to quote the 
architect who was running the bid opening 
— was $100 lower than mine. The other odd 
thing about the project was that prices for all 
of the trade contractors were speci� ed in the 
bid documents, either through actual quotes 
or in allowances. Like a game of Texas Hold 
’Em, the window cards were the same for 
everybody. As it turned out, our hole cards 
were pretty close, too; two straight � ushes 
separated by a single card. 

I was furious, of course, but the experience 
pushed me to take the � rst step toward getting 
out of the poker game of competitive bidding. 
And it helped a lot when I learned, months 
later, that the client had busted the “apparent 
winner’s” chops for several weeks trying to 
get the price lower, then abruptly cancelled 
the project. I took that architect off my list.

As Yogi Berra once said, “A nickel ain’t 
worth a dime anymore.” That’s another way 
of saying that you can’t compete on price. It’s 

tempting, but a price cut is a wound that keeps 
on hurting. When you cut below your cost, 
you ante into a game you can’t possibly win. 
Why not just stay home — it’s cheaper.

If you cut margin, you lose again because 
you have no wiggle room. And when’s the 
last time a job went exactly as planned? And 
you lose a third time because, even if you sur-
vive the job and get the referral, you’ve been 
labeled as “affordable” or “reasonable” or 
one of a dozen other euphemisms used by the 
kind of people who will never pay you what 
you’re worth.

Yogi also said, “If you don’t know where 
you’re going, you might not get there.” Times 
like these put remodeling business owners at 
a crossroads. Three or four years ago, it was 
easy to pick and choose your projects and 
your customers. These days, it’s a lot harder, 
but no less critical. 

All roads run in two directions. Which 
way are you headed? 

Winners & Losers   

 P
ho

to
: M

ar
k 

R
ob

er
t 

H
al

p
er

 

 Sal Alfano, Editorial Director
  salfano@hanleywood.com 

THE INDUSTRY SOURCE

Sal Alfano Editorial Director
 salfano@hanleywood.com

Pete Morelewicz Deputy Design Director
 pmorelewicz@hanleywood.com

Ingrid Bush Managing Editor
 ibush@hanleywood.com

Stacey Freed Senior Editor
 sfreed@hanleywood.com

Nina Patel Senior Editor
 npatel@hanleywood.com

Leah Thayer Senior Editor
 lthayer@hanleywood.com

Lauren Hunter Associate Editor, Products
 lhunter@hanleywood.com

Rhonda Hughes Art Director
Allison Levy Assistant Art Director
Kristen Speights Associate Web Editor
Contributors Bruce Case, Linda Case, 
John Caul� eld, Jim Cory, Les Cunningham, 
Victoria Downing, Andy Hannan, Dick Kawalek, 
Shawn McCadden, Kathy Price-Robinson, Mark 
Richardson, Kathleen Stanley, Richard Steven, 
Joe Stoddard, Charles Wardell

Cathy Underwood Director/Production and 
 Production Technologies

Johanna Daproza Production Manager
Daisril Richards Ad Traf� c Manager
January Felder Assistant Production Manager
Fred Weisskopf Prepress Manager
Betty Kerwin Prepress Coordinator
Paul Ruess Circulation Director
Ann Russell Reader Service Manager
Lois Landa Customer Service Manager
Colleen Sullivan Circulation Promotions Designer
Amy Barcomb Circulation Manager
Holly Miller Marketing Director
Kelly Griffi th Creative Services Manager
Rick Strachan Executive Director/ 
 Residential Remodeling 
Ron Spink Publisher/Remodeling Group
Kim Heneghan General Manager Online/
 Residential Remodeling

Hanley Wood Business Media

Peter M. Goldstone President/Hanley Wood
 202.736.3304
Andy Reid President/Market Intelligence 
 and e-Media
Rick McConnell President/Exhibitions
Ron Kraft Director/Finance
Andreas Schmidt Executive Director/e-Media
Jeff Rule Product Director/e-Media
Nick Cavnar Vice President/Circulation and
 Database Development
Nick Elsener Vice President/Production
Sheila Harris  Vice President/Marketing

Published by Hanley Wood, LLC

Frank Anton Chief Executive Of� cer
Matthew Flynn Chief Financial Of� cer
Paul Tourbaf  Senior Vice President/

Corporate Sales
Brad Lough Vice President/Finance
Mike Bender  Vice President/General 

Counsel
Joe Carroll  Vice President/Corporate 

Development

Editorial and Advertising Of� ces:
One Thomas Circle, N.W.
Suite 600, Washington, D.C. 20005-5811
202.452.0800  Fax 202.785.1974

Subscriber Customer Service 888.269.8410
Or fax subscription orders or inquiries to 847.291.4816
Privacy of Mailing List: We rent our subscriber list to reputable
companies. If you do not wish to receive promotional material from
other companies, please call us, toll free, at 888.269.8410.
Postmaster: Send address changes to Remodeling,
PO Box 3494, Northbrook, IL 60065-9831
Printed in the USA
REMODELING will occasionally write about companies in which its 
parent organization, Hanley Wood, LLC, has a business interest. 
When it does, the magazine will fully disclose that relationship.



®

This unique feature is ideal for baby boomers and
seniors who are looking to live more comfortably in
their homes longer. An elevator provides style and
convenience today, and accessibility tomorrow.

One at a time. One of a kind.
Inclinator offers more car styles, wall finishes, custom
features, accessory options and drive systems than
any other brand. We can perfectly match a home’s
custom cabinetry or wall finish. Create a custom
design with inlaid wood appearance.

Smoother. Quieter. Greener. Safer.
INCLINATOR® LX features the most advanced home
elevator technology. Our patented system provides a
super smooth ride, virtually noiseless operation,
lower energy consumption, and two independent
safety systems.

Visit our website. Give us a call.

Custom
Home
Elevators
Since 1928

An Inclinator elevator can be
added to existing homes. inclinator.com 800-343-9007 Dept.65

®

INCLINATOR® I A better way to live more comfortably in homes.
THE INDUSTRY SOURCE
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ANDERSEN. EASIER-TO-INSTALL REPLACEMENTS.

“ENERGY STAR” is a registered trademark of the U.S. Environmental Protection Agency. “Andersen” and all other marks where denoted are trademarks of 
Andersen Corporation. ©2010 Andersen Corporation. All rights reserved.

Out of the box, Woodwright® insert windows are ready for installation.
At Andersen, we understand the fewer trips back to the truck, the better. That’s 
why Woodwright insert windows come with everything you need for installation 
right in the box. They also help preserve original, turn-of-the-century charm while 
offering the benefi ts of modern window technology. Visit andersendifferent.com.
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HomePerformance

T his summer, the U.S. Department of 
Energy (DOE) announced 15 research 
and outreach partnerships to help 

improve the energy ef� ciency of American 
homes. These partnerships are part of the 
DOE’s Building America Program, a research 
and outreach initiative that’s been developing 
energy-ef� cient design and construction solu-
tions since the mid-1990s. 

These new Building America partnerships 
mean the expansion of the program from six 
teams to 15. These multidisciplinary teams 
will receive a total of up to 
$30 million for the initial 
18 months of the projects to 
deliver innovative energy-
ef� ciency strategies to the 
residential market and 
address barriers to bringing 
high-ef� ciency homes within 
reach for all Americans.

RADICAL IMPROVEMENTS

The research and outreach 
partnerships will develop and 
implement energy-ef� ciency 
solutions in both existing and 
new construction to radically improve the 
performance of our nation’s housing stock — 
initially by 30% above existing housing 
stock. About three quarters of the work will 
focus on improving the retro� t market, with 
the remainder focused on stretch goals for the 
new-construction market.

“Home energy ef� ciency is one of the easi-
est, most immediate, and most cost-effective 
ways to reduce carbon pollution and save 
money on energy bills while creating new jobs,” 

said Secretary of Energy Steven Chu. “By 
developing and using tools to reduce residential 
energy use, we will spur economic growth here 
in America and help homeowners make cost-
cutting improvements in their homes.”

To kick off a new focus on energy-
ef� ciency building retro� ts, the DOE hosted 
the Residential Building Energy Ef� ciency 
Meeting 2010 in Denver, Colo., from 
July 20–22, to present cutting-edge research 
results, identify stakeholder and market trans-
formation needs, and facilitate collaboration 

between stakeholders and 
participants. 

PROGRAM GOALS

But what does this mean to 
remodelers? The Building 
America Program’s new 
goals include the develop-
ment of guidelines for retro-
� t and new construction that 
will directly support remod-
elers, other energy-ef� ciency 
programs, and initiatives 
such as the DOE’s Better-
Buildings Program. Plans 

for speci� c guidelines have yet to be released, 
but expect to see an onslaught of new material 
from the program toward the end of 2011, 
which will include hands-on strategies for 
implementing energy-ef� cient solutions in 
renovation and new construction.

Interested in learning more about the 
Building America Program and staying up-
to-date on the results and materials developed 
as part of these new partnerships? Visit www
.buildingamerica.gov. 

Building Better
The U.S. Department of Energy invests $30 million in 
energy-effi cient housing partnerships

Most of the work 
will focus on 
improving
the retrofi t 

market. The 
remainder will 

focus on stretch 
goals for new 
construction.

ANDERSEN. 
MORE CUSTOM SIZES.

Custom sizing available on 
Andersen® windows and 
doors. Whatever window or 

door you need to fi t your vision, 

you can fi nd it with Andersen. 

Because Andersen® windows and 

doors are available in custom 

sizes. That means you have far 

more design possibilities with 

which to work. After all, perfect 

views don’t always come in 

standard sizes. To learn more, 

visit andersendifferent.com.

“ENERGY STAR” is a registered trademark of the U.S. Environmental 
Protection Agency. “Andersen” and all other marks where denoted are 
trademarks of Andersen Corporation. ©2010 Andersen Corporation. 
All rights reserved.



*Maximum initial battery pack voltage (measured without a workload) is 12 volts. Measured under a workload, nominal voltage is 10.8.  Copyright © 2010 DEWALT. The following are examples of trademarks for one or more DEWALT Power Tools 

and Accessories: The yellow and black color scheme; the “D” – shaped air intake grill; the array of pyramids on the handgrip; the kit box confi guration; and the array of lozenge-shaped humps on the surface of the tool.

visit www.dewalt.com/12VMAX

The New 12V MAX* Lithium Ion System

Weighs 2.2 lbs so you can 

work all day without feeling it.

Sinks 207 21/2" 
drywall 

screws on a single charge.

3 LED lights provide visibility without shadows. 

GUARANTEED TOUGH® with 

the features your jobsite demands. 

Stands up 
to the job.™

*Maximum initial battery pack voltage (measured without a workload) is 12 volts. Measured under a workload, nominal voltage is 10.8.  Copyright © 2010 DEWALT. The following are examples of trademarks for one or more DEWALT Power Tool s 

and Accessories: The yellow and black color scheme; the “D” – shaped air intake grill; the array of pyramids on the handgrip; the kit box confi guration; and the array of lozenge-shaped humps on the surface of the tool .

visit www.dewalt.com/12VMAX
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 Figure
This 

 52%
  Percentage of affluent 
consumers — average 
income $306,700 — involved 
in a major home remodeling 
or decorating project in 2009 
and the � rst half of 2010 
 

 40%
  Percentage more that 
those affluent consumers 
spent compared with those 
surveyed in 2008 
  Unity Marketing Second Quarter 2009 
Luxury Tracking Survey, July 3-8, 2010 

   73%
  Percentage of 500 resi-
dential real estate brokers 
surveyed nationally who 
indicated that the average 
home in their local market 
had been listed for at least 
90 days 
  PAA Research, an independent investment 
research � rm   

John Drew says that his company’s sales 
volume is down 40% compared with last 
year. The owner of Drew Construction  

says that home values in Boise, Idaho, where he 
works, have dropped considerably over the past 
two years so that although homeowners want to 
remodel, they don’t have the equity in their 
homes to be able to borrow money. Unlike in 
the past, most homeowners are planning to stay 

in their houses and are not as concerned with 
cosmetic items for quick sales.

“We used to tell [homeowners] that the 
immediate resale value of what we put into a 
house was 78%,” Drew says. “[But] so many 
houses are sitting empty and there are so many 
houses for sale — we can’t do that anymore.” In 
August, he says, there was a slight increase in 
home sales. He is waiting for more positive 

signs like that to restore consumer con� dence.
Some consumers view Drew’s design/

build model as providing more value. “We do 
design on a retainer basis and credit that fee if 
they hire us,” Drew says. He also provides 
advice on choosing energy-ef� cient products 
and systems that will help homeowners save 
money, including on-demand electric and gas 
water heaters, whole-house water � lters, and 
windows. “Those are big items,” he says, “but 
people are looking for things for the long 
term.” —Nina Patel

 L O C A L  F O R E C A S T 

Watching Home Sales in Boise

Still Life in Remodeling
Latest LIRA shows upturn continuing

I n contrast to the new-home building industry, 
which spiked and then receded in the � rst quar-
ters of 2010, the Leading Indicator of Remod-

eling Activity (LIRA) shows that remodeling will 
continue on the upswing, says Kermit Baker, 
director of the Remodeling Futures Program at 
Harvard’s Joint Center for Housing Studies. 

The LIRA, prepared quarterly by the Remod-
eling Futures Program, estimates national home-
owner spending on improvements in the current 
quarter and three subsequent quarters. LIRA � nd-
ings are based on eight major indicators  that 

strongly correlate to remodeling spending.
“It looks like spending will pick up on an 

annual basis at the end of this year and will accel-
erate as we move through 2011,” Baker says. 

However, recent low interest rates on mort-
gages and other � nancial products haven’t trans-
lated into the level of growth normally seen with 
such low rates. 

“This was a serious downturn,” Baker says. 
“Households are not convinced we’re in a full-
blown recovery. But all the major elements are 
moving in the right direction.” —Stacey Freed
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Visit OverheadDoor.com to find an Overhead Door Ribbon Distributor 
or call 1 (800) 929-DOOR.

There are few sure things in life, but one thing is certain.

Upgrading a garage door is one of the most cost effective renovations

a homeowner can make. In fact, according to the latest Cost vs. Value 

Report by Remodeling magazine, replacing a basic garage door with an upgraded one

from Overhead Door returned a remarkable 84% on original cost—making it one of the

top renovations in the study. Now, that’s a return on investment your customers can take

to the bank. Call or visit your local Overhead Door Ribbon Distributor today to learn more.

Homeowners
can expect

back on a beautiful
garage door 
replacement*

84%

So COST EFFECTIVE
it practically 

PAYS FOR ITSELF

*National average in mid-range projects category. Based on National Association of Realtors members included in Cost vs. Value study rather than actual sales data.

Go to http://remodeling.hotims.com for more info
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I n 2009, still working as a consultant for Remodelers Advan-
tage, I founded a craft school in a nature preserve as a non-
pro� t. I know what you’re thinking: Being a nonpro� t is easy, 

you’ve done it many years. I hear that joke every now and then. 
A nonpro� t sells its services, experiences, or products pur-

posely at or below cost as a public good. The goal is to break 
even and/or to have money left over for capital expenditures. 
Actually creating a successful nonpro� t has many things in 
common with founding a for-pro� t business. So working in this 
nonpro� t keeps me grounded while at the same time it has me 
wrestling with many of the same issues you do. 

MAGIC SOLUTION

What I’d love, of course, is a 
magic solution that would pro-
pel the enterprise to the next 
level. My clients want exactly the 
same thing for their business. But 
there is no magic answer. Good 
business is a puzzle with many 
pieces. To be successful, most 
of the pieces must be in the right 
place at the right time — not all, 
but most.

Thousands of business 
books have been written about 
the one magic answer. And they 

sell because a single answer seems so much simpler than the 
many separate accomplishments that underlie business success.

You’ve heard people say: Follow your passion and you’ll suc-
ceed. Who isn’t passionate when they start their own business? 
And how many of those businesses fail? As a consultant, I’ve seen 
many instances where passion is just not enough. It’s great to love 
what you do, but that can blind you to certain business realities. For 
example, say you fall in love with a project and you want it so much 
that you estimate it lower to get the contract. That can sink you. 

ALL ABOUT PEOPLE? MAYBE 

Others suggest that business is all about people. Hire the right 
staff and your company will do good work and make money 

doing it. True, but if those great people are not assisted and sup-
ported by a well-run business, they will soon scatter to other jobs 
elsewhere, jobs that position them for greater success.  

Today it’s easy to think that creative marketing can provide 
the “one magic thing” solution. All you need are leads, right? 
But if that marketing isn’t followed up by professional selling, 
proper pricing, and ef� cient delivery, it certainly won’t pull the 
business cart by itself.

How about putting well-designed systems up on that magic 
pedestal? Success is about providing a superior client experi-
ence and making that experience predictable and replicable.  
That means reducing error and increasing predictability by cre-
ating systems. Developing and re� ning systems is major and 
never-ending work in every well-run company. But do systems 
guarantee success? No.

Nor does sure-handed � nancial governance. Yes, running 
your business by the numbers, budgeting for pro� t, planning 
cash � ow, and pricing adequately are do-or-die issues in every 
company. Lack of wise � nancial management is a huge factor 
in business failure. But you could do all those things and still 
not succeed.

MANY THINGS REASONABLY WELL

You get the idea. All business is complicated, but the remodeling 
business is more complicated than most. Remodelers have to be 
good at marketing, selling, designing the project, estimating the 
costs (even for tasks they’ve never done before), and constructing it 
under the nose of their clients while totally disrupting their lives.  

To be successful, you must do many things reasonably well. 
You have to spread responsibility, leadership, and accountability 
throughout the company. You, as owner, must keep a � rm hand on 
the � nancial tiller while coaching your staff and looking for solu-
tions from those who have been there and done that. The goal is to 
end up with clients who rave about you not at you. It sounds sim-
ple but it sure isn’t easy. —Linda Case is founder of Remodelers 

Advantage, a national company that gives remodelers the tools to 

achieve consistent pro� tability and success through one-on-one 

consulting, the Roundtables peer program, and an online learn-

ing community, Advantage Associates. 301.490.5620; linda@

remodelersadvantage.com; www.remodelersadvantage.com.

The Puzzle 

When it comes to success in the remodeling business, love and passion just 
aren’t enough.
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Want to learn more about insulation products and installation techniques?  

Ask your CertainTeed representative for more information about our Seal & Insulate Tour.

Tap into the retrofit market

The millions of under-insulated American homes 
represent a massive business opportunity.  
And CertainTeed can help you tap into it.

The turnkey ComfortCrew™ system is a one- 
of-a-kind insulation blowing machine mounted  
in a trailer sized specifically for home retrofits. 
From the innovators of premium fiber glass 
blowing insulation, CertainTeed also offers a  
full line of high quality, thermally efficient batt 
and roll products.

Call your CertainTeed distributor today  
or visit www.comfortcrew.com.
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I n any business and in any industry, you really need to know 
who your competition is and what it is that makes them com-
petitive. Knowing your competition allows you to deliver 

the right message and ensures that you have the right team and 
skill set needed to compete. Knowing your competition posi-
tions you not only for today but for the future. 

When I ask a group of remodelers who their competition is, 
I generally get answers that list the names of speci� c remod-
elers, designers, or builders in their community. I usually ask 
a follow-up question about how many speci� c prospects they 
think they have lost to these companies; typically, the response 
is that less than 10% of the leads that do not pan out go to com-

petitors. Finally, I ask if they 
know what their market share is 
in their area. Most remodelers 
don’t know, but they guess that 
it is a double-digit number.

Unfortunately, those num-
bers don’t add up. Remodeling 
is almost a $300 billion industry, 
and most of that work is done 
in one of 360-plus metropolitan 
areas (Metropolitan Statistical 
Areas, or MSAs, as de� ned by 
the Census). That’s an average 
of about $800 million each, so 
the smallest double-digit share, 

10%, would be an $80 million company, and there aren’t too 
many of those around.

My point is simple: When you have an immeasurably small 
market share and you rarely lose a project to a competing 
remodeler in your area, it might be that you are looking for 
your competition in the wrong place.

Here are what I think are your two main competitors.
New-home builders. Since new residential construc-

tion has tanked and there are few signs of its recovery in the 
near future, new-home builders have turned to small remod-
eling projects, such as handyman or decks and porches. They 
also compete on some of the larger additions which, although 
rare these days, are most like building a new home (or at least 

the builders think so). These companies are not as focused on 
kitchen or bath remodeling because these projects require buy-
ing relationships and client-related skill sets that they don’t 
have. Still, builders are competitive because their new-home 
mindset keeps their prices low. Generally, however, the client 
experience is not very positive (except in the pocketbook) and 
often expectations are not met.

Client fear and a sense of being overwhelmed. A 
second (and bigger) competitor is your client. They read the same 
newspapers and watch the same news stations that you do, so they 
hear the same gloomy news about the economy and unemploy-
ment. And because their home, which for most is their biggest 
asset, is not appreciating the way it did in years past, they are 
unable to act even as their homes are crying for help and atten-
tion. And when they do think about starting a project, their fear 
of making the wrong choices is exacerbated by the sheer number 
of options to choose from. Sales cycles are much longer today 
primarily because of client indecision, not remodeler ef� ciency. 

Competition may come from other places, such as other pri-
orities in your clients’ lives (work, kids, other ways to spend 
money), or challenges with � nancing, but your fellow remodel-
ing professional is far down on the list.

So what happens next? The � rst step is to shift your paradigm 
of who and what your competition is. Once you do that, you can 
begin to change your messaging to the client. Today more than 
ever you need to help your prospects buy, not just sell them. Your 
job as a remodeler is to reduce stress and keep your client’s house 
from dying. That involves helping with � nancial planning and 
simplifying decisions rather than creating more complexity. It 
means educating them and serving as a therapist. And it means 
becoming a long-term friend both to them and to their home.

These roles require new approaches in your advertising, 
your skill sets, and your sales processes. Your team’s focus 
can no longer be just on the sticks and bricks. Once you see 
clearly what you are competing against, you will more easily 
� nd ways to turn the challenges of this economy into opportu-
nities. —Mark Richardson is co-chairman of The Case Institute 

of Remodeling, which provides business educational tools and 

events for the remodeling industry. mrichardson@casedesign

.com; 301.229.4600.

Know the Competition

We all know that competition in this market is fi erce. But who are you really competing 
against? The answer may surprise you.



412 Walnut Chappo Radius Casement

Like fi ne art, we create exceptional windows and doors to be on exhibit daily. 

Craftsmanship still lives at JELD-WEN whether it’s for the interior or exterior. After all, 

discerning customers are looking for extraordinary artistry that does more than complement a home;

it completes it. Learn more. Click www.jeld-wen.com/12217. Visit a JELD-WEN dealer.
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I interact with scores of remodelers, distributors, manufacturers, 
and vendors. All report a recent surge in inquiries and requests 
for quotes for projects and/or materials. They also tell me that 

sales are picking up slightly, but that many of the homeowners 
requesting quotes are not buying. This offers a huge opportunity for 
remodelers and the supply chain. The uptick in inquiries indicates 
a growing interest and consumer motivation to remodel. Though 
these consumers may not be ready to sign a contract today, they 
will eventually remodel. The question is when.

Buyers can’t, and won’t, sit still forever. They want to improve 
their living environments and their lives. The challenge is getting 
them to commit to spending the money to do so. Some have the 

money but are wary of spending 
it in an uncertain economy, or 
they lack the con� dence to move 
forward. Others may want to go 
forward but are unable to borrow 
the money they need.

ELECTION REACTION

As I write this article, we are 
nearing what some are calling the 
most critical midterm election of 
our country’s history. Although 
this article won’t be published 
until after the election, I predict 
new leadership on both sides of 

the aisle will replace incumbents, bringing different views, goals, 
experiences, and ideas to move our economy forward.

Regardless of their party, these new leaders will likely be more 
� scally conservative than what we have seen in recent years. More 
women will be in leadership positions. Also, although put off by 
the Democratic leadership before the election, there will eventually 
be a vote on the Bush tax credits. I believe the outcome of this vote 
will be critical to fostering small-business growth and giving own-
ers the con� dence to spend money and hire employees. If small-
business owners gain con� dence, more people will return to work, 
banks will be more likely to lend, and consumers will eventually 
be more con� dent about borrowing and spending money — and 
it’s likely they will spend some of that money on remodeling.

OPPORTUNITY KNOCKS AGAIN

Hopefully, the election results will stimulate economic improve-
ments and the new leadership will demand strategies and policies 
that protect and enhance economic improvements and consumer 
con� dence. If you see this happening, don’t just try to attract new 
business, be sure to ask for the business of those who have inter-
acted with you but have not yet purchased. You’ve already paid 
for and earned these leads and done most of the work required to 
close the sale. Rather than selling, estimating, and preparing pro-
posals for new prospects, reach out to past prospects and recoup 
your investment. After Sept. 11, I did this in my business, and the 
results were great. 

Send out “second-chance mailings” to past prospects to see 
if they completed the project and if they have not, let them know 
that you’re still very interested in working with them. Many of 
these homeowners may be afraid to call you back because they 
didn’t buy from you. Others may have completed the project but 
were disappointed with the remodeler or the results. Sending 
them a mailing, in addition to positive economic news, might 
just be the spark they need to move forward. Or, for quicker 
results, call them and ask for their business. 

If you add up all the dollars in the quotes and proposals you 
did not sell during the past two years, you’ll probably � nd that 
that total sum represents at least two to three times last year’s sales 
volume. Capturing just a small percentage of this work may make 
the difference for your business success in 2010. 

In 2011, you might also be pleasantly surprised that you � ll 
up the � rst quarter, which is typically the slowest sales period for 
most remodelers. With the pent-up demand for new leadership in 
Washington — and if the new leadership brings positive results 
for small business — I predict that the suppressed demand for 
remodeling will soon turn into current demand for remodelers and 
their services. Don’t let your pent-up disappointments and frus-
tration with the recession prevent you from capturing the oppor-
tunities that may now be in front of you. —Shawn McCadden 

founded, operated, and sold a successful design/build company. 

A co-founder of the Residential Design/Build Institute and former 

director of education for a national K&B remodeling franchise, 

Shawn speaks at industry events and consults with remodeling 

companies. shawnm@charter.net.

Pent-up Demand

Will the November elections bring new leaders who will help to move the 
economy forward?
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For years, every time construction attorney D.S. Berenson, a regular 
contributor to Remodeling and a partner at Johanson Berenson 

LLP, in Washington, D.C., spoke at a gathering of remodelers he inevita-
bly saw heads shake and heard people say, 
“How come we didn’t know about that?” 

So he readily agreed that his law � rm 
would support the formation of NAPAC, The National Association of 
Professionally Accredited Contractors, a new trade association for 

home improvement and remodeling contractors designed to offer — as 
its slogan says — “business and compliance tools for the trade.” 

NAPAC focuses on sharing information on state-by-state legal 
and operational issues such as licensing, contracts, compliance solu-
tions, legal risks, and technology as well as on business � nances. 
Membership, which includes the monthly “NAPAC Report” newslet-
ter and exclusive Web content, costs $499 per year and is open only 
to contractors, manufacturers, and others whose primary focus is on 
remodeling. Non-members may purchase the newsletter.  

 
MEETING A NEED

The association’s website, NAPAC.net, offers industry-speci� c news 
and developments, agency audit concerns, lawsuit alerts, downloadable 

Getting the Word Out
A new association aims to inform building industry 
professionals about legal and operational issues.

I n 2003, Stephen Nash’s company, Upscale 
Remodeling , in Freeville, N.Y., was in 
dire straits without leads and with signi� -

cant debt. Rather than � ling for bankruptcy, 
Nash made some tough decisions that helped 
his business survive. Fast forward a few 
years to the recession. When he noticed a 
drop in sales leads in June 2009, Nash imme-
diately made changes based on lessons he 
learned from his situation in 2003.

In 2003, Nash had no leads, no projects, 
and was not doing any marketing. In 2009, 
faced with a similar situation, he knew he had 
to take action. Though he started off thinking 
that he “would not participate in the reces-
sion,” his clients were not of the same mindset. 
“People in this community worried about their 
money and were tighter with it,” Nash says.

He knew he would have to react quickly, 
something he had not done in 2003. He’d 
also learned to tackle the tough times on 

several fronts. “I did not just trust one solu-
tion. [Instead, I] put a lot of things in place,” 
Nash says.

PROCESS AND PRACTICE

Though he tracked project budgets, Nash 
also began scrutinizing them more carefully. 
“My recovery was based on increasing our 
margins because we were going to have 
lower volume,” he says. “I had to get to 
another level of focus.”

Based on his reviews, Nash could see that 
one carpenter’s jobs had consistent budget 

slippage. This person also had an attitude 
that was affecting company morale, so Nash 
let him go. Now, the company’s jobs are all 
within 1% to 2% of budget. The remodeler 
also had to lay off his of� ce manager, taking 
on much of her work himself and making do 
with a part-time bookkeeper.

Though he found places to cut overhead, 
Nash did not want to cut bene� ts for his 
remaining employees. He will maintain the 
company’s health insurance plan and truck 
allowance as long as he can continue to 
increase sales. 

Living 
History
Lessons learned from a near 
bankruptcy help a remodeler 
survive the recession
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Keeping copies of your data on an external 
USB hard drive can be convenient if you hap-
pen to delete an important � le or need to go 
back to an earlier version, but you can’t say that 
you’re really protected until a copy of your data 
is stored off-site and in a secure location. 

That used to mean schlepping backup 
tapes or an entire USB drive to a safety deposit 
box. Not anymore. Today, thanks to dozens of 
online backup services, “storing off-site” is 
done automatically. This month I’ll compare two 
popular online services: Carbonite and Mozy.   

Mozy.com and Carbonite.com are similar in 
approach. A software “agent” installs on your 
computer and keeps track of which � les have 
been backed up or are waiting — you don’t 
have to do anything. You can turn on status 
indicators that show, at a 
glance, your backup status. 
Both services can back up 
open � les such as your Out-
look database. 

On the other hand, neither 
service is good for archival 
storage. When you remove a 
� le from your computer, it’s only kept on their 
servers for 30 days, but both services now 
keep and let you restore older versions of your 
� les up to the 30-day limitation. Both services 
offer � le access via a Web-based interface, in 
case you’re somewhere without your computer. 

I wish there was a way to combine the best 
features of both services. Carbonite’s backup 
functionality is nicer to live with day-to-day, with 
fewer interruptions and almost zero impact on 
your computer’s performance. Mozy is better at 
restoring � les. Its “restore” interface is more 
modern and makes it easier to select individual 
� les or groups of � les to restore. Mozy and Car-
bonite each cost around $50 per year for indi-
viduals, both support PCs and Macs, and both 
have “Pro” versions to manage backups for 
multiple users and your of� ce servers.  —Joe 
Stoddard is an industry consultant helping 
remodelers be successful with their technology. 
Reach him at Twitter, www.twitter.com/moucon, 
or at jstoddard@mountainconsulting.com. 

J O E  S T O D D A R D

Back It Up

contracts and other documents. “NAPAC will offer � rst-class intellectual, legal, and 
operational advice at a Wal-Mart price,”  says Stephen Klein, president of Anthony 
Home Improvements, in Philadelphia, and a NAPAC benefactor.

The organization made its of� cial debut at this year’s Remodeling Show in Bal-
timore. Founders hope NAPAC can � ll the gaps that they believe other industry 
associations have left open. “So many business owners in the industry have nowhere 
to go to � nd timely and vital information [like this]. NAPAC’s newsletter  [will] 
solve that problem,” says Mark Curry, president of Those Remodeling Guys, head-
quartered in Pennsylvania, and a member of NAPAC’s executive team. 

Berenson, who sees a large chasm developing between professional remodelers and 
those � ying under the radar, says, “You have to run a legitimate business to make money 
and stay safe doing it. I support NAPAC’s ambition to help a fragmented industry toward 
unity,” he says. —Stacey Freed

Nash spoke to his team about the tough 
economy, and he continues to emphasize 
the importance of meeting project bud-
gets. He has asked his production manager 
to play a major role in meeting budgets 
and ef� ciently scheduling jobs.

With just two employees in the � eld, 
Nash relies more on subcontractors, 
which he says suits his company size. In 
addition, he has increased the services his 
company offers by turning to subcontrac-
tors for additional requests from his cli-
ents. “[Homeowners] are willing to pay 
us to manage [the project] even though 
we are making a margin on those subs,” 
he says.

It took a while before Upscale 
Remodeling realized the results of the 
changes Nash made. In the meantime, 
the company was carrying vendor debt 
of $125,000 that was over 90 days old. 
Nash learned from his situation in 2003 
not to avoid the issue. He maintained 
communication with vendors about his 
payment plans and, as of September, 
has cleared those debts. “It’s incredibly 
liberating,” he says.

FUELING PRODUCTION

Watching his margins and overhead was 
a big step, but Nash says he also had to 

make sure he had leads. He began focus-
ing on consumer education, writing a 
33-page consumer awareness guide. He 
includes the guide in a positioning pack-
age he sends to potential clients before 
their appointment. The package also 
contains a small portfolio of project 
photos, references, as well as the com-
pany’s insurance certi� cate and Better 
Business Bureau report. “It landed us 
three big jobs I don’t think we would 
have gotten had I not had the position-
ing package,” the remodeler says.

Though he worries about maintain-
ing prices and margins in a recession, 
Nash says his previous situation taught 
him that “cutting prices is no way to 
stay in business.” The other side of this 
equation was selling value to potential 
clients. “When someone does not buy 
your price, you don’t have a price prob-
lem, you have a value problem,” Nash 
says. “You haven’t convinced that per-
son that it’s worth that much more to go 
with you.” The positioning package 
helps him differentiate his company. 

For a copy of Nash’s Excel spread-
sheet to track vendor payments, his pro-
duction plan, and what he includes in his 
positioning package, visit SteveNash
Blog.com. —Nina Patel
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As company owner, you know what your 
business needs to survive in this econ-
omy. To make sure that knowledge is 
translated into action, set up systems 
that you can expand and upgrade as your 
company grows. 

At the entry level, you can use Micro-
soft Outlook  to track leads, Microsoft 
Excel  for estimating, and QuickBooks  for 
accounting. At the advanced level, use 
ACT!  for lead tracking, Xactimate  for esti-
mating, and A-Systems  or Proven Solu-
tions Accounting  for accounting. You can 
then connect these software packages 
and share information to provide greater 
ef� ciency and better reporting. 

These systems will allow you to regu-
larly analyze your business using real-
time data so you can make intelligent, 
timely decisions to both manage and 
lead your company.

MAXIMIZE EFFECTIVENESS
As owner, you must be technically pro� -
cient with all the systems you use and 
must stay involved in using them or you 
risk having staff use systems incorrectly, 
diminishing their usefulness. You should 
be able to use the systems to communi-
cate with all employees, including those in 
the � eld, and to use them to create a data-
base of past, present, and future clients.

For best results, you should be able to 
access the system remotely. If you spend 
a lot of time on the road, use the following 
pieces of hardware and software: a Blue-
tooth  hands-free speaker system inside 
the vehicle and a Blackberry  or equivalent 
smart phone for making and receiving 
calls and for sending and receiving e-mail 
and text messages. You’ll also need a lap-
top to access your company systems. 
Once you set up and use these systems 
and hardware, you’ll also know what will 
work best for your employees. —Les 
Cunningham is president of Business Net-
works, a peer-review organization for the 
remodeling and insurance restoration 
industries. les@businessnetworks.com.

System Smarts
L E S  C U N N I N G H A M

B E N C H M A R K

The New Dashboard

T hese days nobody has the luxury of spending hours upon hours scouring 
detailed data about their business. It’s hard enough to keep up with changing 
market conditions, clients, your team, and cash � ow. Yet the ability to quickly 

and effectively evaluate the health of your business is essential — it’s the difference 
between working hard and working smart.

Working smart means understanding the key elements of your business and having 
ways to measure and communicate how they are performing. If sales are down, what’s 

the reason? Is it lead � ow, close rate, average job size, 
or a combination of all three? If client experi-

ence is up, is it consistent across your 
team or only in speci� c areas? When 
you know what to measure, you can 

� gure out why things are happening 
in your business, then focus on 
managing the weaknesses and 
leveraging the strengths.
At Case Design/Remodeling, we 

use a series of charts to track trends as well 
as actual-vs.-budgeted results. Taken together, 

these charts create a dashboard that provides a 
quick and effective read on our business. 

What to measure. The � rst step to creating 
an effective dashboard is to understand how your 
business works. We see business as a holistic 

cycle founded on a strong team that serves to build our brand (see illustration). That 
generates leads, which become the sales that generate the cash to invest back into the 
team and restart the cycle.

How to measure. The second step is to quantify each key element of your busi-
ness. Under sales, for example, we measure total sales, sales by region, average job 
size, and close rate. Under production, we measure gross pro� t percentage, earned 
revenue, gross pro� t dollars, production pipeline, and client experience.

Spread the word. The � nal step is to hold someone accountable to create and 
distribute the dashboard each month. I do it for our business because the time I spend 
accumulating and analyzing the data gives me tremendous insights into our business. It 
forces me to call a “time-out” for a couple of hours each month to pinpoint what is 
working well and what is not.

In the coming months, I’ll explain how some of the measurements we take actually 
work, and how we interpret the data. Stay tuned. —Bruce Case is president of Case 

Design/Remodeling. bcase@casedesign.com.

Operating a car without a dashboard is risky. 
So why do it with your business? 

In this model, a strong team builds 
brand, which creates leads and 
sales. Successful projects gener-
ate cash that restarts the cycle.



RotoZip® isn’t just for drywall. It’s your go-to tool for other professional projects, too.  XCORES™ cut 
holes in granite countertops 10 times faster* than conventional hole saws. A wood XWHEEL™ makes 
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L ike many custom-home builders, Jeff 
and Scott Morrell, owners of Morrell 
Builders, in suburban Rochester, N.Y., 

always kept their hand in the remodeling mar-
ket (about 20% of their business in most 
years). As the economy shifted, they began 
focusing more on that segment. 

Many builders � nd it easy to enter the 
remodeling market but often � nd it dif� cult to 
stay there. To escape that trap, the Morrells — 
who partnered with James Barbato, owner of 
local Pride Mark Homes, a new-home builder 
and property management company — real-
ized that customer service and education would 
be the best strategies for success and developed 
the Inde  (Intuitive Design) showroom. 

CREATE AN EXPERIENCE

Once they decided to shift gears, the Morrells 
visited showrooms along the East Coast with 
Jane Meagher, owner of Success Strategies,  a 
consultant who designs showrooms for build-
ers and remodelers throughout the U.S. and 
Canada. “The major difference is, we wanted 
our showroom to be designed for remodeling 
clients’ needs,” Jeff Morrell says. 

For the Morrells, that meant taking the 
design/build process and re� ning it to a one-
stop-shop for clients — an antidote to what the 
Morrells saw as an essential problem in both 
the custom-home building and remodeling 
industries: a � awed selections process that has 
clients running back and forth around town.

The newly built 5,000-square-foot Inde stu-
dio has several kitchen vignettes, from tradi-
tional to modern, along with bathroom, patio, 
den, and mudroom vignettes. There’s an out-
door area with roo� ng samples, as well as 
stone, slate, and wood decking choices. A 
staircase mock-up includes several spindle 
and banister types, as well as wood tread 
options. There are hundreds of countertop 
samples — 120 choices of granite alone — 
and three cabinet lines as well as � ooring, 
faucet, � replace mantel, stair railing, trim 
detail, siding, and lighting options. 

The Morrells have created an experience 

offering customers not only product choice but 
an educational component explaining the 
design/build process. Home owners can work 
with on-staff architects, designers, planners, 
and project managers, as well as use interactive 
computer screens to see how a design might 
suit their home.

WORTH THE RISK

While there are a few large remodeling show-
rooms in the nation, including Airroom’s two 
massive spaces outside Chicago, Repp Con-
struction’s 5,000-square-foot showroom near 
Buffalo, and Rhode Island Kitchen & Bath’s 
3,000-square-foot showroom in Warwick, R.I., 
many remodelers have pulled back from spend-
ing money on showrooms. Not that long ago, 
The Home Depot closed its high-end Expo 
Design Centers nationwide. 

But Meagher says that now might be an 
opportune time to create a showroom. “If you 

 Inde’s showroom near Rochester, N.Y., offers a one-stop-shop design/build approach to 
differentiate itself in the marketplace. Visitors can work with on-staff designers, learn about 
the remodeling process, and make product selections for interior and exterior projects. 

Designed for Business
Redefi ne the selections 
process to educate clients
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While the Wills Co., 
in Nashville, Tenn.,  

concentrated on marketing 
its handyman division, pres-
ident and co-owner Ridley 
Wills found that “people 
forgot we do design/build.”

Wills says that the com-
pany was not suf� ciently 
proactive with its marketing 
efforts earlier this year, and 
he soon realized that in this 
economy it would take hard 
work to bring in leads. 

As part of a plan to con-
centrate on promotion and 
leads, Wills hired Aris Yow-
ell as full-time marketing 
director, a change he says 
was needed to jump-start the 
company’s marketing.

FUN TWIST

Wills and Yowell used a 
design contest  “as a new 
avenue for obtaining leads 
and putting a fun twist on 
it,” Yowell says. The goal: 

to encourage prospects to 
think about larger projects. 
The prize: four free hours 
of design consultation.  

Contest entry require-
ments were left open-
ended, but most entrants 
described their design chal-
lenge and included photos 
in their submission. 

An e-mail promoting the 
contest was sent to 2,000 
friends, past clients, profes-
sional networking acquain-
tances, and referrals, with a 
follow-up e-mail sent sev-
eral weeks later. 

Four homeowners sub-
mitted entries.  And though 
that number of entries is 
small, “they all � t the pro-
� le of our ideal client,” 
Yowell says, so Wills and 
Yowell awarded all four 
entrants consulting time 
with Wills.

PROJECTS COME IN

Wills has so far met with all 
but one contest winner. 

One of the four projects 
is for a $38,000 terrace for 
which Wills has completed 
schematic designs and pro-
vided conceptual estimates. 
The other two projects are a 
$370,000 addition and a 
$275,000 renovation. Both 
of those customers will likely 
sign a feasibility agreement. 

Wills says that, conser-
vatively, he expects a mini-
mum of $38,000 in  con-
struction revenue from 
the contest.

Though each of these 
prospects had heard of The 
Wills Co. before the contest 
— one is a past client — the 
promotion inspired them to 
actually call the company 
about projects they were 
considering. —Nina Patel

Contest awards homeowners with a design 
consultation

 This kitchen (above) and the bar (below) are examples 
of the design/build projects that The Wills Co. wanted 
to promote with its design contest.  

Design Challenge
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can create such a strong point of differen-
tiation even if the market pie isn’t as large 
as it was, this is really one of the smartest 
and best long-term investments.”

According to Meagher, clarity of your 
company’s goals — visually, spatially, 
operationally — is key in developing a 
showroom. Knowing your client market 
and location are also critical. “In Roches-
ter,” Scott Morrell says, “You don’t have 
the high-highs or the low-lows [in real 
estate].” He believes people are ready to 
spend money on remodeling again. 

Inde showcases products of varying 
price points, and the building itself is 
located in a well-traf� cked area near other 
retail. Because of its construction industry 
connections, the company also is able to 
rely on direct relationships with vendors, 
which helps with costs. 

Recognizing they are going to be a big 
� sh in a small pond, the partners are sensi-
tive to smaller remodelers in their market. 
Inde works with outside remodelers and 
also sells its own design plans for others to 
build. “Some [local] remodelers are seeing 
this as a better customer service experi-
ence for their clients,” Jeff says. “We want 
to be good neighbors with the remodeling 
community.” —Stacey Freed

¯



We came to Great Falls with a truckload of GREAT�STUFF™ Insulating Foam Sealant and 
a dream to keep what’s out out and what’s in in. That dream comes true with GREAT�STUFF™ 
Window & Door. It cures fl exible and creates a durable, airtight, water-resistant bond.
And since we don’t want to bow any frames, its formula is low pressure. Just like the kind
folks of Great Falls. And their kind mermaids, who swim behind the bar at the local lounge. 
You’ll just have to visit our website to see for yourself.

See us in Great Falls at dowgreatstuff .com/GreatFalls
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Consult the label and Material Safety Data Sheet carefully before use.
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Letting Go

How often does someone ask, “Didn’t you 
get my e-mail?” Sometimes the answer 

really is “No,” and that’s a problem for a com-
pany owner. In fact, according to a report by 
Return Path , a company that studies e-mail 
use, “Twenty percent of e-mail in the United 
States and Canada is still not making it to the 
inbox while 3% of e-mail goes to the ‘junk’ or 
‘bulk’ folder and another 16% goes missing.” 

GIVE IT UP
While some remodeling company owners 
might � nd a different electronic method to use, 
Brian Puglisi, owner of NY Design Build, in 
Scottsdale, Ariz., decided nearly two years 
ago to give up e-mail altogether — with his 
four employees as well as with his customers. 
Not only are e-mail messages not 100% reli-
able, but “they miss the emotional attach-
ment,” Puglisi says. “And we’re dealing with 
emotional customers in this business.”

He feels that because in� ection and 
nuance are stripped from e-mail correspon-
dence that type of interaction is confusing. 
“People don’t proof [e-mails] before they hit 
‘send,’ Puglisi says. “[Information is] taken out 
of context or taken the wrong way.” 

Puglisi, whose � ve-year-old company did 
about $1.5 million in volume last year, prefers 
phone conversations or face-to-face interac-
tions. As for documentation, he says, “That’s 
why we have change orders and contracts.”

 But that doesn’t mean that Puglisi doesn’t 
have a website or otherwise avoids computer 
tools in his business. He will, for expediency, 
send a PDF of a � oor plan, for example, to a 
vendor but never anything to a client. 

CUSTOMER SATISFACTION
Puglisi’s customers appreciate the personal 
attention and have no issue with his choice. 
“I’m out with my customers just about every 
day, and this just works better for me,” he 
says. Employees can use e-mail amongst 
themselves but not with clients (or with Pug-
lisi). “Everyone has to have a personal con-
tact with every client.” 

To make this work, Puglisi acknowl-
edges that job scopes must be detailed and 
accurate. He also has an employee take 
customers selections shopping. Everything 
is written down. “That [kind of] customer 
service eliminates communication problems 
altogether.” —Stacey Freed

Can no e-mail mean better customer service?

Anyplace air or 
moisture gets in,

GREAT�STUFF
 keeps it out.

TM

To see video of GREAT�STUFF™ 
in Great Falls on your

smartphone, just snap this tag.

dowgreatstuff .com

(Don’t have a tag reader? 
Get one free at get.beetag.com)
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Schluter®-KERDI-BOARD
Substrate, building panel, bonded waterproofing

Whether you work with mosaics or large-format tiles, an absolutely flat,
level, plumb, square substrate is essential for creating a perfect tile covering.

Introducing Schluter®-KERDI-BOARD
• Even, impact-resistant, and rigid
• Waterproof and vapor retardant
• Dimensionally stable
• Thermally insulating
• Lightweight (contains no cement 

or fiberglass)
• Dust-free and easy to cut with a 

utility knife
• Printed gridlines for precise cutting
• Suitable for use on any kind 

of structure

www.kerdi-board.com | 1-800-472-4588

Fleece webbing
Reinforcement layer
Extruded polystyrene foam
Reinforcement layer
Fleece webbing
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In March this year we laid off three 
� eld staff and required the remain-

ing employees to take a 10% salary 
cut. When we asked the laid-off 
employees to return two months 
ago, two of the three came back to 
work within a week of my contact-
ing them. We 
asked the return-
ing staff to also 
take a 10% salary 
cut, explaining 
that in this econ-
omy we all have 
to work harder 
and be more � ex-
ible. But even though their quick 
return is a good sign, they’re still 
worried and a little skeptical.

I’m dealing with a lot of stress 
myself and look for it in my 
employees. I recently took a week-
long break and came back 
refreshed. I want to make sure that 
employees similarly recharge and 
have time for fun. 

Sometimes it might just be a 
simple conversation asking an 
employee about what they’re 
doing for the weekend. A guy 
might tell me he’s going � shing, 
and I’ll respond in a positive way 
and might even pay for bait or buy 
him some � shing gear. For the 
company, that’s more doable right 
now than increasing pay.

COMMUNICATION AND CARE
The superintendents and I keep an 
eye out for employees who are 
burned out or are having a tough 
day. We might take them out for a 
soda to � nd out what’s bothering 
them. Some of it is personal, some 
is work-related. They might just 

Morale BoostStaying Power

Michael Kaiser, owner of Kaiser 
Building Co.,  in Cranbury, N.J., is 
serious about retaining good staff. 

To that end, he puts his money where it gives 
him the most dividends: good pay and good 
bene� ts for his eight employees — six in the 
� eld and two in the of� ce. “A good way to 
retain people is to pay them well,” says Kai-
ser, whose full-service remodeling company 
has been in business since 1995. “The second 
is to offer a substantial bene� ts package.”

Kaiser Building Co.’s bene� ts pack-
age includes:

Vacation:  ■ New employees start off 
with six paid holidays and � ve paid 
personal days. After a year 
on the job, employees 
accrue a week of 
paid vacation 
time. After three 
years, they gain 
a second week of 
vacation. “Paid 
time off is a good 
way to keep good 
employees,” says 
Kaiser, whose 
company’s annual 
business has ranged 
from just under $1 million 
up to $1.6 million.

Retirement: ■  Kaiser Building Co. offers 
staff a SIMPLE-IRA (Savings Incentive 
Match Plan for Employees) and matches 
employee contributions.

Health benefits: ■  The company offers a 
number of plans for its employees to choose 
from and pays each employee an identical 
subsidy. “Their out-of-pocket expense for 
health insurance is about $20 a week,” Kaiser 
says. “Our plan kind of sets us apart from a 

lot of people in the building business. But 
we’re trying to lure people who are more 
family-oriented, more stable, and who don’t 
want to switch jobs a lot.” And it works — 
Kaiser’s newest crew member has been with 
the company six years.

POPULAR MECHANICS

But there’s one bene� t that has really scored big 
with Kaiser’s � eld crew: a tool allowance. 

“About seven or eight years ago I saw 
that we were spending upwards of 
$20,000 on tools and equipment, 
which meant that equipment wasn’t 

being taken care of or was left 
behind on jobs or just 

donated to the customer,” 
Kaiser says. “At one of 
our monthly staff meet-

ings we came up 
with a plan where 
everyone would get 
a tool allowance. 

That alone knocked 
about $12,000 off the 
bottom line.” 
    Crew members typi-
cally get about $520 per 
year to spend on tools 
and equipment. The 

amount is based on hours 
worked; for every hour an employee works, 
Kaiser sets aside 25 cents. Employees receive a 
quarterly update on the amount available. Crew 
members make a purchase, turn in a receipt, 
and are reimbursed. “When a guy buys a saw 
and it’s his saw, then it gets put in his truck and 
he’ll take care of it,” Kaiser says. “When it’s 
your tool, it’s treated a little differently.” 
—Kathleen Stanley is a freelance writer in 

Washington, D.C.

Pay them and they will come — and stay

A N D Y  H A N N A N

continued on page 31
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need to vent. If needed, I’ll send a 
helper to that employee’s jobsite on 
a Friday afternoon so he can leave 
early to take care of any personal 
issues. Even though we can’t pro-
vide raises, we have continued with 
quarterly reviews and plan on annual 
reviews next February.

After talking to the � eld crew, our 
of� ce manager noticed that the � eld 
workers seemed to be feeling iso-
lated and uninformed. So we started 
having regular meetings with them to 
review permits, housing sales, inter-
est rates, and our sales projections. 

Employees regularly come to us 
asking for our predictions on upcom-
ing work. We’re trying to educate 
them and be honest about where we 
think the economy is headed regard-
ing the remodeling industry and the 
outlook for our company.

DOING WHAT WE CAN
It’s dif� cult to keep up morale in this 
environment but we’re doing what 
we can. We still provide matching 
retirement funds and pay for replace-
ment tools. 

We also try to provide little per-
sonal perks to show our apprecia-
tion — $50 gift cards or buying gas 
for an employee. When I was work-
ing a lot of overtime, the company 
owner, Mark Scott, sent a gift card 
to my house — but not for me, for 
my wife, to thank her for being 
understanding about the long hours.  
The company occasionally treats the 
crew to lunch as well. 

We’re more � exible about sched-
ules and days off. We give the crew a 
lot of public praise. It’s easy enough 
to � nd � aws; it’s more dif� cult to 
remember to tell staff they are doing 
a good job. —Andy Hannan is pro-
duction manager of Mark IV Builders, 
in Bethesda, Md.

It’s a (Not So) Wonderful Life

W hen a Maryland remodeler was 
in a car crash that put him in the 
hospital, he was away from his 

business for two months. At the time, his 
two-and-a-half-person design/build com-
pany had two projects in production and 
three in design. Everyone muddled through, 
but the owner learned just how much he had 
been working in his business and not on it. 

When he returned to the of� ce — still in 
somewhat compromised health but on the 
mend — among other things, the pipeline 
was dry, punch lists had gone unattended, 
and cash � ow was low. 

Remodeling industry consultant and 
Remodeling columnist Shawn McCadden 
offers some strategies to use to avoid the issues 
this remodeler is now having to rectify. 

Investigate all your insurance  ■

options. Have a disability policy that will 
pay enough money for your company  to at 
least stay a� oat. “You’ll still need to pay your 
mortgage and feed your family,” McCadden 
says. Be strategic about the policy you get 

— what it covers, when it kicks in, and how 
much bene� t you will get. Even if you’re no 
longer swinging a hammer, cover yourself 
with workers’ compensation insur-
ance. Get “key man” insurance so that 
if a key player, such as a company owner, is 
incapacitated or passes away, there will be 
money available to replace him or her. 

Hire subordinates whose capabili- ■

ties complement the owner’s. “With the 
right people in the � eld,” McCadden says, 
“you can instruct people from a distance.” 
Hire management-quality people with indus-
try experience. No way around it, sales will be 
dif� cult if you’re the only salesperson.

Cross-train employees.  ■

Save some profit.  ■ “Many contractors 
only earn enough to survive and meet 
monthly payments at home,” McCadden 
points out. “They need to save net to rein-
vest back in the business. If you’re making a 
pro� t, you should be salting it away so you 
have reserve funds to stay alive.” If you can, 

Don’t let your absence derail your business
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What Makes a Great Offi ce Manager?
A remodeling company 
owner recently nomi-

nated his of� ce manager for an Of� ce Man-
ager of the Year Award that we at 
Remodelers Advantage present. 

He wrote: “Our of� ce manager provides 
enthusiastic support for our entire team. 
She is an intelligent sounding board for all 
of our thinking and has kept a massive 
amount of detail under constant control. 
She has become an expert user of Master 
Builder and has led the company in upgrad-
ing systems to be more ef� cient and pro-
ductive. Meanwhile, as director of � rst 
impressions, she charms the clients, leads 
them through the selection process, and 
delivers precise and complete documenta-
tion to � eld crews. We all love her and our 
days are brightened by her cheerful hard-
working presence.”

In the nomination, the owner mentioned 
numerous traits that I hear again and again 
attributed to the best of� ce managers. 
Darci Mierendorf, of Morris Builders, in 
Rockford, Mich., who got rave reviews in 
the same competition, describes the traits 
this way: 

Be the eyes and ears of the team. ■  
“The more I am aware of the workings of the 
company, the more assistance I can lend.”

Truly love taking care of people. ■  “I 
take it upon myself to be everyone’s care-
giver, to make sure that they have every-

thing they need in order to be successful. 
For example, when [owner] Kirk is going on 
a sales call, I’ll make sure that he has a 
map and accurate directions, the lead 
sheet so he is familiar with the prospect, a 
tape measure, and anything else he will 
need on site.”

Be organized and use systems to  ■

add predictability and consistency to 
the job. And, “be proactive in helping the 
owners do the same.”  

Be able to multitask and handle  ■

constant interruptions. “I keep a note-
pad on my desk to record tasks as they 
are given to me ... . And I also have to be 
careful to balance speed with accuracy. It 
does no one any good if it’s done quickly 
but not accurately.”

Have an attitude and personality  ■

that are upbeat yet calm. 
While � nding this superstar isn’t easy, 

your of� ce manager is a linchpin to a well-
run business. 

By the way, the winner of this year’s 
Of� ce Manager of the Year Award is Lynn 
Goodwin from McAdams Builders, in Kirk-
land, Wash. —Victoria Downing is president 
of Remodelers Advantage — helping hun-

dreds of remodelers across 
North America build strong, 
profi table businesses. 
301.490.5620. www
.remodelersadvantage.com.

keep at least three to six months of operating 
capital available. 

Put systems and procedures in  ■

place. These should serve the business, not 
the owner. For example, make sure all infor-
mation is readily available and in a format 
that can be easily digested by all those down-
stream who need it.

 Test it out. ■  Stay in your of� ce and see if 
things still get done in the � eld. “It’s only 
through actual experience that we can verify 
that either the employee has the ability to do 
these things or that something went astray in 
the communication ... or [the employee] 
wasn’t paying attention to what they were 
being tested on.” —Stacey Freed 

V I C T O R I A  D O W N I N G

It’s a (Not So) Wonderful Life  continued 

 People+Skills 

18 Gauge
Brad Nailer

(model GBT1850K) 

16 Gauge Straight
Finish Nailer
(model GFN1664K)

15 Gauge Angled
Finish Nailer

(model GFN1564K)

28 Degree Wire-Weld
Framing Nailer
(model GF28WW) 

GO CORDLESS
WITHOUT COMPROMISE

www.bostitch.com

Visit our website to learn more about the
complete line of Bostitch®  Cordless Nailers

© 2010 Stanley Black & Decker, Inc.



Introducing SmartTouch® Technology—water activation 
with a simple touch. Now coupled with the power of 
MagneDock® Technology, which keeps the spray head 
perfectly aligned and in place. Talo® isn’t just a faucet, 
it’s a license to dream.

Available exclusively in showrooms.  |  brizo.com

Go to http://remodeling.hotims.com for more info



remodelingmag.com Remodeling  November 2010   35

YourProjects

H ow important is a � replace and 
mantel? Take it from a man who 
tours hundreds of houses a year and 

whose sales depend on features that attract 
buyers: “Every room needs a centerpiece,” 
says David Kean, an interior designer and 
real estate agent with The John Aaroe Group,  
in Beverly Hills, Calif.

According to Kean, an engaging � replace 
and mantel can provide grandeur for an oth-
erwise ho-hum room or it can “take an 
already fabulous room over the top.”

Stylistically, Kean says, a � replace and 
mantel should blend with the architecture of 
the home. That rule dissolves, though, in 
sleek contemporary homes where old-world 
timbers and stone, often salvaged from old 
homes, “create a very dramatic juxtaposition 
of old and new.”

Off-the-beaten-track mantel materials 
Kean suggests include a translucent concrete 
by Litracon  and handcrafted limestone repro-
ductions such as the ones offered by Exqui-
site Surfaces .

RICH WITH POSSIBILITIES

Traditional � replace and mantel materials 
work well, albeit with some out-of-the-box 
designs, for remodeler Todd Lange, owner 
of Lange Design & Build,  in Beverly Hills, 
a Detroit suburb. Lange has created a niche 
for himself upgrading look-alike � replaces 
in his area, near the birthplace of Pulte 
Homes. “We have vast numbers of these 
homes that have the same brick � replaces,” 
Lange notes, and those � replaces are rich 
with possibilities.

“[The � replace] is a feature of the house 
that people are willing to be more creative 
with,” Lange says. Whereas homeowners 

Selling the Mantel
Creating a striking fi replace mantel adds focus to rooms and value to your customers’ homes.

With the slow U.S. economy and with 
uncertainty in Detroit’s auto industry, 
remodeler Todd Lange has fewer lav-
ish � replace jobs and tries to help cli-
ents get a remarkable focal point for 
their room at a lower cost. Some of 
his suggestions:

Scale down the scope of the  ■

� replace.
Use wood salvaged from downed  ■

urban trees.
Use less-expensive “chameleon”  ■

woods, such as birch, which can be 
stained to look like other woods.

Use cost-effective poplar for  ■

painted mantels.
Suggest tile and stone that is on  ■

sale for clients to use in their project.

Cost Focus

  Todd Lange, owner of Lange Design & 
Build, in Detroit, designed this � replace (top 
photo) for his own family room. He took 
down the standard brick of the existing � re-
place, framed and drywalled a new curved 
hearth (bottom photo), and then set to work 
using scraps of slate — from India and 
South America — salvaged from prior jobs. 
He used stone trim around the � replace and 
the � rewood storage box because it is more 
durable than wood.continued on page 37
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might have a � rm idea of the 
cabinet style, the moldings, and 
the windows and doors they 
want, they often don’t have set 
ideas on the � replace. And that 
allows Lange to express his cre-
ative side and blend some of his 
favorite materials: stone, tile, and 
wood. “I prefer to build (a mantel) 
like a piece of furniture,” he says, 
rather than using timbers, which 
twist and crack.

ADDED APPEAL

While � replace remodels are more of a “want 
to” project for clients than a “have to,” Lange 
points out to clients that a striking focal point 
in a great room can help to sell a house in the 
future. A house with one of his � replaces in 
it is for sale, as are several other houses on 
the same street. But the competition may not 
be all that tough: “I doubt any of them would 
have as beautiful and artistic a � replace,” 
Lange says.

Lange’s � replace and the rest of his 
remodeled home is so appealing that a pro-
duction company rented the house for a day 
to shoot a commercial for a local hospital, 
which led to its use in a national commercial. 
In Lange’s case, an extraordinary � replace 
offers more than just warmth and beauty, “It 
has earned me money,” he says. —Kathy 

Price-Robinson writes about home improve-

ment and maintains Kathy’s Remodeling 

Blog, www.kathysremodelingblog.com.

Similar to Todd Lange in Detroit, remodeler 
Deborah Malone of JP Malone Construction , in 
Scottsdale, Ariz., often uses typical products in 
atypical ways. For this contemporary � replace 
surround in a remodeled house designed by 
interior designer John Martin of Turner Martin 
Design , she created a box made of cost-
effective Uba Tuba granite to cover the existing 
Southwest-style adobe � replace, which did not 
match the updated design. 
    Malone placed the 3-centimeter-thick granite 
slabs on a metal frame that � ts over the gas � re-
place and speci� ed a honed � nish for the granite, 
which gives it an antique look. She says that 
homeowners in her area often ask her to update 
the popular early-1990s design of an adobe � re-
place with an integral, deep television niche. 
“Taking something that people see one way and 
giving it new life — that is the best part of what 
we do,” Malone says. —Nina Patel

Hide and Sleek

Selling the Mantel continued

  For the mantel, remodeler Todd Lange used 
his usual technique of bolting a 2x6 header 
to the wall with 5/8-inch anchor screws and 
then boxing it in with cherry and mahogany 
wood. He insulated the top of the � rewood 
box to prevent heat loss.

YourProjects



INTRODUCING THE NO LEAK SKYLIGHT. 
IT WON’T LEAK NO MATTER 

WHAT THE WEATHER.

We promise you no leaks, no worries and we back it up with our 10-year product 

and installation warranty. For more details, go to www.thenoleakskylight.com.

No animals were harmed in the production of this advertisement. ©2010 VELUX GroupGo to http://remodeling.hotims.com for more info
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W hen adding a dormer for space and light in an attic, consider the proportions and 
style of the rest of the house. Look for clues in the existing trim and eaves pro� les, 
and bear in mind that there are limitations to each type of dormer. Still, it is best 

to stay true to the origins of the main structure to achieve a satisfying improvement.   —Dick 

Kawalek, a registered architect for more than 30 years, is founder of Kawalek Architects, in 

Cleveland; rck@rktekt.com.  

Fitting Dormers

The crown at rake 
also continues along 
horizontal eaves

Bedmold

Corona: this derives from 
the Ancient Greek precedent

Shutters 
can justify 
a wider 
dormer, 
more 
space 
inside

Frieze allows for more 
headroom inside

COLONIAL REVIVAL
Wider proportions create more 

usable space inside

Simple window trim

Cornerboards continue up rake — 
sometimes wider boards were used

Simple rake 
boards and open 
eaves — often 
with exposed 
rafter tails

COTTAGE STYLE
Medium proportions provide 
both space and good light

Crown: forms rake eaves

Crown: horizontal, same size as rake

GEORGIAN
Narrow proportions allow for light, 

but not much interior space

Thin sidewalls behind 
window frame — the his-
toric originals were often 

just one board thick
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The pre-attached deck seal on all deck 
mounted skylights provides a seal between 
the frame and roof deck for leak-proof 
installation.

Adhesive underlayment for secondary 
water protection against the harshest 
weather conditions.

Engineered flashing for easy installation 
and primary water protection.

1

2

3

* For more details go to:

www.thenoleakskylight.com

1

2

3

THE
NO LEAK 
SKYLIGHT

Introducing

With 3 layers of 
protection, it won’t leak. 
And that’s a promise.*

©2010 VELUX Group



100 ft without repeat
rugged detail

green product

At  StoneCraft, texture is our building 

block. Our stone veneer delivers the 

grace, charm, and powerful feel of 

stone. Backed by a limited lifetime 

warranty, StoneCraft is manufactured 

for endurance and beauty. So, be rug-

ged. Be stylish. Be ornate. StoneCraft 

completes your vision with a Texture 

for Living.

www. theTapcoGroup . com

ROOfing :: Siding :: ShuTTeRS :: Siding COmpOnenTS 
TOOL SySTemS :: egReSS SySTemS :: TRim :: STOne VeneeR

i n n o v a t i o n  B o r n  f r o m  O r i g i n a l  T h i n k i n g ™

©  2 0 1 0  H e a d w a t e r s Go to http://remodeling.hotims.com for more info
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UpscaleManagement

P
ricing work has long been an issue 
for remodelers. I well remember 
my early days in the 1970s when, 
with no understanding of operating 

expenses or pro� t, I fumbled to justify any 
charges above direct costs. Only after frustrat-
ing business losses drove me to self-education 
through reading, workshops, and the school 
of hard knocks did I begin to understand con-
cepts such as burdened labor, gross margin, 
and the need to make a real pro� t.

Over the past 30 years, industry educators 
such as Walt Stoeppelwerth and others have 
taught business principles to remodelers who 
essentially found themselves in business by 
accident as they plied their craft. One such 
principle was the need for remodelers to price 
their work at a markup of 1.5 to 1.67 for a 
gross margin of 33% to 40%.

Many remodeling companies have been 
built on this principle, and many of them have 
focused on doing large projects for � xed, non-
itemized bids. Their pricing system consists 
of listing projected direct costs and mark-
ing up each item by their chosen multiplier 
to arrive at a total price. This system has the 
bene� t of being easy to understand and, when 
costs are estimated accurately, effectively 
aligning individual job prices with company 
gross-margin needs.

However, there are also drawbacks to this 
pricing system — especially in a marketplace 
where proposals are scrutinized with a � ne-
tooth comb — and some companies using it 
� nd themselves struggling today. One draw-

back of lump-sum pricing is the dif� culty it 
creates for explaining prices to clients. You 
may need an overall 33% gross margin, but do 
your clients see the fairness in marking up the 
Dumpster by 1.5? Should commodities and 
unique services be marked up equally? For 
good client communication and to build trust, 
it may be better to attach a higher markup to 
demolition and rebuild and a lower markup to 
the Dumpster.

Another drawback of lump-sum pricing is 
that it starts with a focus on your costs. What if 
your costs are out of line? What if your direct 
labor includes fat or your operating expenses 
include � uff? The marketplace rewards ef� -
ciency, especially in competitive times. 

HALF TRUTHS
It’s often said that the major reason for lack of 
company pro� tability is the failure of remod-

Flexible Pricing
Pricing strategies in today’s economy
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UpscaleManagement continued

elers to charge adequate prices, with the clear 
implication that the solution is a price increase. 
It is also frequently said that you can’t con-
cern yourself with what others are charging; 
you must base your prices on your costs and 
charge whatever you need to be pro� table. 
These statements are only half true. The � ip 
side of prices being too low is that costs may 
be too high. If that’s the case, the solution lies 
in lowering costs not raising prices. 

And while it’s true that your prices must 
be set for your speci� c business costs, we do 
still need an awareness of what others are 
charging for similar work. Our business costs 
do not automatically translate into client ben-
e� ts. Potential clients compare options, and 
we must make sure that our higher prices are 
justi� able by higher value and are not simply 
the consequence of higher expenses.

GETTING A GREAT DEAL
Flexible pricing is an alternative to lump-sum 
pricing. Flexible pricing starts with a focus on 
the client and what they value. As consumers, 
we enjoy buying when we believe we’re get-
ting a great deal — not necessarily the cheapest 
one. When car shopping for our college-bound 
daughter, we checked the Kelley Blue Book 
value and prices on Craig’s List so we could 
recognize a great deal when we found it. 

What would constitute a “great deal” to 
your potential client? Is there any way you 
can provide it for them? Or can you provide it 
with only slight modi� cations? Why are they 
interested in the project? What are they will-
ing to pay? If your company budget calls for 
an average gross margin of 30% and the cli-
ent’s project budget is $100,000, what can you 
provide for $70,000 or less in direct costs?

Flexible pricing might mean explaining 
what you can do within the client’s bud-
get rather than trying to convince them to 
increase it. It might mean allowing clients 
to provide more products or services them-
selves. It might mean applying different 
markups to different project components.

Flexible pricing does not mean ignoring 
your costs or basing your prices on what oth-
ers are charging. Rather, it means focusing 
� rst on what clients want and value, then 
reconciling client desires with your costs. To 
meet a client’s budget, a remodeler I know 

recently decided not to mark up the roo� ng 
portion of a large project. He had used the 
subcontractor for years and knew the sub 
would stand behind his work. The remodeler 
charged six hours of project management at 
a healthy margin, but passed along the roof 
itself at his cost. He was delighted to get the 
four-week job, which had a suf� cient gross 
margin without the roof to pay a month and a 
half’s worth of operating expenses.

Gross margin dollars are more important 
than gross margin percentage. You need a 
certain number of gross margin dollars every 
month to pay operating expenses and gener-
ate pro� t, but the percentage of total sales will 
vary, depending on that month’s volume. 

KNOW YOUR NUMBERS
There are de� nite risks to a � exible pricing 
strategy. Projects become more complex and 
project management more dif� cult. Most 
crucially, overall company gross margin will 
decrease unless you offset lower-margined 
items with increases elsewhere. 

If your company budget requires a 30% 
gross margin, you must achieve that as an 
average. When individual projects include 
elements with varying multipliers, the sig-
ni� cant margin is the bottom-line total. 

Your budget must be based on your aver-
age achieved gross margin not the target 
margin for your most unique services.

Homeowners are increasingly picking 
and choosing between vendors and sup-
pliers to put together projects that feel to 
them like great deals — ones that deliver 
the highest value for the lowest cost in their 
own minds. 

A � exible pricing strategy can help you 
offer great deals. And treating your unique 
services differently from commodities 
easily found elsewhere can help you per-
suasively justify your prices and the value 
you provide.

Offering great deals requires that you 
price with your sharpest pencil. To do this 
yet still achieve the margin you need, you 
must know your numbers. 

Question your assumptions: How many 
gross-margin dollars do you need each 
month? Are operating expenses as lean as 
they can reasonably be? Is your target gross 
margin set correctly in light of actual operat-
ing costs and projected volume? Can direct 
costs be lowered by better project manage-
ment? The goal is not to become the low 
bidder; the goal is to achieve the margins 
you need by � ne-tuning your business for 
higher performance. —Richard Steven, 

president of Fulcra Consulting, specializes 

in helping remodeling companies create 

and implement effective management plans; 

www.fulcraconsulting.com. Ill
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Flexible pricing ... 
means focusing 

fi rst on what clients 
want and value, then 

reconciling client 
desires with 
your costs.
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Basco Shower Enclosures. The Roda collection of luxury shower enclosures 
was designed to offer a broad range of styles from which homeowners can choose to 
create their personal bath haven. The Roda line includes eight collections from bold 
geometric designs to traditional design with classic details. Each collection pairs 
stylized shower doors and panels with appropriate hardware options to appeal to any 
aesthetic. 513.573.1900. www.bascoshowerdoor.com.

Morsø. The charming 
3100 Series incorporates 
high quality with timeless 
style and high fuel ef� ciency. 
Compact in size, the 3100 
Series is ideal for small 
space and zone heating 
applications and is available 
in a choice of a convection 
model with smooth sides or 
a radiant model with a � ne-
ribbed pattern. Models 3142 

and 3112 (shown) are constructed of 98% recycled cast iron 
and heat up to 1,000 square feet. Low emissions of just 
3.1 grams per hour and outside air readiness make the 
3100 Series compliant with Washington state requirements. 
866.883.9619. www.moresona.com. 

Editor’s Note: The September 2010 issue of REMODELING mistakenly ran 
an incorrect photo of the Morsø 7600 series wood stove. To view the 
product and its correct photo, visit http://go.hw.net/Morso7600.

Native Trails. Handcrafted from recycled 
materials, the hammered copper Aspen bathtub 
is designed to complement a range of bathroom 
design styles. Suitable as a freestanding tub, par-
tially built-in or surrounded, or even as an outdoor 
tub, Aspen is available in brushed nickel 
or antique copper. The tub’s outside dimensions 
measure 64 inches long by 36 inches wide and 
24 inches deep.  800.786.0862.  www.nativetrails.net.

Thermique. Offering the luxury of a warm 
bathroom and a cozy towel without interrupt-
ing stylish decor, Thermique Towel Warmers 
incorporate a pane of clear heated glass rather 
than a series of metal tubes. Available in both 
wall-mounted and freestanding models, the 
towel warmers come in an array of colors 
and � nishes to complement bathroom decor 
and � xtures. Hardwired into the room’s elec-
trical, the towel warmers are designed 
to operate at 170°F. 866.469.0426. 
www.thermiquetech.com.

UpscaleProducts



Maximize Your Multi-Tool

Bosch multi-tool accessories make you a cutting, scraping, grinding and 
sanding machine. They cut faster and last up to twice as long. Now  with 
the OIS™ adapter you can use Bosch accessories on any multi-tool.

FREE OIS™ Adapter & Cutting Blade
Go to www.boschjoethepro.com

Enter code: OISK10

Offer expires December 31, 2010

OIS is a trademark of Robert Bosch Tool Corporation. Lowe’s and the gable design are 
registered trademarks of LF, LLC and Let’s Build Something Together is a trademark of 
LF, LLC. The Home Depot is a registered trademark of Homer TLC, Inc. 

Available at

Go to http://remodeling.hotims.com for more info



C O M I N G  T H I S  F A L L — A  B E T T E R  W O O D  W I N D O W. 

MILGARD® ESSENCE™ SERIES. Inside is solid wood. Outside is durable fi berglass. 

Together, it’s design and durability re-imagined. Essence is the only wood window 

backed by a Full Lifetime Warranty with Glass Breakage Coverage and available within 

two-week lead times for custom sizes. Add to that ENERGY STAR® rated performance 

without costly upgrades, and it’s easy to re-imagine the possibilities for your projects. 

ASK YOUR MILGARD REPRESENTATIVE FOR YOUR ESSENCE INTRODUCTION PACKET TODAY. 

1 . 8 0 0 . M I L G A R D                  p r o . m i l g a r d . c o m

© 2010 Milgard Manufacturing, Inc.
Go to http://remodeling.hotims.com for more info
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S A L  A L F A N O  EDITORIAL DIRECTOR I L L U S T R AT I O N S  B Y  M I C H A E L  A U S T I N

T
he recession may be over, 
but the recovery is off to 
a slow start. Earlier this 
year many remodelers 

reported increased inquiries from 
remodeling prospects, but the eco-

nomic stall this summer undermined 
consumer con� dence and kept sales 
from taking off the way everyone 
hoped they would. 

It was during this transition 
between uptick and slowdown 
that the survey for our 24th annual 

Remodeling Cost vs. Value Report 
was in the � eld, and the results con-
� rm what we have been experienc-
ing: The economy, and with it the 
remodeling market, is recovering 
more slowly than expected. 

This year’s data extends the 
downward trend in the overall 
cost-to-value ratio that began in 
2006. In fact, the slide from 63.8% 
to 60.0%  in cost-recouped is a 
slightly accelerated decline com-
pared with last year’s 3.5-point 
drop (see “Eight-Year Cost-Value 
Trend, page 50). 

And it could have been worse. 
Until this year, the ratio had been 
driven down mostly by the rub of 
eroding home prices against con-
struction costs that, on average, 
had risen slightly, despite reduced 
demand and � erce competition. 

That pattern ended this year, 
with a 10.4% decline in overall 

average construction costs to a 
level that is midway between where 
costs were in 2006 and 2007.

Lower construction costs set 
the stage for, if not a rebound in the 
cost-to-value ratio then only a slight 
decline, but sagging house values 
pushed the trend downward. 

In fact, the estimated resale 
values reported in our survey 
dropped 15.8% compared with last 
year, the biggest decline during the 
last eight years. This re� ects the 
continuing instability in the real 
estate market, which — despite 
record-low mortgage rates — has 
remained sluggish due to contin-
ued tight lending practices and 
uncertainty over foreclosures and 
distressed properties. 

And while the news isn’t bad 
everywhere, the overall mood 
among home buyers and homeown-
ers is guarded and cautious.

INSIDE

Despite lower construction 
costs, slumping home 
resale values pulled the 
cost-to-value ratio down to 
its lowest level this decade. 
The good news is that this 
may be the bottom.

Price Is King: 
Winning the price war 
means working harder 
to � nd the right client 
and taking longer to 
make the sale. 52

Instant Gratifi cation: 
Replacement and repair 
jobs appeal to home-
owners because they 
cost less and help 
a home hold value. 54

Value-Driven Luxury: 
Upscale consumers 
know it’s a great time 
to remodel but they’re 
demanding more for 
their money. 56

Value Subtracted: 
Tighter appraisal and 
lending practices are 
curtailing or delaying 
remodeling projects. 
58  
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TOP TEN
The fi rst 10 spots in the national 
ranking are occupied by 13 proj-
ects (including ties), and it’s a 
sign of the times that nine of them 
are exterior replacements. 

Replacement projects have 
always performed better in resale 
value than other types of remod-
eling projects (see “Replacement 
vs. Remodeling,” page 50), partly 
because they are among the least 
expensive projects in our report, 
and partly because they are need-

based improvements that both 
protect a homeowner’s investment 
and contribute to curb appeal, 
which is a strong subjective factor 
among home buyers.

This is certainly the case with 
the top two projects, entry door 
and new-this-year garage door 
replacement, which are the two 
least-expensive projects evaluated 
in the current price-conscious 
economy. But the number-three 
spot is occupied by fi ber-cement 
siding replacement, which comes 

with an “upscale” price tag that 
averages $13,382 nationally. 

Since it was added to the sur-
vey in 2005, fi ber-cement siding 
replacement has been remark-
ably stable: it has ranked fi rst 
every year among projects cost-
ing $5,000 or more, and this year 

showed the smallest cost increase 
(less than 1%) of any project.

The four non-replacement 
projects in the top 10 also seem to 
re� ect the price-conscious mood 
of remodeling customers, although 
to different degrees. Wood deck 
addition, which tied for fourth 
with minor kitchen remodel, is not 
only relatively inexpensive, it is 
almost considered essential rather 
than discretionary, particularly in 
neighborhoods where every home 
has an outdoor living space. 

FREE CITY REPORTS
Download data for 
35 projects and 80 cities 
at www.costvsvalue.com. 
Each PDF download 
contains side-by-side 
national, regional, and 
city data tables, plus full 
project descriptions and 
reprint guidelines.
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OVERALL RANK

NATIONAL AVERAGES NEW ENGLAND MIDDLE ATLANTIC SOUTH ATLANTIC

 Job 
Cost

Value
at Sale

Cost
Recouped

Job
 Cost 

 Value 
 at Sale 

Cost
Recouped

 Job 
Cost

Value
at Sale

Cost
Recouped

Job 
 Cost 

 Value 
 at Sale 

Cost
Recouped

Entry Door Replacement (steel) 1 $1,218 $1,243 102.1% $1,264 $1,081 85.5% $1,279 $1,243 97.2%  $1,098  $1,488 135.5%

Garage Door Replacement 2  1,291  1,083 83.9 1,330 1,076 80.9 1,368 1,061 77.6 1,178 1,079 91.6

Garage Door Replacement 10  3,545  2,476 69.8 3,598 2,631 73.1 3,635 2,409 66.3 3,445 2,595 75.3

Entry Door Replacement (fi berglass) 19  3,576  2,147 60.0 3,662 2,079 56.8 3,690 2,095 56.8 3,348 2,117 63.2

Siding Replacement (fi ber cement) 3 13,382 10,707 80.0 13,495 11,491 85.2 13,561 10,547 77.8  13,106  11,197 85.4

Minor Kitchen Remodel t4 21,695 15,790 72.8 22,267 16,802 75.5 22,325 15,246 68.3  20,762  15,358 74.0

Deck Addition (wood) t4 10,973  7,986 72.8 11,163 8,114 72.7 11,205 7,944 70.9 9,916 7,670 77.3

Window Replacement (vinyl) 5 14,284 10,368 72.6 14,923 10,514 70.5 15,129 10,585 70.0  12,878  10,027 77.9

Siding Replacement (foam-backed vinyl) t6 13,973 10,119 72.4 14,277 11,278 79.0 14,320 10,346 72.2  12,860 9,774 76.0

Siding Replacement (vinyl) t6 11,357  8,223 72.4 11,653 9,173 78.7 11,721 8,515 72.7  10,347 7,917 76.5

Window Replacement (wood) t6 12,027  8,707 72.4 12,441 9,185 73.8 12,691 8,822 69.5  10,873 8,011 73.7

Window Replacement (vinyl) 8 11,066  7,920 71.6 11,447 8,366 73.1 11,688 8,033 68.7 9,965 7,705 77.3

Window Replacement (wood) 12 18,226 12,303 67.5 18,714 13,204 70.6 19,026 12,247 64.4  16,760  11,667 69.6

Deck Addition (composite) 13 15,620 10,337 66.2 15,809 11,367 71.9 15,987 10,212 63.9  14,844 9,980 67.2

Grand Entrance (fi berglass) 15  7,700  4,979 64.7 7,939 4,853 61.1 8,015 4,866 60.7 7,073 4,703 66.5

Bathroom Remodel 16 16,634 10,668 64.1 17,620 10,773 61.1 17,683 10,793 61.0  15,252 9,950 65.2

Roofi ng Replacement 21 21,488 12,780 59.5 23,232 14,689 63.2 23,644 13,482 57.0  18,714  12,590 67.3

Back-up Power Generator 31 14,718  7,136 48.5 15,002 7,007 46.7 15,587 7,027 45.1  13,575 7,380 54.4

Attic Bedroom Remodel 7 51,428 37,142 72.2 54,414 37,131 68.2 55,218 38,394 69.5  45,591  33,921 74.4

Basement Remodel 9 64,519 45,186 70.0 68,253 41,918 61.4 69,106 40,215 58.2  57,627  45,757 79.4

Major Kitchen Remodel 11 58,367 40,126 68.7 60,038 42,653 71.0 60,710 38,214 62.9  55,004  38,713 70.4

Family Room Addition 18 85,740 53,624 62.5 88,951 55,824 62.8 90,832 50,631 55.7  76,663  49,914 65.1

Garage Addition 22 60,608 35,876 59.2 61 33261,332 36 45636,456 59 459.4 63 78563,785 34 05334,053 53 453.4 54 975 54,975 34 601 34,601 62 962.9

Deck Addition (composite) 23 38,382 22,154 57.7 38,877 22,634 58.2 39,540 21,946 55.5  36,620  21,611 59.0

Bathroom Remodel 24 53,759 30,738 57.2 56,084 30,510 54.4 56,687 30,215 53.3  49,894  29,984 60.1

Roofi ng Replacement 25 38,022 21,120 55.5 41,601 24,257 58.3 41,967 22,241 53.0  32,962  20,121 61.0

Garage Addition 26 90,053 48,278 53.6 92,382 49,209 53.3 94,725 45,214 47.7  82,230  46,079 56.0

Bathroom Addition 27 40,710 21,695 53.3 42,670 21,300 49.9 43,591 21,150 48.5  36,496  20,115 55.1

Bathroom Addition 28 78,409 41,562 53.0 81,303 40,514 49.8 82,933 40,181 48.5  71,922  39,315 54.7

Sunroom Addition 30 75,224 36,540 48.6 76,779 39,838 51.9 78,140 35,052 44.9  70,099  35,167 50.2

Home Offi ce Remodel 32 28,888 13,235 45.8 29,480 12,510 42.4 29,944 12,907 43.1  27,223  13,122 48.2

Two-Story Addition 14  165,243  107,338 65.0 166,862 108,217 64.9 171,895 104,286 60.7  150,485  100,573 66.8

Master Suite Addition 17  108,090 68,146 63.0 112,509 68,250 60.7 115,030 66,541 57.8  96,845  65,195 67.3

Major Kitchen Remodel 20  113,464 67,746 59.7 115,578 70,560 61.0 116,763 64,968 55.6  109,003  66,560 61.1

Master Suite Addition 29  232,062  122,370 52.7 239,229 124,582 52.1 242,623 115,402 47.6  214,431  119,585 55.8

black=midrange project   blue=upscale project
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CONFIDENCE INTERVALS 
For national averages, the con-
� dence interval is 99% +/-2.35 
(i.e., 99% of the time, national 
results for this survey will fall 
within 2.35 points to either side 
of the results published here). 
Con� dence intervals for each of 
the nine regions are as follows:

REGIONAL KEY

RESEARCH TEAM  
■ Realtor magazine (www.realtormag
.com) and the National Association of 
Realtors (www.realtor.org) e-mailed sur-
vey links to member sales agents, brokers, 
and appraisers, who provided estimates 
of resale value. 
■ Specpan (www.specpan.com), an 
online market research company, pro-
grammed and hosted the Web-based sur-
vey, collected and compiled the data, and 
provided pre- and post-survey consulting. 
■ HomeTech Information Systems 
(www.hometechonline.com), an estimating 
software developer, provided cost estimates 
for all 35 remodeling projects, customized 
for the 80 cities surveyed.

Region
Confidence

Interval

New England 95% ±6.7
Middle Atlantic 95 ±5.4
South Atlantic 95 ±4.1
East North Central 95 ±4.5
East South Central 95 ±7.3
West North Central 95 ±5.8
West South Central 95 ±5.2
Mountain 95 ±5.9
Pacific 95 ±5.2

National 99% ±2.35

Paci� c

Mountain

West North Central

West South Central

East North Central

East South Central

New England

Middle Atlantic

South Atlantic

About the Report

EAST NORTH CENTRAL WEST NORTH CENTRAL EAST SOUTH CENTRAL WEST SOUTH CENTRAL MOUNTAIN PACIFIC
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$1,270 $966 76.1% $1,219 $962 78.9% $1,105  $1,104 99.9%  $1,079  $1,259 116.6% $1,165 $1,197 102.8%  $1,464  $1,641 112.1%

1,345 917 68.2 1,298 892 68.7  1,189 1,097 92.2  1,145  1,130 98.7  1,230  970 78.8  1,514  1,461 96.4

3,607 2,150 59.6 3,572 2,078 58.2  3,457 2,544 73.6  3,419  2,586 75.6  3,504  2,310 65.9  3,670  2,850 77.7

3,672 1,951 53.1 3,578 1,813 50.7  3,363 2,356 70.1  3,313  2,176 65.7  3,476  1,981 57.0  4,040  2,738 67.8

13,576 9,369 69.0 13,423 9,335 69.5 13,106  11,547 88.1  12,954  10,713 82.7 13,239 10,043 75.9  13,920  11,921 85.6

22,239 14,169 63.7 21,678 14,144 65.2 20,772  16,012 77.1  20,321  15,083 74.2 21,046 15,111 71.8  23,603  19,854 84.1

11,246 6,834 60.8 10,484 6,846 65.3  9,287 6,927 74.6  10,102  7,350 72.8 10,996  7,352 66.9  13,827  11,956 86.5

15,063 9,283 61.6 14,309 9,031 63.1 12,987  11,067 85.2  12,208  9,169 75.1 13,432  9,617 71.6  17,315  13,945 80.5

14,306 9,025 63.1 13,779 8,769 63.6 12,675  10,888 85.9  12,783  9,563 74.8 13,303  9,140 68.7  16,991  12,350 72.7

11,701 7,484 64.0 11,219 7,107 63.3 10,230 8,695 85.0  10,216  7,708 75.5 10,776  7,304 67.8  13,980  10,067 72.0

12,686 7,959 62.7 12,045 7,233 60.0 10,985 8,787 80.0  10,462  8,048 76.9 11,403  8,169 71.6  14,431  12,016 83.3

11,661 7,252 62.2 11,113 6,870 61.8 10,102 7,916 78.4  9,515  6,807 71.5 10,510  7,177 68.3  13,401  10,760 80.3

18,986 11,003 58.0 18,178 10,455 57.5 16,930  12,279 72.5  16,292  11,774 72.3 17,456 11,644 66.7  21,407  16,153 75.5

15,911 8,948 56.2 15,450 9,041 58.5 14,666 9,944 67.8  14,695  9,510 64.7 15,403  9,623 62.5  17,552  13,878 79.1

7,965 4,369 54.9 7,708 4,451 57.7  7,115 5,157 72.5  6,979  5,075 72.7  7,424  4,767 64.2  8,976  6,574 73.2

17,304 9,516 55.0 16,541 8,953 54.1 15,157  10,446 68.9  14,536  10,250 70.5 15,752  9,200 58.4  19,490  15,514 79.6

23,347 11,015 47.2 21,185 9,447 44.6 19,230  11,935 62.1  17,438  11,128 63.8 19,365 12,217 63.1  26,718  17,499 65.5

15,606 6,316 40.5 14,805 5,629 38.0 13,556 7,507 55.4  12,934  7,594 58.7 14,098  6,489 46.0  17,033  8,878 52.1

54,517 38,934 71.4 51,339 32,322 63.0 45,461 35,389 77.8  43,421  34,003 78.3 48,196 31,575 65.5  63,314  50,325 79.5

67,533 37,967 56.2 64,239 38,886 60.5 57,341  43,615 76.1  55,071  46,406 84.3 61,107 42,538 69.6  78,828  65,101 82.6

60,092 36,261 60.3 58,149 36,373 62.6 54,926  39,887 72.6  53,452  39,436 73.8 56,377 37,857 67.2  65,686  50,556 77.0

90,802 48,395 53.3 85,632 47,975 56.0 76,279  50,315 66.0  73,597  51,855 70.5 81,170 49,746 61.3 105,369  74,944 71.1

64 03964,039 31 53031,530 49 249.2 60 77460,774 30 91730,917 50 950.9 54 35254,352 34 850 34,850 64 164.1 52 782 52,782 34 814 34,814 66 066.0 57 85757,857 36 12036,120 62 462.4 73 834 73,834 48 204 48,204 65 365.3

39,020 19,091 48.9 37,998 19,731 51.9 35,995  21,055 58.5  36,042  21,720 60.3 37,872 21,413 56.5  42,805  29,111 68.0

55,660 26,857 48.3 53,646 26,426 49.3 49,684  31,804 64.0  48,259  32,347 67.0 51,573 29,291 56.8  61,446  38,783 63.1

41,611 18,447 44.3 37,705 16,545 43.9 34,193  19,843 58.0  30,752  19,757 64.2 33,242 18,719 56.3  47,199  28,678 60.8

94,544 42,646 45.1 89,898 42,008 46.7 81,311  47,769 58.7  79,258  47,822 60.3 85,781 47,238 55.1  107,882  65,011 60.3

42,919 19,571 45.6 40,627 18,673 46.0 36,262  21,165 58.4  34,800  21,650 62.2 38,469 19,185 49.9  49,508  31,302 63.2

81,968 38,228 46.6 78,388 36,504 46.6 71,534  41,606 58.2  69,257  43,042 62.1 74,984 38,522 51.4  91,799  54,908 59.8

77,792 32,536 41.8 74,994 32,369 43.2 70,222  38,873 55.4  68,269  35,819 52.5 72,471 32,525 44.9  86,970  46,319 53.3

29,856 11,377 38.1 28,885 11,399 39.5 27,349  14,019 51.3  26,521  14,082 53.1 27,955 11,574 41.4  32,428  17,641 54.4

172,606 98,817 57.3 170,094 98,427 57.9 148,074  106,898 72.2  149,723 106,211 70.9 158,394 99,004 62.5 195,228  141,181 72.3

114,217 62,511 54.7 108,147 61,575 56.9 96,405  66,281 68.8  93,042  66,420 71.4 102,309 64,982 63.5 131,566  89,058 67.7

115,658 61,123 52.8 113,027 61,017 54.0 109,041  66,023 60.5 107,066  70,138 65.5 111,009 65,761 59.2  123,012  81,201 66.0

241,301 110,212 45.7 231,879 106,480 45.9 214,469  122,917 57.3 209,483 127,025 60.6 223,269 119,636 53.6  268,030  152,174 56.8
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82.5% 80.5% 76.1% 67.3%86.7% 70.1% 63.8% 60.0%

Minor kitchen remodel may 
at � rst appear to buck the “price is 
king” trend — at $21,695 nation-
ally, it carries the highest price 
among projects under $25,000. 
But it also represents a relatively 
inexpensive “face-lift” to what is, 
for most homeowners and pro-
spective buyers alike, the most 
important room in the home.

The remaining two projects in 
the top 10, attic bedroom remodel, 
and basement remodel, are much 
larger and more expensive under-
takings, but they represent good 
value to homeowners looking for 
additional space. Both projects 
add living space and a bathroom 
within the existing footprint of 
the home, and both make good 
use of space that would otherwise 
be used only for storage.

WHAT NOW?
Following the economic events 

of the last two years, housing-
related industries have entered 
uncharted waters. The prospects 
for new construction are still in 
� ux, and remodeling contractors 
reported a slow third quarter. 

But according to the most 
recent Leading Indicator of 
Remodeling Activity (LIRA) 
from Harvard’s Remodeling 
Futures Program, spending for 
remodeling hit a low point in 
the fourth quarter of 2009 and is 
expected to grow signi� cantly 
through the � rst half of 2011 
(see MarketWatch, page 13).   

How much growth occurs 
and how fast depends on how a 
variety of issues currently affect-
ing the economy play out in the 
coming months. But no mat-
ter how you look at it, it will be 
awhile before the remodeling 
market gets back to where it was 
in 2007. 

NEW GARAGE DOORS PROJECTS The consistently 
high ranking of exterior replacements prompted us to 
expand the survey to 33 projects last year by adding three 
entry door replacement projects. This year the count goes 
up to 35 projects with the addition of two garage door 
replacement projects (midrange and upscale). Both projects 
are high in the ranking, mostly because they are among the 
least-expensive projects in the survey, and they improve 
curb appeal in a way that can affect a potential buyer’s � rst 
impression and with it a home’s resale value.

IPHONE APP If you have an iPhone, you 
now have access to the Cost vs. Value 
Report in the palm of your hand. Our new 
app contains all of the data for the last three 
years, plus project descriptions and images. 
To display data, you can zoom into the map 
to select a city or you can � rst choose from 
a list of projects, then zero in on a location. 
The app will be available at the end of this 
year at the iPhone App Store.
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Cost 3.2% 5.0% -8.3% 4.4% -8.6% 0.1% -10.9% -4.4% 17.5%

Value 2.3% -3.2% -3.8% -9.9% -1.0% -12.2% -0.9% -6.0% 31.0%

Recouped -0.8% -7.8% 4.9% -13.7% 8.3% -12.3% 11.3% -1.7% 11.5%

The strongest cost-recouped ratios stem from lower-than-average 
project costs in Southern regions and from much higher resale 
values in the Paci� c region, despite high project costs. North 
central states continue to perform poorly due to a combination of 
higher project costs and dropping home prices.

Estimated project costs dropped for the � rst time in six years, 
losing more than 10% and returning to pre-2007 levels. But resale 
value dropped 15.8%, its steepest decline in this eight-year period. 
The result is an overall cost-value ratio of 60.0%, a 3.8-point slip 
that is slightly larger than last year’s 3.5-point decline.

The gap between the cost-value ratio for exterior replacements 
and full-service projects narrowed for the � rst time since 2004. 
However, replacements still dominate the top spots in the rank-
ings, occupying nine of the � rst 13 places overall.  

Regional Variance vs. National Average

Eight-Year Cost-Value Trend

Replacement vs. Remodeling
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Business Central dealers know downtime is money. so we keep vehiCles 

on our lot, availaBle at a moment’s notiCe. our wide lineup inCludes the new 2011 Chevrolet silverado 

hd and GmC sierra hd. Both have Been redesiGned for exCeptional strenGth and CapaBility, BoastinG a 

maximum payload of 6,223 lBs.1 and Best-in-Class Conventional towinG.2 Business Central dealerships 

keep Businesses movinG. GMBUSINESSCENTRAL.COM

1 Requires standard gas engine. Maximum payload capacity includes weight of driver, passengers, optional equipment and cargo.
2 Requires available 6.6L Duramax® diesel engine. Maximum trailer ratings assume a properly equipped base vehicle, plus driver. 
Shown with equipment from an independent supplier and is not covered by the GM New Vehicle Limited Warranty. GM is not responsible for the safety or quality of independent supplier alterations.
©2010 General Motors

wORk REAdy vEhICLES

Go to http://remodeling.hotims.com for more info
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B Y  C H A R L E S  W A R D E L L

W
hen we asked Daniel 
Steinkoler about the current 
business climate, he didn’t 
pull any punches. “This is 

the toughest market I’ve seen in 26 years,” 
said Steinkoler, owner of Superior Home 
Services, in Washington, D.C. “There’s very 
little construction money, and I’m working 
harder and longer to make a pro� t.”

It’s a common complaint. Although some 
materials have come down in price and 
subcontractor quotes are more competitive, 
overall construction costs haven’t dropped 
much. But consumers seem to think that 
remodeling is on sale.

How bad is it? Chris Wright of Wright-
Works, a remodeling company in India-
napolis, says that he sees a lot of cutthroat 
bidding. “I talked with a guy who bid 
$15,000 on a job and was beat out by a 
$3,000 bid,” Wright says. That may be 

an extreme example, but everywhere we 
looked, remodelers were cutting overhead, 
charging less, and accepting smaller mar-
gins. And most projects have been cut back 
to just the essentials.

“Most customers are only doing the work 
they need done,” says Dennis Gehman, of Geh-
man Construction, in Harleysville, Pa. Like 
Steinkoler, Gehman’s sales cycles are longer, 
and while his design/build approach insulates 
him from competitive bidding, he says that “a 
lot more people are playing the game of pit-
ting one contractor against the other.”

And these days, more contractors are 
playing in the game. Michael Strong, of 
Brothers Strong, in Houston, says that this 
is the � rst time since the business launched 
in 1990 that he has had to do much price 
negotiating. “We’re competing with Yankee 
remodelers who have left the Midwest, and 
storm chasers who moved here from Florida 
after Hurricane Ike two years ago.” 

Mark Beulow, of Distinctive Remodel-
ing Solutions, sees something similar in his 
Roswell, Ga., market. “We’re getting more 
competition from new-home builders who 
have opened remodeling divisions,” Beulow 
says. The result is project prices that are at 
least 25% less than a couple of years ago.

NOTICEABLE UPTICK
But contractors who have adapted their strate-
gies are seeing an uptick. Like most remodelers 
in the Bay Area, Jim Kabel’s Case Remodeling 
franchise in San Jose, Calif., has shrunk by 
almost 40% over the last three years. 

To counter pricing pressure, Kabel is 
working harder to communicate his com-
pany’s value proposition, including the fact 
that his price includes design. “There are cli-
ents out there who get it, but they’re harder to 
� nd,” Kabel says. 

Not long ago, Walter Beebe-Center, of 
Essex Restoration, in Wilmington, Mass., felt 
the same way. In the past two years, compe-
tition led Beebe-Center to make concessions 
he never had to before. “In some cases,” 
he says, “we had to give away design and 
other preconstruction services that we used 
to get paid for.” But that seems to be chang-
ing. “I’m slammed,” he adds. “The phone 
started ringing in August and hasn’t let up.” 
—Charles Wardell writes about construction 

issues from Martha’s Vineyard, Mass.

Winning the price war 
means working harder 
to fi nd the right client 
and taking longer to 

make the sale 

Price Is King



Announcing a 
rewards program 
your business 
can believe in
When you join The Belief ProjectSM from U.S. Cellular®

and the wireless industry’s first rewards program 
with points, your business starts earning rewards. 
Get phone upgrades in as little as nine months, 
Overage Forgiveness, accessories and more. 
For additional information, visit uscellular.com/project.

©2010 U.S. Cellular.

Go to http://remodeling.hotims.com for more info
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W
ant to improve your house 
in a way that would pay for 
itself should you choose 
to sell the home? Install 

a midrange entry door. “It’s a low-priced 
product that provides instant grati
 cation,” 
says Charlotte, N.C., remodeler David 
Tyson. “For that $750 to $2,000 investment, 
you change the look of the front of the house 
and add curb appeal.” You also save energy 
and recoup your investment should you 
choose to sell. 

NOT THE POINT BUT A 
TALKING POINT
Replacement projects have consistently 
yielded among the best returns for home-
owners. That said, all agree that it’s a dif-
ferent market today. Existing home sales 
are fewer: 7.07 million sold in 2005, 
4.13 million projected for 2010. Falling 
home values means that improvements are 
more carefully considered. Purchases are “a 
lot more need-driven,” says Bob Mikaelian, 
co-owner of Tom’s River Door & Windows, 
in Tom’s River, N.J. 

Door and window jobs get sold mainly 
on home comfort and energy savings. Take 
Phoenix, for example. In what was one of 
the nation’s hottest housing markets of the 
boom years, the value that new windows 
add to a home in resale isn’t at the top of 
items that salespeople discuss, says Shane 
Schuckman, president of Renewal By 
Andersen/Phoenix. More frequently, new 
windows are described as another way to 
market the home if and when it does come 
up for sale. 

That doesn’t mean homeowners don’t 
take replacement into account if they’re 
thinking about moving — sometimes they 
have little choice. “Roofs don’t sell houses,” 
says Andy Lindus, of Lindus Construction, 
in Baldwin, Wis. “But a bad roof will make 
a house not sell.” 

So will dysfunctional windows. When 
Tyson got a call from a homeowner who was 
looking to move, the home improvement 
contractor recommended that the owner 
install new front windows on his house and 
add a porch. The project was delayed and the 
house sat unsold.  

DOWN BUT NOT OUT 
This year’s cost-recouped numbers — gen-
erally lower — re� ect a changed attitude 
toward the home as an investment. When 
prices rapidly advanced, improvements 
often came close to paying for themselves 
in resale. Now when it comes to a minor 
kitchen remodel or new windows, contracted 
with a view to putting the house up for sale, 
“It’s not, ‘Will we get that ten grand back?’” 
says Matt LeFaivre, owner of LeFaivre Con-
struction, in Tarrytown, Md. “It’s, ‘Will we 
move this house for what we want to get?’” 

And if people contract for a roo
 ng, sid-
ing, or window job, Lindus says, what they 
may want to know is if that job will still look 
good in 
 ve or six years. And even then that 
might be for reasons other than possible re-
sale. “They’re concerned with how it will 
look in eight or 10 years,” says Brian Alt-
man, owner of Dutchess Building Special-
ists, in Poughkeepsie, N.Y., about a recent 
deck project, “not for somebody else but 
so that they can continue to enjoy it.” —Jim 

Cory is editor of Replacement Contrac-
tor, a sister publication of Remodeling.

Replacement and 
repair jobs appeal 
because they cost 

less and help a 
home hold value.

Instant Gratifi cation
B Y  J I M  C O R Y



Open Up
To Picture Perfect™ Solutions

Behind every Therma-Tru door, remodelers can fi nd the tools and support to help them sell 

more easily and more often. Take Picture Perfect™, a unique, CD-based software program that 

lets you perform instant, virtual home makeovers with your clients. Just snap a digital photo of 

the home and upload it. You and your clients can “try on” entryways either in your showroom 

or the comfort of their home – wherever it’s convenient.

Your success depends on the products and services you offer. Portable selling solutions like 

Picture Perfect from a partner like Therma-Tru can make that success a reality.

They imagine it. They see it. And you make it happen.

For more information visit, www.thermatru.com/orderpp 

or email us at pictureperfect@thermatru.com

©2010 Therma-Tru Corp. All rights reserved. THERMA TRU is a registered trademark of Therma-Tru Corp.

Open  Up OpenUp
To e Perfect ™ Solutions

Go to http://remodeling.hotims.com for more info
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N I N A  P AT E L  SENIOR EDITOR

A
ccording to agent Jorge 
Uribe, senior vice president 
of One Sotheby’s Interna-
tional Realty,  in Miami, “In 

the days of the boom when everything 
was guaranteed to go up 20%, buyers 
were less choosy.” With home values 
guaranteed to increase, upscale buyers 
weren’t picky about location or fea-
tures. “In 2005 and 2006, they were less 
discriminating about what they bought 
because they wanted to get into a neigh-
borhood or building,” Uribe says. Now 
upscale buyers are analyzing every aspect 
of a property and making offers based on 
recent sales in the best areas, disqualify-
ing sales in less desirable areas.

Roger Ewing says the wealthy recognize 
that now is a good time to buy. “The people 
who have cash are looking for the best value 
and are not afraid to invest, particularly if they 
plan to keep it long-term,” says the president 
and managing broker of Ewing and Associ-
ates , a Sotheby’s Real Estate franchise in 
Calabasas, Calif. 

Ewing says his clients are nervous about 
over-investing in a property, so they’re 
researching property values, something that 
Ewing anticipates will continue “until they are 
comfortable they will not go down 25% and 
eat up the investment.” A strong California 
in� uence is that property taxes are 1.2% of a 
property’s sale price. “We went through a time 
when prices were so high that people didn’t 
want to move up because it would signi� cantly 
affect their taxes,” Ewing says. “Now prices 
have dropped and property taxes are lower.”

Remodeler Brandon LeRoy, co-owner of 
Jackson & LeRoy Remodeling , in Salt Lake 
City, says that although return on investment in 
upscale projects is lower than on modest proj-

ects, there are some exceptions, speci� cally 
in desirable neighborhoods of Salt Lake City 
where house values have held steady. “Wealthy 
people are � nancially savvy,” he says. “They’re 
doing projects now because cost is down. They 
see it as the best place to put their money.” 
LeRoy fears the recovery more than the reces-
sion, predicting that with recovery in� ation, 
the wealthy may stop spending.

VALUE, VALUE, VALUE
Wealthy buyers require a lot more hand-hold-
ing and are analyzing all the features of a house 
before buying. “It’s normal to see a � fth or 
sixth showing of a property when before it was 
one or two,” Uribe says. If a buyer expresses 
reservations about architectural merit, Uribe 
will bring an architect to the next meeting to 
help analyze the home’s potential. 

Realtors are asking remodeler Derek 
Reijnen of The Reijnen Co. , in Bainbridge 
Island, Wash., to inspect homes for short 
sale and foreclosed property buyers. He says 
those buyers “get such a great deal, they will 

spend money � ne-tuning the house to 
their needs.”

Foreclosure home buyers are not the 
only ones remodeling. When the reces-
sion hit, “It created a sense of prudence, 
even among those who have never had 
to worry about money,” Reijnen says. 
“But when you have plenty of money, 
you grow impatient to have what you 
want. In the last year we’ve seen well-
heeled clients making decisions similar 
to the ones they were making before 
the recession.” 

SERVICE FOCUS
These clients expect more value from 
remodelers. “I’ve done a bunch of 

things to lower our internal costs,” Reijnen 
says. “I express that to my prospective clients. 
If they have some sense of satisfaction that I 
am offering a good deal, they will spend money 
like they used to.” He also expanded his handy-
man work beyond his existing clients, offering 
maintenance services through Realtors to help 
buyers and sellers prepare properties.

LeRoy spends more time negotiating prices 
with vendors, suppliers, and subcontractors. 
His high-end clients are not scaling back proj-
ects, but they are more involved in shopping 
and planning. His challenge is to refocus their 
attention on service, not price. “Otherwise we 
are not competitive because a lot of people out 
there can do it for less,” LeRoy says.

For his vacation home projects, John Gra-
dle, president of Milestone Construction , in 
Syracuse, Ind., is being more aggressive and 
creative with pricing, allowing owners to pay 
directly for cabinetry, � ooring, and other major 
trades, which saves his markup. “It gets them 
to a comfort level,” he says, “and they feel, 
‘This guy is really trying to work with us.’” 

Upscale consumers know it’s a great time to buy and remodel but they are 
demanding more for their money.

Value-Driven Luxury



Guidelines for Roof-mounted Photovoltaic 
System Installations

Get best-practice guidelines for low- and steep-slope roof systems 
involving adhered and rack-mounted photovoltaic system installation.

A Roofing Professional’s Guide to LEED

Become familiar with the roofing-specific issues related to the most 
recognized sustainable building rating system, Leadership in Energy
and Environmental Design® (LEED) Rating System with this guide.   

A Building Owner’s Guide to Roof-mounted
Photovoltaic Roof Systems

This informative guide offers recommendations for building owners 
to enhance their investments in roof-mounted photovoltaic systems.

Call (800) 323-9545 or visit shop.nrca.net to purchase or for more information 
about NRCA’s products, publications and educational programs.  

Learn all about 
energy-efficient, 
environmentally

friendly roof systems. 

Set yourself apart from the competition. 
Be the first Certified Solar Roofing 

Professional in your area!
Created jointly by NRCA and the Center for Environmental Innovation in Roofing, Roof Integrated Solar Energy (RISE)
Inc. promotes the widespread use of rooftop solar energy. RISE certifies solar energy installers based on knowledge of photo-
voltaic (PV) roof construction and maintenance practices and holds professionals to standards of excellence in this field.  

Find out if you are an appropriate candidate for the influential Certified Solar Roofing Program (CSRP) credential. 
All certification details, requirements and prerequisites are available at www.riseprofessional.org

National Roo�ng Contractors Association
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B Y  J O H N  C A U L F I E L D

O
ver the past 25 years, Stephen 
Adel� o has re� nanced his mort-
gage several times and has bor-
rowed money against the value 

of his 2,500-square-foot, four-bedroom, 
2½-bath house in suburban New Jersey to 
help pay for everything from home improve-
ments to the education and weddings of his 
two daughters. 

Last summer Adel� o, a principal mem-
ber of AT&T Labs’ technical staff, was in 
re-�  mode again, to take advantage of rock-
bottom lending rates and, possibly, to borrow 
for a $50,000 kitchen renovation he and his 
wife, Patricia, have been contemplating.

Adel� o re� nanced through his compa-
ny’s credit union at a 4%interest rate. But the 
$425,000 appraisal on his house was about 
$25,000 under what he had hoped for. He 
felt the appraiser’s choice of comparable 
homes was “arbitrary,” especially after Pat 
had searched township records and came 
up with other similar homes nearby whose 
selling prices matched or exceeded what the 
Adel� os believe their house is worth. The 
lower appraisal made the kitchen remodel 
less attractive as an investment to the couple, 
who have put it on hold.

Unfortunately for remodelers across the 
country, this scenario is all too common, 

as stingier appraisals and tighter lending 
standards have become disincentives for 
remodeling, especially where foreclosures 
are rampant. “It’s happening almost every 
day,” asserts Delbert Adams, whose design/
build company, in Middleburg, Va., special-
izes in additions and whole-house projects. 
“The appraisal and underwriting processes 
are making it very dif� cult for owners to do 
substantial renovation.”

LESS WIGGLE ROOM
Loose appraising practices contributed to 
property value in� ation during the last hous-
ing boom. But as home prices plummeted 
over the past four years and as foreclosures 
accounted for a bigger portion of existing-
home sales nationwide it became clear that 
the appraisal process needed tweaking. One 
reform was last year’s agreement by Fred-
die Mac and the Federal Housing Finance 
Agency to only purchase mortgages from 
sellers that abide by a Home Valuation 
Code of Conduct (HVCC) that erects a wall 

between lenders and appraisers to prevent 
undue in� uence on appraisal reports.

But remodelers argue that the pendulum 
swung too far in the opposite direction, as 
they’ve seen � rsthand how lower appraisals 
have led to delays or postponements of proj-
ects because homeowners couldn’t obtain 
suf� cient � nancing. “You used to be able to 
work with appraisers to get the number you 
needed; not anymore,” says Bob Tilghman, 
who owns Tilghman Builders in Church-
ville, Pa.

An unintended consequence of HVCC, 
say some market observers, has been a 
decline in the quality of appraisals when 
banks choose to work with third-party 
appraisal companies whose agents aren’t 
familiar with the nuances of a given market 
or aren’t given enough time to do apprais-
als properly. The result is what Allen Gar-
diner, vice president-residential for the 
Plano, Texas–based appraisal � rm Jackson 
Claborn, calls “checklist appraisals,” where 
agents follow the narrowest of comparable 
guidelines. “Lots of appraisers are simply 
� lling out forms the quickest and easiest way 
possible,” he says.

To give homeowners more con� dence 
in an appraisal’s integrity, some lenders and 

Tighter appraisal and 
lending practices are 
curtailing or delaying 
remodeling projects.

Value Subtracted

continued on page 60



Put some new energy into your business. The freewatt 

micro-CHP system is the future of home energy. It heats the 

home and generates eco-friendly electricity. You’ll be saving 

customers some serious cash, while putting even more into 

your bottom line. And with a standard design, it’s easy to install.

freewatt – the next generation in business building tools. 

f r e e w a t t . c o m
©2010 ECR International, 2201 Dwyer Avenue, Utica, NY 13501, 315-797-1310 
freewatt® is an innovation of Climate Energy, LLC, a JV of ECR International and Yankee Scientifi c   ECR-014303
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servicers have set up appraisal subsidiaries 
with � rewalls. Last year, Fairway Indepen-
dent Mortgage Corp., a Wisconsin–based 
mortgage � nancing company operating in 
47 states, directed its 100-plus branches to 
spin off autonomous appraisal companies 
whose local agents know their territories and 
can produce defensible opinions of a home’s 
value. “We have many niche markets in Min-
nesota, and customer service is a key for us,” 
says Kate Wilson, who manages Fairway’s 
mortgage branch in Bloomington, Minn.

But appraisers shouldn’t be castigated, 
says Wilson, when they arrive at an honest 
number that doesn’t sync with homeown-
ers’ loftier expectations. “We can’t change 
the fact that the housing market in our state 
is down 30%,” she says. Wilson and other 
sources also note that with home sales still 
weak in many markets, � nding comparables 
to use for appraisals is a challenge. 

But that doesn’t alter remodelers’ percep-
tions of an appraisal process that’s cramp-
ing their business. “Our market has seen its 
share of foreclosures and short sales, but 

house values haven’t dropped that much,” 
says Chip Crawford, remodeling superin-
tendent for Crawford Builders, in Lexing-
ton, Ky., half of whose clients require bank 
� nancing. “Despite that, appraisers will still 
only give you 80%” of perceived value, 
he says. “They’re just looking at compa-
rables on a computer screen, and if you’re 
not adding a room or if a project doesn’t � t 
[a bank’s] model, you’re not going to get 
full � nancing.”

Homeowners can forget about getting 
credit from most appraisers for any value 
that energy-ef� cient or sustainable elements 

might add to their homes. “It’s zip; it doesn’t 
matter to them,” says Bill Mulholland, exec-
utive vice president for Bethesda, Md.–based 
Case Design/Remodeling. Consequently, 
remodelers are being careful about what they 
include in a project, so that the � nished prod-
uct doesn’t “outprice” the market. 

Chris Wright, who owns WrightWorks, a 
custom builder and remodeler in Indianapo-
lis, says that his “solid design background” 
has given him a signi� cant competitive edge 
because he can offer clients “creative solu-
tions” through value engineering to lower a 
project’s costs. 

 
SEEKING CUSTOMERS WITH CASH
Mark Zandi, chief economist of Moody’s 
Analytics, recently told USA Today that 
two-thirds of the estimated $2.2 trillion of 
mortgage debt that households re� nance this 
year will go toward reducing indebtedness 
or increasing savings. Much of the rest will 
pay for consumables. “Not much is going to 
home improvement,” Zandi asserts.

Remodelers are 
being careful about 
what they include in 

a project, so that 
the fi nished product 
doesn’t “outprice” 

the market.

Sales Aid or Hindrance?
Three remodelers talk about how they are using the Cost vs. Value Report 
differently since the recession.

DR. JAMES F. MOLINELLI 
Architect, ARDO Contracting, 

Columbia, Md.  

For years I used sections of the 
Cost vs. Value Report to con� rm 
for homeowners what they could 
expect as minimums and norms 
for increased home value. How-
ever, since the downturn, people 
are back to the “I don’t want to 

push far past the top of the neigh-
borhood’s price range” attitude. 

Now I use Cost vs. Value to 
show them that the key projects 
they are considering will abso-

lutely add value to their home 
and, in a potential sale, will make 
their home more attractive to a 
buyer than comparable houses. 

It also shows them the por-
tion of the investment they are 

making that gets amortized over 
the time they are in the home. It’s 
the “this is what I really pay per 
day to enjoy the bene� ts of my 
new ... project.” 

When understood in this 
fashion, and from a dispassion-
ate outside source, people are 
comforted about their invest-
ment/remodeling plans, the 
value they will receive upon 

sale in the future, and the real 
cost of the day-to-day improve-
ment in their lifestyle at home. 
They are no longer throwing 
money at the house and expect-
ing insane increases in value to 
pay for any frivolous projects. 

This information, to a 
sound mind, is enough comfort 
to pull the trigger on a project 

continued on page 62

continued on page 62

Value Subtracted continued
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and maybe even spend more on 
a little larger project than they 
� rst considered.

NEIL KRISTIANSON
Owner, Crimson Design & 

Construction , Naperville, Ill.

Five years ago everything was 
instant payback. You put in 
money and got it back instantly. 
Cost vs. Value was a selling fea-
ture. I don’t think it spells out 
that way anymore. We’re less 
likely to pull out the report. 

In some ways [the Cost vs. 
Value Report] reinforces [home-

owner] fears, and we don’t want 
that. We want to do the project. 
If they see they only get a 60% 
return, then they panic. When it 
was a 85% to 90% return and 
we could show them that in only 
one year the project will pay for 
itself, it helped us with sales. 

Now it leads to a differ-
ent conversation. We ask about 
how long they plan to stay in the 
home and how they should do 
the project more for themselves 
than for resale. It also depends 
on the type of client and what 
they want. With a highly ana-
lytical person who wants facts 

and � gures, even if the numbers 
are low, you might be better off 
showing [the report] to them.

BEN MOREY
President, Morey Construc-

tion,  Signal Hill, Calif.

We used to use the payback part 
of the report to help justify the 
investment. Now we talk about 
that part of the report with the 
acknowledgement that this 
should not be the deciding fac-
tor on making the investment, 
which leads us to talking about 
the owners staying in the home 

for a longer period of time and 
that being a better focus — how 
the home could � t their lifestyle 
rather than doing something 
based on investment value. 

They usually can see the 
merit in this, as they can’t sell 
their home and get what they 
need out of it and buy something 
that they don’t have to update. We 
also point to [the Cost vs. Value 
Report] more often than we used 
to when people just want a basic 
project cost. Our customer pool 
is smaller, but we still want to 
help people who want a starting 
point from a third-party source.

Sales Aid or Hinderance? continued

Value Subtracted continued

“Most people are realistic about the lower 
value of their property and don’t want to max 
out their loan-to-value,” observes Dennis 
Gehman of Gehman Custom Remodeling, in 
Harleysville, Pa. 

That trend, coupled with lower apprais-
als and restrictive lending, is leaving more 
remodelers with the bulk of their sales com-
ing from customers who can self-� nance 
their projects. 

More than half of Case Design’s cus-
tomers now pay for projects with cash from 
credit lines or savings,  Mulholland estimates. 
It has been two years since Eddie Bourke of 
Bourke Construction, a full-service remod-
eler in Orange County, Calif., has had a cli-
ent who re� nanced to pay for a project. “All 
of my current projects are being paid for 
from personal savings,” he says. Over that 
same period, every client whom D&J Kitchens 
& Baths, in Sacramento, has done work for 
“had his own money, borrowed or not I don’t 
know, and was over 50, most of them retired,” 
says D&J’s co-owner Darius Baker.

Only two of every 10 clients whom Bob 
DuBree works with are � nancing projects 
with second mortgages or home-equity loans. 
The rest are paying from savings. But DuBree, 
who co-owns Creative Contractors, in North 
Wales, Pa., also has seen the scope of many 
projects get smaller. “People are afraid to spend 
money,” he says, because they aren’t seeing 
appreciation in their home values, which, he 
points out, “goes back to appraisals.” 

Even if foreclosures suddenly disap-
peared, and appraisers and lenders became 

more � exible, remodelers still think it could 
take a while before homeowners get over 
their trepidation about the costs and likely 
returns on investment from renovation. “If 
I showed most of my customers plans for a 
$100,000 kitchen remodel, they’d walk out 
of the door,” says Betty Sundborg, who co-
owns Kitchen Works, in San Rafael, Calif. 
“They want that kitchen, but they want to 
spend $50,000 to $60,000 for it.” —John 

Caul� eld is a freelance writer and editor 

based in New Jersey.

Lower property values 
coupled with restrictive 

lending practices is 
leaving more remodelers 

with the bulk of their sales 
coming from customers 

who can self-fi nance.
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With Touch2O Technology, it doesn’t matter if you have 

two full hands or 10 messy fingers. Tap anywhere on 

the spout or handle and the water is running. Turning 

off the water between tasks is easier too, saving water. 

Making faucets easier to use—with just a touch. Another 

way that Delta is more than just a faucet.
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Kitchen+BathDesignClinic
Section Editor: Nina Patel

npatel@hanleywood.com

Cherie Brown, a kitchen 
designer with Kitchens by 

Kleweno , in Kansas City, Mo., 
says that beverage stations aren’t 
only for adults anymore. More 
homeowners are requesting 
children’s beverage/snack sta-
tions in their kitchen remodels. 

The self-serve concept is 
the same as in adult beverage 
stations: accessibility for the 
user without disruptions to food 
preparation in the kitchen. 

While many adult beverage 
stations include a sink, under-
counter refrigerator, ice maker, 
coffee maker, and beverage and 
glassware storage, Brown’s 
company is taking the children’s 
space to new levels. 

Stemware and adult bever-
ages move up out of reach of 

small hands, and an undercoun-
ter drawer houses refrigeration 
for juices and sodas. Pull-out 
drawers with compartments 
hold treats and glasses. 

Often the designer will add 
a separate microwave drawer 
for quick, convenient heating 
of frozen snack items as well as 
providing a sink at a lower 
counter height  to give kids easy 
access to drinking water.

Interior designer Kim Dreiling 
of Kitchen Creations , in Den-

ver, receives most of her bever-
age station requests from wine 
lovers. “Many already have a 
wine cellar in another part of 
the home but want an alterna-
tive,” she says. 

When Dreiling remodeled 
this kitchen for a friend who 
likes to entertain, she included 
two kitchen beverage stations 
outside the work triangle to help 
house a substantial amount of 
bottles, bar ware, and gadgets. 

One center looks out into the 
great room and has a dual-
temperature unit to store both 
white wine and chilled drinks. 
On the opposite side of the 
kitchen near the bay window is a 
casual seating area next to a full 

adult beverage station. The cabi-
netry includes pull-out drawers 
designed to hold red wine and 
liquor bottles, glassware storage 
systems, and utensil organizers. 

When space is limited, these 
designers recommend building 
beverage stations in unused but-
ler’s pantries and islands or creat-
ing a beverage station as a bridge 
between kitchen and living area. 
—Cindy Carroll is a freelance 

writer based in Kansas City, Mo.

Ray Wiese, president and chief designer 
of The Wiese Co.,  in Sherborn, Mass., 

believes beverage stations are more than just 
a fad. “Convenience is ruling over bling,” he 
says. “The beverage station is not yet a 
kitchen staple, but it is one trend that will 
have stability because it has multiple uses and 
grows with a family much like a mudroom.” 

First, contractors and designers must 
determine who will use the space and why, 
Wiese says, pointing out that beverage sta-
tions “shouldn’t be added gratuitously 
because forcing it could ruin the ergonomics 

of a good kitchen design.” He suggests mor-
phing space by focusing on a combination of 
today’s unique undercounter appliances, such 
as single-drawer dishwashers, microwaves, 
and dual temperature control refrigerators 
that cool a variety of beverages. 

The homeowner of this remodeling proj-
ect in Wellesley, Mass., enjoys serving good 
wine and often entertains up to 50 guests at 
once. Wiese designed the beverage station to 
the left of the kitchen where the owner can 
serve wine and coffee without bothering the 
cook. Concealed in the cabinet to the far left 
is a microwave, a toaster, and other small 
appliances, as well as a full coffee center.

Cheers to the Beverage Station
Remodelers share refreshing advice on this kitchen trend
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Kitchen+BathSpecBook

Danze. To expand on the trend of European-in� uenced products for the bath, the Euro-
styled Reef Collection offers simple architecture with a square motif. The sleek lines are 
designed to complement urban and professional design tastes. The WaterSense-certi� ed 
lavatory faucets are available in single-handle, two-handle centerset, and two-handle 
widespread designs. Roman tub and tub/shower faucets are also available. Choose from 
chrome or brushed nickel � nishes. 888.328.2383. www.danze.com.

California Faucets. Unlike other “living” 
bronze � nishes, Bella Terra Bronze features 
the look of oil-rubbed bronze and weath-
ered copper, but will not change over time. 
A unique powder coating process yields a 
stronger � nish that provides protection against 
the wear and tear of bathroom and shower 
environments, requiring less maintenance. 
800.822.8855. www.calfaucets.com.

American Standard. The Colonial-
inspired Portsmouth bathroom collection, 
features lever or cross handles and vintage 
detailing on the spout. The expansive line fea-
tures 10 single-handle and two-handle choices 
for bathroom sink faucets, including one sin-
gle-handle design with a swivel spout. A deck-
mount tub � ller, thermostatic bath/shower 
valves, and shower system trim complete the 
collection. The lavatory faucets feature the 
Speed Connect drain for easy installation and 
are pending WaterSense certi� cation. Choose 
from polished chrome, satin nickel, black-
ened bronze, or oil-rubbed bronze � nishes. 
800.899.2614. www.americanstandard.com.

Moen. Including a high-arc pull-down, single-handle with sidespray, 
and a pull-down bar/prep faucet, the Arbor collection of kitchen faucets 
combines functionality with clean design. Designed to blend easily with 
granite and other solid-surface countertops, the faucets also come with 
a coverplate for sink applications with up to four holes. The S-shaped 
handle can be installed on the right or left side of the faucet for added 
convenience. The new 1255 Duralast cartridge helps ensure smooth 
handle operation and the Hydrolock installation system snaps faucet 
and supply lines together with a telltale “click” to denote a secure con-
nection. 800.289.6636. www.moen.com.

Faucets



 The federal government has raised ENERGY STAR standards for 2010. Relax, Milgard® has the windows that can help you meet 
the new standards, wherever you live. You see, we don’t build windows like everyone else. We have multiple manufacturing 
facilities nationwide, so we can custom tailor our energy packages to specifi c climates. You don’t have to worry about 
mixing and matching components. Our 3D® and 3D MAX® packages are designed to help you 
qualify for tax credits and meet rising energy standards. As always, every window is backed by our 
Full Lifetime Warranty. Visit pro.milgard.com or call 1.800.MILGARD.
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SustainabilityGreenSpeak

D eveloping a sustainable design for a 
historic home comes with issues 
such as local preservation board 

approval and cost containment. Yet, Dennis 
Allen and Devon Hartman found a way to 
turn a Santa Barbara boarding house on the 
National Register into the highest LEED 
Platinum residence in the country. 

THWART HISTORIC HASSLE

As more older homes are retro� tted, the 
issue of modern sustainability practices 
clashing with historic preservation require-
ments will increase. While the National Trust 
for Historic Preservation supports sustain-
ability, it also promotes “weatherization” of 
existing windows instead of replacement.  

The local historical society, pleased that 
Allen, principal in Dennis Allen Associates 
in Santa Barbara, and Hartman, who is for-

mer principal in the design/build � rm Hartman 
Baldwin, in Claremont, Calif., wanted to con-
serve the structure’s exterior, took issue with 
solar panel street visibility and with possible 
changes to the single-glazed windows. 

The pair convinced the panel otherwise 
by hiring an architectural historian. Her 

report held sway with the Historic Land-
marks Commission. 

BETTER WITH BARTER

Hartman connected with two marketers who 
found vendors and manufacturers willing to 
barter goods for services. For example, 
Global Eco Soil Solutions donated Earthmis-
ter, a subsoil irrigation system, and Trestle-
wood offered a 50% discount on recycled 
Douglas � r and oak � ooring and old beams.

In return, the companies are featured on 
Allen Associates’ website, and the company 
has so far held 10 workshops for architects, 
builders, and landscapers. While product nego-
tiation takes extra time and there was some 
education for marketers, Allen and Hartman 
feel it’s worth it. Along with state and federal 
stimulus money, they’ve saved $35,000. Read 
more about this project online. —Stacey Freed

Regreen , a residential 
remodeling program cre-

ated in 2008 
through a partner-
ship between the 
American Society 
of Interior Design-
ers (ASID)  Founda-
tion and the U.S. Green Building 
Council (USGBC) , offers green 
remodeling guidelines. Now it 
also has a Strategy Generator 
on its website where users can 
research green strategies for 
projects including kitchens, 

baths, additions, basements, 
and gut renovations. 

Thom Banks, ASID’s 
deputy executive director, 
says program organizers 
always planned to provide 
Regreen’s written guide-
lines in a more interactive 

format. “We have a number of 
case studies where we refer-
ence strategies by number,” he 
says. “[With the hard-copy doc-
ument,] you have to � ip to the 
back to look them up. We rec-
ognized [that’s] not the most 

user-friendly way to reference 
this stuff, especially because so 
much of it is interrelated.”

The Strategy Generator has 
a tab for each project type and 
offers explanation, references, 
related strategies, and it pin-
points potential issues. For 
example, Banks says, “A 
change in wallboard or exterior 

shingles affects the moisture 
properties of the building shell. A 
simple switch might have impli-
cations you haven’t considered.” 

Though the Strategy Gener-
ator is more likely to be used by 
building professionals, it can 
also be useful for savvy home-
owners interested in doing their 
homework. —Nina Patel

 This historic Santa Barbara boarding house 
now exceeds LEED Platinum standards. 

History Redux 

Strategy Guide

Patience, due diligence, good design, and bartering help bring the past into the future.

Green strategies available by project type online
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Legrand/Pass & Seymour. For more 
control over lighting, the Dimming Multi-Way 
Convertible Occupancy Sensor offers a preset 
dimming control, automatic lighting shut-off, 
and optional automatic lighting activation. The 
sensor can replace a single- or multi-pole switch 
or incandescent dimmer, and uses passive infra-
red technology to sense motion and keep lights 
on while motion is detected. Shut-off delays 
can range from 15 seconds to 30 minutes. To 
activate dimming, homeowners can press and 
hold down the pushbutton. Lights fade up and 
down continuously until the button is released. 
800.776.4035. www.legrand.us.

Staybull Flooring.    Brazilian cherry is just one species available in 
the maker’s recycled hardwood � ooring product line. Free of VOCs, yet 
offering a � nish with high abrasion resistance, the boards are milled at 
low speeds to reduce defects and minimize tolerances. Wider and longer 
planks offer a more seamless look and reduced installation time. The 
boards measure 5 inches wide and ¾   inches thick and range in length 
from 1 to 7 feet, averaging 3½   feet. The Brazilian cherry wood features 
occasional swirls and burls in the deep brown heartwood, with a minimal 
amount of sapwood. 888.525.5966. www.staybull� ooring.com. 

American Hometec. Unlike other point-of-use 
water heaters, the AHQ-T16 electric tankless water 
heater is sized to provide enough on-demand hot 
water for an average-size bathroom and is styled for 
use in plain view, instead of being hidden in a closet 
or cabinet. The T16 features the maker’s patented 
Coilless Technology, which warms water through 
heat transfer rather than via coils immersed in the 
water. The technology eliminates maintenance asso-
ciated with lime-scale buildup on coil-style models, 
the maker says. The T16 allows users to easily set 
and adjust desired water temperature and is available 
in a 16kW capacity with a 240-volt electrical require-
ment. 877.662.6457. www.americanhometec.com.

Hansgrohe. All 
Croma Green shower-
heads and handshowers 
incorporate EcoAir air-
injection technology to 
offer a full-bodied spray 
at a low � ow of 2 gallons 
per minute. The Croma 
E 75 showerhead (shown) 
and handshower offer pulsat-
ing massage and turbo spray 
modes via 40 spray channels. The product line also 
includes the Croma E 100 Green Vario-Jet models 
with a spray face dial that allows for spray intensity 
adjustments. The C 100 Green 3-Jet model features 
a 4-inch spray face and 85 spray channels. All three 
models include showerhead and handshower units. 
800.334.0455. www.hansgrohe-usa.com.

remodelingmag.com
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Roxul. The maker’s ComfortBatt R15 and R23 products have both 
earned the Environmental Protection Agency’s (EPA) Energy Star 
label. The � re-resistant insulation is made from a material called stone 
wool, and is suitable for use in exterior walls, attics, crawlspaces, and 
basements. The stone wool’s thermal properties keep homes warmer 
in winter and cooler in summer, the maker says. EPA estimates project 
savings of up to 20% with the material. 800.265.6878. www.roxul.com.

DeWalt. Part of the 12 Volt Max Lithium Ion 
cordless platform is an Inspection Camera Kit 
ideal for remodelers and trades looking for a 
tool to help view and take videos or photos in 
tight, awkward spaces. A removable, wireless 
LCD screen lets users view images without dis-
rupting the camera angle. The camera features a 
3x zoom and is able to capture both still photos 
and video to maximize productivity. Hook and 
magnet tools aid in retrieval of objects from 
tight spaces. 800.433.9258. www.dewalt.com.

Dow  .  Help eliminate air in� ltration and associated comfort, 
moisture, and pest problems with Froth-Pak Foam Sealant. The 
two-component quick-cure polyurethane foam � lls gaps and 
cracks and cures in minutes, the maker says. Suitable for interior 
or exterior applications, Froth-Pak Foam Sealant is ideal for roof 
and wall junctions; wall and attic penetrations; electrical, mechani-
cal, and plumbing penetrations; and other cracks or crevices in the 
building envelope. 800.232.2436. www.sprayfoamatdow.com. 

Sirofl ex. Suitable for sealing around siding, win-
dows, and doors, Duo-Sil low-VOC caulk is available 
in 115 in-stock colors. The urethane emulsion seal-
ant bonds to most substrates, including wood, 
metal, concrete, gypsum, and more. The 
high-gloss � nish ensures a professional look, 
and the material will not shrink or crack over 
time, the maker says. Also suitable for interior proj-
ects, such as countertops or moldings. 800.359.6398 
www.sealantsdirect.com.

ProductsHomePerformance



Learn more at festoolusa.com/ct

CT 26 | CT 36 Dust Extractors

“It’s the secret, time-saving, 
money-making weapon 
behind every Festool.”

Breathe easier and increase your productivity by upgrading 
to a system designed with dust control as a top priority. 
Festool dust extractors are engineered to fi lter 99.97% of 
dust and fi ne particles, delivering near dust-free results for 
sanding, routing, sawing and more. But don’t take our word 
for it. Talk to people you know who already own Festool, or 
visit your local Festool Dealer to discover a method of work 
that words simply can’t describe.

—Bill Yeakel, Yeakel Cabinetry

Napoleon’s Fireplace Design Studio allows you to design, visualize and price the perfect fi replace for your home. 

Available as an iPhone app or online. napoleonfi replaces.com/FDS

1-800-461-5581 • napoleonfi replaces.com
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Gateway Safety. Wearing semi- or non-permeable pro-
tective equipment can add to workers’ risk of overheating 
or becoming fatigued. The Serpent Ventilated Safety Helmet 
helps minimize heat buildup under the shell of the helmet 
while offering optimal head injury protection. Its CoolSense 
air� ow system, along with six vents along the peak of the 
helmet, promotes heat release and keeps workers cool. A 
cushioned brow pad absorbs moisture and perspiration, pro-
moting wearability and worker compliance. 800.822.5347. 
www.gatewaysafety.com.

Dräger. Addressing both protection and comfort, the X-plore 1700 series of 
� ltering facepiece respirators features CoolSafe � lter material and a CoolMax 
exhalation valve. In combination, the respirator’s � lter media keep particles out, 
while also removing humid exhaled air through the exhalation valve, reducing 
heat build-up and guiding air� ow away from the mask. A continuous looped fab-
ric head harness provides the long-duration user with low breathing resistance, 
a cooler breathing zone, and enhanced comfort. X-plore 1700 series masks fold 
� at and are individually packaged for easy storage and handling. 412.787.8383. 
www.draeger.com. 

Duluth Trading Co. Made of a hardy Fire Hose canvas simi-
lar to the maker’s popular Fire Hose Work Pants, the Fire Hose 
Working Man’s Vest combines two important features: 
comfort and pockets. Constructed of prewashed, broken-in 
11.5-ounce Fire Hose material that is both water and stain resis-
tant, the vest is fully lined with cotton poplin. No-spill pockets 
are built in throughout the vest, including 7-inch inside security 
pockets with zippers. 800.505.8888. www.duluthtrading.com.

  Ergodyne.  Part of the Extreme Warm-
ing product line, N-Ferno 3-Layer FR 
Winter Liners are available in regular and 
shoulder lengths (styles 6873 and 6877, 
respectively). The liners feature three 
layers of warmth and protection, includ-
ing a cotton shell, foam midlayer, and 
poly-� eece liner. Additionally, warming-
pack pockets, hook-and-loop chin wrap, 

and hardhat suspension attachments offer 
an easy-to-wear cold-weather solution. 

800.225.8238. www.ergodyne.com. 

Safety & Worker Gear

remodelingmag.com
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CompuTool  .  Using a Web-based interface, CompuTool guides contractors through 
construction projects from start to � nish. Users can create predetermined estimate tem-
plates to help increase accuracy and can generate customized contracts from the soft-
ware. The Subcontractor and Vendor Tracking module lets users send the same quote 
to a group of subs so that all affected parties are responding to the same information. 
A project photo database offers easy access to product and jobsite photos to share with 
clients. Other features include � nance tracking and QuickBooks integration, schedule 
and punch-list generation, and lead tracking. 877.840.2438. www.computool.com. 

iLevel by Weyerhaeuser. 
Comparis Rapid Estimating Soft-
ware lets users see on-screen or 
in a customized printout how the 
maker’s engineered lumber prod-
ucts work together to build a � oor 
system. The software estimates 
� oor systems based on material 
prices and waste factors; compares 
prices between alternate depths, 
joist series, spacing, and panels; 
and helps users improve � oor sys-
tem selections. Products including 
iLevel Trus Joist TJI joist and iLevel 
Edge Gold panels are supported 
by the software. 888.453.8358. 
www.ilevel.com.

Maxwell Systems. Estimation 9.1 advanced takeoff and 
estimating software for electrical, mechanical, plumbing, 
and HVAC contractors includes new capability for shape 
recognition in Estimation Digital Takeoff. Shape recogni-
tion technology searches a set of construction plans and 
identi� es symbols and shapes so estimators don’t need 
to do the work manually. Ideal for electrical and HVAC 
trades, the software counts light � xtures, receptacles, 
switches, registers, and 
other items more accurately 
and quickly. Other new 
features include area calcu-
lators, an improved layers 
feature, and an expanded 
annotation library. 
800.688.8226. 
www.maxwellsystems.com. 

Ridgid. Precon� gured with customized software access to 
the maker’s resources and diagnostic tools, Ridgid Contrac-
tor Grade laptops and convertible tablet PCs are based on the 
Dell Latitude E-Family and customized for contractors by 
Dell OEM Solutions. The laptops work with Ridgid inspec-
tion systems and can withstand jobsite conditions including 
dust, dirt, rain, extreme temperatures, and accidental drops 
from as high as 4 feet. Four models are available, including 
a “business” rugged laptop and a laptop that provides all-day 
battery life. 800.474.3443. www.ridgid.com/dell.

Software
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Housing sales may be slow—but for home improvement 
companies, there’s an upside. People are staying put. That’s why 

remodeling sales are once more trending upwards and specialty contractors 

of roofing, siding, windows and doors will get consumer priority.

Price-based competition, tight credit, increased regulation, consumer 

uncertainty—finding answers to these and other challenges is at the heart 

of this year’s Replacement Contractor Executive Conference, a day-and-a-

half-long event featuring dynamic speakers, and panels of industry experts, 

plus plenty of opportunities to share your ideas and experiences with some 

of the industry’s smartest, savviest business owners. This conference 

is where you’ll find what you need to inspire your people, improve your 

efficiencies, and get back on track in the rapidly changing world of home 

improvement marketing and selling.

You can’t afford to miss this 
year’s Replacement Contractor 
Executive Conference 
s HEAR a noted economist talk 

about where the home improve-
ment industry is going and how you 
can make sure your company is 
headed in the same direction.

s DISCOVER how to make your sales 
and marketing efforts a matter of 
urgent interest to consumers.

s LEARN how to use “new media”—
blogs, social networking, and  
online video sharing—to make  
your company stand apart.

February 10–11, 2011 
Grand Hyatt Hotel, Riverwalk, San Antonio, TX

Powered by

Thursday, February 10

1:00 – 2:15 PM

The Economy and the Home  
Improvement Industry 
Eric Belsky, Harvard Joint Center  
for Housing Studies

The recession has officially ended. Why 
doesn’t it feel that way? Economist Eric 
Belsky outlines where the economy’s 
been, where it’s really at today and 
where it may be headed in the 
immediate future. He covers trends in 
housing and demographics that will 
affect your marketing and sales effort 
and will tell us what home improvement 
companies should expect to see, and 
manage for, in the near future.

2:30 – 3:30 PM

The Art of Urgency

Rob Jolles, Jolles Associates

So many of us are taught to seek out 
needs, offer solutions, and bring in

features and benefits. What happened 
to urgency? Without a sense of 
urgency, we are left with clients who 
are obsessed with price and are 
ultimately ruled by their fear of change. 
In this session participants learn to 
focus away from the products or ideas 
they’re selling and look instead at the 
way people make decisions and how 
to influence those behaviors. 

3:45 – 5:00 PM

Panel Discussion: How To Manage 
And Motivate With Less
How can you motivate employees to 
do more, try harder, and give more 
energy and spirit to the company? This 
panel of roofing, siding and window 
replacement company owners explain 
the systems they use to build teamwork, 
camaraderie, productivity and loyalty 
among employees, subs and customers.

5:00 – 7:00 PM

Cocktail Reception

Friday, February 11

7:00 – 8:00 AM

Breakfast

8:00 – 9:15 AM

Execute Or Be Executed

Sam Geist, Sam Geist & Associates

Strategy gets you into the game but 
execution is the game. Marketing/
management guru Sam Geist offers a 
blueprint for how you can move strategic 
thinking to strategic doing. You’ll learn 
how to engage your people to develop 
their commitment, skills and responsibility, 
how to initiate a successful approach to 
execution and how to use the tools that 
will enable you to close the gap between 
plans, ideas, dreams and reality.

9:30 – 10:30 AM

The Market & Your Marketing  
Strategy
Jonathan Smoke, Hanley Wood  
Market Intelligence

For More Information and To Register:  
rcconference.com



back
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2011 Sponsors

Register today!

rcconference.com

What do you really know about the 
market your company operates in? 
How important is the age of the housing 
stock, unemployment, consumer 
demand? Jonathan Smoke shows you 
the metrics to look for and how to take 
them into account when planning your 
marketing and sales efforts. 

10:45 AM – 12:00 PM

Selling: The Little Things That 
Create Big Successes
Bill Blades, William Blades, LLC

People buy from people they like. 
Prepare to take lots of notes as Bill 
Blades provides ideas to enable your 
salespeople to be fun to work with, and 
buy from, as they learn to be creative 
and use creativity in the sales process. 
You’ll walk away with ideas that will 
differentiate your sales team from those 
of your competitors, ideas you can 
implement at tomorrow’s sales meeting.

12:00 – 1:15 PM

Lunch

1:15 – 2:45 PM

Legal & Illegal Marketing and Selling
Jack Zurlini, Jr, Washington State  
Assistant District Attorney

In 2009 and 2010, the district 
attorney’s office in Washington State 
filed complaints against six home 
improvement companies based on 
allegations of “deceptive” marketing 
and sales practices. Mr. Zurlini will 
discuss the practices he considers 
illegal or questionable and why. He will 
also address what home improvement 
companies can do to avoid unwelcome 
or unwarranted regulatory action.  
Come prepared with questions.

2:45 – 4:00 PM

The Internet Is More Than  
Your Website
Marty Gould, Focalize Consulting

To quote George Faerber, co-
owner of Bee Window, Inc. and 
BringMeMyLeads, the Internet today  
“is where the eyeballs are.” Three  

out of every four people looking for  
a home improvement project go there 
first. Marty Gould will show you how  
to focus your Internet marketing activity 
to generate more leads, build stronger 
relationships with your customers, and 
create great word of mouth.

6:00 – 7:00 PM

Reception

7:00 – 9:00 PM

NEW Replacement Contractor  
Service Excellence Awards Dinner
Sponsored by James Hardie

Join us for dinner as we celebrate the 
winners of the Replacement Contractor 
Service Excellence Awards. All confer-
ence attendees who agree to the free 
assessment conducted by GuildQuality 
will be eligible for the award. The awards 
will be presented at our first ever Service 
Excellence Awards dinner. Don’t miss it!







•	 Natural	 	 	

•	 Larger	 	 	 	 	



•	 Natural	 	 	 	 	

	 	 	 	

•	 Larger	 	 	 	

	 	 	 	 	

	 	 	 	 	 	 	

	 	 	 	

•	Storage	 	 	

•	Tankless	 	 	

•	Solar	 	 	 	 	



•	 Some	 	 	 	 	

	 	 	
	 	 	

•	 Electric	 	 	

•	 Nearly	 	 	 	

•	 Natural	 	 	

•	 The	 	 	 	 	
	 	 	

	 	 	

	 	 	 	



•	 Some	 	 	 	 	

	 	 	
	 	 	

•	 Electric	 	 	

•	 Nearly	 	 	 	

•	 Natural	 	 	

•	 The	 	 	 	 	
	 	 	

	 	 	

	 	 	 	



Go to http://remodeling.hotims.com for more info



M.L. Condon Company

Architectural Products 
by Outwater

Details That Define
One of the easiest ways to add interest to a home is to install decorative moldings and other 

architectural details. At M.L. Condon Company, some things never change. For nearly 100 years,

homebuilders have been relying on Condon for high quality, excellent service, and the country’s

finest selection of exotic and domestic lumber, flooring, moldings, and architectural trims. You can

call or fax Condon for a fast, free price quote or to order a color catalog. See contact information

for details.

Beautiful, Affordable Wainscoting
Wainscoting is another popular way to add dimension and detail to any ordinary room. Outwater’s

new line of Interlocking Beaded Wainscoting has the look and feel of custom millwork at down-to-

earth prices, enabling you to add the warmth and elegance of traditional wall and ceiling paneling

without high cost or installation difficulties. Manufactured of high-impact polystyrene in six 

available finishes, including a paintable white finish, this wainscoting is less than half the weight

yet twice as strong as conventional wainscoting panels, and can be easily installed using 

traditional tools. Also offered as a kit, Outwater’s Interlocking Beaded Wainscoting will cover an

eight-foot-wide by 36-inch-high area and comes complete with cap molding, beaded panels, a

universal base, and shoe molding.

� M.L. Condon Company: Call 914-946-4111 or visit www.condonlumber.net 

� Architectural Products by Outwater: Call 800-835-4400 or visit www.outwater.com

Go to http://remodeling.hotims.com for more product information

For more information on other high-quality manufacturers of stairs, molding, and 
millwork, keep reading through this special section.

&

S P E C I A L  A D V E R T I S I N G  S E C T I O N

Molding
Stairs,

MILLWORK

There are few endeavors where

attention to small detail does

not make a big difference. This

is certainly the case in home

building and remodeling.

Without fine detail work and 

elements of architectural 

interest, a home can

look unfinished. Molding and 

millwork can give a room, an

entryway, or an exterior a richer,

more textural appearance. And

when it comes to stairs, the

style and configuration chosen

can make for a dramatic focal

point. Read on to learn about

finely crafted stairs, molding,

and millwork that will turn your

next home into a showcase.
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 www.outwater.com
GO TO PAGE 907

FREE 1,000+ Page Catalog!
1HZ�-HUVH\���$UL]RQD

L.L.C.by

SALES & PRODUCT INFORMATION

1-800-835-4400

Balusters

$4.60’
WHR-6010-RO

PCB-242-*
$6.75 (SB)

$8.74 (ORB)

POWDER COATED WROUGHT IRON BALUSTERS  
AND HAND RAIL & FITTINGS

Open Twist
 Newel

Straight Rail

Left Hand Volute

$33.15 EACH 
WHR-7030-RO   

PCB-256-*
$ 8.00 (SB)

$ 9.26 (ORB)

PCB-251-*
$12.06  (SB)

$13.75 (ORB)

UNFINISHED  
IN RED OAK

WNP-OPENT-RO

$320.00 EA.

*Available in Satin Black (SB)  
and Oil Rubbed Bronze (ORB)

Right Hand 
Volute available

UNFINISHED  
IN RED OAK

UNFINISHED  
IN RED OAK

AVAILABLE FOR IMMEDIATE SHIPPING

10% Discount on  
COMBINED ORDERS 

of our STOCKED  
Powder Coated Iron 

and Oak Accessories 
for orders totaling 
$250.00 or more.

Follow the best practices in the JLC Field Guide to build or remodel a home that’s tops in strength, quality, and value. It’s the one place to
turn for the fundamental principles, proven techniques, and practical rules of thumb on all aspects of new construction and remodeling.

This two volume manual of best practice covers the entire building process, foundation to finish. The durable cover, spiral binding, and logical
organiztion make it a must-have tool for every jobsite.

State sales tax required on shipments to: CA & NY (applicable rate), IL & TX (6.25%), VA (5%), VT (6%). Shipping/handling: free when both volumes ordered together, otherwise $5/1st item, $1 each additional.

WEB
jlcbooks.com (800) 859-3669 JLC Books

PO Box 5853
Harlan, IA 51593-5853

PHONE MAILORDER
NOW

Published by:

H
P

F
G

2

Volume 2: Electrical, Plumbing, HVAC/Energy, Interiors
#FG002……$69.95

Volume 1: Foundations, Framing, Roofing, Exteriors
#FG001……$69.95

Buy both and 
save $10, plus
free shipping!

#FG200
$129.95

Best Practice

FOR

INFORMATION

 on how to be a part of the next 

REMODELING special advertising section, 

contact Maura Jacob at 678.451.8627.
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                                       P I N E C R E S T           

INCOMPARABLE SELECTIONS SINCE 1954 •  LOWEST PRICE ALWAYS • FINEST DESIGNS • CUSTOM 

QUALITY • DOORS • MANTELS • GRILLES • SHUTTERS •  SHOJI • LOUVEGRID • TIN CEILING • 

CORNICES • LANDSCAPE LIGHTING •  1000+ CATALOG PAGES • FAST PAGE TURNING FORMAT • 

WWW.PINECRESTINC.COM

 2000+  DESIGNS    800-443-5357

Patent Pending

The Ultimate Bendable
Head Flashing

www.astroplastics.com 
1-800-334-4474 

Failed Inspection?
Have you ever dealt with an inspector who
has his own interpretation of the Code and
forces you to comply?

If so, you’ll appreci-
ate the checklists
and inside tips from
a Code inspector
with 30 years’ expe-
rience. He reveals
where inspectors
are trained to look
and what they look
for. With this infor-
mation you can

have your jobs ready so they pass the first
time. 232 pages, 8¹⁄₂ x 11, $32.50. Use
promo code rm1110 and save 15%.
You pay only $27.63 
Craftsman Book Company 
www.craftsman-book.com    
1-800-829-8123

®

FOR

INFORMATION

 on how to be a part of the next REMODELING special 

advertising section, contact Jason Bhagwakar at 

773.824.2443.
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LastWordGoodForm

T oo often, when a prospect calls in, 
remodelers use a blank sheet of paper 
and ask random questions, says remod-

eling consultant Kyle Hunt, president of 
Remodel Your Marketing  and creator of the 
group-based consulting business The Excel-
lence Club. But Hunt knows that the most suc-
cessful remodelers use a more systematic 
approach and ask the questions they need to 
ask of clients sooner rather than later. 

Hunt developed this project discovery 
sheet, a loose script, for responding to that ini-

tial call. “Your � rst contact with a homeowner 
is important,” he says. “You know the saying, 
‘You never get a second chance to make a � rst 
impression.’ It’s true.” 

The sheet is divided into four steps and a 
series of questions designed to help the listener 
learn about the prospect and his or her project, 
teach the prospect about the remodeling pro-
cess, and guide him or her to a � rst meeting. “A 
good initial conversation is 70% them talking 
and only 30% you,” Hunt says. 

Steps 1 and 2 are usually done by a recep-

tionist and then, if the job is worth pursuing, 
steps 3 and 4 are done by the salesperson 
(although those two people could be one and 
the same). In time, the initial responder may be 
able to cull out worthless leads right away, say 
for a roo� ng job when that’s not your specialty. 

The most important information gleaned 
from this document is actually what happens 
after it’s � lled out. “Remodelers often don’t 
ask, ‘Is this a client I want to invest my time 
and energy in?’ Hunt says. “If it isn’t, turn it 
down respectfully. —Stacey Freed

First Impression

DISCUSSION FRAMEWORK 
Let the prospect know up front 
that you’ll need three to � ve min-
utes of their time. It’s important to 
get their e-mail address, but often 
people don’t want to give it out for 
fear of spam. “Give them a rea-
son why you need their address. 
Frame it like this,” says remodel-
ing consultant Kyle Hunt. “‘We’re 
going to send you an e-mail that 
contains a document titled ‘What 
to Expect at our First Meeting.’ 
When you get it, please review it 
before the meeting.’ Then ask for 
the e-mail address, and you’ll get 
it nine out of 10 times.”

DRAWING CONCLUSIONS
How people answer can lead you 
to understand what they value and 
what their expectations are. If they 
have remodeled before, � nd out 
who they worked with. They may 
tell you that during their previous 
project the up-front quote and 
how the job turned out were two 
different numbers. Or they might 
say the carpenters never cleaned 
up after themselves. “This ques-
tion is loaded with information,” 
Hunt says. “These are things you 
can address up front and help to 
qualify the prospect.” 

TWO-WAY LEARNING
Let the prospect know 
who will be calling them 
back and when. Then ask 
a few questions about 
how they found your 
company. This will help 
you � gure out whether 
that postcard campaign 
or radio ad is working. 
    If they don’t know 
anything about your 
business, you’ve just 
learned that you’ll have 
to get them to “know, 
like, and trust you,” 
Hunt says. “If they were 
referred by a previous 
client, this should trigger 
another action: Call or 
write a thank you to 
the referrer.”

DECISION TIME
If it’s a desired lead, let the homeowner know your process 
and set a time for an initial visit. If you’re not interested, it’s 
easier to turn down the lead over the phone than it is once 
you’re at their home. “Tell them, ‘The project isn’t a good � t 
for us, but I have a trusted colleague you could work with,’” 
Hunt says. “Turning down non-ideal work helps you protect 
precious time and focus on the projects that are right for you 
and for which you can deliver the highest service.” 
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Project Discovery Sheet

STEP 1: Uncover Reason for Call – If Project Lead: “Great, do you have 3-5 minutes to answer some questions about 

yourself and the project you had in mind? First I’d like to record your contact Information:

Prospect Name: Date of Initial Contact:

Street Address: Phone Number:
(Home, Of�ce &/or Cell)

City: Best time to contact?

State: Email:

Zip Code: Type of Project:

(If calling back) Promised a Return Call By: If Other, Specify:

STEP 2: [Salesperson’s Name] will be calling you within the next 24-48 hours – usually much sooner. Now I would like

to ask a few questions about how you found us and what you currently know about us:

Question: Response or Action:

How did you hear about us?

If Referral or Other, Specify Sent Referral Thank You Note?

Visited our website yet? Give them website URL and invite them to visit.

What do you know about our business? Based on answer – commit to educating them via web-

site, sending an email or mailing them info.

STEP 3: Salesperson Asks Prospect: Let’s talk for a minute about the Remodeling Process & Get into the project a bit:

Have you remodeled or built before? 

If Yes, How was the experience?

Why do you want to have this work done?

When would you like to have your project completed?

How long have you lived in the home? 

How long do you plan on staying in the home?

Tell me about the Project you had in mind? Ask lots of questions!

STEP 4: If it is a desired lead, “Here is how we work:”

Date/Time
We Called Back

Date/Time/Location 
of Appointment

I’d like to set-up a time for our initial appointment. Is yours the

only schedule we need to consider in scheduling an appointment?

You’ll be receiving an email from us containing a document titled: “What to Expect at our First Meeting.” Please read and

review that before we meet. Look forward to seeing you on [Appt Date.] Thank you for your interest!

Additional notes:
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Artful results start with the FEIN MULTIMASTER, the oscillating tool for professionals. 
It’s German-made quality that lasts and lasts and lasts. Trim base and crown molding right
in place.  Cut drywall, hardwood flooring, grout, copper and galvanized steel. Sand
large areas of woodwork and trim without losing detailing.  The QuickIN accessory
system lets you move effortlessly from one application to the next.

Whether remodeling, updating, restoring or refinishing, you’ll get more done 
faster with the powerful, heavy-duty FEIN MULTIMASTER.  For more information, to see
our new kits, to receive a free DVD, or to order your FEIN MULTIMASTER, visit us at
www.feinrenovationsystem.com.

FEIN MULTIMASTER.
Proven Durability, 
Every Time.
Introducing 2 new 
sets – now with even
more accessories!

Now with more accessories

Dozens of applications

QuickIN tool changing

CALL OR CLICK   for your FREE DVD and get the facts!

Go to http://remodeling.hotims.com for more info


