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The truth is, we don’t really sell locks – we help you determine which security solution is right for you.
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objective advice and honest answers to your technical questions.
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Our friendly staff and extensive inventory can provide you with
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On the Cover: Hoffman Lane 
Elementary School shows off their 
hometown Detex Corp’s stainless 
steel exit devices.
Photo courtesy of Detex Corporation,  
New Braunfels, TX.

…sing the blues … or take time to sharpen the saw.
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I 
recently googled “school security”�
and “school life safety”� to determine how 
prominently our industry’s products and 

solutions would be displayed. i guess it’s no real 
surprise but neither our products nor our indus-
try were displayed. Why is this, i asked myself? 

i realize that our industry is comprised 
of experts in a very key element of physical 
security within schools. i know that we focus 
on schools in our national classes and that our 
members are fully engaged in writing school 
specifications and in the supplying of products 
in schools. i realize that in many school systems 
the knowledge our members possess is highly 
respected and that we have individuals in the 
industry who are quite handsomely rewarded 
for their consultation on security and life safety 
to many school systems. so why in the world 
do we not come up on the internet when i 
google school life safety and school security?

could the answer be found in the mirror? do  
we need to look at ourselves as an industry 
(including the institute and the Foundation) and 
make a conscious decision that we are going 
to become recognized as a respected authority 
on physical school security and life safety and 
the general public? unequivocally, yes! the key 
phrase is “recognized as a respected authority.”� 

When i have represented our industry on 
capitol hill in meeting with department of 
education and department of Justice, i have 
always led by explaining the pivotal role our 
members’ knowledge and products play in 
school life safety and security. in every case, 
the audience has quickly grasped our func-
tion and looked to us as for solutions. however, 
after googling school security and life safety 
i’ve been humbled by the small impact we’ve 
made with this these institutions as well 
as in society. We have much work to do.

As an industry, i believe we are properly posi-
tioned to advance our interests in these areas. We 
have the knowledge and expertise, we have the 
solutions, we have a healthy association represent-
ing the industry, and we even have a research 
and education Foundation (note the name change 
from the Foundation for the Advancement of life 
safety and security to door security and safety 
Foundation). the problem is in advancing our 
industry as the authority in one key component 
of physical life safety and security in society! i am 
confident that we can make progress, particularly 
as the new requirements for inspections and 
NFPA 80 and NFPA 101 continue to take hold and 
further advance our reputations. We are pleased 
to share with you that in some manner the follow-
ing areas are moving forward requiring inspec-
tions through NFPA 80 2007: california, new york, 
Maine, Pennsylvania, the city of denver to name 
a few. this will provide our industry an opportu-
nity to become known as an authority.

on the national level, we must continue to support 
our organizations who are attempting to advance 
our reputation. our resources are limited and we do 
not have the ability to impact each state and/or local 
jurisdiction. however, you do. you can advance our 
industry as an authority on schools. you can create 
a reputation for expertise in your area. And then 
it needs to be communicated not just to the archi-
tectural community, to contractors and to school 
administrators or facility managers, but it must be 
communicated to society… to the general public…
to parents. This requires a conscious effort as an 
industry to look for those opportunities in your local 
community. i hope you will accept this challenge!

My pledge to you is that over the next two years 
i will challenge the institute and the Foundation’s 
leadership to increase our efforts in this area and 
work towards enhancing our industry’s reputation 
as a leading authority on life safety and security.  

Why Doesn't Google  
 Know Who We Are?

i n  t o u c h

By Jerry s. heppes, sr., cAe 
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Fire and Egress Door Assembly Inspection

Based on NFPA 80, Standard for Fire Doors and 
Other Opening Protectives (2007 edition), 
documented inspections for fi re-rated door 

assemblies are now required on an annual basis. 
Chapter 5, “Care and Maintenance,” addresses the 
care and maintenance of fi re doors and fi re win-
dows, both new and existing.

As 5.21 states “Fire door assemblies shall be in-
spected and tested not less than annually, and a 
written record of the inspection shall be signed 
and kept for inspection by the AHJ.”

Swinging doors with builders hardware are the 
most common type of fi re door assembly, and 
are among the most complex due to the myriad 
of materials and products that are used to create 
them. These assemblies often provide accessibil-
ity, security and life-safety functions in addition 
to their fi re-safety protection, also increasing their 
complexity. Inspectors must thoroughly under-
stand the dynamics of these assemblies in order to 
correctly evaluate them in the fi eld.

What role does our industry play?
As 5.2.3.1 indicates, “Functional testing of fi re door 
and window assemblies shall be performed by 
individuals with knowledge and understanding 
of the operating components of the type of door 
being subject to testing.” Due to the education and 
training provided by DHI (see additional informa-
tion on www.dhi.org), members of our industry will 
have the opportunity to actively participate in the 
inspection process.

 Why Participate in the 
Annual Fire and Egress 
Door Assembly Inspection 

Program?
• Create a new business model for  
 distribution 
• Increase opportunities to meet   

 with end-users 
• Create a new revenue stream by  
 simultaneously handling the   

 inspections, upgrades and 
 residual maintenance for fi re-  

 rated doors
• Establish credibility as a leader in  

 life safety and security  
• Be directly responsible for   

 increasing life safety 
• Advance your career and increase  

 your value as an employee 
• Increase your competitive edge 

Fire and Egress Door Assembly Inspection Class (DAI600) 
Conducted  during DHI Education Sessions: September 18-25

DHI CONFERENCE: Sept.16–25
DHI EXPO: Sept.16–17
DHI EDUCATION: Sept.18–25
Gaylord Palms Resort & Convention Center • Orlando, FL

For more information about this class, its prerequisites, or Conference/school registration details go to: 
www.dhi.org or Contact DHI at 703/222-2010

TM
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F 
ollowing an intensive site search, the 
Regional School Committee purchased 87 acres of open 
land adjacent to the existing high school playing fields of 

which 50% has been preserved as an open space buffer. As part 
of the master plan, an open space analysis was completed which 
provided the program for several new athletic fields, taking care 
in the design to ensure the close proximity of parking, accessibil-
ity, amenities, proper drainage, sensitivity to the site, and the 
preservation of wetlands and natural resources.

As a major public facility shared by two adjoining towns, the 
school was planned as both a state-of-the-art high school and an 
educational and recreational resource for the wider communities 
it serves. The plan of the school accommodates this by forming 
a community wing with easy public access to the auditorium, 
gymnasium, health and fitness center, and cafeteria while closely 
connected to a three-story academic wing accommodating the 

Bridgewater-Raynham 
Regional School

In 2003, Bridgewater-Raynham Regional 
School District commissioned a study of 
their regional high school complex that 
would lay out a master plan for its future. 
The result is an incredible facility that 
outshines even many college campuses. 
From sunlit hallways to an incredible theatre 
with first class acoustics, it never escapes 
your attention for a moment that this is 
nothing like the high school you attended 
growing up. The school’s designers wanted 
to create a facility that would serve the entire 
community, not just the 2,000 students who 
attend. The result is an incredible facility for 
the entire region to enjoy.

c a s e   S T U D Y

By SMMA, Inc.
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classrooms, laboratories, and 
support spaces used by the student 
population. This facilitates commu-
nity use of the building after hours 
and during the summer while main-
taining security for the academic 
precincts of the building. 

Features

SitE

The new Bridgewater-Raynham 
Regional High School is located 
across the street from the former 
high school, now adaptively reused 
as the Bridgewater Middle School. 
Existing impervious parking spaces 
were removed from the middle 
school site to balance the entire site. 

The three storey classrooms 
were planned to help reduce the 
building footprint. The build-
ing has a white roof with a solar 

reflective index of 78 to reduce 
the urban heat island effect. 

Stormwater management on site 
controls the peak rates of runoff to 
be the same as pre-development 
and the irrigation is provided by an 
on-site irrigation well. 

WAtER

The school achieved an indoor 
water use reduction of 20% above 
current code through system speci-
fications for automatic faucets and 
low flush urinals. For outdoor use, 
an existing agricultural well was 
reused for the irrigation of plants 
adjacent to the facility—native 
species and drought-tolerant vegeta-
tion is used across the site to mini-
mize the need for irrigation. Use of 
artificial turf for the stadium play-
ing field reduces water consump-
tion, pesticides and fertilizers.

EnERgy

The new high school exceeded the 
current energy code by 20% through 
the use of high efficiency glazing, 
HVAC system, lighting specifica-
tions and building envelope design. 
An energy management system 
was installed to monitor energy 
consumption in the HVAC and hot 
water systems. Air conditioning 
was minimized throughout the 
building by 28%. Classrooms have 
operable windows and natural light 
flows throughout: from operable 
transom windows to the corridor, 
sidelights, skylights, and corner 
stairwells with wide views to the 
landscape. All provide ventilation 
and make the building feel open 
and bright. The high efficiency 
lighting includes pendant-mounted 
direct and indirect fluorescent 
fixtures with electronic ballasts 
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and occupancy sensors in all 
classrooms, labs, administrative 
offices, storage rooms and other 
miscellaneous rooms. There is 
also an automatic lighting control 
system for all public spaces. 

MAtERiAlS

The project execution followed a 
Construction Waste Management 
plan which included recycling 
during construction. Building 
materials contain a high recycled 
content and have durable/
aesthetically appealing surfaces 
including non waxing porcelain 
ceramic floor tiles throughout 
all corridors, and non-paintable 
hallway wainscots throughout. 
Recycling closets are integrated at 
convenient locations throughout 
the building as part of the overall 
facility recycling program. 

inDOOR EnviROnMEntAl QuAlity

Through the use of glazing, 
skylights and light monitors, there 
is daylighting and/or access to views 
in 90% of classrooms. Low emitting 
materials are used throughout—
gypsum board, acoustic ceiling tiles, 
carpet, adhesives, sealants, resilient 
flooring material, paint and furni-
ture fabrics. Operable windows, 
temperature and lighting controls 
are installed in each classroom. 

AcOuStic DESign

Classrooms were designed with 
a minimum of 45dba background 
noise levels. Displacement ventila-
tion installed in the Auditorium/
Theater environment provides for 
better acoustics and air quality. 

POlicy AnD OPERAtiOnS

The high school was designed 

to allow for building expan-
sion and the addition of future 
sustainable features. The spatial 
organization of the plan allows 
for an expansion of the core 
classrooms up to 2,500 students. 

A great deal of time was spent in 
the planning phase of this project 
with lots of input provided by teach-
ers, parents and even students. The 
resulting school is a model of how 
beautiful and functional a green 
building can be.  

About the Author: A special thanks to SMMA 
for conducting a tour of this facility for D&H 
and other USGBC Conference attendees, and 
also for providing the information contained 
within this case study. Symmes Maini & McKee 
Associates is an integrated design firm offering 
architecture, engineering, planning, and interior 
design services to corporate, technology, and 
institutional clients. Founded in 1955, SMMA 
is a company of 140 professionals with offices 
in Cambridge, Massachusetts, and Providence, 
Rhode Island.

 Skylights placed at 
regular intervals along 
the hallway allow for the 
maximum daylighting and 
reduced electricity useage.

 Heavy-duty fire 
doors stand ready to 
protect the stairwells
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W 
hen the sun broke over the bustling� 
village of Collinwood, ohio, on Wednesday,  
March 4, 1908, the day began like any other day  

just off the shores of Lake Erie. But the day would end much, 
much differently. Unbeknownst to the children and teachers 
at the Lake View School, they were about to become part of 
a disaster forever etched in time. On this day, 172 students 
and 3 adults would die in the largest life-loss school fire in 
U.S. history. Collinwood, located just outside Cleveland, was 
seeing record growth in the early twentieth century. It was a 
prime location for booming railroads, which quickly began 
building depots and terminals in the area. The quick growth 
also meant the village would be annexed into the city of 
Cleveland by 1910. 

To accommodate the growing number of families settling in 
Collinwood, the town built a second elementary school, the 
Lake View School, in 1901. In 1906, the citizens passed a bond 
to pay to enlarge the school, but even with this addition, the 
school was overcrowded by 1908. 

Ash Wednesday at Lake View School 

The three-story Lake View School was an imposing 
building, standing not far from the shore of Lake Erie. The 
front of the building faced east on Collamer Street in North 
Collinwood, at the corner of what today is East 152nd Street 
and Lucknow Avenue in Cleveland, Ohio. 

The school building was of typical school construction for 
1908, measuring 66 by 84 feet (20 by 26 meters) on its foot-
print. It had brick pier construction using 12-inch (30-centi-
meter) exterior walls and four 12-inch (30-centimeter) interior 
walls rising to the attic. Other construction characteristics 
included interior ordinary timber and joist construction, lathe 
and plaster walls and ceilings, floors of 7/8-inch (2-centimeter) 
tongue and groove boards, and a gable hip slate roof on wood 

Collinwood’s Hardest Lesson:

The Lake View 
School Fire

By Casey C. Grant
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sheathing. The building stood by 
itself, with no outward exposures. 

The three upper floors were used 
as classrooms with several support-
ing teacher rooms. The building 
had a relatively simple layout, with 
a classroom on each corner of the 
first and second floors surrounding 
a common open hall. The base-
ment housed the service utilities, 
including two steam heaters, a fuel 
room, and an ash room, as well as 
two playrooms. This arrangement 
was designed to provide an efficient 
centralized use of the building heat-
ing system. 

In school buildings such as this, 
there were not many candidate heat 
sources. Aside from the possibility 
of an intentionally set fire, the two 
primary utilities in the building 
were the electric lights and the heat-
ing system. Approximately 40 lights 
powered by a 110-volt alternating 

current were used throughout the 
school, with electricity coming 
from the Collinwood Municipal 
Lighting Plant. There were 12 to 15 
circuits on a concealed knob and 
tube arrangement on a tablet board 
in an enclosed cabinet on the second 
floor. The heating system used coal-
fired boilers that circulated steam 
through insulated pipes to cast iron 
radiators, some located throughout 
the building and some in the venti-
lation shafts providing the build-
ing’s air circulation. 

The primary exits were two 
separate, winding stairwells 5 
feet (1.5 meters) wide on the east 
and west sides that discharged on 
the ground floor through doors 
that led to the front and rear main 
doors. The main doors were each 
partly restricted by their own 
foyers, which contained partitions 
to support the doors and door 

frames. An exterior fire escape on 
the building’s north side provided 
additional means of escape, serving 
the lower floors and the third-floor 
gymnasium, which was being 
used as a fifth-grade classroom. 

Fire drills were reportedly held 
regularly using the two primary 
stairwells, but not the exterior fire 
escape. Although the building 
did not have a fire alarm system, 
it had bells that could be rung 
selectively and were used for 
manual notification. At least one 
fire drill had been held during 
the first two months of 1908. 

Nowhere to Run 

At the start of the 1907-1908 
school year, Lake View School had 
350 students, more than it could 
comfortably handle, occupying nine 
classrooms. Because the day of the 
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fire was Ash Wednesday, however, 
the number of absentees might have 
been slightly higher than usual. 

Classes at the Lake View School 
started at 8:45 each morning. As 
children arrived for school the 
morning of the fire, Fritz Hirter, the 
school janitor, found three young 
girls playing hide-andseek in the 
closet below the front stairs some-
time after 8:00 a.m. He sent them 
away and later recalled that he’d 
noticed nothing unusual about the 
encounter. All was normal as the 
students and teachers reported to 
their assigned classes. 

Around 9:30 a.m., fifth-grader 
Emma Neibert left her third-floor 
classroom to use the basement 
washroom and noticed smoke. She 
alerted Hirter, and according to 
subsequent testimony, he went to 
Ruby Irwin’s first-floor classroom 
of first graders and rang the school 
bell. He then went to the east and 
west stairs and opened the doors at 
both exits. 

Later, investigators would 
determine that the fire started 
somewhere near the closet below 
the front stairs in which various 
supplies, including tools, wood, 
and lime for whitewashing the 
walls, were stored. The closet had 
no electricity, but there were steam 
pipes running through it. The 
investigators could not determine 
the official cause of the fire, but they 
theorized that it was the result of 
contact between the main steam line 
and wood joists in an area partially 
concealed behind the closet. 

As the bells rang to evacuate 
the school, the students lined up 
in each classroom to file out much 
as they had been trained to do in 
previous fire drills. Many initially 
thought it was yet another drill. 

When the classroom doors opened 
into common areas rapidly fill-
ing with smoke, however, they 
realized it was not. Though the 
students quickly proceeded with 
their orderly evacuation, the fire 
kept pace, growing with surprising 
speed. Dense smoke now billowed 
into the open halls and spread up 
the stairs from the basement and 
first floor. 

On the first floor, teacher Ethel 
Rose had led nearly all of her 
kindergartners from their classroom 
in the southeast corner and out the 
front door before it was blocked by 
the heat and smoke. On the third 
floor, teacher Laura Bodey guided 
more than three dozen fifth graders 
through a window onto the exterior 
fire escape, which had not been 
used in earlier fire drills. Almost all 
of her students escaped safely. 

As the rapidly growing heat and 
choking smoke quickly made the 
front door and stairs impassible, 
the students’ orderly march started 
to disintegrate, and they rushed 
toward the rear stairway exit. The 
younger students leaving their 
first-floor classrooms were joined by 
older students coming down from 
the second floor, and they quickly 
overwhelmed the rear stairwell 
exit’s capacity, crushing forward 
into the partitioned doorway that 
served the rear exit on ground 
level. As the younger students fell 
within sight of safety, the older 
students behind them, now sens-
ing the genuine danger of the fire, 
pushed forward and climbed over 
their schoolmates, leading to an 
even greater tangled mass of bodies. 
Later, during the coroner’s inquest, 
teacher Ethel Rose estimated that 
three minutes elapsed from noti-
fication until the massive pile-up 

prevented further escape. second-
floor teacher Katherine Gollmar 
estimated two and a half minutes. 

At the coroner’s inquest, school 
Principal Anna Moran provided 
vivid testimony of these critical 
moments: 

“When the bell rang, I, and I 
suppose other teachers, thought it 
was a regular fire drill. Every child 
in the school has gone out over and 
over again from the second floor 
to the open air in one minute and 
thirty seconds. You can judge from 
that how quickly we reached the 
first floor. When we neared the front 
door, we saw the flames coming up 
the basement stairs, and without 
knowing it, we led those little chil-
dren into the very face of the fire. 

“It is not true that the doors 
opened toward the inside, and they 
were not locked. The trouble was 
that only one of the double outer 
doors was open. The other was 
fastened with a spring at the top. 
Before the janitor got it open, the 
children had wedged themselves 
into the vestibule, and the others in 
a panic stumbled and climbed and 
crowded over them. It was frightful, 
so near safety. 

“If I could have turned my line 
back, they would have had a chance 
on the third floor, but they kept 
coming down, and we could not 
stop them. Men from the outside 
were trying to pull the children out, 
but they were crushed so tightly 
together that no human strength 
could clear a passageway. Dozens of 
them died within a foot of absolute 
safety.”

Fire at the School! 

Word of the fire spread quickly, 
and residents closest to the school ®
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were the first on the scene. Some of 
them, including parents of trapped 
children, managed to pull a few 
children from the massive pile-up 
at the rear entrance of the school. 
As testament to their frantic rescue 
efforts, one of the residents, John 
Krajnyak, would himself become 
a victim of the fire. With teachers 
Grace Fiske and Katherine Weiler, 
he was one of only three adults to 
the in the inferno. 

Among the large crowd that 
quickly formed at the school were 
railroad workers from the nearby 
Lake Shore and Michigan Southern 
rail yards who forced their way 
through the front door but were 
unable to rescue anyone due to the 
intense flames. Also in the crowd 
were a large number of horrified 
parents. One of these was the school 
janitor, Fritz Hirter, who was seri-
ously burned around his head fight-
ing to save the trapped children, 
including three of his own who 
perished before his eyes. 

The 20-member Collinwood 
volunteer fire department consisted 
of one horse-drawn gaspowered 
pumper, one hose wagon, and a 
small ladder truck. At the time 
of the fire, the department’s only 
team of horses was dragging a 
road scraper over a dirt road more 
than a mile away. This delayed 
firefighters significantly, and by 
the time they arrived at the scene 

with their equipment, the school 
was fully ablaze and the victims 
beyond rescue. Compounding the 
firefighters’ limited resources and 
lack of rapid deployment was some 
question about the adequacy of the 
water supply, although whether this 
had any bearing on saving those 
trapped isn’t clear. 

At 10:16 a.m., the nearby city 
of Cleveland received an urgent 
request for assistance, and a still 
alarm dispatched Engine 30 (a 
1904 American Steamer), an 1895 
ladder truck, and a hose cart from 
the station at East 105th and St. 
Clair Streets. An automobile with 
a life net on its roof also responded 
from Cleveland Fire Department 
headquarters. These units were 
commanded by Battalion Chief 
Michael Fallon, who arrived at the 
school at about 10:50 a.m. from the 
quarters of Engine 14. 

He described the following scene 
on his arrival: 

“The building was doomed, noth-
ing remained but the four walls. 
The fire was practically out, with 
the exception of some wooden 
partitions that were burning in 
the basement and the ruins burn-
ing here and there. There were 
five streams of water playing on 
the fire. One stream in front, one 
on the north side of the building, 
and two streams in the rear, one of 
which belonged to Engine Co. 30 

of Cleveland in charge of Captain 
Mulcahy. The other streams were 
in charge of Superintendent Frany 
of the Lake Shore. The streams 
in the front and on the north and 
south side were in charge of the 
assistant chief of the Collinwood 
Fire Department, which consisted of 
a gasoline fire engine, hose wagon, 
and a few short ladders.”

At the time of the fire, Collinwood 
Mayor Westropp and Chief George 
Hammell of the Collinwood Fire 
Department were both away in 
Cleveland on business. Battalion 
Chief Fallon consulted with the 
assistant chief of the Collinwood 
Fire Department, and based on their 
joint agreement, Fallon took charge 
of the rescue and recovery opera-
tion. By this time, the fire was virtu-
ally extinguished, and he ordered 
the withdrawal of all the hose 
streams except those in the rear of 
the building, which were cooling 
the last remaining embers and “…
washing the debris from the dead 
bodies of the little ones who were 
burned to death.”

The scene confronting the fire-
fighters was horrific. As Chief Fallon 
describes it: 

“Under my supervision, the men 
worked with shovels for about 
one hour but found this method 
very slow and rather difficult, as 
up to this time we had got about 
10 bodies, owing to the entangled 

“The building was doomed, nothing remained but the four 

walls. The fire was practically out, with the exception of some 

wooden partitions that were burning in the basement and the 

ruins burning here and there.”
—Battalion Chief Michael Fallon
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masses of burned bodies, and as I 
wished to extricate the bodies with-
out any mutilating, I then decided 
to float the bodies by putting a 
large stream of water under each 
of them, therefore creating pres-
sure which proved satisfactory. 
The bodies floated around like beef 
in a vat, after this our work was 
easy. We were hampered some on 
account of the parents of the dead 
children who were clamoring to 
get a glimpse of these little darlings 
as they were taken from the ruins 
of the building to stretchers to 
ambulances.” 

The Collinwood Police under the 
command of Chief Charles Mcllrath 
established fire lines to keep back 
the surging crowds, and the work 
continued. Another 159 bodies were 
sent to a temporary morgue at the 
railroad’s Lake Shore Store House. 
By the time Chief Fallon was finish-
ing the final search of the building, 
Mayor Westropp had returned to 
Collinwood. After turning the scene 
over to the mayor and his staff, the 
Cleveland Fire Department personnel 
picked up their hose lines and gear, 
and returned to quarters at 5:55 p.m. 

Wreckage of the Human Kind 

By early afternoon, the recovery 
of the remains proceeded in earnest, 
and by 4:00 p.m., 165 bodies had 
been brought to the Lake Shore 
House. All available ambulances 
on the east side of Cleveland were 
pressed into service, and they 
served in a recycling stream, trans-
porting bodies first to the temporary 
morgue and then, once they had 
been identified, from the morgue to 
the homes of grieving families. 

Crowd control was a problem 
for the police at both the disaster 

scene and the temporary morgue. 
Doctors and nurses from the local 
area collected at the morgue to 
assist parents overcome by grief, 
as mothers and fathers and other 
responsible relatives were brought 
through the police lines into the 
morgue in groups of 10. Among 
the groups providing assistance 
was the Cleveland Young Women’s 
Christian Association, which sent 
100 volunteers to help the affected 
families with funeral arrangements. 

The final tally of casualties from 
the Lake View School fire was 172 
children and 3 adults. Through 
an arduous identification process, 
sometimes aided only by a scrap 
of clothing, 153 children were 
identified and sent home for their 
funeral arrangements. However, 
19 of the little ones were beyond 
identification. 

Many of the families that lost 
children had recently immigrated 
to the United States, and it was 
not uncommon for some of them 
to have multiple spellings or 
pronunciations of their first and last 
names based on “Americanized” 
spellings of foreign names. For 
example, Lucy Fingleman was 
also identified as Lucy Zingleman, 

while Mary Sega was also identified 
as Maria Sega.5 This presented a 
challenge for officials tabulat-
ing the list of the deceased. To 
this day, the precise spelling of 
some of the names is not clear. 

Many funeral processions were 
held on Friday, March 6, and others 
the following week. The 19 uniden-
tified children, along with teachers 
Grace Fiske and Katherine Weiler, 
were buried at Lake View Cemetery 
on Monday, March 9.

 

The Coroner’s Report 

Not surprisingly, the public 
outcry for answers to this tragedy 
was intense. An investigation 
was launched, led by the local 
coroner because he was the only 
public authority that could compel 
testimony. Coroner Burke, who 
was in charge of the investigation, 
was joined by Deputy State Fire 
Marshals Harry Brockman and 
Nathan Flegenbaum, Cleveland 
Fire Chief Wallace, City Building 
Inspector S.S. Loughee, and 
members of the Collinwood Board 
of Education, among others. 

In addition to determining that 
the fire began in the basement 

Collinwood Elementary School, built after the prior building burned down with massive loss 
of life. The "new" school gave every classroom direct access to the ground. 
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in a closet under the front stairs, 
investigators sought to answer an 
equally important question: Why 
were so many people trapped? At 
that time, there were no nationally 
recognized criteria for the sizing 
and design of exits, and thus no 
convenient baseline against which 
to measure the efficiency and effec-
tiveness of a school egress system. 
Measuring the Lake View School 
today against such documents 
as NFPA101®, Life Safety Code®, 
leads us to question whether the 
exits complied with fundamental 
principles, including the remote-
ness of the two primary paths of 
egress, egress capacity, and the 
use or lack of certain exit compo-
nents such as panic hardware. 

Following the fire, claims that 
the school doors swung inward 
became rooted in the local folklore, 
but testimony from the inquiry 
disputes this detail. However, 
it is not surprising that the rear 
exit became overwhelmed since 
the 5-foot-wide (1.5-meter-wide) 
stairwells were further restricted 
in the foyer before the final exit 
discharge. The Coroner’s report 
concludes that, as a result of “the 
failure of the children to complete 
their exit in good order and the 
faulty construction of the inner 
partition at the rear door, the chil-
dren became jammed and congested 
on the rear steps and thus unable 
to escape from the building.”6 

Never Again? 

The Collinwood school fire was 
one in a string of tragic, large 
life-loss disasters at that time that 
slowly eroded the apathy of the 
public, leading to initiatives to keep 
disasters of this type from recur-

ring. At the 13th Annual NFPA 
Meeting in 1909, then-President 
C.M. Goddard gave a challeng-
ing address highlighting how 
Americans were the most care-
less, indifferent, and unashamed 
people on Earth, ready to forget the 
spasms of horror soon after they 
occurred. In his remarks, he notes 
that “we have done valuable work 
in formulating standards, but this 
is not enough. We must secure the 
adoptions of these standards. We 
must begin a campaign of education 
of the public.”

The fire at the Lake View School 
was an international news story, and 
a higher level of scrutiny of school 
systems everywhere resulted, with 
an increase in fire drills and a reas-
sessment of school building design. 
Arguably, one of the single greatest 
advances in modern fire protection 
is the establishment of the Life 
Safety Code, first published in 1912 
as Exit Drills in Factories, Schools, 
Department Stores and Theaters. 
Although NFPA 101’s genesis is 
rooted directly in the Triangle 
Shirtwaist Factory fire of 1911, the 
need to respond to other disasters 
such as the Lake View School fire 
also had a strong influence, as 
reflected in the original title. 

In addition, other publications 
appeared promoting a higher 
level of safety for schools. Perhaps 
most notable was a lengthy article 
published in the July 1919 edition 
of the NFPA Quarterly by H. Walter 
Forster, entitled “Fire Protection for 
Schools.” A reprint of this article 
was approved by the U.S. Bureau of 
Education and widely distributed 
to school authorities throughout the 
United States. 

When, if ever, will the next Lake 
View School fire occur? What still 

needs to be done? Half a century 
after the Lake View School fire, that 
question was painfully answered 
when a fire broke out on December 
1,1958, at the Our Lady of the 
Angels parochial school in Chicago, 
Illinois. This fire had tragic similari-
ties to the Lake View School fire: It, 
too, started under a stairway and 
trapped many on the upper floors. 
When it was over, 92 students and 3 
teachers were dead. 

The Collinwood fire significantly 
raised public awareness of the need 
for school fire safety, and the fire 
at Our Lady of the Angels 50 years 
later slammed home the reality 
that action was needed. The fire at 
Our Lady of the Angles resulted in 
sweeping safety improvements, and 
the statistics speak for themselves. 
In the five decades since that fire, 
there has not been another school 
fire in the United States in which 10 
or more people have died.

Between 1994 and 1998, grades K 
through 12 averaged one civilian 
death per year, which has been a 
typical annual death toll for schools 
since at least 1980. Moreover, these 
fatalities do not appear to be inno-
cent children, but juvenile firesetters 
caught in the fires they set or adults 
such as janitors. It is a bittersweet 
legacy that, after 100 years, we have 
indeed made progress in improving 
school fire safety, and the innocent 
victims of Collinwood, Ohio, did 
not die in vain.  

Reprinted with permission from NFPA Journal® 

(Vol. 102, #5) Copyright 2008, National Fire 
Protection Association, Quincy, MA. All rights 
reserved. 
 
NFPA Journal® is a registered trademark of the 
National Fire Protection Association, Quincy, 
MA 02169.
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H 
eartland ChurCh in indianapolis� 
was started in october of 2001 and has been 
growing ever since. it draws approximately 

900 attendees for weekend worship services. The 
church renovated a former computer store to 
house a state-of-the-art 1,000 seat auditorium and 
childcare center.

“our church is at a major intersection of 
Interstate 69,” explains Pastor Darryn Scheske. 
“The intersection has the second highest traffic 
count in the state so security was a key concern.” 
the Church needed to secure the auditorium 
during the week to protect their substantial invest-
ment in musical equipment and other technology.

as a result, heartland Church called in Central 
indiana hardware, an ingersoll rand s�ecurity Center 
for advice. Vice president ron 
Couch responded.

“We had just been intro-
duced to the new s�chlage 
bright blue web-enable secu-
rity system,” Couch reports. “it 
had been specifically created 
for applications exactly like the 
Church wanted.”

according to Couch, bright 
blue lets users access, moni-
tor and manage their system 
from any computer running 
a standard web browser. the 
system’s plug-and-play design 

makes configuration easy and the embedded appli-
cation eliminates the need for special software or a 
dedicated pC. 

“the system application is embedded on the 
control panel, which is network-ready and installs 
very easily,” Couch adds. “the bright blue system 
has its own ip address and authorized users at the 
church can use any networked online computer to 
access and manage the system.” 

“We’re a growing church and could not afford 
a complex, proprietary system created for large 
multi-building organizations,” adds Scheske. 
“during our demonstration, we could see how 
simple it was to use and how it would fit into the 
Church, providing exactly the type of security we 
wanted at the cost we could afford.”

Church Campus 
Secured Economically

c a s e   S T U D Y

  By Gary D’Aries

For Utmost Security to Daycare Center,  
Heartland Church Uses Biometric Hand Readers

The bright blue access control 
system is self-contained in the blue 
controller box. No PC is needed.
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How Heartland Church’s Security   
System Comes Together

Eight doors throughout the 
Church property now use the 
access control solution. Authorized 
users enter via proximity cards 
that they place in front of Schlage 
proximity card readers.

“We can have as many proxim-
ity cards as we need to be used 
by staff and volunteers,” says 
Scheske. “They’re so easy to use 
to gain entry. All our people 
need to do is to hold their wallets 
or purses up to the reader.”

The exterior door to the church 
auditorium and daycare center 
was hardwired to the bright blue 
controller because this door would 
get the highest use. Plus, this 
door also needed to have an exit 
device and handicap accessibil-
ity. Because wire had to be run 
from the door to the controller, it 
took a little longer to install the 
locking system to this door.

“For the exit device, we used 
the popular Von Duprin Series 99 
Push Pad,” says Couch. “It resolves 
the dilemma of how to provide 
safe egress and maintains a higher 
level of security. It also helps the 
Church meet the handicap acces-
sibility issues of the Americans with 
Disability Act (ADA) regulations 
that public buildings must meet.” 

For the other seven interior 
doors, the Central Indiana team 
recommended using wireless 
access control, which seamlessly 
integrates into the bright blue 
system’s access control panel, 
eliminating wire between the 
lock and the access control panel 
and providing a complete solu-
tion at each opening. No drilling 
or wire pulling is necessary.

“It’s so easy to use wireless in such 
an application,” emphasizes Couch. 
“Not only were the readers installed 
quickly, we saved the Church all the 
labor costs associated with a typical 
wired installation.”

To ensure all the doors were 
controlled and latched properly, 
each access controlled opening was 
fitted with door closers.

“Door closers are an essential and 
dynamic link between the various 
dimensions of safety and security in 
a well-controlled building,” empha-
sizes Couch. “They deliver precise 
performance over a long service life 
and look good while doing it. In this 
application, we selected the LCN 
1460 door opener, which meets all the 
Church’s requirements.”

Installation of the entire system 
went easily. Couch and his Central 
Indiana team found the bright blue 

system easy to configure, set up on 
the network and program. The wire-
less readers further accelerated the 
implementation process.

“Since the software is embedded 
in the bright blue controller, set up 
is elementary,” says Couch. “Best 
of all for the Church staff, it can be 
operated from any computer. All 
they need is an Internet connection 
and the IP address of the security 
system. In other words, it is no differ-
ent than going to the computer and 
wanting to access American Airlines 
or Sears. Plus, the system takes very 
little training. It only took one hour 
to train them.”

Scheske concurs, “We had already 
figured how to use the system with-
out training. It is very intuitive. We 
already have orders in for additional 
doors in both the church and the 
daycare center.”

All aluminum stile & rail 
doors are in a class by
themselves, with all heavy
duty hardware standard.
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Ultimate Protection  
for the Daycare Center

“It was initially our daycare center 
that drove the need for increased 
security,” Scheske continues. “As a 
Church, you want people to freely 
come to worship and pray at any 
time, yet we needed a significant 
way to provide total security for our 
children in our daycare. A lock and 
key solution just wasn’t adequate 
to meet our conflicting needs.

“Our lobby is quite large,” says 
Scheske, “and we didn’t want to 
take the chance that the wrong 

person could sneak past our recep-
tionist. That’s why, seven years ago, 
we installed Schlage biometric hand 
readers next to the double glass 
door entrance. Teachers, church staff 
and parents all use them.”

These are the same biometric read-
ers used by 6 million people daily, 
on the front doors of thousands of 
businesses around the world, at the 
doors to the tarmacs of major airports 
and at the entrances of other facilities 
where the combination of security 
and convenience are desired. They 
positively verify staff and parents 
by the shape and size of their hands, 

analyzing over 90 separate measure-
ments of the hand’s length, width, 
thickness and surface area. This 
information is compared against a 
previously stored “template” in the 
reader’s memory. As a result, the 
readers combine the flexibility of a full 
function data collection terminal with 
the sophistication of the most accurate 
identification technology available. 

To enroll, the parent places his or 
her hand in the reader three times, 
which takes less than a minute. This 
creates the template, which is held 
in the reader. (At minimum, a hand 
reader will hold the templates of 512 
parents. One reader can hold as many 
as 32,000+ users.) From that point 
on, when a parent’s hand is placed 
within the reader, the biometric 
reader looks at the three-dimensional 
size and shape of that hand in less 
than a second and verifies if the hand 
belongs to a parent enrolled in the 
program. If confirmed, the reader 
allows entrance to the center.

Advice for Other Churches

“You need to do your homework 
and discover the patterns of traffic 
flow on your property,” advises 
Scheske. “Then, determine what 
type of access control you want.

“We think that our chosen system 
is a solid, economical choice to have 
in churches,” Scheske continues. 
“With people coming and going at 
different times, from band practice 
to routine janitorial maintenance, we 
can control access to our building at 
all times. We can tell who is at the 
auditorium at any time and because 
of the audit capability, we can even 
check who was there in the past.”  

About the Author: Gary D’Aries is Ingersoll 
Rand Security Technologies’ Vice President, 
Schlage software and controllers.

A Heartland Church staff member addresses his proximity card to a Schlage proximity card 
reader at Heartland Church in Indianapolis.
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T 
hese terms hold much clout in� 
the world of physics. they are the unseen 
but easily understood forces that, quite 

literally, make the world go round. the world 
of doors and hardware is no different; gravity, 
momentum, inertia, resistance and energy are 
always at play. unfortunately, when it comes 
time to hang a door the rules of physics are not 
always followed, leading to doorways that are 
warped, malfunctioning, and in the worst case 
scenario, in need of replacement.

life is much easier when the laws of physics 
are obeyed. And of all the hardware avail-
able to hang a door, none is more obedient to 
n�ewtonian principles (Principia mathematica) 
than pivots.  

Pivots offer a desirable means for hanging 
a door. they are designed to work with the 
laws of physics to provide long-lasting perfor-
mance and reliability. the weight of the door is 
supported entirely by the bottom arm, which 
is directly connected to the pivot spindle. This 
method of hanging provides several important 
advantages:

 ■ Fasteners on the door and frame are in 
shear rather than tension (as with hinges) 
and are less likely to pull out over time. 
this creates less stress on the frame 
assembly, prevents door sagging and allows 
the door to swing with less resistance from 
friction.

 ■ A door supported in this manner relies on 
the strength of the floor to carry the weight, 
not the frame. This allows extremely heavy 
doors to be hung in an opening and allows 
door adjustment throughout the life of the 
building to compensate for settlement.

 ■ to better understand the benefits offered by 
pivots, it helps to analyze the gravitational 
forces that are placed on a doorway. 

When hanging a Door,  

it’s Wise to obey the  

LaWs of Physics

Gravity.  
Momentum. Inertia. 
Resistance. Energy. 

B y  Ly n n  K a i s e r ,  a H C

Pivotal Advice

  Pivots transfer the door weight from the frame to the 
floor which enables the use of heavyweight materials.
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Principia Patefacio  
(Principles of Opening)

First, an overview of the physics 
behind a door hung with hinges. 
When the door is attached to the 
frame jamb with standard full 
mortise hinges, the weight or gravi-
tational pull of the door is placed 
on an angular trajectory down and 
away from the hinge/frame connec-
tion points. These connection points 
are made with screws. Thus, the 
gravitational pull is down and away 
from the screws, meaning they are 
held in tension. The tension is actu-
ally the potential energy generated 
by the door as it is held slightly 
above the floor.

Over time, the constant tension 
causes stress that can loosen the 
screws or, in a worse case scenario, 
bend the frame and cause the doorway 
to fail. When this happens, a common 
remedy is to replace the mortise 
hinges with continuous hinges. 

Continuous hinges run the length 
of the door and are secured to 
the frame jamb with self-tapping 

screws. Because there are more 
connection points, continuous 
hinges are able to absorb more 
abuse than a standard full mortise 
hinge. But, like their full mortise 
counterparts, the screws of a contin-
uous hinge are held in tension and 
the weight of the door is borne by 
the frame, rendering it vulnerable to 
bending or warping. 

Additional stress can be placed on 
hinges by another common force: 
momentum. Newton’s first law 
of motion—sometimes called the 
law of inertia—states the natural 
tendency of an object in motion is 

to remain in motion. When a door 
is opened, momentum wants to 
continue pulling the door along its 
path of movement. This force, calcu-
lated as mass multiplied by velocity, 
is absorbed at the hinge connection 
point, placing further stress on the 
screws and frame.  

Yet another principle of physics 
that applies to doorways is friction. 
A standard butt knuckle hinge oper-
ates when the knuckles swivel over 

ball bearings between the joints. 
Since the weight and potential 
energy of the door is placed on 
the hinge, it generates friction on 
the ball bearings. This resistance 
decreases the efficiency of the hinge 
operation and increases the force 
needed to move the door. There is 
a direct correlation between the 
door weight and hinge efficiency; 
the greater the weight of the door, 
the less efficient a hinge becomes. A 
hinge, therefore, can be the limiting 
factor in determining how large a 
door can be used on an opening.

Decreased hinge efficiency 

also impacts the performance of 
door closers. A door that requires 
greater force to move will, in turn, 
demand increased exertion by 
the door closer to ensure the door 
is latched shut. The extra closing 
force is generated by increasing the 
amount of resistance during the 
opening cycle. ADA codes limit the 
maximum opening force to 5 lbs for 
a handicap accessible interior door-
way. A heavy door hung on hinges 

could have difficulty meeting this 
requirement.

Fighting the laws of physics can 
easily become a loosing battle. 
Instead, it’s best to avoid poten-
tial problems by incorporating 
Newtonian principles into doorway 
design. With their blind obedience 
to physics, pivots can increase the 
efficiency and reliability of doorway 
operation. 

Firm footing

What do pivots have that make 
them, physics-wise, more sensible 

…pivots can increase the efficiency and reliability of doorway operation.

Pivots can be customized to accommodate any size door.
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than hinges? A firm footing on the 
ground, for one. 

As previously mentioned, hinges 
are mounted on the door jamb. 
Pivots, on the other hand, are 
placed on the top and bottom of the 
door. The top pivot keeps the door 
aligned and the bottom pivot is 

mounted into the floor and supports 
the entire weight of the door. An 
intermediate pivot can also be 
installed on heavier doors to help 
keep the door in alignment.

While hinges transfer the weight 
of the door to the jamb, the bottom 
pivot passes this burden onto the 

floor. And that one disparity makes 
a world of difference. With little 
weight to bear, pivots are largely 
freed to perform a single task: facili-
tating movement of the door. 

A quick examination of the phys-
ics behind pivot operation reveals 
how this is made possible. Since 

Oversized doors are 
an ideal application 
for pivots.
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the bottom pivot is mounted onto 
the floor, it serves as an extension 
of floor. This alignment directs 
the potential energy generated by 
the weight of the door in a straight 
downward trajectory and onto the 
floor. Thus, instead of any weight or 
tension being placed on the frame, 
the potential energy is transferred 
to the floor. 

The benefits of this arrangement 
are numerous. The most obvious 
advantage is the reduction of wear 
and tear on the frame. Eliminating 
the weight of the door prevents 
bending and extends the life of the 
frame. In addition, the screws secur-
ing the pivots in place are held in 
shear and are devoid of the angular 
tension that is placed on hinge 
screws. Screws, minus tension, 
equal pivots that will stay in place 
without loosening.

Reduced tension also translates 
into less friction, making the task of 

opening a door—even one weighing 
thousands of pounds—nearly effort-
less. Pivots allow almost limitless 
doorway design possibilities; door 
weight and size are not limiting 
factors.

Extra heavy doors, such as 
a hospital lead-lined door or a 
specially designed oversized door, 
are ideal applications for pivots. 
Their ability to withstand stress 
also makes pivots desirable for high 
frequency doors subjected to contin-
uous use, or areas that are subject to 
abuse, including delivery entrances 
and back of house areas.

Pivots can also be hidden from 
view, making them a popular choice 
for glass or other aesthetically 
designed openings.

Vertical adjustment capabilities 
are another feature unique to pivots. 
If a door hung on hinges becomes 
slightly askew from settling of the 
building or some other factor, little 

can be done to compensate for the 
change other than re-hanging the 
door. Pivots do not suffer from this 
deficiency. If the door shifts, due to 
settlement, the pivot can be verti-
cally adjusted to realign the door.

Pivots can accommodate other 
common doorway applications, 
such as fire-rated openings or 
electromechanical access control. In 
the case of the latter, an electrically 
wired transfer pivot acts in the same 
manner as a transfer hinge. 

The science of physics is the invis-
ible hand that dictates the move-
ment of a door. These forces can be 
harnessed by incorporating pivots 
into doorway design.  

About the Author:: Lynn Kaiser, AHC is the 
Product Manager for RIXSON Specialty Door 
Controls.

A door supported by 
hinges places stress on 

the frame.
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Creating Collaboration 
Out of Chaos

By Dr. Jef f Howe

Introduction

T 
oday, our political leaders model a common 
 approach to conflict resolution. Our political leaders typically 
use the ‘compromise’ approach to resolve complex problems, 

including political disagreements. 
Compromise is a process that brings two or more sides of an issue 

together to reach a conclusion that is generally somewhere just short 
of what either side wants. The fundamental premise is that each side 
has a solution. The compromise process aims to select those segments 
of each solution that both sides can live with. 

The basic premise behind the two-party system is that the compro-
mise approach will bring a balance to the final outcome, resulting 
in the most fair result possible. However, what is often overlooked is 
that compromise is not the only option for bringing diverse opinions 
and perspectives together. Nor is compromise necessarily the best 
approach for most situations. The possibility of a better solution is 
especially evident when dealing with complex and critical issues such 
as those related to the environment. 

In debates about environmental issues, people often need to be 
brought together to consider new assumptions and new possibilities 
and to agree upon new outcomes. This kind of dynamic requires 
going beyond compromise and looking to the different approaches to 
the resolution process itself. 

This report explores five different approaches that are available 
for resolving differences of opinions and points of conflict. Each 
approach offers unique opportunities and benefits. For the most 
complex and diverse discussions, including environmental debates, 
a formal approach that involves collaboration may be needed. The 
Collaborative Process that Dovetail Partners utilizes for group facilita-
tion and problem solving is outlined in this report.

Using conflict resolution processes to bring 
diverse groups together
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Background

Diverse opinions and perspec-
tives are a potential source of 
creativity. The ability to incor-
porate new ideas and a broad 
array of interests into the solu-
tions of complex problems is 
critically important. Achieving 
this can be difficult and may 
require new approaches, well-
designed formal processes, and 
attention to the composition 
of problem solving teams. 

There are five different 
approaches to resolving differences 
of opinions or conflicts. These 
variations are avoidance, cooperation, 
compromise, competition, and collabo-
ration. Although these terms are 
often used synonymously, doing 
so is incorrect. Understanding 
the differences between these 
approaches and their benefits, and 
recognizing the appropriate times 
to use each, are critical to resolving 
problems between and amongst 
diverse groups. In fact, the more 
diverse the opinions, the more 
formal and thoughtful the conflict 
resolution approach must be. The 
idea of five different approaches 
may seem to contradict our current 
model of seeking compromise as 
the single approach in many situa-
tions. However, there are situations 
when a different conflict resolution 
approach is likely to be the most 
beneficial. The following is a brief 
discussion of the nature of each 
approach and the situations where 
they best apply.

The Five Conflict  
Resolution Approaches

Avoidance is defined as “the act 
of keeping away from.”1 The deci-

sion to avoid conflict is basically a 
decision about timing rather than 
the permanent evasion of an issue. 
The avoidance approach suggests that 
the resolution is being postponed 
to a later date. To a certain extent, 
avoidance is a strategic maneuver 
to postpone discussion until a 
more favorable time. This approach 
makes sense when there is a high 
level of risk involved, e.g. physical 
or emotional, such that individuals 
involved in the conflict need a cool-
ing off period or an opportunity 
to seek a safer environment. In 
addition, avoidance is appropriate 
when one or more parties can use 
the time to gather more resources 
such as information or data, or to 
put information in a more acces-
sible format such as graphs, slides 
or a summary report to ensure 
that the future discussions are 
more effective and constructive. 
The avoidance approach is not a 
permanent solution, but rather an 
intermediary step that can be used 
in conjunction with any of the other 
four approaches.

Cooperation is defined as “an 
act or instance of working or acting 
together for a common purpose or 
benefit.” The cooperative approach to 
conflict resolution generally refers 
to situations where the other parties 
adopt one side’s solution over 
another’s with limited tweaking or 
adjustment for the betterment of 
all. It is a form of yielding for the 
common good. The use of coopera-
tion is the best approach when: a) 
it is clear that one solution is better 
than the other; or  
b) when either solution is equally 
likely to work, and when c) any 
combining of attributes is likely to 
degrade the benefits of the solution. 
Cooperation is particularly common 
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in situations where a level of exper-
tise is required for effectively solving 
the challenge—such as a plumber 
deciding on plumbing issues; a 
marketer providing a solution for 
a marketing problem, or a forester 
developing a forest management 
plan. A cooperative approach is often 
a subcomponent of other approaches. 
For example, different sub-
committees within an organization 
may create resolutions within their 
respective specialties based on coop-
eration, and then another conflict 
resolution approach is used to bring 
those diverse solutions together and 
to address disagreements. In the 
example of a forest management 
plan, foresters, wildlife biologists 
and recreation management special-
ists may all develop components of 
the plan that are later reconciled. The 
cooperative approach is also valu-
able when issues require complex 
solutions. In these situations the 
components of the solution may be 
interwoven in a way that any change 
in the parts disrupts or dramatically 
degrades the whole. 

Compromise is defined as “the 
settlement of differences by mutual 
concessions; an adjustment of 
conflicting claims, principles, etc., 
by yielding part of each.” Inherent 
in this definition is the recognition 
that each side must lose something 
for the process to be successful. 
Thus, it is not uncommon for both 
parties to feel unsatisfied by the 
outcome. In fact, there is an old 
saying that “you know you have 
a fair compromise if both parties 
are still mad.” Compromise is also 
described as the “milk toast” solu-
tion that everyone can live with but 
few like. Compromise is the model 
of conflict resolution we tend to see 
most often. The approach is often 

used effectively in situations where 
there are a number of non-linked 
components that can be resolved 
independently. Thus, at the govern-
mental level we often end up with 
the “pork barrel process” where 
each view represented gets to add 
its own piece to the overall pie in 
order to get a successful vote on the 
overall bill. Compromise is least 
successful for complex and critical 
issues. The compromise approach 
often works poorly when there are 
more than two perspectives or the 
possible solutions include a wide 
range of options that are interre-
lated. In environmental conflicts the 
compromise solution is often dissat-
isfying. For example, if a company is 
planning a construction project and 
environmental groups are seeking 
protection of critical habitat for an 
endangered species at the proposed 
site, neither side is likely to be satis-
fied with getting only half of what 
they are asking for.

Competition is defined as “rivalry 
for the purpose of obtaining some 
advantage over some other person 
or group, but not involving the 
destruction of such person or 
group.” The competitive conflict 
approach involves differing factions 
working to persuade or convince 
others of their position’s relative 
merit. This approach can work 
well when an individual position 
is based on unique skills, training, 
or experiences that provide a high 
likelihood of a positive outcome. 
With this approach, preservation 
of individuals and/or subgroups is 
a priority. The goal is not winning 
at the expense of others, but for 
the benefit of the whole. To some 
extent competition is the opposite 
of cooperation. The key to coopera-
tion is in knowing when to yield, 

and for competition it is in knowing 
when to persevere. For example, 
when a forester is preparing a forest 
management plan for a private 
landowner, both parties have 
relevant knowledge, unique skill, 
and experiences to contribute to 
the process. The two may cooper-
ate where specific individual skills 
best apply and compete over key 
decision-making points where both 
have strong positions. For example, 
the landowner may yield to the 
forester’s expertise in identifying 
plant communities and calculating 
growth and yield information, but 
the landowner may debate strongly 
with the forester about planning 
details such as the year in which a 
harvest will occur.

Collaboration is the fifth 
approach to conflict resolution. 
Interestingly, the term collabora-
tion is often misunderstood and 
confused with “cooperative.” In 
fact many definitions of the word 
“collaboration” include the term 
“cooperate” and the more general 
concept of “working together.” One 
of the best definitions of “collabo-
ration” in the context of conflict 
resolution is from Wikipedia, 
which defines ‘to collaborate’ as 
“the process by which people with 
different ways of seeing the world 
interact to learn from each other 
to get better at whatever they are 
trying to do.”2 Inherent in this 
definition, and critical to collabora-
tion, is the assumption that out of 
the collaborative process a group 
achieves something greater than its 
members could achieve individu-
ally. Thus collaborative processes 
are sometimes illustrated by the 
equation 1 + 1 = 3. 

Collaboration is extremely valu-
able in the solution of complex prob-
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lems (e.g. environmental ones). The 
process seeks to incorporate the best 
of each possibility and to build off 
that process to achieve something 
unique. Collaboration is particularly 
valuable when group creativity 
is needed. Returning to the forest 
management planning example, if 
a forester and a landowner are the 
only two parties involved in the 
process then a combination of coop-
eration, compromise, and competi-
tion may work well. However, if 
additional family members and 
other stakeholders are also asked 
to contribute to the planning and 
decision-making a collaborative 
approach may be needed. The more 
complex the problem and the more 
varied its possible outcomes, the 
more important a collaborative 
process becomes.

Formal Collaborative Processes

Collaborative behaviors within a 
group do not happen accidentally. 
The collaborative skills of the indi-
viduals involved can significantly 
enhance outcomes, as can train-
ing of the facilitator in charge of 
steering the process. Beyond the 
characteristics of the individuals, 
good collaborative processes are 
also formalized to ensure that every 
perspective and primary need is 
considered and incorporated into 
the final outcome.

We are rarely taught collaborative 
behaviors or processes that allow 
for collaborative behaviors to occur. 
In general we are taught to “find 
a problem and solve it.” In fact, 
in business and work situations, 
whether purposely or through 
experience, we are often taught 
that we progress up the ladder of 
success by putting our nose to the 

grindstone and bringing solutions, 
not problems, to our bosses (sound 
familiar?). Yet, problem solving is 
often iterative and time consum-
ing, as it is based on the concept 
of identifying the biggest impact 
rather than the critical driver. In 
addition, actions tend to be linear as 
decision makers prioritize and focus 
on singular activities sequentially. 
A collaborative approach is more 
effective for engaging multiple, 
simultaneous actions. 

Today, the truly successful have 
learned that what creates success is 
not what they know, but how they 
bring people together. Bringing 
people together, in a way that 
results in combined knowledge and 
instincts, leads to better decisions 
than what any one person could 
come up with individually. Many 
people have natural collaborative 
traits; some have even had collab-
orative training. 

There are a variety of formal 
collaborative processes. Regardless 
of which one is used, the concept 
of a good formal collaborative 
process has at its heart the old adage 
“measure twice, cut once.” Dovetail 
Partners has adopted a collaborative 
group process based on the work of 

William S. Stockton, Ph.D, Patrick 
O’Brien, and the Mobius Model™ 3.
O’Brien has facilitated groups for 
over twenty-five years using this 
approach, and Stockton conducted 
extensive personal conflict resolu-
tion research in developing it. The 
structure of the Mobius Model 
provides an excellent guideline for 
the development of multi-group 
collaboration. Sometimes this 
approach is represented as a wheel 
(Figure 1.). The process includes six 
steps that are followed in a positive 
direction (clockwise). 

Although this process may seem 
similar to traditional business 
models, the devil is in the details. 
The emphasis in collaborative 
processes is less on the plan portion 
(steps 4-6) and more on the incor-
poration of diverse opinions into 
the assessment, idea creation, and 
commitment stages (steps 1-3). 

An emphasis on the first three 
steps is used to ensure inclusion of 
differing perspectives in the final 
plan. By spending additional time 
coming to a mutual, shared under-
standing of the broader needs of the 
varying groups, new possibilities 
arise that would not otherwise 
show up, including the potential 
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There are six basic steps to the  
collaborative process.

1.  Assessment of the situation for 
mutual understanding,

2.  Identification of possibilities,

3.  Group commitment to certain 
possibilities,

4.  Development of a plan (Ability)

5.  Selection of champions 
(Responsibility), and

6.   Evaluation of progress  
and/or success.

Figure 1. The Six Steps to the Collaborative Process
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to gain commitment from diverse 
participants, trust and respect for 
the process and greater happiness 
with the end result.

As a lead-in to the above discus-
sion it was suggested that we are 
taught (and strongly encouraged!) 
to find a problem, then fix it. In the 
context of the collaborative process 

this would basically suggest you 
assess a situation to figure out the 
most likely major problem (step 
1) and then create a plan to fix 
the problem (step 4), the action 
step. Often we even precede the 
second part with an assumption 
of who is going to fix it (step 5). So, 
problem solving as often practiced, 
progresses from a partial step 1, to 
step 5, and then to step 4. In essence, 
we frequently skip the critical steps 
of exploring all the possibilities and 
addressing everyone’s individual 
concerns. How often have you seen 
a “solution” implemented, only to 
quickly realize it isn’t addressing 
the entirety of the problem? How 
often have you seen “solutions” fail 
because one or more team members 
hold back and resist implementing 
the plan? The key to good collab-
orative processes is in thoroughly, 
and orderly, facilitating progress 
through each step.

Dovetail Partners  
Collaborative Group Process

StEP 1—ASSESSmEnt

The key to the assessment step 
is in the questions asked. The goal 

of this step is to develop a broad 
understanding by all parties of the 
various perspectives represented. 
Thus, what may be assessed as a 
positive for one party may actu-
ally be a negative for another. 
Contradictions in the assessment 
are valuable and not judged. The 
questions asked to assess the situ-

ation are based on the outcome(s) 
desired. In many business situations 
the analysis is based on questions 
regarding strengths, weaknesses, 
opportunities, and/or threats. In 
collaborative processes the ques-
tions need to be more specific. 
Stockton’s terminology is helpful 
here in that he suggests forming 
questions around the terms “pres-
ent” and “missing”, as in “what’s 
present that contributes to the 
success of this collaboration (e.g. to 
save the critical habitat?) or “what’s 
missing that if it were present it 
would increase our likelihood of 
success?” In the assessment process 
there can be considerable discussion 
with questions of clarification, but 
no judgment or debate about the 
veracity of an individual’s response. 
The goal is to free people to express 
their opinion and perspectives with-
out fear of evaluation or judgment. 

It is imperative that the assess-
ment process be thorough and 
complete before proceeding. 
Experience suggests that, in deal-
ing with difficult issues, it is better 
to start by defining the positive 
attributes (i.e., brainstorming 
what is “present” first). People 

have generally already spent a 
significant amount of thought about 
what is wrong, and little on what 
is working. The other key is the 
art of turning a discussion about 
what is wrong into a clarification 
of what is missing. As an example, 
in a workplace conflict related 
to employee attendance, people 
might say what’s wrong is “Suzy 
is always late.” While what is actu-
ally missing might be: respect for 
our time, a watch, a closer day 
care center, or flexible work hours. 
The key is in taking the time to 
come to a shared understand-
ing of all sides of an issue and, 
perhaps, competing priorities.

StEP 2—POSSibilitiES

Another term that is used in the 
process is “possibilities.” This step 
in the process involves identifying 
all of the available options. The 
development of possibilities can be 
a fun and creative process. Some 
groups may have difficulty with 
this step and two approaches for 
developing the discussion are often 
recommended. 

The first approach is that the 
group can simply brainstorm every 
possibility they can imagine and 
list them. Again, this needs to be 
accomplished without judgments—
for example, don’t worry about how 
much a given possibility might cost! 
Being nonjudgmental is even more 
important in creative processes. 
Unique and different approaches are 
often exactly what are needed, so 
the facilitator and the participants 
in the discussion want to do noth-
ing to hinder their development. 

A second, more structured 
approach to the development of 
possibilities is to simply take the 
list of “missings”, prioritize them 

Compromise is not the only option for bringing  
diverse opinions and perspectives together.
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as to potential contribution to the 
project, and then consider the possi-
bility that each of those key concerns 
could be addressed or made “present.” 
Remember, the terms “present” and 
“missing” are used in the questions 
of “what’s present that contributes 
to the success of this collaboration?” 
and “what’s missing that if it were 
present it would increase our likeli-
hood of success?” The brainstormed 
list of answers to the question 
about “what’s missing” is the list 
from which the “possibilities” are 
drawn. The group may be asked to 
pick a certain number of key “miss-
ings” or the group may “vote” on 
priorities from the list. The result 
of this process becomes your list of 
possibilities. To extend the example 
related to employee attendance in 
the assessment section above, one 
possibility that arises out of the 
sample “missings” might be that the 
company could establish an on-site 
day care center.

StEp 3—COmmitmEnt

Commitment is the most 
neglected stage of the collabora-
tive process and perhaps the most 
important to group situations. 
Commitment is about each individ-
ual agreeing that the issues surfaced 
are ALL important and that the 
ensuing process will address all 
concerns and lead to a solution that 
will meet everyone’s needs. One 
tool that is valuable in this step is to 
define goals for what success looks 
like for each possibility. In some 
cases these are called “conditions of 
satisfaction,” in that each individual 
can have a unique condition(s) 
under which the possibility is 
successful. For example, consider 
a simple business issue where a 
company decides that one solution 

to getting more customers is to hang 
a new sign in front of the facility. In 
this example, a new sign becomes 
one possibility. To get commit-
ment, the conditions of satisfaction 
expressed by concerned individuals 
in the organization might include:

 ■  Operations person—sign must 
not hinder truck entry and exit

 ■  Marketing person—sign must 
portray information that attracts 
the right customer

 ■  Owner—the sign must accurately 
present the image of the company

 ■  Controller—the sign must come 
in within existing budget
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 ■  Human Resources—the 
employees should get some 
input on the new sign

Each of these conditions is not 
mutually exclusive but simply 
respects the needs and perspectives 
of the individuals. By clarifying 
these needs at this stage you create 
the greatest chance of success, 
eliminate the iterative process that 
is so common today, and shorten the 
time to a successfully completed project. 

The final action in this step is for 
each person to formally commit to 
the possibilities you have chosen. 
The question they are responding to 
is: “if these conditions of satisfaction 
are met are you willing to commit to 
these possibilities?” If someone isn’t 
willing then you need to go back, 
investigate what is still missing for 
them or what other conditions of 
satisfaction are necessary for the 
current possibilities. You continue 
until you have a group of possibili-
ties everyone can commit to. 

A brief note on what commit-
ment looks like—you are not asking 
people to declare they love every 
aspect of the different options. What 
you are seeking is commitment that 
their primary needs are met, and 
that none of the other components 
conflicts directly with those needs. 
Thus, in the above sign example, the 
controller might live with a sign he 
or she doesn’t particularly like as 
long as it comes within budget and 
the marketing people love it. 

Like the previous steps, gaining 
commitment relies on participants 
being non-judgmental. If group 
trust is well established, people 
will be able to express the condi-
tions that are needed to gain their 
commitment and the process will 
be able to proceed. Also, in some 
cases people need time to commit; 

that is they may need to digest the 
discussion or seek input from other 
respected parties. It is reasonable to 
allow some defined time period for 
commitment to occur.

StEp 4—Ability

Ability is the step that defines 
the actions of the group. This step 
defines the what, when and where 
of the activities necessary to meet 
the conditions of satisfaction laid 
out in the previous step. In general 
this is the part of the process that 
is most familiar to participants as it 
represents traditional planning. In 
most cases this step seems to take 
the least time. People are very good 
at figuring out what to do once a 
problem(s) is clearly defined. 

StEp 5—RESpOnSibility

Responsibility is the process of 
assigning the actions identified 
in the Ability step. To use another 
old adage, the responsibility step 
is where “the rubber meets the 
road.” This is the point where you 
attempt to pick champions for the 
different action items. It is here 
that you find out how committed 
people really are, and whether 
or not you may still have missed 
some possibility or condition that 
someone has neglected to mention. 
Again, it is important that the group 
or facilitator not get frustrated if 
something is missed and steps need 
to be retraced. It is precisely for this 
purpose that you follow a struc-
tured process in order to provide 
multiple opportunities for diverse 
individuals to bring out their opin-
ions and perspectives. A good rule of 
thumb is that you cannot assign action 
items to individuals that were not pres-
ent during the process.

StEp 6—EvAluAtiOn

The evaluation of progress and 
recognition of success is critical to 
the entire process. In many cases 
the evaluation process will lead 
to a new assessment, and this is 
part of the reason why the process 
is illustrated as a wheel (Figure 
1). It is extremely valuable during 
the evaluation step to identify the 
critical measures and indicators of 
success that will be used to measure 
progress toward the goal of the 
collaborative process. These indica-
tors will vary considerably depend-
ing on the topic and may include 
sales targets, attendance goals, 
growth rates, investment yields, or 
other measures.

the Group you Choose  
impacts your Solution

When trying to resolve complex 
problems through collaborative 
processes, it is important to ensure 
early in the process that all critical 
stakeholders are present to repre-
sent their concerns. All involved 
individuals also need to commit 
to participating proactively and 
positively in the process. The role of 
the facilitator is essential in engag-
ing all individuals in the process. 
Facilitators should be experienced 
in using a collaborative process 
and able to work objectively with 
the participants and the discussion 
topic. To strength the facilita-
tor’s effectiveness it is also very 
important to establish ground rules 
with new groups. These ground 
rules should define the role and 
actions for the facilitator and also 
ensure an individual’s feeling of 
confidentiality and fair representa-
tion. All participants need to agree 
to the ground rules, examples 
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include: people agree to show up on time for meet-
ings, meetings begin and end on time, and defining 
what a quorum looks like. It is also valuable to agree 
there will be no retribution for things said during the 
process.

In previous Dovetail articles4 it has been pointed 
out that the very nature of a group can determine 
outcomes. Thus the selection process for choos-
ing individuals for inclusion in a “team” is very 
important. In general, the best outcomes result 
from the broadest involvement of stakeholders 
and the widest range of viewpoints. In general, 
it is best to err on the side of inclusion. It is also 
valuable to proactively ensure diversity. Too often 
groups of similar minded individuals get together 
and develop highly predictable outcomes based 
on the nature of the group. If new outcomes are 
sought, new associations must be developed.

Conclusion

Perhaps the key to resolving complex problems, 
including environmental debates, lies less in the 
weight of the evidence on one side of an issue, less on 
what a side has to give up to get most of what they 
need, and more in the use of a process that is inclusive 
of all sides of an issue. Perhaps in this case the process 
is as important as the problem. Formal collaborative 
resolution processes, such as the process described 
in this report, offer a positive inclusive approach to 
resolving these complex problems. The collaborative 
approach is a clear alternative to the compromise 
approach that dominates decision making today.  

About the Author: This report was prepared by Dovetail Partners, Inc. 
Dovetail Partners is a 501(c)(3) nonprofit corporation that fosters sus-
tainability and responsible behaviors by collaborating to develop unique 
concepts, systems, models and programs. For more information, email 
info@dovetailinc.org or visit www.dovetailinc.org.   
© 2008 Dovetail Partners, Inc.

FOOTNOTES:
1. Definitions are adapted from the American College Dictionary, Random House, New York.
2. Source: Wikipedia.org/wiki/Collaborate
3.  The Mobius Model: A Guide for Developing Effective Relationships in 

Groups, Teams and Organizations, Demarest, Ph.D. Herdes, Stockton, 
Ph.D. and Stockton, Ph.D http://www.mobiusmodel.com/

4.  Implementing Diversity; Avoiding 1 + 1 = ....1: Benefiting from Gender, Age and 
Personality Differences  http://www.dovetailinc.org/DovetailComm0306.html
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A 
t any given time, there are numerous important 
trends at work that are unique to a given industry. the door and 
hardware industry is no exception. participants in this industry 

have enjoyed a longer period of prosperity than their residential manu-
facturer counterparts, but the financial crisis that peaked in October 
2008 has left many wondering what the future of the industry holds. 
The items below are ten significant trends of which door and hardware 
industry participants must be aware in managing their businesses and 
navigating the challenges and uncertainty of the current market. 

1. Recovery

it would be foolish for anyone to try to predict with precision the 
time when the recovery will begin. in an economy as large as ours, 
we typically feel that we are in recession before the economic pundits 
have agreed on that fact. the same rear view mirror determination is 
usually made about the period when a recovery begins. the evidence of 
the beginning of the recovery is all around us as the stimulus package 
and other measures begin to be felt. Construction spending recently 
improved versus the prior month for the first time in months, monthly 
housing figures are starting to send a mixture of positive and negative 
messages and consumer spending is increasing again. anecdotally, the 
airports have never looked busier and full flights seem to be increas-
ingly common as the economy moves closer to the recovery. there will 
always be cycles in this industry, but the likelihood that we are headed 
out of the downturn means that this is the time to press and win new 
business.

2. Consolidation

the pace of mergers and acquisitions in the door and window indus-
try slowed somewhat in 2008, versus 2007 transactions. the chart on 
page 39 illustrates, though, that 2007 was the most active year for door 
and window acquisitions since 2000. These figures include transac-

Ten Undeniable Trends in the  
Door & Hardware Industry
By Michael collins
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tions involving door and window manufacturers for 
both the commercial and residential segments. They 
serve as a strong indicator, though, that there are inves-
tors seeking to acquire door and window companies. 
While private equity interest in acquiring door and 
window manufacturers has declined somewhat since 
its peak in 2004, it remains stronger than is indicated 
by this chart. In a recent transaction we handled for 
a door manufacturer, nearly 150 different private 
equity funds requested the information regarding the 
company. Some of these funds eventually decided that 
they’re not ready to re-enter the building products 
segment because they are not confident about “call-
ing the bottom”. Others realize that in a dynamic and 
permanent industry such as building products, it is not 
necessary to make an acquisition precisely at the bottom 
of the market. Rather, it is more important to know 
that the recovery will come eventually and that we are 
closer to the recovery than we are to the beginning of 
the downturn. If that recovery is delayed somewhat, 
the investment returns will still be compelling. As for 
strategic investors, their interest in making acquisitions 
has remained strong, despite the challenging period 
facing the industry. Most companies we encounter in 
the door and window industry are managed with a very 
long-term view. That perspective requires a company to 
pursue acquisitions, despite the current environment.

3. Changing Profile of Average 
Competitors

When an industry emerges 
from a challenging period, the 
participants in the industry are 
seldom the same as they were 
when the tough times began. In 
the case of the door and hard-
ware industry, simply having 
made it through this difficult 
period attests to the fact that 
a company is reasonably well 
managed and has a product that 
is in demand in the marketplace. 
The purchase or failure of vari-
ous companies in the industry 
has resulted in a number of less 
efficient players being removed 

from the industry line-up. It is in this way that the most 
efficient and competitive companies in an industry 
emerge from a difficult period stronger than before. The 
average company in the industry has taken steps to pay 
down its debts to a point of giving comfort to its lenders, 
has closed inefficient plants and has adjusted its labor 
and other cost components to fit with the new realities 
of the marketplace. Also, with the exit of some of its 
competitors, the average company that has survived the 
downturn has managed to increase its market share. If 
sales are down because dealers or customers are buying 
less from a company, its market share is still increasing 
if it is adding customers. When the market recovers, the 
typical company in the industry will return strongly 
to prosperity because of structural changes they have 
undergone in recent years.

4. Permanence of Green Building

At some point in the future, the phrase “green build-
ing” will no longer be used because it will be presumed 
that building is done in the most energy efficient and 
sustainable way possible. As interest increases in 
buildings with these traits that we currently call green 
building, the cost differential of green products versus 
standard products will continue to narrow. Surveys 
have demonstrated repeatedly that customers are only 
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willing to buy green products when the payback period 
is concretely identifiable and reached in the relatively 
near future. Economics drive green product decisions in 
the vast majority of cases, rather than a concern for the 
environment. Building owners who achieve LEED certi-
fication use that as a marketing point but surveys have 
shown that the willingness of tenants to pay a premium 
for a LEED certified facility is limited to a few percent 
over non-certified buildings. As the incremental cost 
to achieve LEED certification decreases, interest on the 
part of building owners and tenants in achieving that 
designation will increase.

5. Rising Importance of BIM

Building Information Modeling (BIM) represents 
an evolutionary change in the way that buildings are 
designed, yet it is only beginning to gain a foothold 
in the industry. Traditional computer-aided design 
(CAD) methods of designing a building are gradually 
being replaced by BIM systems. Such systems, which 
are utilized by architects in designing buildings, allow 
for not only the 3-D design and configuration of prod-
ucts, but for additional information such as cost data, 
performance characteristics, available options, warranty 
language and a host of other aspects. Part of the power 
of a BIM system is that the components of a building are 
integrated with one another, allowing the detection of 
conflicts between components. For example, if the frame 
specified does not match the selected door, the system 
will highlight the problem. This allows a designer to 
correct potential problems before they lead to wasting 
valuable field labor resolving the issue. Another impor-
tant aspect of BIM is that it is a shared library of product 
information, whereas any individual company’s CAD 

library is used only by that company. Acceptance of BIM 
has been slower than one would expect of a technol-
ogy that has the potential to decrease building costs, 
eliminate many product mismatches in the field and 
provide a blueprint for facilities management over the 
entire lifetime of a building. Companies that choose to 
ignore BIM should beware, though. When an architect 

designs a building in BIM and then discovers that she 
is over budget, she can request lower cost alternatives 
for the various components of the building, including 
doors and hardware. When that search is complete, it is 
certain that lower-cost foreign manufacturers will have 
listed their products in a BIM library because it is the 
only way they can obtain an audience with architects 
in a cost effective way. Adoption of BIM among foreign 
competitors is likely to grow as or more quickly than 
among domestic producers.

6. Increasing Technology Content in Products

Fingerprint scanners, proximity card readers, face 
recognition and a variety of other high-tech products 
have become increasingly common in the door and 
hardware industry. There is an undeniable trend 
toward having higher technology content in products. 
This means that, in exchange for delivering highly 
customized products that are convenient, flexible 
and meet the precise needs of customers, door and 
hardware makers will likely be able to command 
stronger margins. For companies that have a history 
of innovation and a track record of bringing to market 
products that use technology to solve a customer’s 
problems, this trend will provide a significant boost. 
Companies that lack a history of innovation must 
either make the decision to begin investing more 
heavily in research and development today or, 
possibly, decide to combine with a larger organiza-
tion in which innovation is already of importance. 

7. Tougher Building Codes

Anyone who wonders whether building codes 
will continue to get tougher in the future should ask 
themselves when was the last time that they were 
made less restrictive. Building codes tend to take on 
political significance because no politician wants to 
be on record as voting in favor of a code change that 
makes buildings less safe. Also, building codes are 
often legislated in the wake of a tragic event, such 
as the failure of a fire suppression system or the 
widespread destruction of homes during Hurricane 
Andrew. It is very difficult to be the politician who 
voted against “making sure this never happens again.” 
As a result of these factors, building codes typically 
require a gradually increasing level of safety and 

Manufacturers must be ready to make the  

investments that will be required over time 

to say ahead of these of changes.
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performance in companies’ products. Manufacturers 
must be ready to make the investments that will be 
required over time to stay ahead of these changes.

8. Strong Emphasis on Security

Unfortunately, we live in a world where security is 
becoming increasingly important. There are terrorist 
organizations around the world that have the desire and 
ability to undertake violence against symbolic targets 
like military and government facilities. Workplaces 
must be protected from potential disgruntled employ-
ees and from theft. Safeguarding children in schools 
has become increasingly necessary. Relying on security 
personnel to ensure the safety of access points is 
expensive and, in many cases, ineffective. As a result, 
increasing demands are placed on the ability of doors 
and hardware systems to significantly enhance safety. 
Integrated electronic monitoring and security systems 
and high performance products that would have been 
technologically impossible or would have found no 
market ten to fifteen years ago are now becoming 
commonplace.

9. Slower Plant Expansion

As may be seen in above, at the right, etc., plant expan-
sions in the door and window industry reached a peak 
in 2006 and have slowed dramatically since that time. 
These figures include plant expansions undertaken by 
both door and window companies in the commercial and 
residential sectors. The past overbuilding of the produc-

tion capacity of the industry, 
combined with the availability 
of facilities and equipment as a 
result of plant shut-downs, will 
result in very slow growth of 
manufacturing facilities in this 
industry over the next several 
years. Even as the recovery 
takes hold, it is likely that 
most companies will meet the 
need for increased production 
capacity by increasing over-
time and adding shifts long 
before they will commit to the 
construction of new facilities. 

10. Effects of Foreign Competition

As discussed in the June issue of D&H, pressure from 
foreign competitors is very real and will likely continue 
to gather strength. In the future, it is probable that 
the most commoditized five to ten percent of the door 
industry will come to be served by overseas competi-
tors. That figure in the hardware industry is already 
much higher. One of the common measures taken in 
response to foreign competition is to begin to selectively 
source products and components from overseas in order 
to increase cost competitiveness. To the extent that such 
components are highly proprietary in nature, sourcing 
them from a manufacturer in another country must 
be undertaken with great care. In many cases, it may 
be a good idea to source the required components of 
high value products from widely different locations, 
such as a combination of providers in China, Vietnam 
and Mexico. The subcomponents arrive in the United 
States, where final assembly takes place. In this way, 
manufacturers are able to benefit from overseas pricing 
without delivering a key technology into the hands 
of a potential competitor. Companies that work with 
overseas suppliers routinely report that the misap-
propriation of intellectual property usually takes place 
within two years after a sourcing arrangement begins. 
That becomes more difficult if no single overseas manu-
facturer has knowledge of or control over all of the 
components of the final product.  

About the Author: Michael Collins is the Vice President of the Building 
Products group at Jordan, Knauff & Company in Chicago. His primary 
area of focus is the door and window industry.
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ot just an “optional event” on the schedule 
for certain attendees, this year the Forum is 
the cornerstone of the entire Conference and 
Exposition. The cost is included with your 
Conference registration and ALL ATTENDEES 
are strongly encouraged to attend. Spanning 2 
days, this year’s Forum includes:

FORUM KICK-OFF LUNCHEON 
WEDNESDAY SEPT. 16TH

Join your industry peers to hear Alan Beaulieu 
of the Institute for Trend Research (ITR®) present 
“Making it through the Great Recession… The 
Future is your Decision.” With the clarity that 
business leaders have come to expect from the 
ITR®, Mr. Beaulieu will discuss the economic 
outlook for the global economy and specifically 
our industry. He will address some of the ques-
tions everyone is asking:

 ■ What will be the end result of the government 
bailouts and should we expect more?

 ■ When will the recovery begin?
 ■ What impact might the new Administration 

have on the economy?
 ■ What are the short-term and long-term 

economic forecasts?
 ■ How will those forecasts directly impact my 

company?
 ■ What leading economic indicators should I 

be watching?
 ■ What about inflation and interest rates? 
 ■ Should I be concerned about significant to 

severe inflationary pressures?
 ■ Does the stock market give us a true reading 

of the economy?

Participating in this event will give you confi-
dence in navigating the economic waters that 
await us, as well as provide a list of indicators to 
watch and those to safely ignore.  This is a criti-
cal meeting for leaders preparing for the changes 
to come over the next few years.

Alan Beaulieu, as Economist, Principal and 
Executive Vice President, has been with ITR® 
since 1990. He has been consulting and advising 
companies throughout the U.S., Europe, and 
Japan on how to plan for and prosper through 
the business cycles. His pronouncements have 
appeared in/on the Wall Street Journal, New 
York Times, Washington Times, Business Week, 
CNN Radio and numerous other media outlets.

FORUM for the FUTURE Continues 
THURSDAY SEPT. 17TH 

The 2009 Forum for the Future will continue 
with a presentation by Dr. Albert Bates of the 
Profit Planning Group titled “Avoiding the 
Mistakes of the Past.” The current recession has 
been especially difficult for most firms. As a 
result, most have worked hard to rethink their 
cost structure and build a leaner organization. 
All recessions eventually end, and when they do 
there is a natural tendency to let euphoria over-
rule logic. Many of the painful lessons of the 
recession are forgotten almost immediately.

Sponsored by the Foundation for the Advancement of Life 
Safety and Security and Door & Hardware Institute 

2009FORUM FOR THE FUTURE

See the Future Before 

Your Competition Does!!!

N

INCLUDED WITH YOUR REGISTRATION

Your Company’s Position in the Recovered Market Is Critical. 
Learn How to Transition from Surviving to Thriving.
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Bates’ presentation will focus on 
two issues: the problems to avoid 
as the recession ends and ways to 
recession-proof your business in the 
future. Both of these topics need to 
be well understood.

Dr. Albert Bates, Chairman and 
President, is the founder of the 
Profit Planning Group, a research 
and executive education firm. After 
working with DHI for well over 
20 years with our profit studies 
and having delivered dozens of 
presentations on profitability issues 
to our members, Bates is intimately 
familiar with our industry.  

He has also written extensively in 
the professional and trade press, 
including the Harvard Business 
Review, as well as numerous trade 
association publications.

FORUM INDUSTRY 
RESEARCH PRESENTATION
THURSDAY SEPT. 17TH

The third piece of this year’s 
Forum for the Future features 
a current door and hardware 
industry-wide study sponsored by 
DHI and the Foundation for the 
Advancement of Life Safety and 
Security under the guidance of 

J. Michael Marks of Indian River 
Consulting Group (IRCG). This 
research focuses on the topical 
issues of the recent report, Facing 
the Forces of Change ® Lead the 
Way in the Supply Chain, as well as 
other distribution channel trends 
identified in Marks’ latest book 
Working at Cross-Purposes: How 
Distributors and Manufacturers 
can Manage Conflict Successfully.” 
Marks will present the findings of 
this research along with strategies to 
mitigate negative impacts from these 
issues and trends and maximize 
their commercial benefit.

J. Michael Marks co-founded IRCG 
in 1987 after more than 20 years in 
distribution management. He is 
nationally recognized for his exper-
tise in distribution channel manage-
ment and supply chain strategies. 
In 2001 and 2005 he was named 
Research Fellow of the Distribution 
Research and Education Foundation 
(DREF) of the National Association 
of Wholesaler-Distributors (NAW). 
He has co-authored several noted 
books and research papers, 
including “Working at Cross-
Purposes: How Distributors and 
Manufacturers can Manage Conflict 

Successfully,” and his presentation 
will draw heavily on his expertise 
with this particular topic.

FORUM WRAP-UP LUNCHEON
THURSDAY SEPT. 17TH

Over lunch, Marks will then facili-
tate open and roundtable discus-
sions on the most appreciated and 
worst practices of manufacturers 
and distributors. Take advantage 
of this opportunity to partici-
pate in a meaningful exchange 
between trading partners. After the 
Conference, additional research will 
be conducted on the core actions 
and implications that are identified 
during this session. The results will 
then be published and distributed to 
attendees with a list of best practices 
to help guide our industry going 
forward.  

Make Sure You Understand the 

Results of Current Industry Research, 

the Discussions on Manufacturer/

Distributor Relationships, and the 

Exchange of Industry Best Practices.
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I 
n today’s electronic world, identity and
credit theft have become common. Identity thieves 
use people’s personally identifying information to 

open new accounts, drain funds from existing accounts, 
and create havoc for consumers and businesses. The 
problem has become important enough that both 
national and state regulators have turned their attention 
to it, and most have voted in laws to protect consumers. 
Additionally, they have charged regulatory bodies with 
implementing data safeguards, which businesses must 
adopt, that are intended to minimize the possibility of 
data breaches. It is the latter that this article will focus 
on, but please do not ignore the fact that your state might 
require you to implement procedures to protect data, 
and they may have protocols that need to be followed in 
the event of a breach that can run from simple notifica-
tion of the proper parties, to more elaborate steps like 
paying for credit monitoring for the victims.

The Federal Trade Commission (FTC), the federal 
bank regulatory agencies, and the National Credit Union 
Administration (NCUA) have recently issued regulations 
called the “Red Flags Rule” requiring financial institutions 
and creditors to develop and implement written identity 
theft prevention programs as part of the Fair and Accurate 
Credit Transactions (FACT) Act of 2003. Enforcement of the 
new Red Flags Rule begins May 1, 2009. Does this affect 
your company? And if so, are you prepared?

Who Must Comply With the Red Flags Rule

Although every business or organization that has 
an ongoing relationship with consumers should keep 
an eye out for the possibility of identity theft, the Red 
Flags Rule applies only to:

 ■ Financial Institutions—a bank, savings and loan, 
credit union or other entity that holds a “transac-
tion account” belonging to a consumer. A “transac-
tion account” is an account that allows the owner 
to make payments or transfers. Examples include 
checking accounts, savings accounts that permit 
automatic transfers, and share draft accounts.

 ■ Creditors—businesses that regularly extend, 
renew, or continue credit; arrange for someone 
else to extend, renew or continue credit; or are the 
assignee of a creditor who is involved in the deci-
sion to extend, renew, or continue credit. Under 
the Rule, “credit” means an arrangement by which 
you defer payments of debts or accept deferred 
payment for the purchase of property or services. 
In other words, payment is made after the product 
was sold or the service was rendered.

Of course, DHI members do not fall into the category 
of “Financial Institutions”, but could fall into the 
category of “Creditors” if the business has “Covered 
Accounts.” There are two types of covered accounts:

 ■ An account used mostly for personal, family 
or household purposes that involve multiple 
payments or transactions—such as credit card 
accounts, mortgage loans, utility accounts and 
checking or savings accounts.

 ■  An account for which there is a foreseeable risk of 
identity theft. An example of this would be a small 
business or sole proprietorship that may be vulner-
able to identity theft. To determine your exposure 
to this risk, consider the risks associated with how 
the accounts may be opened or accessed (what type 
of interaction and documentation is required?), 
as well as your experience with identity theft.

Is Your Company  
at Risk?

By Peter Elliott, CPCU, and Bonnie Gauerke, AU

Network Security & the Red Flags Rule:
Protects, Educates, and Saves You Time & Money!

The Program
The Door and Hardware Institute has endorsed Telcom Insurance Services 
Corporation (TISC) to administer an insurance program for DHI members. 
TISC is a national leader in developing association speci� c programs 
and has worked closely with the leaders and select members of DHI to 
become an authority on providing protection to the architectural door 
openings industry. TISC’s President and CEO, Peter Elliott, has personally 
taken the lead in crafting a program that will deliver � rst class coverage 
and service to the DHI members.

Bene� ts
DHI co-owns and therefore co-directs with TISC all aspects of the
program. TISC isn’t just an insurance agent. They are client advocates 
who will help with all your insurance-related needs including: coverage 
selection, insurer choice, risk management assistance, contract reviews 
and claims monitoring.
There is leverage in collective buying and the power of DHI will be 
evident in the reduced premium and tailored coverage that is o� ered.
Educational opportunities will be o� ered to members such as risk 
management and loss control seminars, webinars and insurance articles.

DHI-SPONSORED INSURANCE 
PROGRAM

Trust & Knowledge
As members of the Institute, DHI has your company’s best interests at heart. 
DHI and its strategic partner will work to meet and exceed all of your 
instance needs.
We know you and your business. This program provides detailed, customized 
coverage speci� c to the needs of the openings professional that will a� ord 
you better coverage and savings in annual premiums.
The program o� ers a full range of insurance coverage including Property and 
Casualty, Directors and O�  cers, Employment Practices Liability, and 
Professional Liability.

For more information on this DHI-Sponsored 
Insurance Program, contact:

 Peter Elliott, CPCU  Bonnie L. Gauerke, AU
 President and CEO  Association Program Manager
 800-222-4664 ext. 1086  800-222-4664 ext. 1635
 pje@telcominsgrp.com  blg@telcominsgrp.com

6301 Ivy Lane, Suite 506 
Greenbelt, MD 20770

Fax: 301-474-6196

PO Box 343
Scho� eld, WI 54476
Fax: 301-474-6196

14150 Newbrook Dr. Suite 200
Chantilly, VA 20151
Tel.: 703-222-2010
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he AmericAn recovery And reinvestment Act (ArrA), 
also known as the “stimulus bill,” has already 
begun to stimulate some construction activity and 
orders for door and hardware businesses. But the 
economic downturn has been so steep, especially 
for construction, that evidence of the stimulative 
effects is buried in the negative data. In addition, 
the legislation may have created unrealistically 
high expectations among some construction-
related businesses as to how much relief it would 
deliver, or how quickly.

These expectations have been stoked by some 
public officials and media. For instance, within 
minutes after President Obama signed the ARRA 
on February 17, the director of Missouri Department 
of Transportation announced the first project. 
The President himself reported on April 13 that 
2000 projects had already been selected, and more 
announcements have popped up daily since then.

The reality is that many of these “stimulus 
sightings” represent the beginning of the process, 
not the end, even though some reports seem to 
suggest the money will flow the minute an official 
releases a project list. In fact, it may take several 
weeks after such a press release before the project 
is formally advertised in newspapers or agency 

bulletins, weeks more before the bid-letting day, 
and still more time for certification of the winner 
or protests, before a contractor finally receives a 
notice to proceed. Only at that point are orders 
likely to start flowing to subcontractors or directly 
to door, hardware and other suppliers.

In another part of my life, I serve as chief 
economist of the Associated General Contractors 
of America, for which I write a weekly one-page 
summary of economic news relevant to construc-
tion called The Data DIGest. Since mid-February, I 
have periodically asked readers to say if they have 
received any “stimulus” contracts. The first affir-
mative replies came at the end of April—10 weeks 
after the President signed the bill. Substantial sums 
are unlikely to appear before June or July.

Yet, the amount of construction-related money 
being committed—at least $135 billion, and the 
number of channels through which it is flow-
ing—61 separate programs, plus tens of billions 
more turned over to states that will allow them 
to avoid other cuts, are unprecedented. The time-
table for “obligating” the money, or committing it 
to specific projects, is also far speedier than has 
occurred under other federal stimulus programs. 
ARRA is roughly equivalent to compressing all of 
the construction spending from the New Deal, the 
Interstate Highway System, the Clean Water Act 
and several other major infrastructure bills into a 
two-to-three year period.

Some in the door and hardware industry may 
have the impression that the construction spending 
is mainly going to transportation infrastructure, 
such as highways, transit and high-speed rail. In 
fact, those categories account for only about one-
third of the total. Building construction is receiving 
about $30 billion, through the Defense Department, 
the General Services Administration, the 
Department of Housing and Urban Development, 

A Stimulating Time
by Kenneth Simonsonfor Some

T
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and a whole alphabet-soup of 
federal agencies. 

Another $30 billion will be 
distributed for energy and technol-
ogy projects: $11 billion for starting 
to build a “smart grid,” $7 billion to 
connect unserved and underserved 
areas to the Internet with wireless 
and broadband, $6 billion for alter-
native energy and energy conser-
vation grants, and $5 billion for 
weatherization projects. Water and 
environment projects get a further 
$21 billion: $7 billion for water and 
wastewater grants and low-interest 
loans, $6 billion to clean up nuclear 
weapons research and production 
sites, and $5 for water projects of the 
U.S. Army Corps of Engineers and 
other agencies.

But wait, there’s more. Companies 
will benefit from several of ARRA’s 
$211 billion in tax provisions. For 
instance, any business that puts new 
equipment into service by December 
31, 2009, can write off—expense—half 
of the cost immediately, while still 
claiming accelerated depreciation 
for the remainder. Investors in small 
amounts of new or used equipment 
can now fully expense a larger total 
than before. Firms that lose money 
this year can carry back those net 
operating losses for five years, instead 
of the usual two, if their gross receipts 
averaged less than $15 million. That 
could be a cash-flow lifeline to many 
smaller companies that are likely to 
struggle this year. Several other tax 
provisions provide new, expanded, or 
extended tax credits or bond options 
for investment in alternative energy, 
energy conservation and economi-
cally depressed locations.

Even the parts of the bill that 
don’t deliver direct benefit to the 
door and hardware industry or 
contractors should provide some 

indirect help. For instance, the act 
includes $269 billion of assistance 
to individuals and state and local 
governments, as well as reduced 
withholding from paychecks, and 
an $8000 tax credit for first-time 
homebuyers. Some of this money 
is enabling state and local agencies 
and school districts to avoid cuts 
they already had planned to make 
in repair and maintenance accounts. 
Similarly, the boost to individual 
unemployment and social security 
checks and to take-home wages is 
helping households increase their 
spending in the next few quarters. 
And the credit for home purchases 
will trigger more spending on 
residential improvements, including 
doors and hardware.

Nevertheless, construction has 
fallen so sharply that many firms 
will see a decrease in sales in both 
2009 and 2010, even if they are snag-
ging some stimulus-related orders. 
Single-family home sales may have 
stabilized, and will likely rise as the 
year progresses, but home builders 
are not likely to increase their slug-
gish pace until late this year, and 
multi-family residential construction 
will remain weak through next year. 
Thus, residential spending overall 
will be up no more than a couple of 
percent from last year’s anemic level, 
and might even decline a bit more 
before growing solidly in 2010.

Nonresidential construction 
spending, which rose a robust 11 
percent from 2007 to 2008, has been 
drying up since last fall and is 
likely to end 2009 down anywhere 
from 3 to 9 percent compared to 
2008, depending on how quickly 
the stimulus money turns into 
construction put in place. In 2010, 
most categories of private and state/
local nonresidential spending will 

still be weak, although there may 
be enough federal money—stimulus 
and otherwise—to keep nonresiden-
tial from falling further.

Some of the hardest-hit nonresi-
dential categories will be big door 
and hardware customers: office, 
hotel and retail construction spend-
ing have turned negative and will 
drop further. With more than half 
a million jobs disappearing each 
month, there will be little demand 
for new office space for the next 18 
months or longer. Hotel construc-
tion, which was the fastest-rising 
nonresidential category a year ago, 
has virtually halted as U.S. and 
foreign business travel declines and 
consumers are keeping discretion-
ary expenses down. Retail construc-
tion turned down in early 2008 
once CompUSA and Sharper Image 
abruptly closed hundreds of stores, 
followed by thousands of other 
companies.

Two categories that hit the brakes 
in late 2008 have a better chance of 
reviving soon: hospitals and univer-
sities. Both types of institutions 
were slammed by the plunging 
value of their endowments, losses 
among their prospective donors, 
and problems issuing bonds. Now 
the private-activity bond market 
has begun to come back, along with 
portfolio valuations. 

Nevertheless, door and hardware 
companies should expect a very 
slow recovery from the current 
slump, unless they are lucky—or 
smart—enough to serve one of the 
few favored niches. In short, this 
will be a stimulating time for some, 
challenging for most.  

About the Author: Kenneth Simonson is the 
chief economist for the Associated General 
Contractors of America. For more information, 
visit www.agc.org.
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productShowcase

AccESSAbility™

Automatic door activation 
solutions for ADA 
compliance. Choose standard 
and custom switch and 
bollard post styles in a range 
of finishes. Energizing 
options include single 
and double pole, wireless, 
and pneumatic. Wikk’s 
revolutionary INGRESS’R® 
is a 36" touch activation 
column, providing access 
for everyone. Products are 
easy to install and backed by 
superior technical support. 
Manufactured by Wikk 
Industries, Inc.

contact:  414-421-9490 x12
lori@wikk.com 
www.wikk.com

GRADE 1 cyliNDRicAl lOckSEt

Marshall best Security corporation, 
the Trusted choice for S.F.I.C., is pleased to 
announce a new Grade 1 Cylindrical lockset 
with standard lever door prep that accepts the 
most popular l.F.I.C. and Non-I.C. It features an 
all Stainless Steel chassis with  torsion springs 
in the chassis for each lever and separate 
springs for the retractor.  Adjustable from 1 
3/8” to 2” doors.  Backsets from 2 3/8” to 5”. ul 
and ANSI listed. 

cONtAct:  317-806-1180
egould@mbestsecurity.com 
www.marshallbestsecurity.com 

HARDWARE SOlUtiONS

A free catalog lists thousands of mounting 
hardware solutions. All materials, many drive 
styles—including secure and tamperproof—
are available from the nations largest stock, 
located in Indianapolis. Small quantity specials 
are produced quickly and efficiently. Sex Bolts, 
Binding Posts, Mating Fasteners, Specialty 
Fasteners, are manufactured and imported by 
Accurate Manufactured Products Group. 

contact:  317-472-9000
Fax: 317-472-9010 
sales@ampg.com 
www.accuratemfg.com

SPEciAlizED AcOUStic WOOD DOORS

For over 50 years, AMbicO has manufactured 
specialized acoustic wood doors and steel 
frames and acoustic steel doors. AMBICO 
supplies acoustic wood doors from STC 
46—STC 50 complete with acoustic seals and 
door frame. As well, STC 45—STC 51 acoustic 
wood doors are supplied as a 90-minute fire 
assembly.

contact:  888 423 2224
specialized@ambico.com 
www.ambico.com 

ElEctRicfiED HARDWARE

Are you still unsure about electrified hardware? Midwest 
Wholesale Hardware can help, use our electrified hardware 
manual at midwestwholesale.com. It is complete with the elevation 
diagram, system operation, schedule and hardware list.

contact:  Kansas City, MO . . . . . 800-821-8527
 Orlando, Fl . . . . . . . . . 800-659-8527
 Visalia, CA . . . . . . . . . . 888-707-8527
Elizabethtown, PA . . . 800-821-8527
www.midwestwholesale.com

clOSER, fAStER, bEttER

Akron Hardware is your best option when you 
need product in a hurry. With four distribution 
centers nationwide, same day shipping, 
knowledgeable Sales Professionals, and free 
freight on all uPS Ground orders, Akron Hardware 
is your Closer, Faster, Better and non competitive 
source! 

contact:  800-321-9602 
www.akronhardware.com
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S pE C I A L  A d v E r tI S I n g  S E C tI o n

HOllOW MEtAl POckEt FRAME

Ideal for medical offices, hotels and tight 
spaces, the Hollow Metal Pocket Frame is the 
ultimate space-saving solution. The product 
is a welded unit with the pocket attached to 
the 3-sided frame. Manufactured for single 
or double pocket doors, can be modified for 
handicapped accessibility, and can be lead-
lined. Manufactured by karpen Steel custom 
Door & Frames.

contact:  828-645-4821
Fax: 800-851-2131 
karpensteel@karpensteel.com 
www.karpensteel.com

AluMiNuM GEARED cONtiNuOuS HiNGES

How can a hinge be green? SElEct aluminum geared continuous 
hinges’ 50-plus-year product life cycle saves the resources needed 
to produce many years’ worth of replacement hinges on high-traffic 
entrances in schools, offices, airports and public buildings. More 
than 25,000,000 cycles in independent testing—10 times beyond 
Grade 1 cycle count—prove their longevity. And we back them with 
our Continuous Warranty™, which covers any hinge failure with no 
expiration date.

contact:   800-423-1174
www.select-hinges.com

REvOlviNG DOORS ARE tHE GREEN cHOicE

Revolving doors from Horton Automatics 
save energy and money by keeping exterior 
temperatures where they belong: Outside! 
Increasing revolving door usage from 50 to 100% 
improves annual energy consumption savings 
from 14.5% to 74%. This saved energy can light a 
100 watt bulb from 5.8 years to 29 years.

contact:  361-888-5591
www.hortondoors.com

SEcuRity HARDWARE OFFERiNGS ExPANDED

Security lock Distributors (SlD), a leading 
stocking distributor of life safety and security 
products, announced that they have broadened 
their stocking commitments to a number of 
Assa Abloy manufacturers including SARGENT, 
yale and Corbin Russwin. SlD is now recognized 
as a full stocking distributor of all Assa Abloy 
brands.

contact:  800-847-5625
www.seclock.com

WiDE RANGE OF HARDWARE PREPS

Rediframe Prefinished Steel Door Frames 
have a 90-minute fire rating and offer an array 
of commercial preps: 4-1/2" heavy weight 
hinge, 5" standard weight hinge, concealed 
closer overhead stops, concealed vertical rods, 
and environmental monitoring systems.

contact:  800-633-7553
www.dunbarton.com

ExPANDED PRODuct cAtAlOG

tOP NOtcH has released the newly expanded Product Catalog. 
Experience smooth, fast and efficient order processing using this 
useful business tool. TOP NOTCH has an inventory of knowledge 
and product… just ask the questions, we’ll supply the answers!

contact:  East-PA .................. 800-233-4210  •  Fax: 800-854-4146
Midwest-MO .......... 800-211-4607  •  Fax: 800-211-4608
Southwest-Texas ... 800-693-6903
West-NV ................ 800-722-4210  •  Fax: 800-248-3620
sales@topnotch.bz  •  www.topnotch.bz
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y its dedication to technical expertise and practical 
application know-how, the door and hardware industry for 
many years maintained a stellar reputation as a creative, pro-
active consultant to design and building professionals. We 
earned respect for our leadership in promoting life safety and 
security. As an industry, we placed high value on technical 
knowledge, and that commitment made us very different from 
many other industries I know well. From my perspective, our 
collective commitment to expertise is now in serious decline, 
undermining our constructive influence and putting our repu-
tation at risk.

When I first started in this business in the 1970s and asked 
my predecessor where to go to learn about the door and 
hardware industry, he sent me to the DHI trade show. He was 
right. All the information I needed was right there. People 
at every booth were knowledgeable and eager to share their 
knowledge. 

Indeed that was the scene at the trade show for many years. 
Distributors and other trade show guests literally lined up at 
Zero’s booth, and at booths throughout the exhibition hall, to 
ask technical questions, discuss cases and ask for help solving 
particular problems or challenges. How do you apply this 
product and in what cases? When is it not the best answer? 
What about special needs and exceptions? Good, reliable 
answers and technical explanations were available every-

Our Annual Trade Show and 
Signs of Trouble in Our Industry

by Elias Wexler President, Zero International

doors&hardware
advancing l ife safe t y & securit y solut ions 

ReadersSound off!

B 
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where, and attendees could count on 
leaving better educated than when 
they arrived – and with plenty of 
practical knowledge to turn into 
sales back home.

However, that scene has changed 
completely over recent years, and 
the trade show is no longer a forum 
for focused dialogue and creative 
brainstorming. Today, we talk about 
the weather, not gasketing applica-
tions to defend against it. Attendees 
come to meet people and chat, not 
to learn. Hardware people generally 
are not looking for new products, 
ideas and creative solutions. 
Distributors and OEM customers 
who come to the show seem unin-
terested in anything but standard, 
plug-in solutions. I see similar disin-
terest reflected in attendance at pre-
show education programs. While 
some manufacturer sessions are well 
attended, I have personally observed 
numerous technical sessions with 
only a few people in the audience. 

It also appears that far fewer 
exhibitors are staffing their booths 
with knowledgeable representatives. 
I do not know personally whether 
that development came in response 
to the general decline in technical 
interest, or whether it contributed 
to it. In either case, it is a sign of the 
times that reflects decreasing value 
attached to technical knowledge 
by our industry. In my opinion, it 
is also costing us opportunities to 
grow our portion of the industry 
and add additional revenue streams

Signs of wrong thinking are not 
limited to the trade show. We have 
heard industry parties defend deci-
sions not to educate their people for 
reasons that can only be described 
as self-defeating when viewed in the 
context of the industry’s interests. 
Some distributors take the position 

that educating their employees 
makes them more attractive to 
competitors – or more expensive 
to keep on staff. We’re not like 
attorneys, they say, we only get paid 
if we get the job. We don’t get paid 
for knowledge. Others express fears 
that educated employees will jeopar-
dize sales with add-ons that end up 
losing low-bid jobs to competitors.

We hear from other manufactur-
ers concerns, which we share, 
about distributors who lack the 
technical training and know-how 
to assess job site problems. Unable 
to solve problems on their own, 
often they erroneously blame the 
material and immediately call in the 
manufacturer, adding to everyone’s 
costs. And distributors who are not 
educated in how to sell – and know 
nothing about “selling up” – are 
seen as taking the path of least 
resistance. They beat down manu-
facturers on price to go as cheap as 
possible, which does a disservice 
to end-users as well as ourselves 
as an industry, not to mention the 
distributors themselves. 

What do these trends mean, 
and why do they matter? I want to 
acknowledge here that I am general-
izing to an extent – certainly not 
all distributors feel this way or act 
in this manner. However, there are 
enough to compromise the efforts 
and accomplishments of industry 
representatives who are professional 
and progressive.

When we become merely order 
takers, everyone loses. I believe 
devaluing technical knowledge 
has enormous implications for the 
long-term health and vitality of our 
industry. The commercial sector 
of the building industry especially 
depends on our expertise for help 
in meeting the specialized demands 

of its applications, understanding 
and meeting code requirements, 
and specifying assistance. Where 
will the expertise building team 
members need come from, if 
not from door and hardware 
professionals? 

One consequence of the “dumb-
ing down” of our industry is that 
important distinctions between resi-
dential and commercial applications 
have become increasingly blurred. 
Hardware in homes is very different 
from hardware for hotels and other 
commercial buildings, and code 
requirements are vastly different, 
but firms that don’t understand 
those differences implicitly encour-
age the mistaken belief in “one size 
fits all” solutions. If industry experts 
are not performing a value-added 
function as that mindset becomes 
more common, we have no defense 
against foreign competition. 

The biggest threat to our industry 
well-being, however, is the exposure 
to potential liability for failures to 
drive home to specifiers, owners 
and contractors the imperative of 
building code compliance. Building 
professionals too often do not recog-
nize that the door package is a life 
safety product, and cutting corners 
has become common practice as 
a result. It is collectively our fault 
when we fail to say you’re not meet-
ing code, or meeting your life safety 
obligations.

It is our responsibility to educate 
our customers about their responsi-
bilities, and what they need from us 
to meet them. And with that respon-
sibility comes the opportunity to 
restore and perpetuate our prestige 
and profitability. The first step is a 
renewed commitment to educating 
ourselves and restoring profession-
alism to our industry.  
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ArchitecuralSales Calls
+ffect ive

By Cory Linn

H ow does one become effective 
at making architectural calls? This 
is a common question asked by both 
distributors and manufacturers in 
our industry. What is the best utili-
zation of you and your architects’ 
time? Who should you meet with at 
a firm? What do architects want to 
see? How important are continuing 
education presentations to an archi-
tectural firm? To find out the answer 
to these questions, I contacted some 
of the architects in my area and 
asked them for their advice to better 
understand their needs.

Time is the most critical thing to 
remember when scheduling your 
visit. Cold calling architectural firms 
is not recommended. Scheduling 
meetings a day or two in advance 

seldom works due to project dead-
lines and tight schedules. Always set 
an appointment at least a week in 
advance.  Plan your meeting within 
a 15 minute timeframe. You need to 
be concise and organized—this is 
not a social call—time is valuable. 
This does not give you a lot of time 
to gather information, so do your 
homework. “Get to know your archi-
tects and the types of buildings, 
construction, and material that they 
use,” suggests Patsy Gallup of PSA 
Dewberry, Inc. It is very important 
to know what products are being 
used on their current projects.

The next thing to consider is why 
you are making this visit to the 
architect and who the most effective 
person to meet with would be. If 
you are looking to update product 
catalogs, then a quick meeting with 
the librarian or specification writer 
is best. If you have new products 
to introduce or submittals to get 
approved, you should be meeting 
with the specification writer or 
possibly the project manager if it 
is relevant to their project. If you 
have new products for interiors that 
you would like to introduce, then 
a meeting with the interior design 
group would be helpful. If you want 
to reach a majority of the decision 
makers at an architectural firm, it is 
a good idea for distributors and sales 
representatives to set up a box lunch 
presentation. “Get to know some of 

How does one become effective  
at making architectural calls?

 ■ Who should you meet with at a firm? 

 ■ What do architects want to see? 

 ■ How important are continuing education presentations?

 ■ Time is the most critical thing to remember when scheduling your visit.

Scheduling meetings a day or two in advance seldom works due to 

project deadlines and tight schedules. Always set an appointment at least 

a week in advance. 

 ■ Plan your meeting within a 15 minute timeframe. You need to be concise 

and organized—time is valuable. Do your homework. “Get to know your 

architects and the types of buildings, construction, and material that 

they use,” suggests Patsy Gallup of PSA Dewberry, Inc. It is very impor-

tant to know what products are being used on their current projects.

 ■ Why are you making this visit to the architect?
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our key staff members and everyone 
will get to know you,” explains 
Charlie Wilscam of RDG Planning 
Design. “This develops a confidence 
to individually contact you when a 
question about your product arises. 
When people get to know you, you 
become a resource for questions that 
may arise.” 

After you’ve got your meeting 
scheduled, and you know whom 
you should be meeting with, you 
need to determine what it is the 
architects want to see. New products 
and samples are normally what 
we all bring to a meeting, but it is 
important not to forget the features 
and benefits of using your product. 
“Pretty pictures are great to show the 
product, but the architect will want 
to know there is backup technical 
material available also,” Patsy Gallup 
advises, “Show me the ‘new stuff’; 
don’t regurgitate the ‘old stuff.’” 

New product development and 
life safety information is also very 
important. “We want to learn about 
the proper use of your products and 
the proper installation techniques,” 
according to Wilscam. Another 
thing to consider is how the prod-
ucts fit the needs of the architect’s 
project. “Updates on availability 
of products and budget costs for 
design build are also very important 
to us,” Daryl Carter of ACI/Boland. 
Inc., informed me. 

Always make sure you have the 
most current information in the 
hands of the architects. It is critical 
for manufacturers to make sure that 
their binders are up to date with 
new products and current informa-
tion, samples are not outdated, and 
that we mark our binders with the 
date we were last there to present 
updates. Many times I see product 
binders that are severely out-of-date 

and I have even seen binders being 
thrown away because they are not 
current and of no use to the archi-
tect. As a distributor, you can see 
how this could cause issues during 
the submittal procedure with 
outdated information. Recently, the 
most requested item from architects 
is current Leadership in Energy and 
Environmental Design (LEED® ) 
product information. The topic of 
LEED alone can be a great reason to 
stop in and review materials with 
specification writers and project 
architects. 

Some architectural offices no 
longer have physical libraries. 
Instead, they pull all their informa-
tion from the internet to make sure 
it is current. This means that we 
need to make them aware of our 
Websites and that they have our 
Web addresses in their database. 
It’s also beneficial to e-mail product 
information to architects. “The best 
advice that I can give sales represen-
tatives and distributors is to e-mail 
me their information,” notes Geri 
Kielhofner from Butler, Rosenbury, 
and Partners. “I try to make sure 
that any new information that I 
receive is sent to the other architects 
in our firm.” 

Architects rely heavily on sales 
representatives and distributors 
for updates and education. AIA 
registered box lunch presentations 
are a great forum to present your 
information and multiplies the 
numbers of contacts that you can 
have at a firm. The more accredita-
tion a presentation has the more 
likely it will be well attended. 
AIA registered programs that are 
Health Safety Welfare (HSW) or 
Sustainable Design (SD)—which 
is new for 2009—are especially in 
demand. Many states are increas-

ing the number of continuing 
education credits that are required, 
focusing on the HSW and SD areas. 
“Everyone getting the same infor-
mation at the same time is helpful 
to our interoffice discussions during 
projects,” says Kelley Rosburg of 
Bahr Vermeer Haecker Architects.” 
When a product question comes up, 
we have all heard/seen the same 
information.” 

AIA presentations have the 
advantage of interaction between 
the presenter and the participants. 
It is very important for distributors 
and sales representatives to be very 
well prepared for their presenta-
tions and be ready to field ques-
tions in a professional manor. “For 
our younger staff with minimum 
experience, the box lunch presenta-
tions are an opportunity to learn 
about a specific product without a 
lot of individual research; what the 
proper installation requirements are 
and what the recommended stan-
dards of use are. For our more expe-
rienced staff, it’s an opportunity to 
learn any new features and details 
of your products,” adds Wilscam.

As you can see, a lot of prepara-
tion is required before you ever step 
foot in an architects office. By imple-
menting the strategies mentioned, 
you will become more effective in 
your architectural sales call, which 
a key to growth for your business. 
It is imperative for distributors and 
sales representatives to work closely 
with their local architects because 
when architects get to know you 
and your products, you become 
their resource. 

About the Author: Cory Linn is the Territory 
Sales Manager for VT Industries.
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D 
istributors are often challenged 
 with how to effectively use some of the technol-
ogy they have available to them via their soft-

ware provider. Over the years, there have been many 
trends or possible “fads” that come and go and while 
they are hot everyone is talking about them, but soon 
they become old news. I think about the Total Quality 
Management tools that software providers all devel-
oped in the 90’s. It seemed like everyone wanted to pus 
some TQM tools to work and the software providers 
worked hard to deliver. The concept of TQM is a great 
concept, and it definitely helped some distributors get 
their process flow running more smoothly. However, 
how many distributors are using that tool today as 
designed? A bunch of programming done with little 
long term results. However, you really don’t need your 
software provider to develop the latest tools for you to 
get the biggest bang for your buck. Most distribution 
software has many wonderful tools that already exist 
but are not being utilized. These are not custom tools, 
but rather standard tools that when used can help you 
become a power user. 

I am referring to the exception reports that exist in 
your system today. Many of the standard reporting 
tools in your software are what I call “data dumps”, or 
large green bar paper reports that spit out columns and 
columns of data. For example, a stock status report is 
a “data dump” report that spits out lots of data with 
regards to your inventory. It is useful if you want to 
look at everything you have in a certain warehouse 
location or by a vendor. But getting those large data 
dumps requires a good deal of manual inspection and 
dissection to make them very useful. Look at slicing 

the data your system generates into bite size pieces to 
make the tools more effective. Look at the exceptions 
you encounter in your daily operations and use the 
system to alert you to their occurrence. These are the 
things that often drive distributors nuts. It is usually 
not the normal daily ebb and flow of products that 
have some normalcy to their movement. It is the fact 
that there is an exception to every rule. Customers 
drive us to encounter a variety of exceptions to our 
rules. If we do not use the tools we have to alert us 
to these exceptions on a timely basis, we might miss 
them at the time, only to suffer their impact later on.

Let’s look at the purchasing side of your business. 
There are a variety of exception reports that can help 
you buy more prudently. The most common one is 
the exceptional usage report. This little tool should 
be part of your normal month end processing. It 
happens in the background and looks at the actual 
usage for every product in every location for the 
month that just ended. It then compares that usage 
to what your current monthly average usage has 
been for the past six months or three months to see 
if there is a significant variance. In other words, did 
we have a month where the sales were 25% greater 
this month than the average for the last six months? 
If we did, what happened? Did we cause this to 
happen because we had a promotion for the item last 
month? Did our sales drop drastically because we 
lost sales of an item? What happens if we have these 
variances and do not adjust our future purchasing 
to compensate or at least take them into account? 

The simple usage variance report is designed to run 
if this month’s usage is higher or lower by a percentage 

Power User
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you determine from the previous 
average usage rate. Maybe you only 
want to see those products with a 
variance in actual usage that is 50% 
greater than the current average. 
Whatever you set as the variance 
you want to see, be sure to run the 
report. It can alert you to a variety 
of potential issues that you will 
have to deal with sometime in the 
future. Let’s look at the months 
when the usage is lower than the 
previous average. Should we become 
concerned? Did something happen 
in the market that drove this to 
happen? Did our competition run 
a promotion on the same product 
and stole some of our business? 
Did we lose sales because we were 
out of stock for a greater part of 
the month? When you are dealing 
with thousands of products trying 
to figure out the variances and the 
unique situations on each of them, it 
is tough to manage. So let the system 
alert you to the fact that something 
happened. While you should always 
run your exceptional usage report, 
you should also run your days out 
of stock report. This again is some-
thing that should run at month end. 
You can set the parameters such that 
you only want to see those items 
where we were out of stock for 10 
days in the month or more. Sure we 
can see the backorders building, but 
we might just think that the back-
orders are a function of increased 
activity. Days out of stock reporting 
tells you that not only was the actual 
usage in the month off, but that we 
might need to adjust our future 
ordering controls. We should also 
notice the drop in sales in our lost 
sales reporting. However, as we all 
know, the lost sales reporting tools 
in most systems is cumbersome to 
manager. Days out of stock report-

ing is easy and happens with little 
manual input from us. Once we set 
it up, every month we will see the 
days out of stock for every item in 
every location that meets or exceeds 
our established criterion. Maybe 
we want to see any items with days 
out of stock in a month of 5 days or 
more. In other words, we want to 
look at the items where we were out 
of stock for a week. And, if we were 
out of stock for a week, wouldn’t you 
expect our actual sales of the prod-
uct for the month to be lower? Let’s 
not miss the alarm, and go another 
month out of stock. Run the report 
and show us the items where we 
need to increase our stock levels and 
make the appropriate adjustments. 

Another handy exception report 
is the lead time variance report. 
This little tool tells us when the lead 
time for a product varies from the 
current average lead time. This is 
great to know because it might be 
the beginning of a change in vendor 
performance. We could have been 
experiencing a two week lead time 
for the product for years and then 
it jumps to three weeks. Would 
we really notice that if we did not 
run the lead time variance report? 
I suggest that changes in the lead 
times happen more than we know 
and we find out at the wrong time – 
when we are out of stock. Changes 
in the current lead time might be an 
indication that the vendor is expe-
riencing some problems with raw 
materials or production. If that is the 
case, why not let the system alert us 
immediately to a possible change in 
future deliveries. Oh I am sure we 
will find out sometime, but sooner 
is always better than later. We might 
use the lead time variance report 
as the premise for a vendor perfor-
mance report. Tracking changes in 

the lead times by vendor is critical 
because their performance impacts 
the amount of safety stock you need 
to carry. Great performance on their 
part means we need to carry less 
safety stock. Poor performance or 
changing performance indicated by 
changing lead times might cause 
us to increase our safety stock. Not 
knowing what is happening is a bad 
option.

Let’s look at one more exception 
report that is helpful for those 
distributors with multiple loca-
tions. Re-supplying branches is 
often done via the hub and spoke 
method, a larger branch re-supplies 
the smaller branch. You have 
established some normal method 
that the products in every branch 
get re-supplied. It might be from 
the hub branch or it might be from 
the vendor directly. No matter the 
source, you should establish the 
least cost method of replenishment. 
This is known as the Authorized 
Replenishment Path (ARP). If you 
follow the ARP you hopefully will 
realize the lowest outgoing cost 
and thus maximizing your gross 
margin potential. A simple ARP 
Exception report sets off the alarm 
that a product was re-supplied to 
a branch via a different method 
than you established. This is great 
to know for a variety of reasons. 
Maybe the new channel of replen-
ishment is better than the one you 
established? You simply can adjust 
the ARP and move forward. Branch 
managers will go to great lengths 
to get product. They will beat the 
system if they think it will help 
them sell more. Something as simple 
as breaking your ARP rules can 
easily go undetected. Turn on the 
ARP exception report feature and 
each time a product is received into 
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any location that does not follow 
the ARP, have the system tell you. 

There are numerous exception 
reports that already exist in your 
system today. These are the reports 
you need to learn to further enhance 
your return on investment in the 
software. You can have them set up 
to run just as they were designed 
when you got the system, or you 
can customize them to reflect your 
unique business situations. Many 
people unfortunately do not even 
run them because they did not 
know they were in the system to 
begin with. They get so wrapped 
up in the “data dump” type reports 
that they don’t focus on the real 
reporting tools inherent in the 
exception reporting. Purchasing, 
sales, accounts receivables, accounts 
payables and vault personnel can 

all use some of the exception report-
ing tools in the system. If you don’t 
know where these reports exist, 
call your software provider and 
ask them for a sample exception 
reporting booklet of every excep-
tion report that exists in the system. 
Don’t worry, they have it already 
but you just need to ask for it. It will 
make it easier for you to see all the 
places you can use these tools if they 
provide the sample booklet. 

In addition, you can always 
extract the mounds of data the 
system generates into some Excel 
spreadsheet formats and them 
massage and dissect the data into 
more useful reports. However, if 
you have some of the tools already 
in the system to at least alert you 
to some pending danger, why not 
use them? If you paid 100% for 

the software when you bought it, 
why not try to use 100% of it? The 
sad part is that many distributors 
only use about 40% of the tools 
already in the software. Turning on 
and understanding the exception 
reporting tools you have in the 
system gets you one step closer to 
becoming a true power user.   

About the Author: Scott Stratman is President 
of The Distribution Team of Colorado Springs, 
CO. He consults with distributors on improving 
their net profit. Scott has been a guest lecturer at 
many national and regional distribution industry 
events. His articles have appeared in numerous 
trade publications, electronic publications and 
association newsletters. Contact Scott at 719-
597-5978 or email at Scott@distributionteam.
com.. Additional articles can be found at his web 
site at www.thedistributionteam.com

How Marvin Windows & Doors Uses CSI's Certification Program 
 
I am an architectural sales representative with Marvin Windows & Doors, a company with 5,500, and many, many 
satisfied customers. We make high-quality windows and doors to order for clients throughout the construction  
market. We take pride in employing professionals who are hard-working and knowledgeable. 
 
A few years ago, Marvin Windows & Doors decided to pursue more work in the commercial construction market. CSI 
Certification was an integral part of our approach. With certification, CDT candidates become experts who can  
properly manage the paperwork associated with construction, and communicate effectively with architects, specifiers, 
owners, contractors, and product representatives.  
 
On more than one occasion as I was studying I found myself saying something like, “Ahhh….that’s why I had that 
problem on the Jones Job.”  I realized that I hadn’t done something correctly. 
 
Marvin Windows & Doors at first encouraged its representatives to become Construction Documents Technologists (CDT). Eventually, the 
CDT became a requirement for anyone who wanted to work in the commercial field. To date, more than 125 of our employees and those of our 
distributors have their CDT credentials. 
 
For us, it means our representatives are more professional and more knowledgeable. They all work from the same base of information. For our 
clients, it means they can trust us. We’re qualified—you can tell by the suffixes that follow our names. 
 
Every employer is looking for ways to improve employee skills and provide meaningful professional development without breaking the  
company budget. CSI Certification Programs are one way we do that at Marvin Windows & Doors.  We’re believers! 
 
CSI will offer certification exams throughout the U.S. at Prometric testing centers September 21-26. The early registration deadline is July 21 
and the final deadline is August 21. You can register or read more about CSI Certification at www.csinet.org/certification. 
 
Robert Saumur, FCSI, CCPR, LEED® AP 
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SIGNIFICANTLYREDUCED REGISTRATIONFEES

FORUM FOR ThE FUTURE
NOW INcluded WIth yOur regIstratION  
package — a $100 savINgs
We urge all attendees – manufacturers, distribu-
tors, and sales agents – to participate in this 
crucial and informative session that is spon-
sored by the Foundation for the Advancement 
of Life Safety and Security and the Door and 
Hardware Institute. As the hallmark event of this 
year’s Conference, you won’t want to miss it.

The 2009 Forum for the Future will begin with 
a Kick-Off Luncheon on Wednesday featuring 
noted economist Alan Beaulieu presenting his 
short and long-term economic forecast and 
how it impacts the non-residential construction 
industry specifically.

The Forum program continues on Thursday with 
the well-known corporate financial planner, Dr. 
Albert Bates, whose work with DHI for many 
years makes him very familiar with our industry. 
His presentation focuses on two issues: the 
problems to avoid as the recession ends and 
ways to recession-proof your business in the 
future.

Additionally, distribution channel management 
expert, J. Michael Marks, presents the results of 
a DHI-sponsored industry-wide research project 
focusing on the topical issues and their impact 
on our industry from the most recent report 
Facing the Forces of Change® Lead the Way in 
the Supply Chain.

Finally, Forum for the Future will conclude with 
a Wrap-Up Luncheon combined with open and 
roundtable discussions on the best practices 
of manufacturers and distributors. Don’t miss 
this opportunity to network and develop a list of 
best practices that will help guide our industry 
moving forward.

ThE EXPOSITION
A total of ten hours over two days will provide 
you the opportunity to build and strengthen rela-
tionships with your current suppliers and inves-
tigate prospective new ones. Understand the 
future direction of your strategic trading partners 
and how it impacts you and your business.

DHI’s Annual Conference and Exposition is the 
one and only time each year where a myriad of 
industry suppliers showcase the latest technolo-
gies, products, and services, all in one location. 
Make sure you are up-to-date with these 
advances and discover solutions you can use in 
your business.

INDUSTRY MARKETPLACE
Visit with targeted suppliers in a less busy set-
ting away from the expo floor as they provide 
insight into their marketing strategies, share 
product specific information and industry expe-
rience and learn how it affects your company. 
With the ever-increasing need to stay competi-
tive, DHI’s Industry Marketplace helps to keep 
you on the cutting edge through the informative 
educational sessions delivered by this year’s 
Exhibitors.  

CONFERENCE EDUCATIONS SESSIONS
We’re “going green” this year! With three edu-
cational sessions on green building construction 
and how they impact our industry, DHI’s Confer-
ence Education Sessions deliver a wealth of 
information about sustainable features, chain 
of custody, and other important issues as our 
industry goes green.

NATIONAL EDUCATION
Spanning a total of eight days, this National 
Education session provides the most extensive 
course offerings available in one location.  
Advance your career and company with the 
most comprehensive and un-paralleled educa-
tion for the openings industry. 

schedule at-a-glaNce

tuesday, september 15

12:00 pm - 5:00 pm Conference Registration

Wednesday, september 16

8:00 am - 8:00 pm Conference Registration

8:30 am - 12:15 pm Industry Marketplace

12:30 pm - 2:00 pm Forum for the Future Kick-Off Luncheon  

3:00 pm - 8:00 pm   Exclusive Exhibit Hours

5:00 pm - 8:00 pm  Opening Reception on the Trade Show Floor 

thursday, september 17

8:30 am - 7:00 pm Conference Registration

9:00 am - 12:30 pm Forum for the Future

12:30 pm - 2:00 pm Forum for the Future Wrap-Up Luncheon  

2:00 pm - 7:00 pm Exclusive Exhibit Hours 

5:00 pm - 7:00 pm Closing Reception on the Trade Show Floor

friday, september 18

7:15 am - 8:00 am National Education Registration

8:00 am - 5:30 pm National Education

9:00 am - 12:30 pm Conference Education Sessions

saturday, september 19 to friday, september 25

7:15 am - 8:00 am National Education Registration

8:00 am - 5:30 pm National Education

*Times subject to change.

cONfereNce hIghlIghts
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Sponsored by the Foundation and the Door and Hardware Institute
2009 Forum For tHe Future

Located at the Gaylord Palms Resort and Convention Center

•	 What will be the end result of the government 
bailouts and should we expect more?

•	 When will the recovery begin?

•	 What impact might the Administration have on 
the economy?

•	 What are the short-term and long-term economic 
forecasts?

•	 How will those forecasts directly impact my 
company?

•	 What leading economic indicators should I be 
watching?

•	 What about inflation and interest rates? 

•	 Should I be concerned about significant to severe 
inflationary pressures?

•	 Does the stock market give us a true reading of 
the economy?

FORUM KICK-OFF LUNChEON - WEDNESDAY, SEPT. 16,  12:30 pm - 2:00 pm
Join your industry peers as Alan Beaulieu of the Institute for Trend Research (ITR®) presents 
“Making it through the Great Recession…The Future is your Decision”.  With the clarity that 
business leaders have come to expect from the ITR®, Mr. Beaulieu will discuss the economic 
outlook for the global economy and specifically our industry. He will address some of the 
questions everyone is asking:

Participating in this event will give you confidence in navigating the economic waters that await us, as 
well as provide a list of indicators to watch and those to safely ignore.  This is a critical meeting for leaders 
preparing for the changes to come over the next few years.

Alan Beaulieu, as Economist, Principal and Executive Vice President, has been with ITR® since 1990. He has been consulting 
and advising companies throughout the U.S., Europe, and Japan on how to plan for and prosper through the business cycles. His 
pronouncements have appeared in/on the Wall Street Journal, New York Times, Washington Times, Business Week, CNN Radio and 
numerous other media outlets.

“AVOIDING MISTAKES OF 
ThE PAST”  
ThURSDAY, SEPT. 17 ,
9:00 am - 12:30 pm 
The 2009 Forum for the Future will 
continue with a presentation by Dr.

Albert Bates. The current recession has been 
especially difficult for most firms. As a result, 
most have worked hard to rethink their cost 
structure and build a leaner organization. All 
recessions eventually end, and when they do 
there is a natural tendency to let euphoria over-
rule logic. Many of the painful lessons of the 
recession are forgotten almost immediately.

Bates presentation will focus on two issues; the 
problems to avoid as the recession ends and ways 
to recession-proof your business in the future. 
Both of these topics need to be well understood.

Dr. Albert Bates, Chairman and President, is the founder of the 
Profit Planning Group, a research and executive education firm. 
After working with DHI for well over 20 years with our profit 
studies and having delivered dozens of presentations on profit-
ability issues to our members, Bates is intimately familiar with 
our industry. He has also written extensively in the professional 
and trade press, including the Harvard Business Review, as well 
as numerous trade association publications.

INDUSTRY RESEARCh 
PRESENTATION
The third piece of this year’s 
Forum for the Future features a

current industry-wide research project under-
taken by DHI with the guidance of J. Michael 
Marks of Indian River Consulting Group (IRCG). 
This research focuses on the topical issues of 
the recent report, Facing the Forces of Change® 
Lead the Way in the Supply Chain, as well as 
other distribution channel trends identified by 
industry leaders. Marks will present the findings 
of this research along with strategies to mitigate 
negative impacts from these trends and maxi-
mize their commercial benefit. 

J. Michael Marks co-founded IRCG in 1987 after more than 20 
years in distribution management. He is nationally recognized 
for his expertise in distribution channel management and 
supply chain strategies. In 2001 and 2005 he was named 
Research Fellow of the Distribution Research and Education 
Foundation (DREF) of the National Association of Wholesaler-
Distributors (NAW). He has co-authored several noted books 
and research papers, including “Working at Cross-Purposes: 
How Distributors and Manufacturers can Manage Conflict Suc-
cessfully.” His presentation will draw heavily on this topic.

FORUM WRAP-UP LUNChEON 
ThURSDAY, SEPT. 17 ,
12:30 pm - 2:00 pm
Over lunch, following his presentation, Marks 
will conduct open and roundtable discussions 
on the best practices of manufacturers and 
distributors. Take advantage of this opportunity 
to participate in a meaningful exchange 
between trading partners.  After the Conference, 
additional research will be conducted on the 
core actions and implications that are identified 
during this session. The results will then be 
published and distributed to attendees along 
with a list of best practices to help guide our 
industry going forward.

and

don’t Miss the 
release of 
cutting-edge 
Industry research!
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SIGNIFICANTLYREDUCED REGISTRATIONFEES

FORUM FOR ThE FUTURE
NOW INcluded WIth yOur regIstratION  
package — a $100 savINgs
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tigate prospective new ones. Understand the 
future direction of your strategic trading partners 
and how it impacts you and your business.

DHI’s Annual Conference and Exposition is the 
one and only time each year where a myriad of 
industry suppliers showcase the latest technolo-
gies, products, and services, all in one location. 
Make sure you are up-to-date with these 
advances and discover solutions you can use in 
your business.

INDUSTRY MARKETPLACE
Visit with targeted suppliers in a less busy set-
ting away from the expo floor as they provide 
insight into their marketing strategies, share 
product specific information and industry expe-
rience and learn how it affects your company. 
With the ever-increasing need to stay competi-
tive, DHI’s Industry Marketplace helps to keep 
you on the cutting edge through the informative 
educational sessions delivered by this year’s 
Exhibitors.  

CONFERENCE EDUCATIONS SESSIONS
We’re “going green” this year! With three edu-
cational sessions on green building construction 
and how they impact our industry, DHI’s Confer-
ence Education Sessions deliver a wealth of 
information about sustainable features, chain 
of custody, and other important issues as our 
industry goes green.

NATIONAL EDUCATION
Spanning a total of eight days, this National 
Education session provides the most extensive 
course offerings available in one location.  
Advance your career and company with the 
most comprehensive and un-paralleled educa-
tion for the openings industry. 

schedule at-a-glaNce
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12:00 pm - 5:00 pm Conference Registration

Wednesday, september 16

8:00 am - 8:00 pm Conference Registration

8:30 am - 12:15 pm Industry Marketplace

12:30 pm - 2:00 pm Forum for the Future Kick-Off Luncheon  

3:00 pm - 8:00 pm   Exclusive Exhibit Hours

5:00 pm - 8:00 pm  Opening Reception on the Trade Show Floor 
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8:30 am - 7:00 pm Conference Registration

9:00 am - 12:30 pm Forum for the Future

12:30 pm - 2:00 pm Forum for the Future Wrap-Up Luncheon  
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7:15 am - 8:00 am National Education Registration
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*Times subject to change.
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numerous other media outlets.

“AVOIDING MISTAKES OF 
ThE PAST”  
ThURSDAY, SEPT. 17 ,
9:00 am - 12:30 pm 
The 2009 Forum for the Future will 
continue with a presentation by Dr.
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recession are forgotten almost immediately.
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problems to avoid as the recession ends and ways 
to recession-proof your business in the future. 
Both of these topics need to be well understood.
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Profit Planning Group, a research and executive education firm. 
After working with DHI for well over 20 years with our profit 
studies and having delivered dozens of presentations on profit-
ability issues to our members, Bates is intimately familiar with 
our industry. He has also written extensively in the professional 
and trade press, including the Harvard Business Review, as well 
as numerous trade association publications.

INDUSTRY RESEARCh 
PRESENTATION
The third piece of this year’s 
Forum for the Future features a

current industry-wide research project under-
taken by DHI with the guidance of J. Michael 
Marks of Indian River Consulting Group (IRCG). 
This research focuses on the topical issues of 
the recent report, Facing the Forces of Change® 
Lead the Way in the Supply Chain, as well as 
other distribution channel trends identified by 
industry leaders. Marks will present the findings 
of this research along with strategies to mitigate 
negative impacts from these trends and maxi-
mize their commercial benefit. 

J. Michael Marks co-founded IRCG in 1987 after more than 20 
years in distribution management. He is nationally recognized 
for his expertise in distribution channel management and 
supply chain strategies. In 2001 and 2005 he was named 
Research Fellow of the Distribution Research and Education 
Foundation (DREF) of the National Association of Wholesaler-
Distributors (NAW). He has co-authored several noted books 
and research papers, including “Working at Cross-Purposes: 
How Distributors and Manufacturers can Manage Conflict Suc-
cessfully.” His presentation will draw heavily on this topic.
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between trading partners.  After the Conference, 
additional research will be conducted on the 
core actions and implications that are identified 
during this session. The results will then be 
published and distributed to attendees along 
with a list of best practices to help guide our 
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Surviving to thriving, Preparing to Prosper!

FULL CONFERENCE PACKAGE
Participate in three days of conference and exposition 
activities with full access to the Industry Marketplace, 
Forum for the Future Kick-Off Luncheon, Exhibit Hall 
hours, Opening Reception, Forum for the Future and 
Forum Wrap-Up Luncheon, Closing Reception and Friday 
Conference Education.

TEAM PRICING
Available to distributors and sales agents only, Team 
Pricing allows an unlimited number of attendees to 
participate in three days of conference and exposition 
activities with full access to the Industry Marketplace, 
Forum for the Future Kick-Off Luncheon, Exhibit Hall 
hours, Opening Reception, Forum for the Future and 
Forum Wrap-Up Luncheon, Closing Reception and Friday 
Conference Education.  

To learn more and register for team pricing, call us at 
703-222-2010.

ONE DAY PASS
Wednesday
Full access to all DHI-sponsored conference activities on 
Wednesday including the Industry Marketplace, Forum 
for the Future Kick-Off Luncheon, Wednesday Exhibit Hall 
hours and the Opening Reception.

Thursday
Full access to all DHI-sponsored conference activities 
on Thursday including the Forum for the Future, Forum 
for the Future Wrap-Up Luncheon, Thursday Exhibit Hall 
hours and Closing Reception as well as the Friday Confer-
ence Education.

SPOUSE REGISTRATION
Allows spouse attendee to participate in three days of 
conference and exposition activities with full access to 
the Industry Marketplace, Forum for the Future Kick-
Off Luncheon, Exhibit Hall hours, Opening Reception, 
Forum for the Future and Forum for the Future Wrap-Up 
Luncheon, Closing Reception and Friday Conference 
Education.  

OPTIONAL EVENT
Spouse “Opening Reception Only”  (Wednesday) $50

Registration pricing does not include costs for housing or 
optional events.

Register online at www.dhi.org.  Call DHI Member  
Services for additional information 703-222-2010.

Register for at least one day of 

National Education and attend the 

Conference and Exposition for FREE!

regIstratION INfOrMatION

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center
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DHI National Education is for EVERYONE!  
National  |  Chapter  |  In-house  |  Online  |  Challenge Exams

Flexible  |  Convenient  |  Customized

DHI National Education

DhI National Education Sessions:  
September 18-25

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center

Be a part of the most comprehensive and unparalleled technical 
education in the openings industry.  With a curriculum to suit the needs 
of every openings professional, increase your knowledge to advance 
your career.  Increase your competitive edge and potential through DHI 
certifications.

•	 Refine your technical skills through the guidance of veteran 
industry professionals in this hands-on environment.

•	 Advance your knowledge and understanding of the openings 
industry.

•	 Learn about the latest industry developments in products, 
codes and trends.

•	 Experience increased productivity, morale and loyalty by 
investing in your employees’ careers through continuing 
education.  

Earn Continuing Education Program points. Attending DHI classes 
allows for 3 points per hour for each technical class and 1 point per 
hour for each non-technical class.  For additional information, please 
visit our website at www.dhi.org or call DHI at 703-222-2010.

Buy one day of National Education and attend the Conference 
and Exposition for FREE!

Surviving to thriving, Preparing to Prosper!
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Surviving to thriving, Preparing to Prosper!
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Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS

IMPORTANT INFORMATION

WHAT IS A TRACK? – A “track” is a series 
of two or more classes that are arranged in a 
sequence that provides the most educationally ben-
eficial learning experience to the student.

PREREQUISITES–There are prerequisites for 
some courses, as detailed in the course descrip-
tions provided. Reference the DHI Education 
Resource Guide (ERG) for complete information 
regarding course prerequisites. The current ERG is 
posted at www.dhi.org.  DHI recommends to stu-
dents who are new to the industry, and those with 
minimum field experience, that they follow the sug-
gested education path when registering for classes.

OPTIONAL COURSES – Exam Prep courses 
(AHC220, CDC315, EHC420) are available to assess 
student’s skills and abilities in preparation for 
taking the certification exams. Exam Prep courses 
are considered elective courses. Before taking an 
Exam Prep class, students must pass all courses 
required to sit for the certification exam.

TUITION STRUCTURE – Member tuition 
applies to any DHI individual member or any 
employee of a corporate member. Tuition in 
Orlando, FL includes course material, breakfast, 
lunch, and refreshments.

CHALLENGE EXAM – DHI has developed 
a series of exams allowing you to earn credit for 
courses using the knowledge you have gained 
through DHI education, industry training, and 
on-the-job training. Passing an exam will give 
you credit for that course in the DHI Credentialing 
Program.  To apply for a Challenge Exam, please 
visit www.dhi.org.

CLASS SIZE – Registrations are entered in the 
order they are received. In cases where a course is 
sold out, registrants are placed on a waitlist upon 
receipt of a completed application and tuition pay-
ment. If waitlisted students are not able to attend 
the course of their choice, they may opt to transfer 
to another course, or another class session, or seek 
a refund.

HOTEL ACCOMMODATIONS – 
Students are responsible for making their own hotel 
reservations. Complete Education Housing Informa-
tion will be made available online at www.dhi.org.

TUITION POLICIES – “Early Bird” tuition rates 
apply to registrations received on or before August 
31, 2009. A $200.00 administration fee will be 
applied to cancellations received from August 18, 
2009 to August 31, 2009. After August 31, 2009 no 
refunds will be allowed. Students who register for 
a class prior to fulfilling the course’s prerequisite(s) 
will have until August 30, 2009 to complete the 
course prerequisite(s).  Students who do not satisfy 
this condition will receive an automatic cancella-
tion of registration on August 31, 2009, and will 
also incur the $200 “late cancellation” administra-
tive fee. Prior to August 31, 2009, a student may 
transfer his/her tuition from the current school 
to the next school or to another member of his/
her company so that they may attend the cur-
rent school.  Either type of transfer will incur a 
$100 administrative fee.  Transfers may be done 
only once.  Students who are unable to meet the 
terms of the transfer (i.e. attending the next school 
themselves or their colleague attending the current 
school) and notify DHI after August 31, 2009 will 
forfeit the class tuition.  Notifications occurring from 
August 18-31, 2009, will incur the additional $200 
“late cancellation” administrative fee.

DHI National Education
September 18-25, 2009   •  Orlando, Florida  

Take advantage of this limited time offer to receive a full conference registration 
package for only $105*!!! That includes complete access to:

•	 Forum for the Future Program with Kick-Off and Wrap-Up Luncheons

•	 Conference Education Sessions

•	 Industry Marketplace

•	 Exposition Hall including Opening and Closing Receptions on the Trade Show Floor 

•	 And so much more!

LIMITED TIME OFFER!

Advance Special
Through July 31, 2009

$195 member/ $295 non-member

Standard Rates
After July 31, 2009

$225 member/ $325 non-member
For more information and to reg-

ister go to www.dhi.org or contact 
our Member Services department 

at 703-222-2010. 

*Members only rate. Price for 
non-members is $205. Offer valid 

only through June 30th, 2009, 
non-refundable.

 DHI’s Advance Special
 Makes Registration
 for DHI’s 34th Annual
 Conference & Exposition

NOW MORE
AFFORDABLE
THAN EVER!

REGISTER 
NOW FOR 
THE BIGGEST 
SAVINGS!
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Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS

*Please See dHI’s Education Resource Guide as well as this Registration Form for Complete Information Regarding Course Prerequisites.
**all courses begin at 8:00 am and end at 5:30 pm.

DHI National Education
September 18-25, 2009   •  Orlando, Florida  

      

track/course 
Options

friday, 
september 18

saturday, 
september 19

sunday, 
september 20

Monday, 
september 21

tuesday, 
september 22

Wednesday, 
september 23

thursday, 
september 24

friday, 
september 25

COR
(6-day)

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Using Codes 
and Standards+ 

(COR140)

Using Codes 
and Standards+ 

(COR140)

Using Codes 
and Standards+ 

(COR140)

COR 
(8-day)

Understanding and 
Using Construction 

Documents 
(COR103)*+

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Door and Frame 
Applications 

(COR120)

Door and Frame 
Applications 

(COR120)

Takeoff and 
Estimating 
(COR125)*

Takeoff and 
Estimating 
(COR125)*

COR
(5-day)

Electrified  
Architectural  

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

AHC 
(7-day)

Masterkeying 
(AHC200)

Detailing Hardware 
(AHC205)*

Detailing Hardware 
(AHC205)*

Detailing Hardware 
(AHC205)*

Advanced Detailing 
Hardware (AHC207)*

Advanced Detailing 
Hardware (AHC207)*

Advanced Detailing 
Hardware (AHC207)*

AHC
 (5-day)

Principles of 
Specification Writing 

(COR145)

Writing Hardware 
Specifications 

(AHC215)*

Writing Hardware 
Specifications 

(AHC215)*

Writing Hardware 
Specifications 

(AHC215)*

Writing Electrified 
Hardware System 

Specifications 
(EHC415)*

CDC
(5-day)

Writing Door and 
Frame Specifications 

(CDC310)*

Writing Door and 
Frame Specifications 

(CDC310)*

Writing Door and 
Frame Specifications 

(CDC310)*

CDC Exam Prep 
(CDC315)*

CDC Exam Prep 
(CDC315)*

ELT 
(3-day)

Effective 
Management of 

Employees 
 (ELT505)

Aftermarket Sales 
and Building 
Renovations 

(ELT500)

How to Develop and 
Retain Customers 

(ELT510)

Additional
 COR Courses

Professional Sales 
(COR165)

Material Purchasing 
Concepts
 (COR160)

Additional
COR/CDC 
Courses

Installation 
Coordination and 

Project Management 
(COR153)*

Installation 
Coordination and 

Project Management 
(COR153)*

Using Door and 
Frame Standards  

(CDC300)

Detailing Doors and 
Frames  

(CDC305)

Detailing Doors and 
Frames  

(CDC305)

Additional 
AHC Courses

AHC Exam Prep 
(AHC220)*

AHC Exam Prep 
(AHC220)*

AHC Exam Prep 
(AHC220)*

Additional 
EHC Courses

Drawings for 
Electrified Hardware 
Systems (EHC400) 

Drawings for 
Electrified Hardware 
Systems (EHC400)

Drawings for 
Electrified Hardware 
Systems (EHC400) 

Additional
 EHC Courses

EHC Exam Prep 
(EHC420)* 

EHC Exam Prep 
(EHC420)* 

DAI Course 
(4-day)

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

COURSE CURRICULUM

Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS
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Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS

IMPORTANT INFORMATION

WHAT IS A TRACK? – A “track” is a series 
of two or more classes that are arranged in a 
sequence that provides the most educationally ben-
eficial learning experience to the student.

PREREQUISITES–There are prerequisites for 
some courses, as detailed in the course descrip-
tions provided. Reference the DHI Education 
Resource Guide (ERG) for complete information 
regarding course prerequisites. The current ERG is 
posted at www.dhi.org.  DHI recommends to stu-
dents who are new to the industry, and those with 
minimum field experience, that they follow the sug-
gested education path when registering for classes.

OPTIONAL COURSES – Exam Prep courses 
(AHC220, CDC315, EHC420) are available to assess 
student’s skills and abilities in preparation for 
taking the certification exams. Exam Prep courses 
are considered elective courses. Before taking an 
Exam Prep class, students must pass all courses 
required to sit for the certification exam.

TUITION STRUCTURE – Member tuition 
applies to any DHI individual member or any 
employee of a corporate member. Tuition in 
Orlando, FL includes course material, breakfast, 
lunch, and refreshments.

CHALLENGE EXAM – DHI has developed 
a series of exams allowing you to earn credit for 
courses using the knowledge you have gained 
through DHI education, industry training, and 
on-the-job training. Passing an exam will give 
you credit for that course in the DHI Credentialing 
Program.  To apply for a Challenge Exam, please 
visit www.dhi.org.

CLASS SIZE – Registrations are entered in the 
order they are received. In cases where a course is 
sold out, registrants are placed on a waitlist upon 
receipt of a completed application and tuition pay-
ment. If waitlisted students are not able to attend 
the course of their choice, they may opt to transfer 
to another course, or another class session, or seek 
a refund.

HOTEL ACCOMMODATIONS – 
Students are responsible for making their own hotel 
reservations. Complete Education Housing Informa-
tion will be made available online at www.dhi.org.

TUITION POLICIES – “Early Bird” tuition rates 
apply to registrations received on or before August 
31, 2009. A $200.00 administration fee will be 
applied to cancellations received from August 18, 
2009 to August 31, 2009. After August 31, 2009 no 
refunds will be allowed. Students who register for 
a class prior to fulfilling the course’s prerequisite(s) 
will have until August 30, 2009 to complete the 
course prerequisite(s).  Students who do not satisfy 
this condition will receive an automatic cancella-
tion of registration on August 31, 2009, and will 
also incur the $200 “late cancellation” administra-
tive fee. Prior to August 31, 2009, a student may 
transfer his/her tuition from the current school 
to the next school or to another member of his/
her company so that they may attend the cur-
rent school.  Either type of transfer will incur a 
$100 administrative fee.  Transfers may be done 
only once.  Students who are unable to meet the 
terms of the transfer (i.e. attending the next school 
themselves or their colleague attending the current 
school) and notify DHI after August 31, 2009 will 
forfeit the class tuition.  Notifications occurring from 
August 18-31, 2009, will incur the additional $200 
“late cancellation” administrative fee.

DHI National Education
September 18-25, 2009   •  Orlando, Florida  

Take advantage of this limited time offer to receive a full conference registration 
package for only $105*!!! That includes complete access to:

•	 Forum for the Future Program with Kick-Off and Wrap-Up Luncheons

•	 Conference Education Sessions

•	 Industry Marketplace

•	 Exposition Hall including Opening and Closing Receptions on the Trade Show Floor 

•	 And so much more!

LIMITED TIME OFFER!

Advance Special
Through July 31, 2009

$195 member/ $295 non-member

Standard Rates
After July 31, 2009

$225 member/ $325 non-member
For more information and to reg-

ister go to www.dhi.org or contact 
our Member Services department 

at 703-222-2010. 

*Members only rate. Price for 
non-members is $205. Offer valid 

only through June 30th, 2009, 
non-refundable.

 DHI’s Advance Special
 Makes Registration
 for DHI’s 34th Annual
 Conference & Exposition

NOW MORE
AFFORDABLE
THAN EVER!

REGISTER 
NOW FOR 
THE BIGGEST 
SAVINGS!

09CONF_HouseAds_12pgs.indd   6 6/10/09   11:05 PM

Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS

*Please See dHI’s Education Resource Guide as well as this Registration Form for Complete Information Regarding Course Prerequisites.
**all courses begin at 8:00 am and end at 5:30 pm.

DHI National Education
September 18-25, 2009   •  Orlando, Florida  

      

track/course 
Options

friday, 
september 18

saturday, 
september 19

sunday, 
september 20

Monday, 
september 21

tuesday, 
september 22

Wednesday, 
september 23

thursday, 
september 24

friday, 
september 25

COR
(6-day)

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Using Codes 
and Standards+ 

(COR140)

Using Codes 
and Standards+ 

(COR140)

Using Codes 
and Standards+ 

(COR140)

COR 
(8-day)

Understanding and 
Using Construction 

Documents 
(COR103)*+

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Door and Frame 
Applications 

(COR120)

Door and Frame 
Applications 

(COR120)

Takeoff and 
Estimating 
(COR125)*

Takeoff and 
Estimating 
(COR125)*

COR
(5-day)

Electrified  
Architectural  

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

AHC 
(7-day)

Masterkeying 
(AHC200)

Detailing Hardware 
(AHC205)*

Detailing Hardware 
(AHC205)*

Detailing Hardware 
(AHC205)*

Advanced Detailing 
Hardware (AHC207)*

Advanced Detailing 
Hardware (AHC207)*

Advanced Detailing 
Hardware (AHC207)*

AHC
 (5-day)

Principles of 
Specification Writing 

(COR145)

Writing Hardware 
Specifications 

(AHC215)*

Writing Hardware 
Specifications 

(AHC215)*

Writing Hardware 
Specifications 

(AHC215)*

Writing Electrified 
Hardware System 

Specifications 
(EHC415)*

CDC
(5-day)

Writing Door and 
Frame Specifications 

(CDC310)*

Writing Door and 
Frame Specifications 

(CDC310)*

Writing Door and 
Frame Specifications 

(CDC310)*

CDC Exam Prep 
(CDC315)*

CDC Exam Prep 
(CDC315)*

ELT 
(3-day)

Effective 
Management of 

Employees 
 (ELT505)

Aftermarket Sales 
and Building 
Renovations 

(ELT500)

How to Develop and 
Retain Customers 

(ELT510)

Additional
 COR Courses

Professional Sales 
(COR165)

Material Purchasing 
Concepts
 (COR160)

Additional
COR/CDC 
Courses

Installation 
Coordination and 

Project Management 
(COR153)*

Installation 
Coordination and 

Project Management 
(COR153)*

Using Door and 
Frame Standards  

(CDC300)

Detailing Doors and 
Frames  

(CDC305)

Detailing Doors and 
Frames  

(CDC305)

Additional 
AHC Courses

AHC Exam Prep 
(AHC220)*

AHC Exam Prep 
(AHC220)*

AHC Exam Prep 
(AHC220)*

Additional 
EHC Courses

Drawings for 
Electrified Hardware 
Systems (EHC400) 

Drawings for 
Electrified Hardware 
Systems (EHC400)

Drawings for 
Electrified Hardware 
Systems (EHC400) 

Additional
 EHC Courses

EHC Exam Prep 
(EHC420)* 

EHC Exam Prep 
(EHC420)* 

DAI Course 
(4-day)

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

Fire and Egress Door 
Assembly Inspection 

(DAI600)*

COURSE CURRICULUM

Go to www.dhi.org for COMPLETE COURSE LISTINGS AND COURSE DESCRIPTIONS
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Course Title (Course Number) Date(s)** “Early Bird”
Member Price 
thru 8/31/09

Member Price 
On and After 

9/1/09

Non-Member 
Price

$TOTAL

Fire and Egress Door Assembly Inspection (DAI600)*+ Sept. 18, 19, 20, 21 $2245 $2245 $2745 $______________

Understanding & Using Construction Documents (COR103)*+ Sept. 18 $335 $350 $435 $______________

Architectural Hardware & Applications (COR113) Sept. 19, 20, 21 $1005 $1050 $1305 $______________

Door and Frame Applications (COR120) Sept. 22, 23 $670 $700 $870 $______________

Takeoff and Estimating (COR125)* Sept. 24, 25 $670 $700 $870 $______________

Electrified Architectural Hardware (COR133) Sept. 18, 19, 20, 21, 22 $1775++ $1850++ $2275++ $______________

Using Codes and Standards (COR140)+ Sept. 22, 23, 24 $1005 $1050 $1305 $______________

Principles of Specification Writing (COR145)+ Sept. 19 $335 $350 $435 $______________

Installation Coordination and Project Management (COR153)* Sept. 18, 19 $670 $700 $870 $______________

Material Purchasing Concepts (COR160) Sept. 19 $335 $350 $435 $______________

Professional Sales (COR165) Sept. 18 $335 $350 $435 $______________

Masterkeying (AHC200) Sept. 18 $335 $350 $435 $______________

Detailing Hardware (AHC205)*+ Sept. 19, 20, 21 $1005 $1050 $1305 $______________

Advanced Detailing Hardware (AHC207)*+ Sept. 22, 23, 24 $1005 $1050 $1305 $______________

Writing Hardware Specifications (AHC215)*+ Sept. 20, 21, 22 $1005 $1050 $1305 $______________

AHC Exam Prep (AHC220)*+ Sept. 23, 24, 25 $1005 $1050 $1305 $______________

Using Door and Frame Standards (CDC300)+ Sept. 21 $335 $350 $435 $______________

Detailing Doors and Frames (CDC305)* Sept. 22, 23 $670 $700 $870 $______________

Writing Door and Frame Specifications (CDC310)*+ Sept. 20, 21, 22 $1005 $1050 $1305 $______________

CDC Exam Prep (CDC315)*+ Sept. 23, 24 $670 $700 $870 $______________

Drawings for Electrified Hardware Systems (EHC400) Sept. 23, 24, 25 $1005 $1050 $1305 $______________

Writing Electrified Hardware Systems Specs (EHC415)* Sept. 23 $335 $350 $435 $______________

EHC Exam Prep (EHC420)* Sept. 24, 25 $670 $700 $870 $______________

Aftermarket Sales and Building Renovations (ELT500) Sept. 19 $335 $350 $435 $______________

Effective Management of Employees (ELT505) Sept. 18 $335 $350 $435 $______________

How to Develop and Retain Customers (ELT510) Sept. 20 $335 $350 $435 $______________

ENROLLMENT INFORMATION

TOTAL AMOUNT DUE $___________________

DIRECTIONS: 
• Circle course(s) attending.
• Add up total at bottom of form. 
• Complete Part 2 of 2 page form.
• Sign and Mail to DHI or Fax to: 703/222-2410

Price

Member Non-Member

$1895 $2395
$650 $870

Example:

PART 1 of 2

September  18-25, 2009     Orlando, FL
DHI NATIONAL EDUCATION REGISTRATION FORM

*    Please See DHI’s Education Resource Guide as well as this Registration Form for Complete Information Regarding Course Prerequisites
** All courses begin at 8:00 am and end at 5:30 pm.

+  Students attending these classes are required to bring reference materials which will pertain to the class exercises.
   Please see DHI’s online  Education Resource Guide found at www.dhi.org for the complete list of required materials.

++ An additional $100 has been added to the cost of the COR133 tuition to support the cost of the consumable class
 materials as well as the cost of an ohm meter that the student will get to use in class as well as take home for future use.   

Special “Early Bird” Pricing Offer Ends August 31, 2009
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Special “Early Bird” Pricing Offer Ends August 31, 2009

PART 2 of 2

PAYMENT:     q  Check enclosed, payable in U.S. dollars to: Door and Hardware Institute

 q  Please charge my:      q Visa q Master Card q AMEX  

Card Number_____________________________________________________________________   Expiration Date  _______________ / ___________________

Card Holder’s Name (Print name as it reads on card): _____________________________________________________________________________________________

Signature _______________________________________________________________________________________________________________________

CREDIT CARD BILLING ADDRESS: 

q  Check if the credit card billing address is the same as address listed for student above. If different, please note “credit card billing address” below:

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City __________________________________ Province/ST ____________________________  Zip/Postal Code_____________________________________ 

PAYMENT INFORMATION

PLEASE COMPLETE PARTS 1 & 2 OF THIS FORM AND RETURN TO:

Door and Hardware Institute

14150 Newbrook Drive, Suite 200, Chantilly, VA 20151

Phone: 703/222-2010  Fax: 703/222-2410   
or  

Register online at www.dhi.org

Accounting use only.

TOTAL AMOUNT DUE $___________

q  DHI Member  I.D. Number  ___________________________       q  Non-Member

Name ______________________________________________________________      Name for Badge _______________________________________________

Title _______________________________________________________________       Company ___________________________________________________

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City _____________________________________ Province/ST _____________________________   Zip/Postal Code _____________________________________

Telephone   (                        ) ________________________________________________ Fax (                          ) ____________________________________________

E-mail (REQUIRED**) _________________________________________________

**Provide current e-mail address. All registration confirmations and exam results will be sent via e-mail.
Courses run daily from 8:00 a.m. to 5:30 p.m. Register online at www.dhi.org. 
Registrations MUST be received by Sept. 11, 2009.

Receive FREE 2009 Conference Registration as part of your            
DHI National Education Registration. 

q  Yes! Register me for the Annual DHI Conference!
  DhI CONFERENCE: sept.16–25
  DhI EXPO: sept.16–17
  DhI NATIONAL EDUCATION: sept.18–25

1 Great Price = 2 Great Events!

DHI NATIONAL EDUCATION REGISTRATION FORM
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Course Title (Course Number) Date(s)** “Early Bird”
Member Price 
thru 8/31/09

Member Price 
On and After 

9/1/09

Non-Member 
Price

$TOTAL

Fire and Egress Door Assembly Inspection (DAI600)*+ Sept. 18, 19, 20, 21 $2245 $2245 $2745 $______________

Understanding & Using Construction Documents (COR103)*+ Sept. 18 $335 $350 $435 $______________

Architectural Hardware & Applications (COR113) Sept. 19, 20, 21 $1005 $1050 $1305 $______________

Door and Frame Applications (COR120) Sept. 22, 23 $670 $700 $870 $______________

Takeoff and Estimating (COR125)* Sept. 24, 25 $670 $700 $870 $______________

Electrified Architectural Hardware (COR133) Sept. 18, 19, 20, 21, 22 $1775++ $1850++ $2275++ $______________

Using Codes and Standards (COR140)+ Sept. 22, 23, 24 $1005 $1050 $1305 $______________

Principles of Specification Writing (COR145)+ Sept. 19 $335 $350 $435 $______________

Installation Coordination and Project Management (COR153)* Sept. 18, 19 $670 $700 $870 $______________

Material Purchasing Concepts (COR160) Sept. 19 $335 $350 $435 $______________

Professional Sales (COR165) Sept. 18 $335 $350 $435 $______________

Masterkeying (AHC200) Sept. 18 $335 $350 $435 $______________

Detailing Hardware (AHC205)*+ Sept. 19, 20, 21 $1005 $1050 $1305 $______________

Advanced Detailing Hardware (AHC207)*+ Sept. 22, 23, 24 $1005 $1050 $1305 $______________

Writing Hardware Specifications (AHC215)*+ Sept. 20, 21, 22 $1005 $1050 $1305 $______________

AHC Exam Prep (AHC220)*+ Sept. 23, 24, 25 $1005 $1050 $1305 $______________

Using Door and Frame Standards (CDC300)+ Sept. 21 $335 $350 $435 $______________

Detailing Doors and Frames (CDC305)* Sept. 22, 23 $670 $700 $870 $______________

Writing Door and Frame Specifications (CDC310)*+ Sept. 20, 21, 22 $1005 $1050 $1305 $______________

CDC Exam Prep (CDC315)*+ Sept. 23, 24 $670 $700 $870 $______________

Drawings for Electrified Hardware Systems (EHC400) Sept. 23, 24, 25 $1005 $1050 $1305 $______________

Writing Electrified Hardware Systems Specs (EHC415)* Sept. 23 $335 $350 $435 $______________

EHC Exam Prep (EHC420)* Sept. 24, 25 $670 $700 $870 $______________

Aftermarket Sales and Building Renovations (ELT500) Sept. 19 $335 $350 $435 $______________

Effective Management of Employees (ELT505) Sept. 18 $335 $350 $435 $______________

How to Develop and Retain Customers (ELT510) Sept. 20 $335 $350 $435 $______________

ENROLLMENT INFORMATION

TOTAL AMOUNT DUE $___________________

DIRECTIONS: 
• Circle course(s) attending.
• Add up total at bottom of form. 
• Complete Part 2 of 2 page form.
• Sign and Mail to DHI or Fax to: 703/222-2410

Price

Member Non-Member

$1895 $2395
$650 $870

Example:

PART 1 of 2

September  18-25, 2009     Orlando, FL
DHI NATIONAL EDUCATION REGISTRATION FORM

*    Please See DHI’s Education Resource Guide as well as this Registration Form for Complete Information Regarding Course Prerequisites
** All courses begin at 8:00 am and end at 5:30 pm.

+  Students attending these classes are required to bring reference materials which will pertain to the class exercises.
   Please see DHI’s online  Education Resource Guide found at www.dhi.org for the complete list of required materials.

++ An additional $100 has been added to the cost of the COR133 tuition to support the cost of the consumable class
 materials as well as the cost of an ohm meter that the student will get to use in class as well as take home for future use.   

Special “Early Bird” Pricing Offer Ends August 31, 2009
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Special “Early Bird” Pricing Offer Ends August 31, 2009

PART 2 of 2

PAYMENT:     q  Check enclosed, payable in U.S. dollars to: Door and Hardware Institute

 q  Please charge my:      q Visa q Master Card q AMEX  

Card Number_____________________________________________________________________   Expiration Date  _______________ / ___________________

Card Holder’s Name (Print name as it reads on card): _____________________________________________________________________________________________

Signature _______________________________________________________________________________________________________________________

CREDIT CARD BILLING ADDRESS: 

q  Check if the credit card billing address is the same as address listed for student above. If different, please note “credit card billing address” below:

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City __________________________________ Province/ST ____________________________  Zip/Postal Code_____________________________________ 

PAYMENT INFORMATION

PLEASE COMPLETE PARTS 1 & 2 OF THIS FORM AND RETURN TO:

Door and Hardware Institute

14150 Newbrook Drive, Suite 200, Chantilly, VA 20151

Phone: 703/222-2010  Fax: 703/222-2410   
or  

Register online at www.dhi.org

Accounting use only.

TOTAL AMOUNT DUE $___________

q  DHI Member  I.D. Number  ___________________________       q  Non-Member

Name ______________________________________________________________      Name for Badge _______________________________________________

Title _______________________________________________________________       Company ___________________________________________________

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City _____________________________________ Province/ST _____________________________   Zip/Postal Code _____________________________________

Telephone   (                        ) ________________________________________________ Fax (                          ) ____________________________________________

E-mail (REQUIRED**) _________________________________________________

**Provide current e-mail address. All registration confirmations and exam results will be sent via e-mail.
Courses run daily from 8:00 a.m. to 5:30 p.m. Register online at www.dhi.org. 
Registrations MUST be received by Sept. 11, 2009.

Receive FREE 2009 Conference Registration as part of your            
DHI National Education Registration. 

q  Yes! Register me for the Annual DHI Conference!
  DhI CONFERENCE: sept.16–25
  DhI EXPO: sept.16–17
  DhI NATIONAL EDUCATION: sept.18–25

1 Great Price = 2 Great Events!

DHI NATIONAL EDUCATION REGISTRATION FORM
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First Name m.i.  Last  Name iNFormaL For Badge 

titLe CompaNy

street address (wiLL Be used iN CoNFereNCe atteNdee BookLet)    q CheCk iF New address 

City   state/proviNCe CouNtry Zip+4/postaL Code

daytime phoNe  Fax   spouse’s Name (oNLy iF spouse is registeriNg)

e-maiL   weB site 

Check appropriate company category:  q Distributor   q Manufacturer  q Sales Agent   q Specifier  q Other: _____________________________

DHI ConferenCe anD  
exposItIon attenDee regIstratIon

o Check enclosed, payable in U.S. dollars to: DHI    o  VISA   o MC   o AMEX      

Exp. Date____________________________________   Card Number_________________________________________________

Cardholder’s Name (print) ____________________________________________________________________________________

Signature _______________________________________________________________________________________________

Cardholder’s Full Billing Address _______________________________________________________________________________

  ______________________________________________________________________________________________________

Important Dates:
June 30, 2009
Last day to receive Stimulus 
Special registration fees.  All 
stimulus registration fees are 
non-refundable.

July 31, 2009
Final day to receive Advance 
Special registration fees.

August 14, 2009
Deadline for Registrant’s Name to 
appear in the Conference Attendee 
Book.

Final day to preregister; no refunds 
after this date.

September 15, 2009
On-site registration opens at the 
Gaylord Palms Resort and Conven-
tion Center.

regIster
On-Line:  www.dhi.org

By Phone: 866-977-3667
Mon – Fri 8:30 am – 5:30 pm EST

By Fax: 703-222-2410
All faxed registrations must include 
credit card payment.

By Mail:
DHI Registration 
14150 Newbrook Drive 
Suite 200 
Chantilly, VA 21051

Do not mail this registration form 
if previously faxed or you’ve regis-
tered online or by phone.

Buy One Day Of 
eDucatiOn, attenD  

the Dhi cOnference  
& expOsitiOn  

fOr free!

stimulus special*
through 6/30/09

advance special
through 7/31/09

standard
after 7/31/09

Full ConFerenCe PaCkage

Member/Non-Member Fee $105/$205 $195/$295 $225/$325 = $ _________

Spouse $125 $125 $125 = $ _________

Team PriCing (DisTribuTors anD sales agenTs only)

Member/Non-Member Fee $750/$1,100 $875/$1,250 = $ _________

one-Day Pass                      (noT subjeCT To sTimulus sPeCial or aDvanCe sPeCial)

Wednesday- Member/Non-Member                                                              $125/$150                                                                       = $ _________

Thursday- Member/Non-Member                                                                 $225/$325                                                                       = $__________
(Thursday pass includes Friday Conference Education)

naTional eDuCaTion regisTraTion

register for any paid national education and receive a full Conference package complimentary.

Please insert Registration Total from National Education Registraton Form = $ _________

ConFerenCe evenTs

Please indicate the number of persons attending each event.

Forum for the Future Kick-Off Luncheon (Wednesday 9/16) ___ person (s) (included in full package) NA

Opening Reception (Wednesday 9/16) ___ person (s) (included in full package) NA

Spouse Opening Reception Only (Wednesday 9/16) ___ person (s) at $50 = $ __________

Forum for the Future (Thursday 9/17) ___ person (s) (included in full package) NA

Forum for the Future Wrap-Up Luncheon (Thursday 9/17) ___ person (s) (included in full package) NA

Closing Reception (Thursday 9/17) ___ person (s) (included in full package) NA

TOTAL = $ __________

* Stimulus Special valid for Registrations received until June 30, 2009; Non-refundable.

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center

THE IN

DUS
TR

Y'
S 

FO
RE

MOST E
VENT FOR LIFE SAFETY AND SECURITY 

•

ORLANDO ‘09
34TH ANNUAL CONFERENCE & EXPOSITION

CONFERENCE: Sept. 16–25 • EXPO Sept. 16–17
Gaylord Palms Resort & Convention Center

sIgnIfICantly

reDUCeD

regIstratIon

fees

PrOceSS SecureLy OnLine AT www.dhi.Org
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First Name m.i.  Last  Name iNFormaL For Badge 

titLe CompaNy

street address (wiLL Be used iN CoNFereNCe atteNdee BookLet)    q CheCk iF New address 

City   state/proviNCe CouNtry Zip+4/postaL Code

daytime phoNe  Fax   spouse’s Name (oNLy iF spouse is registeriNg)

e-maiL   weB site 

Check appropriate company category:  q Distributor   q Manufacturer  q Sales Agent   q Specifier  q Other: _____________________________

DHI ConferenCe anD  
exposItIon attenDee regIstratIon

o Check enclosed, payable in U.S. dollars to: DHI    o  VISA   o MC   o AMEX      

Exp. Date____________________________________   Card Number_________________________________________________

Cardholder’s Name (print) ____________________________________________________________________________________

Signature _______________________________________________________________________________________________

Cardholder’s Full Billing Address _______________________________________________________________________________

  ______________________________________________________________________________________________________

Important Dates:
June 30, 2009
Last day to receive Stimulus 
Special registration fees.  All 
stimulus registration fees are 
non-refundable.

July 31, 2009
Final day to receive Advance 
Special registration fees.

August 14, 2009
Deadline for Registrant’s Name to 
appear in the Conference Attendee 
Book.

Final day to preregister; no refunds 
after this date.

September 15, 2009
On-site registration opens at the 
Gaylord Palms Resort and Conven-
tion Center.

regIster
On-Line:  www.dhi.org

By Phone: 866-977-3667
Mon – Fri 8:30 am – 5:30 pm EST

By Fax: 703-222-2410
All faxed registrations must include 
credit card payment.

By Mail:
DHI Registration 
14150 Newbrook Drive 
Suite 200 
Chantilly, VA 21051

Do not mail this registration form 
if previously faxed or you’ve regis-
tered online or by phone.

Buy One Day Of 
eDucatiOn, attenD  

the Dhi cOnference  
& expOsitiOn  

fOr free!

stimulus special*
through 6/30/09

advance special
through 7/31/09

standard
after 7/31/09

Full ConFerenCe PaCkage

Member/Non-Member Fee $105/$205 $195/$295 $225/$325 = $ _________

Spouse $125 $125 $125 = $ _________

Team PriCing (DisTribuTors anD sales agenTs only)

Member/Non-Member Fee $750/$1,100 $875/$1,250 = $ _________

one-Day Pass                      (noT subjeCT To sTimulus sPeCial or aDvanCe sPeCial)

Wednesday- Member/Non-Member                                                              $125/$150                                                                       = $ _________

Thursday- Member/Non-Member                                                                 $225/$325                                                                       = $__________
(Thursday pass includes Friday Conference Education)

naTional eDuCaTion regisTraTion

register for any paid national education and receive a full Conference package complimentary.

Please insert Registration Total from National Education Registraton Form = $ _________

ConFerenCe evenTs

Please indicate the number of persons attending each event.

Forum for the Future Kick-Off Luncheon (Wednesday 9/16) ___ person (s) (included in full package) NA

Opening Reception (Wednesday 9/16) ___ person (s) (included in full package) NA

Spouse Opening Reception Only (Wednesday 9/16) ___ person (s) at $50 = $ __________

Forum for the Future (Thursday 9/17) ___ person (s) (included in full package) NA

Forum for the Future Wrap-Up Luncheon (Thursday 9/17) ___ person (s) (included in full package) NA

Closing Reception (Thursday 9/17) ___ person (s) (included in full package) NA

TOTAL = $ __________

* Stimulus Special valid for Registrations received until June 30, 2009; Non-refundable.

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center
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34TH ANNUAL CONFERENCE & EXPOSITION

CONFERENCE: Sept. 16–25 • EXPO Sept. 16–17
Gaylord Palms Resort & Convention Center

sIgnIfICantly

reDUCeD

regIstratIon

fees

PrOceSS SecureLy OnLine AT www.dhi.Org

hOtel descrIptIONs

GAYlorD pAlMs resort & 
ConVention Center (headquarters 
hotel)

6000 West Osceola parkway, kissimmee, florida   
$189 single/double $209 triple $229 quad

Designed to bring the sights and sounds of Florida’s favorite areas to guests all 
underneath 4.5 acres of glass, the Gaylord Palms Resort and Convention Center 
is a destination in itself and will host all 2009 DHI Conference and Exposition 
activities.

Experience the Everglades while crossing a wooden bridge over mist covered 
bogs as you listen to the frogs singing, watch the lightening bugs and view the 
colorful aquatic fish.  Step into the carefree, funky feel of Key West with a huge 
indoor lagoon - home to stingrays and native Florida game fish - all under the sail 
of the 60-ft. S.S. Gaylord sailboat.  Enjoy the old-world charm of St. Augustine with 
its Spanish-infused style and discover Castillo de San Marco, a replica of the old-
est Spanish fort in America.  Featuring beautiful Spanish Renaissance architecture, 
the Emerald Bay section is a resort in itself.

The Gaylord Palms oversized guestrooms are superbly decorated and furnished 
with elevated beds, ceiling fans, refrigerators, irons and ironing boards, coffee 
makers, hair dryers, doorbells, high speed internet access, an in-room safe, and 
bottled water. Bathrooms feature Saltillo tile floors, granite topped sinks, and full 
length and magnifying mirrors.

When not relaxing in the comfort of your guestroom, enjoy the many dining 
options at the Gaylord Palms, ranging from the fine dining of the Old Hickory 
Steakhouse to casual dining at Sunset Sam’s Fish Camp and H

2O Sports Bar & 
Grille, to the European-style market of Villa de Flora.  You may prefer just a quick 
bite from Java Coast or an ice cream cone from Haagen-Dazs Ice Cream Shoppe 
in the Emerald Bay.  Join your friends for a drink at Sora or Auggie’s Jammin’ 
Piano Bar.

While in Orlando, you won’t have to put your exercise routine on hold.  The Gaylord 
Palms state-of-the-art fitness center features cardiovascular equipment, a Smith 
Press System for body building and a customized Pilates program for starters.  
Enjoy the enormous adults-only South Beach Pool or visit the Clearwater Cove 
pool featuring an Octopus Waterslide, Wacky Waterspouts, Kiddie Cay, Terrapin 
Reef and the Dunes for some family fun.  For land-based recreation, visit Coquina 
Dunes Recreation Park between the hotel and the convention center.  With an 
executive putting course, bocce court, croquet lawn and sandy volleyball court, 
you can engage in some friendly competition while reconnecting with your col-
leagues.  After your workout, or a day on the trade show floor, take some time for 
yourself at the Canyon Ranch SpaClub.

From the comfort of the guestrooms to the convenience of staying at the confer-
ence headquarters hotel, you will be glad you stayed at the world-class Gaylord 
Palms Resort and Convention Center.         

rADisson resort 
orlAnDo-CeleBrAtion

2900 parkway Boulevard, kissimmee, florida  
$125  single/double

Located close to the Gaylord Palms and only 1.5 miles from Walt Disney World, the 
Radisson Resort Orlando-Celebration is reflective of the town in which it resides 
-Celebration.  Guests will “Celebrate the Spirit” of true southern hospitality all 
within this lovely property situated on 20 acres of lush landscaped grounds.   With 
a complimentary shuttle to and from the Gaylord Palms, guests can be in the heart 
of the conference action and amidst Gaylord Palms restaurants and activities 
within minutes.  Each of the 718 guestrooms feature vibrant colors and stylish fur-
nishings as well as modern conveniences, including high speed internet access.  
Onsite services and activities include a newly remodeled full service fitness center 
and a giant free-form pool with waterfall and water slide.  The Radisson also 
features two casual dining experiences: Mandolins, a full service family restaurant 
known for its extensive buffet breakfast bar; and the Parkway Diner and Deli, for a 
classic, 1950’s American dining experience.

Surviving to thriving, Preparing to Prosper!

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center
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First Name m.i.  Last  Name iNFormaL For Badge 

titLe CompaNy

street address (wiLL Be used iN CoNFereNCe atteNdee BookLet)    q CheCk iF New address 

City   state/proviNCe CouNtry Zip+4/postaL Code

daytime phoNe  Fax   spouse’s Name (oNLy iF spouse is registeriNg)

e-maiL   weB site 

Check appropriate company category:  q Distributor   q Manufacturer  q Sales Agent   q Specifier  q Other: _____________________________

DHI ConferenCe anD  
exposItIon attenDee regIstratIon

o Check enclosed, payable in U.S. dollars to: DHI    o  VISA   o MC   o AMEX      

Exp. Date____________________________________   Card Number_________________________________________________

Cardholder’s Name (print) ____________________________________________________________________________________

Signature _______________________________________________________________________________________________

Cardholder’s Full Billing Address _______________________________________________________________________________

  ______________________________________________________________________________________________________

Important Dates:
June 30, 2009
Last day to receive Stimulus 
Special registration fees.  All 
stimulus registration fees are 
non-refundable.

July 31, 2009
Final day to receive Advance 
Special registration fees.

August 14, 2009
Deadline for Registrant’s Name to 
appear in the Conference Attendee 
Book.

Final day to preregister; no refunds 
after this date.

September 15, 2009
On-site registration opens at the 
Gaylord Palms Resort and Conven-
tion Center.

regIster
On-Line:  www.dhi.org

By Phone: 866-977-3667
Mon – Fri 8:30 am – 5:30 pm EST

By Fax: 703-222-2410
All faxed registrations must include 
credit card payment.

By Mail:
DHI Registration 
14150 Newbrook Drive 
Suite 200 
Chantilly, VA 21051

Do not mail this registration form 
if previously faxed or you’ve regis-
tered online or by phone.

Buy One Day Of 
eDucatiOn, attenD  

the Dhi cOnference  
& expOsitiOn  

fOr free!

stimulus special*
through 6/30/09

advance special
through 7/31/09

standard
after 7/31/09

Full ConFerenCe PaCkage

Member/Non-Member Fee $105/$205 $195/$295 $225/$325 = $ _________

Spouse $125 $125 $125 = $ _________

Team PriCing (DisTribuTors anD sales agenTs only)

Member/Non-Member Fee $750/$1,100 $875/$1,250 = $ _________

one-Day Pass                      (noT subjeCT To sTimulus sPeCial or aDvanCe sPeCial)

Wednesday- Member/Non-Member                                                              $125/$150                                                                       = $ _________

Thursday- Member/Non-Member                                                                 $225/$325                                                                       = $__________
(Thursday pass includes Friday Conference Education)

naTional eDuCaTion regisTraTion

register for any paid national education and receive a full Conference package complimentary.

Please insert Registration Total from National Education Registraton Form = $ _________

ConFerenCe evenTs

Please indicate the number of persons attending each event.

Forum for the Future Kick-Off Luncheon (Wednesday 9/16) ___ person (s) (included in full package) NA

Opening Reception (Wednesday 9/16) ___ person (s) (included in full package) NA

Spouse Opening Reception Only (Wednesday 9/16) ___ person (s) at $50 = $ __________

Forum for the Future (Thursday 9/17) ___ person (s) (included in full package) NA

Forum for the Future Wrap-Up Luncheon (Thursday 9/17) ___ person (s) (included in full package) NA

Closing Reception (Thursday 9/17) ___ person (s) (included in full package) NA

TOTAL = $ __________

* Stimulus Special valid for Registrations received until June 30, 2009; Non-refundable.
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GAYlorD pAlMs resort & 
ConVention Center (headquarters 
hotel)

6000 West Osceola parkway, kissimmee, florida   
$189 single/double $209 triple $229 quad

Designed to bring the sights and sounds of Florida’s favorite areas to guests all 
underneath 4.5 acres of glass, the Gaylord Palms Resort and Convention Center 
is a destination in itself and will host all 2009 DHI Conference and Exposition 
activities.

Experience the Everglades while crossing a wooden bridge over mist covered 
bogs as you listen to the frogs singing, watch the lightening bugs and view the 
colorful aquatic fish.  Step into the carefree, funky feel of Key West with a huge 
indoor lagoon - home to stingrays and native Florida game fish - all under the sail 
of the 60-ft. S.S. Gaylord sailboat.  Enjoy the old-world charm of St. Augustine with 
its Spanish-infused style and discover Castillo de San Marco, a replica of the old-
est Spanish fort in America.  Featuring beautiful Spanish Renaissance architecture, 
the Emerald Bay section is a resort in itself.

The Gaylord Palms oversized guestrooms are superbly decorated and furnished 
with elevated beds, ceiling fans, refrigerators, irons and ironing boards, coffee 
makers, hair dryers, doorbells, high speed internet access, an in-room safe, and 
bottled water. Bathrooms feature Saltillo tile floors, granite topped sinks, and full 
length and magnifying mirrors.

When not relaxing in the comfort of your guestroom, enjoy the many dining 
options at the Gaylord Palms, ranging from the fine dining of the Old Hickory 
Steakhouse to casual dining at Sunset Sam’s Fish Camp and H

2O Sports Bar & 
Grille, to the European-style market of Villa de Flora.  You may prefer just a quick 
bite from Java Coast or an ice cream cone from Haagen-Dazs Ice Cream Shoppe 
in the Emerald Bay.  Join your friends for a drink at Sora or Auggie’s Jammin’ 
Piano Bar.

While in Orlando, you won’t have to put your exercise routine on hold.  The Gaylord 
Palms state-of-the-art fitness center features cardiovascular equipment, a Smith 
Press System for body building and a customized Pilates program for starters.  
Enjoy the enormous adults-only South Beach Pool or visit the Clearwater Cove 
pool featuring an Octopus Waterslide, Wacky Waterspouts, Kiddie Cay, Terrapin 
Reef and the Dunes for some family fun.  For land-based recreation, visit Coquina 
Dunes Recreation Park between the hotel and the convention center.  With an 
executive putting course, bocce court, croquet lawn and sandy volleyball court, 
you can engage in some friendly competition while reconnecting with your col-
leagues.  After your workout, or a day on the trade show floor, take some time for 
yourself at the Canyon Ranch SpaClub.

From the comfort of the guestrooms to the convenience of staying at the confer-
ence headquarters hotel, you will be glad you stayed at the world-class Gaylord 
Palms Resort and Convention Center.         

rADisson resort 
orlAnDo-CeleBrAtion

2900 parkway Boulevard, kissimmee, florida  
$125  single/double

Located close to the Gaylord Palms and only 1.5 miles from Walt Disney World, the 
Radisson Resort Orlando-Celebration is reflective of the town in which it resides 
-Celebration.  Guests will “Celebrate the Spirit” of true southern hospitality all 
within this lovely property situated on 20 acres of lush landscaped grounds.   With 
a complimentary shuttle to and from the Gaylord Palms, guests can be in the heart 
of the conference action and amidst Gaylord Palms restaurants and activities 
within minutes.  Each of the 718 guestrooms feature vibrant colors and stylish fur-
nishings as well as modern conveniences, including high speed internet access.  
Onsite services and activities include a newly remodeled full service fitness center 
and a giant free-form pool with waterfall and water slide.  The Radisson also 
features two casual dining experiences: Mandolins, a full service family restaurant 
known for its extensive buffet breakfast bar; and the Parkway Diner and Deli, for a 
classic, 1950’s American dining experience.

Surviving to thriving, Preparing to Prosper!

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17
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Go to www.dhi.org to log in. For more information, please contact DHI member Services at 
703/222-2010; Fax: 703/222-2410; or e-mail: Info@dhi.org

DHI’s New Challenge Exam System is NOW AVAILABLE!
Go to www.dhi.org.
Under the “Education” heading, select “Learning 
Management System.” 

Students are able to take the exams online and get results 
immediately! Even view your transcript to gauge your 
progress and educational goals.

This system will provide students with the flexibility to 
access their exams from almost anywhere, at anytime!!!

It’s virtually fantastic!!!

DHI is pleased to announce the launch of 
the new Online Education Learning 
Management System.

Education_LMS Launch_full pg avd1   1 5/1/09   12:32:42 PM

Last Name  ________________________________________________________________________________________________________________________________________________

First Name _________________________________________________________________________________________________________________________________________________

Affi liation/Company _________________________________________________________________________________________________________________________________________

Street Address or P.O. Box Number  __________________________________________________________________________________________________________________________

City/State/Province  ______________________________________________________  Zip/Postal Code/Country __________________________________________________________

Daytime Phone Number  _____________________________________________________________________  Ext. __________________________________________________________

E-mail  ____________________________________________________________________________________________________________________________________________________

Fax _______________________________________________________________________________________________________________________________________________________

Home Phone Number  _______________________________________________________________________________________________________________________________________

1. Rooms are assigned on a fi rst-come, fi rst-served basis. Number hotels in 
numerical order of preference. If your hotel choice is not available, you will 
be assigned to the closest available hotel. Room rates do not include appli-
cable tax and hotel fees. Suite information may be obtained by calling 
DHI Housing at 866/578-8809 or  
e-mailing: DHIHOUSING@conferencedirect.com.

ARRIVAL:  Day ______________________ Date  ________________________

DEPARTURE:  Day ___________________ Date  ________________________

Note:  Hotels charge an “early check-out” fee of up to one night’s room fare plus 
applicable taxes. Please verify your departure date upon arrival.

______ Gaylord Palms Resort and Convention Center (HQ)

 ❐ $189 Single/Double ❐ $209 Triple  ❐ $229 Quad

______  Radisson Resort Orlando – Celebration

 ❐ $125 Single/Double

Type of Room*:

 ❐ Single  ❐ Double

 ❐ Triple   ❐ Quad

Room preference(s): 

 ❐ Non-smoking**  ❐ Smoking (Radisson only)
 ❐ Wheelchair-accessible room  ❐ Rollaway bed 
 ❐ Adjoining room   ❐ Other:

* We will attempt to accommodate your request; however, room types and 
special requests are NOT guaranteed.

**All rooms at the Palms are non-smoking.

If sharing a room, please list additional occupants’ names:

A) ________________________________________________________________

B) ________________________________________________________________

2. ROOM RATES/TAXES: In order to take advantage of the DHI rates, 
be sure to book your reservation by Monday, August 10, 2009. 
After this date, the offi cial DHI block will be released and the hotels may 
charge signifi cantly higher rates. Room rates are valid three (3) days before 
and after the Conference based upon availability. Rates are subject to 
applicable taxes and hotel fees. 

3. ACKNOWLEDGEMENTS: Acknowledgements will be sent to the email 
address or fax number noted above. Please check your acknowledgement 
immediately to ensure that all information is correct. If you do not receive 
an acknowledgement via e-mail or fax within 14 days after sending in your 
request, please contact DHI Housing at 866/578-8809.

4. CHANGES/CANCELLATIONS/REFUNDS: Cancellations will be subject 
to a $30 processing fee. DHI Housing will be available to make changes and 
cancellations until 8:00 p.m. on Sunday, September 6, 2009, after which, 
all inquiries should go directly to the hotels or be taken care of on site. 
Cancellations within 72 hours of arrival are subject to forfeiture of 
fi rst night’s deposit at hotels.

5. TO AVOID DELAYS IN PROCESSING, be sure all information is legible 
and arrival/departure dates are included. If specifi c dates are not requested, 
the offi cial conference dates will be entered. Failure to arrive on your 
confi rmed arrival date will result in forfeiture of deposit and loss of 
room for the entire stay. 

6. GUARANTEE INFORMATION: All reservations must be guaranteed by a 
major credit card or with one night’s deposit by check. Rooms guaranteed 
by credit card will be charged 1st night’s room + tax as early as Monday, 
August 10, 2009. Checks received after August 10th will be returned.

❐ VISA ❐ MasterCard ❐ American Express  

❐  Make checks payable to DHI/ConferenceDirect (in US funds drawn on 
a US bank). Checks must accompany form to be processed.

Name on Credit Card (print clearly)  _____________________________________________

Signature of Cardholder _______________________________________________________

Credit Card Number __________________________________________________________

Expiration Date _______________________________________________________

Conference Housing Reservation
To make housing reservations, call DHI Housing 

Toll Free 866/578-8809 | International 506/637-0281

9:00 a.m. – 8:00 p.m. EST Monday – Friday

You may mail or fax completed form to DHI Housing by Monday, August 10, 2009. 
Mail to c/o ConferenceDirect, 1900 South Boulevard, Suite 110, Charlotte, NC 28203; 

fax: 506/433-3033.  Do not mail this form if you have registered by phone, fax or 

on-line.  

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center

PLEASE Print or Type. Complete ALL information requested. 
Retain a copy of this form for your records. 

Housing Information
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Go to www.dhi.org to log in. For more information, please contact DHI member Services at 
703/222-2010; Fax: 703/222-2410; or e-mail: Info@dhi.org
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Go to www.dhi.org.
Under the “Education” heading, select “Learning 
Management System.” 

Students are able to take the exams online and get results 
immediately! Even view your transcript to gauge your 
progress and educational goals.

This system will provide students with the flexibility to 
access their exams from almost anywhere, at anytime!!!

It’s virtually fantastic!!!

DHI is pleased to announce the launch of 
the new Online Education Learning 
Management System.
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Street Address or P.O. Box Number  __________________________________________________________________________________________________________________________
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DHI Housing at 866/578-8809 or  
e-mailing: DHIHOUSING@conferencedirect.com.
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Note:  Hotels charge an “early check-out” fee of up to one night’s room fare plus 
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______ Gaylord Palms Resort and Convention Center (HQ)

 ❐ $189 Single/Double ❐ $209 Triple  ❐ $229 Quad

______  Radisson Resort Orlando – Celebration

 ❐ $125 Single/Double

Type of Room*:

 ❐ Single  ❐ Double

 ❐ Triple   ❐ Quad

Room preference(s): 

 ❐ Non-smoking**  ❐ Smoking (Radisson only)
 ❐ Wheelchair-accessible room  ❐ Rollaway bed 
 ❐ Adjoining room   ❐ Other:

* We will attempt to accommodate your request; however, room types and 
special requests are NOT guaranteed.

**All rooms at the Palms are non-smoking.

If sharing a room, please list additional occupants’ names:

A) ________________________________________________________________

B) ________________________________________________________________

2. ROOM RATES/TAXES: In order to take advantage of the DHI rates, 
be sure to book your reservation by Monday, August 10, 2009. 
After this date, the offi cial DHI block will be released and the hotels may 
charge signifi cantly higher rates. Room rates are valid three (3) days before 
and after the Conference based upon availability. Rates are subject to 
applicable taxes and hotel fees. 

3. ACKNOWLEDGEMENTS: Acknowledgements will be sent to the email 
address or fax number noted above. Please check your acknowledgement 
immediately to ensure that all information is correct. If you do not receive 
an acknowledgement via e-mail or fax within 14 days after sending in your 
request, please contact DHI Housing at 866/578-8809.

4. CHANGES/CANCELLATIONS/REFUNDS: Cancellations will be subject 
to a $30 processing fee. DHI Housing will be available to make changes and 
cancellations until 8:00 p.m. on Sunday, September 6, 2009, after which, 
all inquiries should go directly to the hotels or be taken care of on site. 
Cancellations within 72 hours of arrival are subject to forfeiture of 
fi rst night’s deposit at hotels.

5. TO AVOID DELAYS IN PROCESSING, be sure all information is legible 
and arrival/departure dates are included. If specifi c dates are not requested, 
the offi cial conference dates will be entered. Failure to arrive on your 
confi rmed arrival date will result in forfeiture of deposit and loss of 
room for the entire stay. 

6. GUARANTEE INFORMATION: All reservations must be guaranteed by a 
major credit card or with one night’s deposit by check. Rooms guaranteed 
by credit card will be charged 1st night’s room + tax as early as Monday, 
August 10, 2009. Checks received after August 10th will be returned.

❐ VISA ❐ MasterCard ❐ American Express  

❐  Make checks payable to DHI/ConferenceDirect (in US funds drawn on 
a US bank). Checks must accompany form to be processed.

Name on Credit Card (print clearly)  _____________________________________________

Signature of Cardholder _______________________________________________________

Credit Card Number __________________________________________________________

Expiration Date _______________________________________________________

Conference Housing Reservation
To make housing reservations, call DHI Housing 

Toll Free 866/578-8809 | International 506/637-0281

9:00 a.m. – 8:00 p.m. EST Monday – Friday

You may mail or fax completed form to DHI Housing by Monday, August 10, 2009. 
Mail to c/o ConferenceDirect, 1900 South Boulevard, Suite 110, Charlotte, NC 28203; 

fax: 506/433-3033.  Do not mail this form if you have registered by phone, fax or 

on-line.  

CONFERENCE: Sept.16–25 • EXPO: Sept.16–17

34TH ANNUAL CONFERENCE & EXPOSITION

Gaylord Palms Resort & Convention Center

PLEASE Print or Type. Complete ALL information requested. 
Retain a copy of this form for your records. 

Housing Information
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Obama Administration Brings  
 Change to Employment/Labor Law

 c o r p o r a t e  a c c e s s

By Heidi K. Abegg

l e g a l
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N 
ow that the first 
100 days of the new 
administration have passed, 

we are beginning to get a better 
picture about the changes in employ-
ment and labor law ahead.1 the new 
administration has said that not only 
will it strengthen enforcement of 
laws already in place, it plans to push 
for change in several areas.

Before examining specific changes, 
it is helpful to look at the new 
appointees’ background and experi-
ence since they can be good predic-
tors of the direction of the new 
administration. secretary of Labor 
Hilda Solis stated during her confir-
mation hearing that her vision as 
secretary is rooted in who she is—
the daughter of a teamsters Union 
shop steward. she said that one of 

her main priorities is to “ensure 
that american workers are paid 
what they deserve.” she has been 
a vocal supporter of the employee 
free Choice act (discussed below).

of the nominees that have 
already been appointed to fill the 
18 Department of Labor (DoL) 
appointed positions, several have 
strong connections to organized 
labor. Based on these ties, and 
secretary solis’ comments and 
background, it is safe to say that 
organized labor will be an impor-
tant constituency, and enforcement 
will focus on increased compliance 
with the minimum wage and over-
time laws.

in addition to this enforcement 
emphasis, we may also see a pull 
back of the previously expanded 

white-collar exemptions to the  
fair Labor standards act, which 
would increase the number of work-
ers that would be eligible for over-
time. it is also possible that we could 
see an expansion of the number of 
independent contractors that must 
be treated as employees. as sena-
tor, President obama sponsored 
the independent Contractor Proper 
Classification Act, which would 
require some independent contrac-
tors to be treated as employees 
under some circumstances.

President obama and secretary 
solis are supporters of the contro-
versial employee free Choice act 
(efCa) legislation, also known as 
the card check bill. efCa would 
permit unions to organize work-
places without holding elections. 
Currently, employees have the right 
to a secret ballot election to decide 
whether to unionize. Under the 
proposed legislation, if an organiz-
ing campaign can collect signed 
authorizations or a petition from 
more than 50% of the employees, 
the employer has to recognize the 
union; no secret election is held. 
opponents of the bill argue that the 
card signing process has none of 
the protections of secret ballot elec-
tions, and allows employees to be 
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subject to peer pressure and threats. 
Additionally, the bill permits the 
card signing process to be under-
taken without any knowledge or 
input from the employer.

EFCA would also require union 
shop employers to submit their 
first contracts to compulsory arbi-
tration if there is no agreement. 
Opponents argue that the effect 
of this is that the federal govern-
ment, through enforcement of the 
arbitration decision, can have a 
say over all aspects of a company’s 
wage structure and work envi-
ronment. Lastly, the EFCA would 
impose new penalties, even where 
there has been no actual damage.

Besides EFCA, there are other 
pro-union items that could be on 
the agenda: union-only project 
labor agreements for federally-

funded construction work; passage 
of the Re-Empowerment of Skilled 
and Professional Employees 
and Construction Tradeworkers 
(RESPECT) Act, which would 
change the definition of “supervi-
sors” so that contractors would be 
required to allow foremen to join a 
union, rather than treating them as 
part of the management team; and 
repeal of the right-to-work laws of 
22 states, under Section 14(b) of the 
National Labor Relations Act.

We could also see proposals to 
expand the Occupational Safety 
and Health Act, as well as efforts to 
greatly increase damages available 
to employees making claims of race 
and sex discrimination, a require-
ment that employers with 15 or more 
employees provide a mandatory 7 
days of paid sick leave, and legisla-

tion to prohibit discrimination based 
on sexual orientation only.

What has already occurred? In 
April 2009, Secretary Solis issued 
a notice of proposed rulemaking 
that withdraws reporting require-
ments by union officials. Under the 
proposed rules, union officials are 
no longer required to share infor-
mation, including the value of the 
total compensation packages paid to 
union executives, and other details 
regarding union expenditures and 
member dues, which allowed union 
members to see how union officials 
were spending their dues.

In February, President Obama 
signed the American Recovery and 
Reinvestment Act into law, which, 
among its many provisions, included 
an amendment to COBRA. The Act 
provides for a government subsidy 

D O O R  S E R I E S
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of up to 65% of the COBRA premi-
ums to eligible individuals (indi-
viduals involuntarily terminated 
between September 1, 2008 through 
December 31, 2009) for a maximum 
of 9 months of coverage. The Act also 
imposes additional notice require-
ments on employers. It is anticipated 
that there will be more COBRA-
qualified former employees electing 
coverage under employer plans.

In January, President Obama 
signed into law the Lilly Ledbetter 
Fair Pay Act, which was in reac-
tion to a Supreme Court decision 
holding that an employee was 
time-barred from bringing a fair 
pay discrimination suit because it 
was not brought during the 180 day 
time-frame. The Act essentially does 
away with statutes of limitations in 
any case concerning compensation 

and allows aggrieved persons to file 
claims without first filing a charge 
with the EEOC.

Changes to the Family and 
Medical Leave Act regulations took 
effect on January 16, 2009. These 
changes allow caregivers to take up 
to 26 weeks of leave to care for an 
injured or ill service member and 
allow 12 weeks of leave to address 
a qualifying exigency relating to a 
call to active duty. Numerous other 
changes were also made including 
revisions to the notice and certifica-
tion provisions, allowance of perfect 
attendance awards, providing 
employers 3 additional days to issue 
some forms, the inclusion of an 
additional 3 forms, and clarifying 
how holidays should be counted.

Amendments to the Americans 
with Disabilities Act (ADA), effec-

tive on January 1, 2009, greatly 
expand its coverage of disabled 
workers by rejecting a string of U.S. 
Supreme Court cases that narrowly 
defined the definition of “disability.” 
Consequently, the new law rein-
stated “a broad scope of protection 
to be available under the ADA.” 
Congress stated that its intent was 
that the primary focus of attention 
in disability cases be on whether 
covered entities have complied 
with their obligations to reasonably 
accommodate disabled employees 
and applicants.  

Footnotes:
1.  The information provided herein is for general informational 

purposes only and is not intended to constitute legal advice. 

About the Author: Heidi Abegg is an asso-
ciate at Webster, Chamberlain & Bean—a 
Washington, DC-based law firm. She can be 
reached at habegg@wc-b.com.

*Members only rate. Price for non-members is $295. Offer valid only through July 31st, 2009. 
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If your business is a creditor but 
does not have any covered accounts, 
you don’t need a program. But if 
you have covered accounts, you 
must develop a written program 
to identify and address the Red 
Flags that could indicate identity 
theft. To learn more about how 
to comply with the Red Flags 
Rule, please visit www.ftc.gov. 

Is There Coverage for Identity 
Theft/Network Security Breaches 
on Your Current Insurance Policies?

Regardless of whether or not your 
company must comply with the new 
Red Flags Rule, your business most 
likely has some kind of exposure to 
network security breaches. Storing 
social security numbers/bank rout-
ing numbers/ credit card numbers 
of customers/ credit reports, and 
employee background checks or 
drivers license data of employees, 
puts your company at risk. When 
there is a breach of an individual 
record, or a breach into your network 
that houses multiple customers’ or 
employees’ private data, what is the 
potential liability for this, and what 
insurance options are available to 
protect you and reimburse 3rd party 
claimants on your behalf?

The General Liability policy could 
potentially provide protection under 
the property damage and personal 
injury sections. However, property 
damage is generally defined as ‘for 
damage to tangible property’ and 
data is not ‘tangible’. General Liability 
policies also do not cover violations 
of rules, laws and regulations, such as 
the Red Flags requirements.

The Executive Liability (Directors 
and Officers) policy would be a 

possible insurance solution, assum-
ing that the claim is that a director, 
officer or manager acted improperly 
and a regulator is making a third-
party allegation against them for the 
failure to properly carry out their 
duties. However, in most coverage 
forms, the definition of “loss” would 
eliminate the policy responding to 
the claim made under the Red Flags 
rule because, most often, penalties 
imposed by law are excluded.

The best insurance option for 
data breach exposures is a Network 
Security and Data Liability policy. 
This is a specialty liability policy 
which is not currently included 
in any carrier’s standard General 
Liability or Executive Liability poli-
cies. When shopping for a specialty 
policy, you should look for these 
areas of coverage:

 ■  Errors and Omissions Liability 
Protection—coverage for loss 
that is caused by an error, omis-
sion or negligent act and that 
results from your products or 
your work

 ■  Network and Information 
Security Liability Protection—
coverage for failure to prevent 
the transmission of computer 
viruses; failure to prevent 
unauthorized access to, or use 
of, electronic data containing 
private or confidential informa-
tion; or failure to provide any 
authorized user of your website 
or your computer or communi-
cations network with access to 
such websites or networks

 ■  Communications and Media 
Liability Protection—coverage 
for unauthorized use of any 
advertising material, or any 
slogan or title of others in the 
advertising of the business; 
infringement of copyright, title, 

slogan, or trademark; plagia-
rism or unauthorized use of lit-
erary or artistic format

 ■  True world-wide coverage—this 
extends the territory of coverage 
to include a wrongful act that 
may be committed, and claim 
or suit may be made or brought 
anywhere in the world, except 
areas where the U.S. govern-
ment prohibits doing business.

 ■  Defense expenses, on a duty to 
defend basis

 ■  Coverage for fines, if your  
business is subject to the  
Red Flags Rule. 

It’s also important to know that 
most policies will exclude certain 
liabilities such as fraud, racketeer-
ing charges, and claims that are 
covered under General Liability or 
Executive Liability policies.

Where Can I Find Network Security 
and Data Liability Coverage?

In today’s electronic world, 
Network Security is a topic that is 
here to stay. It is common practice 
for businesses to utilize computers 
to store employee and customer 
information, and take advantage of 
the ease of the internet for advertis-
ing and sales. With this comes more 
potential for data breaches which 
can translate into lawsuits, fines and 
other losses.  

About the Author: TISC, the administrator of 
your DHI Insurance Program, has worked closely 
with our insurance carriers to develop an insur-
ance product that is geared to the needs of the 
21st century commercial openings professional. 
We are ready to help you with a Network Security 
and Data Liability policy that suits the specific 
needs of your company. If you are interested in 
learning more about our new product, please 
contact Peter Elliott at 800-222-4664 ext 1086 or 
Bonnie Gauerke at 800-222-4664 ext 1635.

Network Security …from page 44
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By John Graham

How to Make Marketing Work
  (if you’re serious about making marketing work)

m a r k e t i n g
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S 
uccessful marketing� 
depends on one basic concept. 
To find it, start by peeling 

away the corporate jargon and the 
pompous pronouncements of the 
would-be gurus. If you’re lucky, you 
may stumble on marketing’s core 
concept: focus total attention on the 
customer––not on the product or the 
company––just the customer. 

 To state the issue as clearly as 
possible, marketing fails when 
companies act as if telling their story 
is the main objective. Such thinking 
undermines marketing by pushing 
the customer out of the picture. 

“We have a program that’s a 
perfect fit for your client,” the radio 
sales rep announces. This is a person 
who doesn’t know anything about 
the client except that it has nearly 50 
locations throughout the region. This 
is the same person who doesn’t have 
the foggiest notion about the client’s 
marketing objectives, but who 
announces boldly that his media 
outlets are “a perfect fit.”

 Although this is the perfect strat-
egy for marketing failure, it doesn’t 
need to be this way. That said, here 
are seven guidelines for making 
marketing work. 
1. Don’t think about anything other 
than the customer. To put it bluntly, 
most companies get in the way of 

good marketing. No matter what 
they say, they act as if their market-
ing should be about them. It should 
showcase what they sell or what 
they do. Absolutely nothing could 
be farther from the truth. 

A company serving high-end 
consumers developed a new website 
with excellent eye appeal. While it 
looked good, they failed to take the 
consumer into consideration. The 
website is all about the company.

Someone sold the company the 
website they wanted. There’s no 
effort to engage the customer, other 
than to sign up for a service and even 
then, there is no provision for using a 
credit card, let alone get more infor-
mation or express an opinion. 

This wasn’t done deliberately. 
Chances are it happened because 
the web designers spent their time 
meeting with company manage-
ment. No one thought about who 
would be using the website––the 
customers. And of course, manage-
ment thought it was a great site.

If anyone had asked, “What does 
the customer want?” the result 
could have been quite different.
2. Stop trying to manipulate 
customers. Attempts to get recipi-
ents to open email messages with 
the lure of receiving “helpful infor-
mation” often turn out to be nothing 

more than thinly veiled attempts to 
sell something. 

Scam artists aren’t the only 
offenders. Well-known companies 
use this ploy, as well. As soon as 
the customer is faced with a form 
with fifteen spaces of “required” 
information, the veil is lifted and 
the brand is damaged.

But that’s not the worst of it. The 
objective is finding ways to connect 
with the customer in a mutual value 
alignment that establishes a rela-
tionship. It’s out of this experience 
that sales are made.
3. Demonstrate your company’s 
values. Avon, which describes itself 
as “a company for women,” does 
an effective job of aligning itself 
with the values of its constituency. 
Its mission is “improving the lives 
of women” in economic empower-
ment, the environment, governance, 
people and diversity, philanthropy, 
product responsibility, stakeholder 
engagement, supply chain and 
workplace safety and health. 

As John King, a talented young 
branding mind at Minneapolis-
based Fallon Advertising said 
recently in AdvertisingAge, “We 
believe that the future belongs to 
generous brands.” He describes 
them as “additive to people’s lives 
and to culture.” Then he adds, 
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“They help build ideas in the world; 
they leave something behind.”

This is what Avon’s marketing is 
all about.
4. Recognize that just getting 
people through the door doesn’t 
make them customers. Macy’s is 
known for its “Star Rewards,” credit 
card-size coupons touting “Extra 
20% off” or “Take $25 off.”

It sounds very rewarding until you 
discover that two-thirds of the back 
of each card is filled with tiny type 
listing everything you want to buy—
as exclusions. The message is clear: 
“Hey, you suckers. Come on in.”

If the “rewards” aren’t reward-
ing, why would anyone want to 
be known as a Macy’s customer? 
Unless there is a value proposition 
that connects with the recipient, 
there is no customer. 
5. Don’t fall for every gimmick that 
comes along. But don’t avoid them, 
either. Just remember that your 
messages are out there for all to see. 
It’s easy to become all atwitter about 
Twitter, but ask yourself, “Whatever 
happened to MySpace?” It fell flat 
on its face in less than a year.

There’s another reason to be 
cautious about what you’re doing. 
It’s easy to find yourself in trouble. 
One person joined a “placement 
community,” indicating that he 
was looking outside his present 
employer. As it happened, someone 
who knew the employer read the 
message. You may be linked in more 
than you expected or wanted.

 If you want to explore the possi-
bility of social networking, start by 
blogging, building a reputation for 
your ideas and using Twitter and 
other social media to drive traffic to 
your blog. That may be an effective 
way for your company to share its 
thoughts and ideas.

6. Whatever else you do, be consis-
tent. Even the best marketing can 
go bad by a lack of consistency. 
In 2008, Kia, Mercedes-Benz and 
Volkswagen all increased their 
advertising an average of 42.8% over 
their 2007 expenditures, according 
to USA Today. This occurred when 
overall auto sales had plummeted 
and other brands were slashing 
their marketing budgets.

While others lost market share, 
Kia’s rose from 1.9% to 3.1%, 
Mercedes went from 1.6. to 1.8%, 
and VW’s rose from 1.4% to 1.9%

Modest gains? Not to these car 
companies. “When we invest in 
marketing, this happens,” VW’s 
marketing chief, Tim Ellis, told USA 
Today. “We think it’s important 
to stick to our roots and stick to 
our value message. We’re getting 
a higher percentage of the dwin-
dling marketplace. And when this 
crazy situation comes straight side 
up again, we’ll be positioned to 
increase our share even further.” It’s 
no accident that VW is introducing 
three new models in 2009.

Consistency wins customers.
7. Focus on pleasing the customer. 
Even the most compelling market-
ing messages are worthless, if the 
customer isn’t satisfied. Several 
people had been patiently standing 
in line waiting to make a purchase 
at a well-known auto parts store. 
After waiting for about 10 minutes, 
no one was available to help them. 
Finally, a worker came by with 
a Coke in his hand and a fellow 
employee asked him if he would 
like to take care of the customers. 
His reply left everyone aghast. “I’m 
on my break” and disappeared 
around the corner, leaving the 
customers waiting for someone to 
help them.

Contrast that with a visit to an 
Apple store where you are greeted, 
assigned a knowledgeable personal 
shopper who is charged with 
the task of taking care of you for 
however long you are there. 

In the first example, the customer 
leaves annoyed, if not disgusted. 
In the other, the customer is totally 
pleased. Yet, both share their experi-
ences with others.

When the focus is on the customer 
rather than on making the sale, the 
difference is transforming. It’s what it 
means to make marketing work.  

About the Author: John R. Graham is president 
of Graham Communications, a marketing ser-
vices and sales consulting firm. He writes for a 
variety of business publications and speaks on 
business, marketing and sales issues. Contact 
him at 40 Oval Road, Quincy, MA 02170; 617-
328-0069; jgraham@grahamcomm.com. The com-
pany’s web site is grahamcomm.com.

3
Brave marketers know this Business down-
turn is an opportunity to grow their channel 
partner relationships in a very cost effective way 
Doors & Hardware magazine is the only publication 
focused on the distributor decision makers and key stake-
holders in our industry. Compare the cost of this investment 
versus the other more expensive vehicles to reach your 
customers and prospects. Spend smart and target your 
audience by advertising in Doors & Hardware magazine.

Marketing tip

To learn more about the advantage that advertising in  
Doors & Hardware magazine offers, call Molly Long.  

703-766-7014  •  mlong@dhi.org
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Winning Sales in a Losing Economy:  
  Success Tips From a Higher Altitude

By Don Schmincke

m a n a g e m e n t
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N 
o one knows stress 
 better than a salesperson 
who is trying to close deals 

during a global financial collapse. 
How is the retrenching affecting 
your resources to deliver? Is the 
competition hiring newly unem-
ployed sales talent—those who are 
extra hungry… and extra talented? 
What is your customer really think-
ing about now—your features and 
benefits, or saving his job? And, as 
if it wasn’t stressful enough, you’re 
under pressure to achieve seem-
ingly impossible goals. 

What can a sales professional do? 
Sales 101 methods like better closing 
techniques or prospect manage-
ment strategies are important, but 
experienced professionals want 
more. Climbing out of bed to sell 
in this economy becomes easier by 
studying… well, climbers. Climbers 
in death zones—that altitude above 
26,000 feet where lack of oxygen 
makes long-term survival impos-
sible—also surmount seemingly 
impossible goals; and they bear 
an uncanny resemblance to sales-
people. Some are deeply humble, 
while others are psychotic narcis-
sists. They come with all levels of 

competence, from naive wannabes 
to elite athletes. And when put to 
the test, they react like all of us: 
sometimes like heroes, other times 
self-destructively. But when they 
“close” the summit, how do they 
do it? And how can we use these 
lessons to push sales higher?
Take smaller steps. When climbing 
you don’t break any land speed 
records. But all climbers succeed 
doing the same thing—taking just 
one more step. A small step, one 
foot in front of the other, gets you 
higher. But many salespeople leap 
too far too fast in a recession. It’s 
much better to follow the advice: 
“Never try to cross a chasm in two 
leaps!”

Today, customers want to take 
their time. They are fearful and 
uncertain about what’s next. So, 
in turn, you must slow down 
to increase your sales. Are you 
running to a solution too soon 
when you haven’t yet taken the next 
small step to understand their new 
challenges and anxieties? What 
may have been a five-step sales 
cycle may be a 10-step journey now. 
Re-assess and tune up your sales 
strategy for a different route to the 

top by doing the following:
1. Write down your current sales 

process steps.
2. See where you can break apart 

each step into smaller ones 
(“Build rapport” can be broken 
into “send article,” “get a meeting 
on the calendar,” “mail hand-
written thank-you card for their 
time,” etc.).

3. Put the new list to work by 
creating a spreadsheet with the 
steps as column titles and then 
list each prospect down the first 
column. Assess where you are for 
each prospect and notice missing 
steps or areas to redefine your 
approach.

Sell passion not product. Passion 
drives climbers to “buy” into the 
sport. A passion also drives your 
prospects. A resistant client in the 
high tech industry shocked the 
salesperson when he admitted, 
“we like your product, but we just 
don’t get your story.” They needed 
vendors who added to the brand, 
mystique and “remarkablility” of 
their products. When the stunned 
salesperson returned with a new 
presentation of their product direc-
tion, innovative philosophy and 
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company culture, he were able to 
close the deal. Are your prospects 
looking for more than just a shallow 
pitch? 
1. List your top prospects.
2. Identify at least three things that 

excite them or cause them great 
pain—and explain how your 
product or service addresses 
these issues.

3. Create a “story” about your 
offering using the themes 
and phrases in Step 2. What’s 
passionate about your product 
or service? And don’t fall off the 
cliff because you think you sell 
a commodity product. Just look 
at the stories created around 
commodities like coffee and 
tennis shoes!

Unbundle. If the load is too great, 
climbers separate out the gear 

and move it in smaller loads. You 
should, too. One business deal was 
being stifled because the salesper-
son had the whole package, but the 
recession was driving price into the 
equation. The client only needed 
pieces of the solution for now to get 
through the year. Unbundling the 
offering delighted the client, and 
they closed the deal. 
1. Collect and categorize the main 

customer complaints, objections 
or other reasons for not buying.

2. Schedule a meeting with relevant 
company functions that can 
impact the customer end-product 
(manufacturing, design, R&D, 
service delivery, field mainte-
nance, etc.)

3. At the meeting review the 
categories you created in Step 
1 and brainstorm innovative 

ways to help the customer (what 
can be unbundled, repackaged, 
re-priced, delivered differently, 
combined, etc.).

As a salesperson, now is the time 
to go in, play harder and take some 
innovative risks. Climb higher in 
sales during turbulent times by 
applying better climbing techniques. 
What do you have to lose?  

ABOUT THE AUTHOR: A dynamic keynote 
speaker and author, Don Schmincke, began his 
career as a scientist and engineer. After gradu-
ating from MIT and Johns Hopkins University, 
he spent decades researching and applying 
anthropology and evolutionary genetics to man-
agement theories. Schmincke is also the author 
of the bestseller The Code Of The Executive and 
High Altitude Leadership with co-author Chris 
Warner. Visit www.HighAltitudeLeadership.com 
for a free team assessment exercise, and to view 
their remarkable strategic, leadership and organi-
zational change programs.
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Now is the Time to Sharpen the Saw (Part 2)

By Jason Bader

 c o r p o r a t e  a c c e s s
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A 
s the name implies,� 
this is the conclusion of a  
two part article. if you 

missed the first part, feel free to 
email me and i would be happy to 
send it your way. the main premise 
is that when your business slows 
down,� you have the opportunity to 
put down the firefighter helmet and 
think strategically. Many of you 
have back burner projects dying for 
attention. Take advantage of this 
time to devote some hours to long 
term change. Here are a couple 
more areas to consider. 

Dead and Slow Moving Inventory

The fastest way to get cash back 
into the business is to liquidate 
dead and slow moving inventory. 
As I write this, I am heading off to 
work with a client whose financial 
partner is forcing them to liquidate 
dead stock. Don’t wait for someone 
else to force you into this situation. 
Take advantage of this lull in busi-
ness to create a perpetual dead stock 
management plan. For many of you, 
10 to 15 percent of the dollars you 
have in inventory are dead or on the 

death spiral. What could your busi-
ness do with that cash in hand? how 
much more efficient could your ware-
house folks be with all that space?

In order for a perpetual program 
to be effective, I believe that you 
need to have one person in charge 
of the effort. This should be their 
primary purpose in your organiza-
tion. I have seen too many programs 
fail because the task is assigned 
to someone who already has a full 
time job. This kind of thinking will 
only cause dead stock manage-
ment to become a back burner task. 
this job requires the liquidation of 
inventory. it should be compensated 
like a sales person,� but not report to 
sales. pay the person a commission 
on dollars recovered. Don’t worry,� 
the monthly liquidation job may 
get smaller over time, but they will 
never run out of things to do.

part of any perpetual dead stock 
program is anticipation. We want 
to sniff out items before they actu-
ally die in our system. Use ranking 
reports,� such as the hits report,� 
to identify those items that are 
losing favor with your customers. 
Wouldn’t it be great if we could 
stop writing checks for items before 
they actually died on the shelf? my 

You can either sing the blues about a down  
economy or take this time to sharpen the saw.
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general rule of thumb is to target 
anything with less than 4 hits per 
year. Is there a compelling reason to 
continue stocking the item? Do we 
have a contractual agreement with 
a customer? Is it a repair part for 
something we sell regularly? Does it 
have an extraordinary high margin? 
Is it that odd size that fills out the 
display in the showroom? If you 
can’t find a solid business reason to 
keep the item, get rid of it.

Variable Compensation

Which department typically gets 
variable compensation? We often 
spend long hours coming up with 
intricate plans to motivate our sales 
people to push products out the door. 
In many companies, this exercise is 
often repeated every one or two years 
because sales people learn how to 
beat the system. I often wonder how 
productive our businesses would 
become if the sales people would 
concentrate on selling product rather 
than manipulating commissions. 

The first group I would look at is the 
material handling team. I find it ironic 
that we the lowest paid employees 
manage the largest cash asset in our 
companies. Some things may never 
change, but we can do something 
about how they are compensated. 

Take some time to write down 
all the areas we want the material 
handling team to focus on. Where 
are we currently doing a good job 
and where are we lacking? Could 
we design a variable compensation 
program to focus on the areas we 
just identified? It doesn’t have to 
be overly complicated. Contrary 
to popular belief, these folks are 
not as devious as the sales team. I 
suggest that you come up with 4 or 
5 criteria to measure. Make it a team 

goal. Equal payout will promote self 
policing and reduce management 
oversight. Above all, make sure to 
pay this out on a monthly basis. 
Behavior will not be affected if you 
try to pay this annually. 

Now that you have warmed up 
to the idea of a variable comp plan 
for other departments, take a look 
at your purchasing team. Do you 
have buyers of stuff or investors of 
company money? Buyers of stuff 
perform a clerical function. Investors 
of company money look for a return 
on investment every time they gener-
ate a purchase order. Compensation 
will help assist the transition. 

My three favorite performance 
criteria for an investor are: inven-
tory turns, customer service 
percentage and gross margin return 
on investment. Setting goal and 
rewarding improvement in these 
three areas will bring your company 
tremendous returns. Your custom-
ers and sales people will love the 
new focus. You can always add a 
couple more criteria, but try to make 
the program simple. Simplicity 
breeds success. Again, make sure to 
pay this on a regular basis. Monthly 
is great, but quarterly is acceptable.

Challenge yourself to look at 
other areas of the business. Can we 
do something in accounts receiv-
able? You bet. Remember, credit is 
an extension of sales. Better credit 
managers will actually drive more 
sales through the door. Walk across 
the hall to payables. Is it important 
to negotiate cash discounts and 
dating? Be creative. 

Review Energy Consumption

Being green is all the rage in the 
building industries, but does it have 
a place in distribution? Absolutely. 

We just won’t get overly obsessed 
with the notion. Reducing energy 
consumption can have a solid 
impact on your bottom line. 

I just had the opportunity to 
attend the independent lighting 
distributor convention. I love seeing 
what is out there. Most of all, I love 
looking for cost reduction oppor-
tunities for my clients. You would 
not believe what can be done with 
warehouse lighting. We are talking 
about cost reductions of 40%. If you 
have an older lighting set up in your 
facility, I urge you to talk to lighting 
professional. With the state and 
federal incentives out there, payback 
is calculated in months, not years.

For those of you with your own 
fleet of delivery vehicles, it might 
be a good time to upgrade to more 
efficient designs. Not that I want to 
take advantage of the challenges in 
the auto industry; but maybe you 
should take advantage of the chal-
lenges in the auto industry. I know 
companies who recently purchased 
replacement vehicles for 30% less 
and were able to take all the depre-
ciation in the first year. Just some-
thing to ponder.

Hopefully I have started your 
creative juices flowing. As the leader 
of your organization, or your depart-
ment, take some time to plan for the 
future. You can either sing the blues 
about a down economy or take this 
time to sharpen the saw. As always, I 
am here to help. Good luck.  

About the Author: Jason Bader is the man-
aging partner of The Distribution Team. His 
firm specializes in helping wholesale distribu-
tors manage operational and inventory chal-
lenges. He is a regular speaker at several 
distributor conferences and industry events. 
Jason can be reached via email at Jason@
distributionteam.com. To learn more about 
their services, or to read past articles, visit his 
website at www.thedistributionteam.com.
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Greg Drake, AHC Joins the  
Door and Hardware Institute

The Door and Hardware Inst i tute 

is pleased to welcome Greg Drake, 

AHC, as the new Associate Director of 

Certification/Technical Services. Greg 

will oversee DHI’s consultant certification 

process, provide technical assistance for 

DHI’s publications, and support DHI edu-

cational and certification programs.

Greg is celebrating his 35th year in 

the door and hardware industry. Back 

in 1973, at a hardware store wearing 

a yellow smock, Drake began selling 

fasteners and hinges and learned to 

masterkey locks. For several years, Greg 

has also been very active as a volunteer 

with Builders Hardware Manufacturers 

Association and the Door and Hardware 

Institute. If you would like to contact Greg 

Drake, he can be reached at 703-766-7035 

or GDrake@dhi.org. 

Along with Greg Drake joining DHI, 

additional changes were made within 

DHI’s Education and Technical Services 

department staffing to enhance the scope 

of educational programs and further DHI’s 

role in life safety, security, and code devel-

opment within the built environment. 

Courtney Starkey was appointed the new 

Director of Education and Keith Pardoe, 

DAHC/CDC, CDT is now the Director of 

Certification/Technical Services. Courtney 

Starkey can be reached at 703-766-7022 

or CStarkey@dhi.org and Keith Pardoe at 

703-766-7024 or KPardoe@dhi.org.

Penn Named BEC Division  
Technical Committee Chair

The Glass Association of North America’s 

(GANA) Building Envelope Contractors 

(BEC) Division announced that Doug 

Penn of United Glass Corporation is 

the new Chairman of its Technical 

Committee. He succeeds Henry Taylor of 

the Kawneer Company, who was elected 

as Chairman of the BEC Division earlier 

this year.

P e n n  g r a d u -

ate d f rom O hio 

State Universit y 

w i t h  a  d e g r e e 

i n  M a r k e t i n g 

and joined PPG 

Industries as a man-

agement trainee. 

He progressed through several positions 

within PPG’s branch system. He left PPG 

to form PITTCO and manage the new 

company’s fabrication and distribution 

center, as well as their marketing group. 

Doug started with YKK AP in 1995 and 

remained there until 2008 when he joined 

United Glass Corporation as their National 

Architectural Product Manager.

PRODUCTS

Rutherford Controls Int’l Corp  
Introduces the ‘Early Warning’ to its  
Line of Electromagnetic Locks!

Rutherford Controls Intl Corp announc-

es the New EW8310 Early Warning 

Electromagnetic Lock; an electromag-

netic lock (“EML”) with the added value 

of providing an extra layer of security by 

acting as if there is a security guard at 

every door. The EW8310 can ‘sense’ when 

an intruder is attempting to gain access. 

The early warning unit also holds a 

highly visible Red/Green light panel that 

works as a status indicator when the 

door is secure or notifies if an attempted 

break-in has occurred. The EW8310 also 

comes standard with a host of easy to 

install features.

If you would like more information on 

this product please contact Kelly McManus-

Tuck at 1-800-265-6630 x2101 or kelly.

mcmanus@rutherfordcontrols.com.

Kaba Introduces The New LearnLok™  
Feature to its E-Plex PROX-based Locks

Kaba Access Control is  pleased to 

announce the addition of its  new 

LearnLok™ feature to the E-Plex PROX-

based E5700 series electronic locks, 

E5770 series SACs (Stand-Alone Access 

Controller) and the newly introduced 

E3700 series narrow stile electronic locks. 

The LearnLok™ feature simplifies pro-

gramming of up to 300 user credentials 

per door by “learning” them right at the 

lock’s reader without the use of software 

and related lock programming devices. 

As customers’ needs grow or the need for 

audits, schedules, time zones, etc. arises, 

these same locks can be upgraded with 

optional software to accommodate up to 

3,000 users/30,000 audit events per door.

To f ind out more about the E-Plex 

LearnLok™ feature, please consult with 

a Kaba E-Plex Dealer, visit our website 

at www.kabaaccess.com or call us at 

800-849-8324

80 DOORS & HARDWARE £ JULY 2009

Doug Penn



 i n d u s t r y  a c c e s s
p r e s s  r e l e a s e

U.S.A Made Exit Switches &   
REX Motion Sensors

Continental Access has added new lines of exit switches and 

REX motion sensors to it's inventory. These products come 

in a variety of styles and configurations to match your door-

frame décor and security requirements. Outfitted to perform 

optimally for years, Continental’s exit switches and REX motion 

sensors are best employed in tight locations and doorframes.

U.S.A. manufactured user-friendly switches come in a variety 

of options including single pole, double-pole-double-throw 

and narrow style.

For more information, visit www.cicaccess.com or call (631) 

842-9400.

New Faces for OXP Foam-Insulated Series Doors

Overly Door Company is pleased to announce that, in addition 

to the tried-and-true pebble-faced FRP finish, Overly Extreme 

Protection (OXP) Doors now come in smooth color FRP finishes 

and smooth optical woodgrain finishes. Offerings for pebble 

and smooth FRP faces include four stock colors and nine pre-

matched colors. Six options are available with Overly’s 3/32” 

Marlite Smooth-Faced Artizan™ Optical Woodgrain Finishes. 

Contact Overly for actual color chips.

OXP Doors offer the quality, cost-effective alternative in abusive-

resistant doors for schools and similar high traffic, high impact and 

corrosive environments. The FRP face sheets are scratch, impact, 

shatter, tear, splinter and graffiti resistant. The door core is filled with 

rigid urethane foam, and its perimeter incorporates stainless steel 

edge caps for corrosion resistance, strength and rigidity. Doors can 
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Announcing
The Debut of DHI’s 

Virtual 2009 
Membership Directory

Go to www.dhi.org and log in using your 
DHI Member ID* and password 

 * DHI Member Number found on the fi rst line of the address label on the 
fromt cover of Doors & Hardware magazine

• Same look and format 
of a traditional printed 
directory.

• Easy access from DHI 
web site OR a fi le of 
the entire book can be 
downloaded to your 
computer desktop, 
fl ash drive or CD. 

• Fully Searchable! Find 
“Robert Smith” or all 
the members in your 
home town! 

• Quarterly web updates 
keep content current. 

• Eco-friendly.Safely Securing the Built Environment

Membership
Directory

2009
 Keeping You Connected to Your Industry

Membership Dir09_.25 adv.indd   1 3/9/09   3:39 PM

be prepped for most standard builder’s hardware, and are backed 

with a limited ten-year warranty. The light weight construction and 

rugged sustainability combines with a beautiful architectural finish 

for a product that is both practical and aesthetically pleasing.

For more information, visit www.overly.com or email overly@

overly.com.

CORPORATE CORNER

Portland Business Journal Awards Woodfold  
“2009 Innovation & Sustainability Award”

Woodfold Mfg., an employee-owned company based in 

Portland, OR, has long focused on sustainability. Woodfold’s 

products include accordion doors, interior plantation shutters, 

bookcase door systems, solid hardwood roll-up doors, and 

components for the kitchen cabinet trade. 

In 1993 Woodfold converted from solvent based paints to 

water based coatings reducing volatile organic compound 

emissions by 80%. The conversion cost Woodfold one million 

dollars per year in sales with customers saying, “We’re all for 

the environment, but would you please paint this in lacquer”. 

Working in conjunction with Oregon State University in 1994, 

Woodfold conducted a plant-wide company audit resulting in 

lighting conversion yielding a 50% saving in electric consumption. 

In 1997 Woodfold adopted a four-day workweek, reducing 

employee vehicle emissions related to travel. Currently, 75% of 

Woodfold’s solid waste is recycled. In 2008 Woodfold earned 

Forest Stewardship Council certification that deemed its wood 

as environmentally acceptable. Visit www.woodfold.com

Oshkosh Door Company Introduces New Sales Representatives

Oshkosh Door Company is proud to announce numerous 

changes to their sales organization over the past year. The fol-

lowing companies represent Oshkosh Door Company.

•   DLR Sales, Inc. in Northern California and Hawaii.

•   H & H Sales in Louisiana, Mississippi, Alabama and Western 

Tennessee.

•   Hardware Specialty Group in the Mid-Atlantic States. 

•   JR Jones & Associates in Colorado, Wyoming and Montana.

•   JTG & Associates in Northern Illinois and Eastern Wisconsin. 

•   Maultsby & Associates in Texas and Oklahoma.

•   Mayo & Associates in North and South Carolina. 

•   Metal Manufacturing Industries in Mexico, Central America, 

South America and the Caribbean. 



•   Phillips—Langley  &  Associates  in 

Georgia and Eastern Tennessee. 

•   Q u i n l a n   &   A s s o c i a t e s   i n 

N o r t h e r n   N e w   J e r s e y   a n d  

New York City.

•   Stoessel, Sedgwick & O’Connor in the 

New England States. 

Located in Oshkosh, WI, Oshkosh Door 

Company has been in the architectural 

wood door business for over 100 years. 

Oshkosh Door Company manufactures 

commercial wood doors and  services 

the  architectural  building market  on 

a nationwide basis. For more informa-

tion  call  920.651.1860  or  visit  www. 

oshkoshdoor.com.

VT Industries, Inc. Architectural Wood Doors  
Assist with Newest Version of Leed®

The U.S. Green Building Council (USGBC) 

launched its latest Leadership in Energy 

and Environmental Design (LEED) green 

building  certif ication  system,  LEED 

Version 3, on April 27, 2009. The newly 

updated program features changes to 

the commercial and institutional rating 

systems. Changes were made to create 

credit  consistency,  give  extra  credits 

to energy efficiency, and  include new 

regional credits. 

VT Architectural Wood Doors meet sev-

eral of the new LEED v3 credits, including 

the re-aligned recycled content (MR 4.1/4.2) 

and regional materials (MR 5.1/5.2) credits. 

These four credits have been reduced to 

two credits, MR 4 Recycled Content and 

MR 5 Regional Materials, worth 1 or 2 

points respectively. Credits are awarded 

for  achieving  10%  and  20%  levels  for 

the amount of pre- and post-consumer 

recycled materials and materials extracted, 

harvested, or recovered, and manufactured 

within 500 miles and used in a building. 

VT agrifiber core doors assist with the 

above credits, along with MR 6 Rapidly 

Renewable and EQ 4.4 Composite Wood 

and Agrifiber Product credits, totaling 6 

supported LEED v3 credits. FSC certified 

particleboard doors  are  available  for 

assistance with 4 credits. Stave, struc-

tural composite lumber (SCL) and mineral 

core options are also available for help 

with achieving LEED building certifica-

tion. For more information, visit www. 

vtindustries.com. 
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DHI GOES GREEN 
WITH THIS YEAR’S CONFERENCE EDUCATION SESSSIONS

Friday, September 18 • 9:00 am - 12:30 pm
CONFERENCE: Sept.16–25 • EXPO: Sept.16–17 • EDUCATION: Sept.18–25
Gaylord Palms Resort & Convention Center • Orlando, FL

With three different educational sessions on green building construction and how they impact our 
industry, DHI’s Conference Education Sessions deliver a wealth of information about this increasingly 
important topic in our industry.  This year’s presentations include:

IDENTIFY AND UNDERSTAND THE NEW LEED v3 (2009)
Presented by Bruce Larson, National Architectural Account Manager, 
Mohawk Flush Doors.

UNDERSTANDING THE GREEN PRODUCT MARKETPLACE, 
ELIMINATING GREENWASH AND THE IMPORTANCE OF 
THIRD PARTY VALIDATION
Presented by Joshua Sanders, Global Service Line Manager for UL 
Environment Inc. (ULEI), a wholly owned subsidiary of Underwriters 
laboratories Inc. (UL).

UNDERSTANDING FSC CHAIN OF CUSTODY CERTIFICATION
Presented by Terry Campbell of Forest Products Solutions.

To register or for more information about DHI’s 34th Annual Conference and Exposition and these sessions go to 
www.dhi.org or contact our Member Services department at 703/222-2010.

The Door and 
Hardware Institute

& 
The Construction 

Specifications Institute—
Working Together to Make 

the Built Environment 
“GREEN”

DHI_Conf Ed_Green Classes_09_DHI+CSI.indd   1 5/5/09   4:27 PM
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Door and Hardware Institute          14150 Newbrook Drive, Suite 200         Chantilly, VA 20151
P: 703-222-2010          F: 703-222-2410         www.dhi.org 

Participate in “live” DHI seminars, educational programs, and panel discussions
conveniently at your desk through the power of the Internet!  

Go to www.dhi.org/Industry and Click on the VCE link to register.

It’s Easy & Free!
Download VCE and See for Yourself!

Follow the prompts. You’ll only need to download the VCE one time. To return at any time, simply click the icon 
on your desktop. You’ll fi nd support information and additional resources each step of the way. 

If you experience any diffi culty downloading the program or would prefer using a CD to load the program, 
Contact Kara Burgess at 703.222.2010 or e-mail KBurgess@dhi.org. 

Each program is “archived” in the Archive Library within the VCE program for viewing at a later date.

VIRTUAL CONFERENCE EDUCATION

DHI VCE_half pg adv_.indd   1 5/12/09   4:40 PM
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Distributors Wanted

Toilet partition distributors wanted. 
Fast, efficient, service-oriented 

manufacturer seeks representation.

PARTITION CORP.

P.O. Box 3035 • Freeport, NY 11520
(516) 546-0550 • Fax: (516) 546-0549
www.knickerbockerpartition.com

DIVISION 8 ESTIMATOR/
PROJECT MANAGER 

Marshall, VA

Minimum three years experience es-
timating HM doors, frames and hard-
ware. Computer literate, self moti-
vated, detail oriented, team player. 
E-mail resume to Dave Rothbart at 
daver@capitolbuildingsupply.
com

Classifieds Corner

>>> CONTINUED at www.dhi.org

Help Wanted

Building Relationships, Careers, and Business!

GROWTH
Privately owned • Over 80 years of success • Grew from 500 to 1,000 employees in
last five years • Sales exceeding $150MM • Committed to continued growth and
excellence for all employees and customers. 

OPPORTUNITY
Experienced industry professionals for project management, sales, detailing, and
management roles are available in existing markets and new markets. Current
operations include: • Atlanta, GA • Denver, CO • Kansas City, MO • Phoenix, AZ
• Springfield, MO • St. Louis, MO • Wichita, KS • Las Vegas, NV • Baltimore, MD

D.H. PACE COMPANY offers a complete
range of door and door-related products and 
services, including: commercial entry doors,
integrated security systems, automatic pedestrian 
doors, overhead garage doors, loading dock 
equipment, preventive maintenance programs 
and 24/7/365 emergency repair services.

We invite applicants with a minimum of five years
work history, a strong math aptitude, and experience
in the commercial entry door or security industries to
submit resumes. Industry certifications are desirable,
but not required. We offer excellent compensation
and a full benefits package. EOE

Submit resume via:
• E-mail: srrecruiter@dhpace.com
• Fax: 816.480.2682 • Phone: 866.265.9977

Non-smoking environment • drug screen required
www.dhpace.com 0409
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THE GIRTMAN GROUP 
Nashville, TN

The Girtman Group is entering its 25th year of business in the distribution of 
doors, frames, hardware and Division 10 items. We are looking for talented, 
energetic people with integrity and the desire to succeed in a team environ-
ment. We pride ourselves on delivering quality products and solutions to our 
customers, while providing a thriving work environment.

We are currently recruiting individuals with proven skills  
in the following areas:

• DETAILING

• PROJECT MANAGEMENT

• SALES

We offer a generous employment package including salary, benefits, relo-
cation assistance and career growth opportunities.

Interested parties please forward resume in strict confidence to:

THE GIRTMAN GROUP 
7115 Cockrill Bend Blvd., Nashville, TN 37209 

Fax: (615) 350-6686 • E-mail: resume@girtman.com

AG MAURO
ESTIMATORS/SALES

The leading Orlando, Florida contract 
hardware and door distributor is look-
ing for experienced estimators. AHC/
CDC is a plus, but not required. Must 
have estimating experience in hard-
ware, hollow metal and wood doors. 
Good communication skills are a must. 

Excellent benefits include generous prof-
it sharing plan, family health insurance, 
cash bonus, paid vacations and more.

Send resume & salary requirements to:

A.G. MAURO  
COMPANy Of fLORIDA 

Attn: Ray Mauro 
1105 Sand Pond Rd. 
Lake Mary, FL 32746 
Fax: 407-333-3066 

E-mail: ray.mauro@agmaurofla.com

Location,  Location,  Location!
 Help Wanted

 Positions Wanted

  Businesses  
for Sale

DHI CLASSIFIEDS 
Online or In Print!
The only industry-specific resource for 
finding who—or what—you need!

contact: Cathy DeCenzo • 703-766-7026  

classifieds@dhi.org • Visit www.dhi.org

1/4 Location Ad 4/c—Jan 08

REGIONAL SALES MANAGERS 
and INDEPENDENT SALES 

REPRESENTATIVES

needed in a variety of locations to rep-
resent our complete line of products at 
www.osgdoors.com. Extensive hollow 
metal experience required.

Submit resume to: 

OSG Doors 
Attn: Personnel 

P.O. Box 345 
W. Pittsburg, PA 16160 

E-mail: 
lmakarevich@osgdoors.com 



What Your Employees 
Don't Know Can Destroy 
Your Business!

Please provide us with your contact information. The package will be 
shipped directly from the Profit Planning Group. Please allow  2 weeks 
for delivery.

Name:  __________________________________________________

Title:  ___________________________________________________

Company: ________________________________________________

Mailing Address:  __________________________________________

________________________________________________________

City: _______________________________ST/Province: __________

Zip Code: ________________________________________________

Cost for this program is $495.00. Please indicate method of payment
and provide necessary information below.

� Enclosed is a check payable to DHI

Please charge my:   � VISA    � MasterCard    � AMEX

Name on Card: ____________________________________________

Charge Account #: _________________________________________

Exp. Date:__________/__________/__________

Cardholder’s Billing address: _________________________________

________________________________________________________

City:___________________________________ST/Province________ 

Zip Code: ________________________________________________

Telephone #: _____________________________________________

Signature: _______________________________________________

Please return order form:
By Mail: DHI, 14150 Newbrook Drive, Ste. 200, Chantilly, VA 20151-2223
By Fax: 703-222-2410, Attention Member Services

For questions or additional information, please contact DHI Member
Services at 703-222-2010

YES…I'm interested in "Improving the Bottom Line" & providing vital training to my employees!

Can key members of your management 
team answer the following questions?

1.  If prices are lowered by 5%, how much more 
does the firm have to sell to keep profit from 
being reduced?

2.  Which would produce more profit—
increasing inventory turnover by one turn 
or lowering expenses by two percent?

3.  How much can the firm afford to spend on 
payroll in relation to the gross margin that it 
generates during the year?

These questions are typical stumbling blocks 
for managers. Any miscalculation can cost 
your firm potential profits! We can help! 
“Improving the Bottom Line” is a computer-
based education program, allowing firms 
to train its managers using the company’s 
own financial data. In fact, every branch or 
division manager can have a program tailored 
to the results of the individual division! 

Place your order today with a Member 
Services representative at 703-222-2010. 

ProfitCD09_Update.indd   1 6/11/09   12:27 PM
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T 
he provisions of 7.2.1.6.3, Chapter 7, Means of 
Egress, are new to the 2009 edition of NFPA 101 

Code and provide the technical details supporting the 
exemption offered by 7.4.1.6.3 to the requirements of 
7.4.1.6.1 and 7.4.1.6.2 for unencumbered access to at 
least one exit from each elevator landing and lobby.
The provisions of 7.2.1.6.3 for the locking of eleva-
tor lobby access door assemblies are permitted to 
be used only where another portion of the Code, 
typically an occupancy chapter, specifically permits 
their use. Many of the occupancy chapters were 
revised concurrently with the development of 
7.2.1.6.3 to permit its use.

The occupancies permitting the locking of eleva-
tor lobby access door assemblies are as follows:
1. Assembly occupancies (12.2.2.2.7, 13.2.2.2.7)
2. Educational occupancies (14.2.2.2.4, 15.2.2.2.4)
3. Day-care occupancies (16.2.2.2.4, 17.2.2.2.4)
4. Health care occupancies [18.2.2.2.4(4), 19.2.2.2.4(4)]
5.  Ambulatory health care occupancies (20.2.2.3, 

21.2.2.3)
6. Hotels and dormitories (28.2.2.2.2.4, 29,2.2.2.2.4)
7. Apartment buildings (30.2.2.2.2.4, 31.2.2.2.2.4)
8. Mercantile occupancies (36.2.2.2.3, 37.2.2.2.3)
9. Business occupancies (38.2.2.2.3, 39.2.2.2.3)
Where the provisions of 7.2.1.6.3 are used, all the 
criteria detailed in 7.2.1.6.3(1) through (15) must be 
met. When the criteria of all 15 items are met, the 
locked door between the elevator lobby or landing 
and the exit should present a minimal, but tolerable, 
obstruction to speedy egress. The criteria blend a host 
of provisions for fire detection and alarm systems, 
sprinkler systems, occupant and staff two-way 
communication systems, and automatic lock release 
systems.
7.2.1.6.3 Elevator Lobby Exit Access Door Assemblies 
Locking. Where permitted in Chapter 11 through 43, 
door assemblies separating the elevator lobby from 
the exit access required by 7.4.1.6.1 shall be permitted

to be electronically locked, provided that all the 
following criteria are met:

1. The electronic switch for releasing the lock is 
listed in accordance with UL-294, Standard 
for Access Control System Units.

2. The building is protected throughout by a fire 
alarm system in accordance with Section 9.6.

3. The building is protected throughout by an 
approved, supervised automatic sprinkler 
system in accordance with Section 9.7.

4. Waterflow in the sprinkler system required 
by 7.2.1.6.3(3) is arranged to initiate the 
building fire alarm system.

5. The elevator lobby is protected by an 
approved, supervised smoke detection system 
in accordance with Section 9.6.

6. Detection of smoke by the detection system 
required by 7.2.1.6.3(5) is arranged to initiate 
the building fire alarm system.

7. Initiation of the building fire alarm system 
by other than manual fire alarm boxes 
unlocks the elevator lobby door assembly.

8. Loss of power to the elevator electronic lock 
system unlocks the elevator lobby door 
assemblies.

9. The elevator lobby electronic lock system 
is not supplied with emergency or standby 
electrical power.

10. Once unlocked, the elevator lobby door assem-
blies remain unlocked until the building fire 
alarm system has been manually reset.

11. Where the elevator lobby door assemblies 
remain latched after being unlocked, latch-
releasing hardware in accordance with 
7.2.1.5.9 is affixed to the door leaves.

12. A two-way communication system is pro-
vided for communication between the  
elevator lobby and a central control point that 
is constantly staffed.

tech tip
do you know?

Elevator Lobby Exit Access Door Assemblies Locking

What Your Employees 
Don't Know Can Destroy 
Your Business!

Please provide us with your contact information. The package will be 
shipped directly from the Profit Planning Group. Please allow  2 weeks 
for delivery.

Name:  __________________________________________________

Title:  ___________________________________________________

Company: ________________________________________________

Mailing Address:  __________________________________________

________________________________________________________

City: _______________________________ST/Province: __________

Zip Code: ________________________________________________

Cost for this program is $495.00. Please indicate method of payment
and provide necessary information below.

� Enclosed is a check payable to DHI

Please charge my:   � VISA    � MasterCard    � AMEX

Name on Card: ____________________________________________

Charge Account #: _________________________________________

Exp. Date:__________/__________/__________

Cardholder’s Billing address: _________________________________

________________________________________________________

City:___________________________________ST/Province________ 

Zip Code: ________________________________________________

Telephone #: _____________________________________________

Signature: _______________________________________________

Please return order form:
By Mail: DHI, 14150 Newbrook Drive, Ste. 200, Chantilly, VA 20151-2223
By Fax: 703-222-2410, Attention Member Services

For questions or additional information, please contact DHI Member
Services at 703-222-2010

YES…I'm interested in "Improving the Bottom Line" & providing vital training to my employees!

Can key members of your management 
team answer the following questions?

1.  If prices are lowered by 5%, how much more 
does the firm have to sell to keep profit from 
being reduced?

2.  Which would produce more profit—
increasing inventory turnover by one turn 
or lowering expenses by two percent?

3.  How much can the firm afford to spend on 
payroll in relation to the gross margin that it 
generates during the year?

These questions are typical stumbling blocks 
for managers. Any miscalculation can cost 
your firm potential profits! We can help! 
“Improving the Bottom Line” is a computer-
based education program, allowing firms 
to train its managers using the company’s 
own financial data. In fact, every branch or 
division manager can have a program tailored 
to the results of the individual division! 

Place your order today with a Member 
Services representative at 703-222-2010. 
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13. The central control point staff required by 
7.2.1.6.3(12) is capable, trained, and authorized 
to provide emergency assistance.

14. The provisions of 7.2.1.6.1 for delayed-egress 
locking systems are not applied to the elevator 
lobby door assemblies.

15. *The provisions of 7.2.1.6.2 for access-controlled 
egress door assemblies are not applied to the 
elevator lobby door assemblies.

7.4.1.6 Elevator Landing and Lobby Exit Access.
7.4.1.6.1 Each elevator landing and lobby shall have 
access to at least one exit.
7.4.1.6.2 The elevator landing and lobby exit access 
required by 7.4.1.6.1 shall not require the use of a 
key, a tool, special knowledge, or special effort, unless 
permitted by 7.4.1.6.3.
7.4.1.6.3 Doors separating the elevator lobby from the 
exit access required by 7.4.1.6.1 shall be permitted to 
be electronically locked in accordance with 7.2.1.6.3.

1.  The electronic switch for releasing a lock shall be 
listed in accordance with 

  ____________________________________________

  ____________________________________________

2.  An elevator lobby electronic lock system is to be 
supplied with standby power. 

 q True q False

3.  Under 7.2.16.1 delayed egress can be used at the 
lobby doors.

 q True q False

4.  Once unlocked, the building fire alarm system 
must be reset manually.

 q True q False

To acquire CEP points, answer the following questions:

You will earn 3 CEP points by reading the article and answering the problems. Upon completion, copy or detach this page, fill in the form below, and 
submit your answers by mailing or faxing the page to DHI.

Door and Hardware Institute
Education and Technical Services Department
14150 Newbrook Drive, Suite 200, Chantilly, VA 20151-2232
703/222-2010; Fax: 703/222-2410

Name:  ___________________________________________________ DHI ID number: ___________________________

Address: _________________________________________________________________________________________

City: ______________________________________  State: _____________________  Zip: _______________________

Phone:  __________________________________________________________________________________________

Retain a copy of this exercise for your Continuing Education renewal application. Answers to these problems will be  
posted on our website (www.dhi.org) on the first day of the next month following the issue month of the magazine.

midwestwholesale.com

Missouri
800 821 8527

Florida
800 659 8527

California
888 707 8527

Pennsylvania
800 821 8527 or 800 659 8527
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“The Friendly Hardware Wholesaler”

SARGENT® 
in stock and ready to ship.

• 7800 Line Mortise Locks 26D
• 8200 Line Mortise Locks 3, 4, 10, 10B, 26, 26D
• T-Zone / 11 Line Cylindrical Locks 10B, 26D
• 7, 10 Line Cylindrical Locks 3, 4, 10, 10B, 26, 26D
• 6, 6500, 8 Line Cylindrical Locks 3, 10, 10B, 26, 26D 
• 470 Series Deadbolts 3, 10B, 26D
• 480, 4870 Series Deadbolts 3, 10, 10B, 26, 26D
• 281, 351, 1130, 1331, 1431 Series Door Closers EN, EB, EAB
• MPower 3000, 4000 Low Energy Door Operator EN
• 20, 30 Series Exit Devices EN, EB
• 80, 9898 Series Exit Devices 10B, 32D
• 8700, 8888 Series Exit Devices 3, 4, 10, 10B, 32, 32D
• Keypads & Profi le Series
• Hospital Latches 26D
• Exit Alarms, Electromagnetic Locks, Power Supplies 

• 1560 Series Electromagnetic Door Holders EN
• 590, 690, 1530, 1540 Series Holders & Stops 3, 4, 10, 10B, 26, 26D

Midwest offers the width and depth of the SARGENT® products 
that you need, all in stock and ready for immediate delivery.
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“The Friendly Hardware Wholesaler”

SARGENT® 
in stock and ready to ship.

• 7800 Line Mortise Locks 26D
• 8200 Line Mortise Locks 3, 4, 10, 10B, 26, 26D
• T-Zone / 11 Line Cylindrical Locks 10B, 26D
• 7, 10 Line Cylindrical Locks 3, 4, 10, 10B, 26, 26D
• 6, 6500, 8 Line Cylindrical Locks 3, 10, 10B, 26, 26D 
• 470 Series Deadbolts 3, 10B, 26D
• 480, 4870 Series Deadbolts 3, 10, 10B, 26, 26D
• 281, 351, 1130, 1331, 1431 Series Door Closers EN, EB, EAB
• MPower 3000, 4000 Low Energy Door Operator EN
• 20, 30 Series Exit Devices EN, EB
• 80, 9898 Series Exit Devices 10B, 32D
• 8700, 8888 Series Exit Devices 3, 4, 10, 10B, 32, 32D
• Keypads & Profi le Series
• Hospital Latches 26D
• Exit Alarms, Electromagnetic Locks, Power Supplies 

• 1560 Series Electromagnetic Door Holders EN
• 590, 690, 1530, 1540 Series Holders & Stops 3, 4, 10, 10B, 26, 26D

Midwest offers the width and depth of the SARGENT® products 
that you need, all in stock and ready for immediate delivery.



Design Concepts:
  • replicate exotic veneers
  • create custom graphics
  • sketched faces

  L E E D  R AT I N G  S YS T E M S  S U P P O RT E D  B Y  M O H AW K  F L U S H  D O O R S

   LEED for new Construction 
LEED for Core & Shell
LEED for Schools

  LEED for Healthcare*
  LEED for Retail*
  LEED for Retail Interiors*

LEED for Existing Buildings
LEED for Existing Schools*

 *Coming in 2009

 EASTERN MILL:
980 Point Township Drive
U.S. Route 11
Northumberland, PA 17857
Phone: 570-473-3557
Toll-free: 888-676-6429
Fax: 570-473-3737

  MIDWEST MILL:
402 N. Sheridan Street
P.O. Box 3098
South Bend, IN 46619
Phone: 574-288-4464
Toll-free: 888-776-6429
Fax: 574-232-4621

Applications:
  • hotels
  • casinos
  • offi ce buildings
  • hospitals

Digitech provides the ultimate in architectural and 
design fl exibility with the ability to replicate exotic 

veneers, custom graphics, sketched faces, themes, 
personalized doors, etc. Just imagine using exotic wood 

species or creating the appearance of beautiful stile 
& rail wood doors on any of your projects and still 

be able to meet budget and environmental program 
requirements such as LEEDS or FSC. Create a theme 

for a hotel or casino project, incorporate logos and 
save money by integrating room numbers or informa-
tional graphics into the design of your door. The fi nish 
is extremely durable and incorporates a UV resistant 

top-coat. Of course, this product will include all of the 
quality Mohawk door construction options that you 

know and trust, including fi re doors. The sky’s the limit!

• themes
• personalized doors

• extended care facilities
• churches
• schools & universities

 www.mohawkdoors.com

LEED for Commercial Interiors

Imagine the possibilities

Imagination becomes reality...

Mohawk digitech Ad .indd   1 5/28/09   4:27:39 PM
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