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O 
ne of the most depressing tasks 
that i have been asked to do during my 
term as your industry president was to sit 

down and write this farewell article. through this 
last year, I have written different speeches, letters, 
memorandums and articles that were exciting and 
joyous because I had the opportunity to reach out 
to my fellow members and communicate impor-
tant information about our association.

I struggled with this letter because to me the word 
“Farewell” implies that I am permanently departing 
from dhi. this forced me to look into the dictionary 
and see such definitions as: “a parting compliment”, 

“used to express goodbye or adieu”, “an act of depar-
ture”, “a last look”, “an acknowledgement of parting”, 

“an expression of good wishes at parting” and “a 
person who is about to embark on a long journey”.

Well guess what folks! none of these really 
apply, except possibly the last one about embark-
ing on a long journey, only because i consider my 
dhi involvement and career in this wonderful 
industry to be a long journey that is still continu-
ing. i am not going away, or fading into the night, 
but actually have a renewed strength and passion 
to continue my volunteer efforts to help improve 
our industry, both nationally and at the local level.

i think back to this last year and have nothing 
but fond and positive memories of the many 
chapter visits, board and committee meetings, and 
related industry conferences that i had the honor 
to attend and represent the Door and Hardware 
institute or the door security & safety foundation 
(formerly known as the foundation for the 
advancement of Life safety and security). 

this year was certainly the most challenging 
and was definitely filled with obstacles due to 
the economic issues of our nation and industry. 
What I experienced and observed was how these 
difficult times revealed the true leaders in every 
organization who find ways to overcome arduous 
situations. these dedicated individuals were able 
to inspire and motivate others to dig deep within 

themselves to stay focused on what was important 
and ultimately create survival and success.

there are so many exciting events ahead for our 
profession and industry such as advancing the Fire 
& Egress Door Inspection program, increasing local 
chapter education and enhancing our presence and 
voice in the advocacy arena. these events, along 
with volunteering, national education, certifica-
tion, mentoring and teaching, are very important 
to me. Reviving chapters became an important 
focus this year that i know will continue in order to 
strengthen the core of our association.

my term as your president has changed my life 
in an extremely optimistic way by accomplishing 
the ultimate giving back experience. It was very 
fulfilling to spend time with industry leaders from 
the local and national level, along with the future 
leaders of our organization. i was also given the 
opportunity to enjoy exposure to many of our 
members and related industry partners across the 
Usa and international allies from Canada, the Uk, 
Europe, Asia and the Middle East. 

I want to especially express my deep gratitude 
and respect for the management and fellow 
colleagues at assa aBLoY for their generos-
ity, patience and support that provided the 
opportunity for my extreme dedication to this 
important position within your association. It has 
also been an honor and privilege to serve with 
such a professional group of individuals who 
make up the Board of Governors and various 
other members of other dhi boards and commit-
tees. Working with Jerry Heppes and the entire 
DHI staff has been an unbelievable experience of 
competency and efficiency.

my wife, family and close friends deserve the 
most sincere thanks for their love, support and 
sacrifices through my entire career and industry 
involvement. I have developed life-long friend-
ships along with achieving a true understanding 
of the importance of relationships in the industry.

DHI Presidency—Farewell

i n  t o u c h
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T 
he economy is projected to have a 
budget deficit of roughly 13% of GDP. Not since 
World War II has a deficit been twice the size of 

the next largest deficit.1

About a year ago, the Fed increased the mone-
tary base—currency in circulation, member banks’ 
reserves held at the Fed and vault cash—by close 
to one trillion dollars.1 Normal circumstances 
most likely would not warrant such an action.

This percentage increase in the monetary base 
has effectively doubled the amount of money in 
the monetary base—the largest increase in the 
last 50 years by a factor of ten.1 With so much 
additional cash in the monetary base, one could 
argue that because of this, inflation lurks on the 
horizon unless a system is designed to systemati-
cally remove some of the additional reserves in 
the system.

Historically, as mentioned in a recent Wall Street 
Journal article by Arthur B. Laffer, the currency 
in circulation portion of the monetary base has 
comprised close to 95% of the total. This number 
has risen by around 10% with the latest infusion 
into the system. Bank reserves have increased 
by 20-fold, leaving the currency-in-circulation 
portion of the monetary base at around 50%.1 The 
monetary base has significantly increased while 
the currency in circulation, as a percentage of 
this base, has significantly decreased. Banks now 
have a large portion in reserves which, in theory, 
enables them to make substantial loans.

This brings us to the issue of commercial real 
estate. In late July, I attended a U.S. Congressional 
Joint Economic Hearing on the systemic risk asso-
ciated with commercial real estate. 

Since late 2007, a conservative estimate on the 
value of commercial real estate has values falling 
by 25%-30%. In the opinions of the JEC members 
and those who spoke as expert witnesses, there 
was speculation that this is a potential sinkhole in 
the economic recovery. Shopping centers, hotels, 
and office buildings are all being affected—a live-
lihood of this industry.

We are facing declining property values, 
hundreds of billions of dollars in loans coming 
due in 2009 and a trillion more dollars in loans 
coming due by 2012. Demand for space has 
dropped with 607 major properties changing 
hands in 2009. This represents a 51% drop since 
the fourth quarter of 2008. Financing is difficult 
to obtain even for those who have positive cash 
flow and equity in the property. Tax revenues that 
fund school construction and city governments 
are going to be severely affected—areas that are 
important to this industry’s success.

Which brings us back to the banks with money 
in reserves. Banks are told to lend and at the same 
time they are told by regulators to watch who 
they are lending to. Although much attention is 
given to large commercial real estate transactions, 
transactions in the 300K to 1M dollar range are 
prime candidates for lending—and these types of 
projects tend to do a lot to fund local tax revenue. 
But part of the problem remains—it is hard to 
determine clearly what the value of the asset is.

So, we have to absorb a substantial increase in 
the monetary base, albeit a large portion held in 
reserve by banks, and a challenging environment 
in the commercial real estate sector. 

As a result of our attendance at the Joint Economic 
Committee hearing, we have submitted a letter to 
Rep. Maloney, chair of the JEC, and to the ranking 
member Senator Brownback about ideas that could 
have a positive impact for commercial real estate. 
These letters are being followed up with our visits to 
their respective congressional offices.

Both your Foundation and DHI remain vigilant. 
We will continue to be proactive in gathering 
information, taking action in areas that are instru-
mental to our mission, and providing all of you 
with the timely information that will enable you 
to make smart decisions for your business.   

Footnote
1.  Laffer, Arthur b. 2009. “Get ready for Inflation and Higher Interest rates.”  

Wall Street Journal. June 10, 2009.

What Lurks in the Distance? By Bill Johnson, Executive Vice President 
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he old adage, “When the going gets tough, the tough get going,” 
is very appropriate in these particularly difficult times; you have to be 
very tough and you must capitalize on every opportunity that presents 
itself. The adoption of NFPA 80 requiring the inspection of fire-rated 
assemblies is one way to boost your bottom line and grow your business.

Each of us in business faces similar challenges in insuring cash flow to 
meet our operational and growth objectives. Investing in technology to 
grow your business is one way, but what are the dangers, how should it be 
done and what sorts of return should managers expect?

A couple of months ago in this magazine, I outlined the goals you 
should satisfy in making your software and hardware decisions—
“Gathering Fire Door Inspection Data—is there a better way?” These 
included the types of gains you should be looking for, the type of hard-
ware best suited to mobile data collection and some advice on how to 
choose software. Clarifying your objectives cannot be overemphasized. 
Technology can be complex and preparation prior to its deployment is 
critical to its success.

Assuming that your business has decided to move forward with 
using technology as part of your growth strategy, what should you look 
for when choosing a solutions vendor? There are likely many vendors 
promising you anything you ask for at “super” prices, but it is important 
to remember that good judgment is based on experience; experience is 
based on bad judgments. You should ask the vendor for references—can 
the vendor refer you to any of their clients in your area? Does he have 
any experience in mobile data collection? What type of support can he 
provide, etc…? These simple questions will help you identify qualified 
vendors who can deliver the solution you need, in the time you need it. 
Business is full of risks and choosing a vendor without the experience to 
deliver is a risk you should not entertain. This is especially true if you are 
just beginning your mobile inspection business.

Does the vendor have an upgrade path and what are the costs? What 
new modules are being planned and are they part of annual mainte-
nance? Can the vendor demonstrate changes they have implemented to 

An Opportunity to Grow Your Business

B y  G o r d o n  S v e n s o n

T

Fire Door Inspections
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meet client demand? To choose a 
vendor who does not have “history” 
is a risk most prudent business 
owners would rather not take.

What about training? How is the 
vendor’s training delivered? Do you 
get to use real data or dummy data 
and what point do you switch to 
real data? Is it keyed to your sched-
ule and availability? What ongoing 
sessions will the vendor be provid-
ing and at what cost. Is the training 
on site or via the web? 

Does the vendor have any experi-
ence in preserving your legacy or 
existing data within the proposed 
solution? If he is capable, the vendor 
should be able to provide a firm cost 
and time frame for this added service. 

Does the proposed solution 
allow you to suggest changes to the 

graphical user 
interface (GUI)? 
The option of 
changing the 
field names in 
the GUI might 
make the system 
easier to under-
stand for your 
inspectors. 

How will the 
vendor provide support after you 
have purchased the solution? 
Vendors usually require remote 
access to maintain your system, 
install updates and fix software 
bugs as they become known. Will 
the vendor provide this set up or, 
at a minimum, help you find the 
technicians you need to set up the 
remote service. 

You might need 
the new system integrated to 
other systems currently in place in 
your business. This is a complex 
discussion best left for later but does 
the vendor have any experience 
working with third party software? 
New development tools are making 
this task easier, but it remains 
a challenge and most vendors 
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struggle or are unable to complete 
this integration. The questions to be 
asked should include what types of 
data need to be exchanged between 
the systems in your business. If data 
exchange is required, how often 
would the exchange occur? What 
safeguards will the vendor put in 
place to facilitate this exchange and 
protect the data from corruption?

It is our experience that new 
software systems impact the busi-
ness’ existing culture resulting in 
changes to personnel and processes. 
Does the vendor have experience 
helping other organizations learn 
strategies to facilitate implementa-
tion? The impact is felt especially 
by the field worker who is actually 
collecting the data; the change from 
a clipboard to a computer is a signif-
icant adaptation task. Recognizing 
that workers will need to adjust, 
there are several strategies that can 
mitigate the stress associated with 
the change.

Have clear objectives in what the 
business is going to accomplish 
by adopting mobile technology. 
Productivity gains will result but the 
field worker must “buy in” or the 
risk of sabotaging the implementa-
tion increases. Management must be 
“results driven” rather than “process 
driven.” Managers will need to be 
comfortable with keeping up with 
their employees by email, telephone 
and other electronic connections. 
With the reduced amount of time 
spent in the office, managers must be 
able to empathize with workers who 
they see less of. Mobile workers may 
feel alienated from the rest of the 
team and managers must be sensi-
tive to worker’s perceptions of being 
“out of the loop.”

Managing mobile workers 
demands a high level of trust on the 

part of managers—you must trust 
the worker to do the job right. 

Similarly, the mobile worker must 
be able to work independently, be 
adaptable and resilient, be self-moti-
vated, and able to competently use 
the technology they are provided 
with. If the worker requires exten-
sive supervision, then the worker 
would probably not be an ideal 
candidate for using mobile data 
collection technology.

Additional competencies that 
should be assessed include commu-
nication skills, customer focus, 
planning and organizing, flexibility 
and adaptability, and the ability to 
build relationships. 

Providing and delivering the 
appropriate training in the mobile 
solution is critical to inspectors 
becoming productive quickly.

After careful consideration, you 
have selected the software vendor, 
determined the hardware and 
have your field technicians trained 
and ready to go. What return on 
investment can you expect? We 
know from working with hundreds 
of mobile workers and dozens of 
fire departments that productiv-
ity increases significantly. Our 
experience tells us that you can 
realistically expect a productiv-
ity gain of 30%. This means that 
there is potential to increase your 
revenue by a third without any 
increase in cost; you can expect to 
get four inspections done for the 
cost of three. Much of the field data 
collected is static: business name, 
contact information, the door (or fire 
system) locations, door numbers, 
door types, etc. This static informa-
tion tends not to change from one 
inspection to the next. This means 
that when the inspector returns to 
inspect the same door or fire system 

(if required as part of an annual 
inspection schedule), then the time 
needed to inspect that door or fire 
system is further decreased as much 
of the data is already available to 
him as part of the digital inspec-
tion record. Our experience tells us 
that inspection times are decreased 
even further allowing for additional 
productivity gains. 

The end result is the cost per 
inspection decreases and these cost 
savings can be shared with your 
client to make your service more 
competitive while still growing 
your bottom line. It is a win for your 
client and a win for your business.

Whether you are inspecting a fire 
door or an elevator or a sprinkler 
system, the use of technology will 
get you the opportunity to do more 
work at less cost. Mobile technology 
can be used for many other tasks 
besides inspections. Creating field 
reports like work/repair orders can 
be completed while on site, elimi-
nating much of the clerical support 
back in the office. 

All businesses look for new and 
proven tools to grow their bottom 
line and deliver the best customer 
service they can. The growth in the 
use of mobile technology obviously 
is a result of being able to do more 
with the same or fewer resources. 
By choosing a vendor that knows 
the technology and has experience 
to implement the process, you can 
grow your business and increase 
your bottom line.  

About the Author: Gordon Svenson is the 
President of One Step Systems, a company that 
provides multiple digital data collection solu-
tions for large and small organizations. If you 
need clarification on any of the ideas presented, 
please email gord@onestepsystems.com or call us 
at 1.800.469.1166.
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aintaining the quality of life in urban environ-
ments and advancing design excellence may not be what 
most building industry professionals would expect to 
hear from a counterterrorism official and seasoned mili-
tary officer tasked with critical infrastructure protection, 
but these values are precisely what Michael Sheehan 
advocated in his role as New York Police Department 
(NYPD) Deputy Commissioner for Counter Terrorism.

While serving within the highest levels of the U.S. 
Government, the White House, United Nations, and U.S. 
Army Special Forces, Sheehan was deployed on many 
dangerous missions, from Korea, El Salvador, Somalia, 
and Haiti to Bosnia and other global hotspots. Today, 
Sheehan’s work on critical infrastructure protection 
within the urban landscape is less life-threatening, but he 
knows that protecting cities from terrorism is challenging 
and important to national security.

In this article, Sheehan reveals why the original design 
for the Freedom Tower, a 1,776-foot high-rise at Lower 
Manhattan’s Ground Zero (on the site of the World Trade 
Center) was initially rejected by NYPD as undefendable, 
how New York City’s highly acclaimed counterterrorism 
operations approach commercial building security, and 
what the NYPD tells building owners concerned about 
security design on their properties.
barbara a. nadel: What is a major challenge you 
encountered as NYPD Deputy Commissioner for 
Counter Terrorism?
Michael Sheehan: The main issue in New York City, 
and many urban environments concerned with terrorism, 
is to find the balance between security and critical 

M

By Barbara A. Nadel, FAIA
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PUblic safety
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advises building owners, architects, and 

design professionals on how to approach 

urban design and building security 
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infrastructure while maintaining 
a welcoming environment for 
business, residential, investment, 
tourism, and residences. 
BN: How does the NYPD approach 
security for building owners and 
tenants, and what they should be 
doing to keep their properties safe?
MS: The NYPD conducts threat 
assessments while updating and 
prioritizing major targets in New 
York City. It has researched Al 
Qaeda, its history, current and 
anticipated thinking, and key 
targets. This has caused the NYPD 
to harden potential targets as a 
deterrent to future attacks, such as 
financial centers, transportation 
hubs, and venues with large concen-
trations of people, such as sports 
facilities and major public venues.

The goal is to protect New York’s 
strategic assets. We reached out to 
key sites, worked in close partner-
ship with owners and managers, 
and developed strategies to help 
mitigate the risks against them.
BN: What were some of the strat-
egies that the NYPD used when 
addressing counterterrorism under 
your watch? 
MS: The strategies included intelli-
gence investigations against organiza-
tions that may target New York City, 
such as Al Qaeda or other groups. We 
had patrol deployments of uniformed 
police in the City, and also worked 
with building owners of special 
buildings on installing bollards for 
maximizing standoff, which is a 
setback from the street. Maximizing 
standoff is critical to mitigating the 
impact of a vehicle bomb.

I advocated blast mitigation for 
curtainwalls and load-bearing 
columns, implementing overall 
security operations, procedures, 
and technology, such as adding 

additional guards, lights, and locks. 
Other operational measures include 
screening vehicles and people going 
in and out of buildings. 

I prefer a multilayered approach to 
securing critical infrastructure. We 
tried to minimize the employment 
of white concrete Jersey barriers and 
other streetscape elements that don’t 
measurably contribute to security 
and are an eyesore. We tried to 
minimize the look of an armed camp 
in New York City (like Washington, 
D.C.) and seek the balance between 
security and openness. 

As Deputy Commissioner, I 
told most building owners not 
to worry—they didn’t need more 
security. I rejected proposals for 
surrounding most buildings with 
Jersey barriers. More often than 
not, I recall telling some owners to 
just “chill out,” stay alert, and give 
us a call if [they] see something, 
but [they] can take down most of 
the post-9/11 barriers; however, 
for others at key sites and critical 
infrastructure, we told owners that 
they needed to do more. It’s just 
not reasonable to place concrete 
barriers around every building in 
Manhattan. I undertook this overall 
approach and related security initia-
tives with the full support of Mayor 
Michael Bloomberg and NYPD 
Commissioner Ray Kelly. 
BN: Describe your involvement 
with the NYPD’s security review 
of the initial Freedom Tower design 
in Lower Manhattan.
MS: These various security issues 
came to a head with the Freedom 
Tower, the new high-rise building 
(under construction) at Ground Zero, 
on the site of the World Trade Center. 
The original security design submitted 
to us for review was rejected by NYPD 
as undefendable. The World Trade 
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Center site had already been attacked 
twice, in 1993 and 2001.

During the review, I saw a high-
profile historic target with a glass 
curtainwall, 12 feet away from a 
six-lane highway (West Street). There 
was insufficient standoff and building 
protection. Based on our review, the 
building was subsequently rede-
signed. We matched the necessary 
security design criteria for what was 
needed at that building and site.

Our recommendations were 
developed by the NYPD, in 
consultation with industry experts: 
architects, engineers, and blast 
mitigation specialists, with the 
full support of the Mayor and 
the Police Commissioner.
BN: What advice would you give 
to building owners and real estate 
and design professionals concerned 
about security on their properties?
MS: Look at each building for 
its threat profile. Most building 
owners don’t need to do anything 
new. Other buildings with higher 
profiles or iconic status may 
require further measures.
BN: While at the NYPD, who 
did you advise and work with 
regarding building security and 
critical infrastructure?
MS: I worked mostly with private-
sector owners at commercial build-
ings and some private partnerships. I 
also worked with people who own or 
operate stadiums, train stations, and 
courthouses, so that includes both 
public and private owners. We didn’t 
address federal buildings as much, 
as the federal government addresses 
security needs for its properties.
BN: Any final thoughts you’d like 
to share about security in the built 
environment? 
MS: There is a threat out there, and 
[there are] various ways to approach 

it. Owners and project teams should 
do a realistic threat assessment that 
considers the national and interna-
tional environment. Some areas or 
buildings have a low threat level; 
others have higher threat to define. 

This is important because the threat 
drives the mitigation standards, 
design criteria, and solutions, espe-
cially regarding standoff. For many 
structures, police, guards, screening 
of vehicles, and people may be all 
that’s needed most of the time. It is 
important to use a layered and inte-
grated approach to security design.

Finally, don’t sacrifice the aesthetics 
of what you can achieve. Early collab-
oration and trust among owners, 
architects, engineers, and security 
professionals can create a secure 
building and still retain the desired 
aesthetics and design qualities.

About Michael Sheehan
Michael Sheehan is an interna-

tionally known expert on global 
terrorism who has 30 years of 
distinguished leadership positions 
within the U.S. Army, the White 
House, U.S. State Department, 
the United Nations, and the New 
York Police Department (NYPD). 
From 2003 to 2006, he was NYPD 
Deputy Commissioner for Counter 
Terrorism, responsible for counter 
terrorism investigations (with the 
FBI) and critical infrastructure 
protection in the City of New York. 
His primary experience is in coun-
terterrorism, counter insurgency, 
and international peacekeeping. 

A 1977 graduate of the United 
States Military Academy at West 
Point, Sheehan has served in many 
courageous capacities, including as 
a Commander of a hostage rescue 
in Panama, an infantryman on the 
DMZ in South Korea, and as a counter 

insurgency advisor in El Salvador. 
Sheehan was a career Army officer in a 
variety of Infantry and Special Forces 
assignments. He has worked with 
Congress, Federal, New York State, 
and New York City elected officials, 
and the media. Currently, Sheehan is a 
terrorism analyst for NBC News and a 
private-sector security consultant.

Sheehan’s background includes 
all aspects of security plans and 
programs, threat analysis, risk assess-
ment, architectural and engineering 
design features to mitigate against 
terrorist threats, physical security 
and guard programs, command post 
management, continuity of operations, 
response planning, and integration of 
private security functions with city, 
state, federal and international security 
agencies. He has managed large organi-
zations, including their training, opera-
tions, logistics, personnel, and budgets.
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editorial services to clients nationwide and in 
Puerto Rico. She can be reached at Barbara@
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hange is not new. Indeed, 
back in 500BC, the Greek 
philosopher Heraclitus 
proclaimed, “The only 
constant is change.”

Two of our nation’s most endeared 
presidents have built upon his 
decree. John F. Kennedy supported 
Heraclitus by stressing that “Change 
is the law of life. And those who 
look only to the past or present are 
certain to miss the future.”

Ronald Reagan then built on 
Kennedy’s warning by observing 
that “Freedom is the right to ques-
tion and change the established way 
of doing things.”

No people understand this more 
than security directors of organiza-
tions, big and small, about to under-
take the process of developing new 
security platforms to protect their 
people and assets. This underlying 
theme was uncovered in interviews 
conducted by Ingersoll Rand Security 
Technologies with over 800 end users 
in the access control market.

In the respondents’ perfect world, 
the access control solution installed 
today would be customized to 
exactly meet present security and 
safety issues but be able to accom-

modate other technologies, includ-
ing emerging technologies, that 
will let this system easily, quickly 
and affordably grow and adapt as 
needed. With the confidence that 
they can stay technologically current 
without compromise or risk, security 
directors would like the freedom—
now—to choose among solutions 
deploying any and all technologies, 
including those yet to be developed.

Why, they ask, should they have 
to specify only proximity or only 
smart card credentials? Why do they 
have to choose between only offline 
or only online solutions? If online, 
why must they choose between only 
wired or only wireless? Why must 
they isolate technologies when they 
could choose them all, working 
under one system with only one 
database, to provide a holistic secu-
rity and safety solution?

According to Voice of the Customer 
inputs, users want a new model for 
security and safety that lets them 
customize today while, at the same 
time, letting them easily migrate 
or upgrade in the future. In other 
words, they want their next access 
control system to be flexible, adapt-
able and scaleable. It must provide 
the right products for their own 
specific applications now and in the 
future, regardless of whether the 
initial solution is keypad or card 
reader, offline or online, or stainless 
steel or brass. They want compo-
nents to match existing hardware 
both in color and style. They look 
forward to eventually incorporating 
emergency lockdown, WiFi, network 
on a card, mesh networks and all 
the other new technologies that are 
being discussed in the media and at 
tradeshows without complications.

And, although such systems can 
become complex, they do not want to 

Voice of Customer Research 
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see the complexity. It’s not technol-
ogy itself they see as foreboding; it’s 
how to incorporate new technolo-
gies into their present systems. New 
tools should be simplified, made 
easy to use and easy to install. Such 
attributes aren’t important only to 
them. After all, these decisions are 
now being made in conjunction 
with IT and finance managers who 
have different sets of measurable 
goals and objectives.  

Where Are We Now?

Let’s review the typical access 
control system in use today. In all too 
many cases, it was installed in stages. 
As a result, it is comprised of different 
brands and disparate products, many 
of which do not integrate into the 
same system or talk with each other. 
Too often, the hardware and software 
systems are proprietary, refusing to 
let security managers mix and match 
best of breed components or custom-
ize the solution to their specific 
needs. The system requires too many 
separate databases and a plethora 
of software interfaces that create 
confusion, lower the level of security 
within the facility and decrease staff 
productivity.

Such a dilemma is good for 
physical access control, though. Pain 
creates change. How soon we forget. 
Remember the “good old days” 
when graphical windows-like inter-
faces didn’t exist? We didn’t know if 
it was our video card, motherboard 
or printer that was creating the 
glitches that drove us mad. Similar 
scenarios now face users with their 
access control systems, or aspects 
of it, and they no longer want to try 
staying one step ahead of obsoles-
cence with bandaged solutions. It’s 
time to move on.

Where Are We Going?

Voice of the Customer inputs 
couldn’t have been more specific. 
Indeed, these security profession-
als challenged every preconceived, 
current practice in the security 
industry. 

For instance, instead of locating 
components such as credential 
reader or request-to-exit around 
the door, as has been traditionally 
done, why can’t new integrated lock 
designs incorporate these compo-
nents into the lock itself, providing 
more value for their investment 
and a smarter solution, all in one 
product?

What if such a new security 
platform could be developed from 
the ground up using open architec-
ture and interchangeability as its 
keystones?

That would mean that electronic 
locks would provide seamless inte-
gration with their existing software. 
The lock hardware would be as easy 
to upgrade as its software. The lock 
itself would provide a migration 
path to future technology needs, 
not only protecting the facility but 
also protecting its investment. Users 
could upgrade their locks without 
ever taking them off the door, 
saving installation costs. With inter-
changeable reader modules, they 
could switch from one credential 
reader to another quickly, easily and 
affordably. 

They could do likewise with 
interchangeable network modules, 
going from standalone, offline lock-
ing to a networked access control 
system with yet another switchover, 
to provide instant lockdowns 
throughout the facility when 
needed and change access rights 
from their offices. They could use 

wireless on those openings where it 
has been traditionally too expensive 
or cumbersome and use hardwired 
where it was most cost effective, all 
under one system and one database. 

No compromises today…no 
compromises tomorrow.

Free to Move Boldly

The tug between incorporating 
new technologies now or waiting 
until later is not restricted to access 
control decision-makers. We all face 
such decisions in our daily lives. 
When do I buy that new PC, flat 
screen or smart phone? Do I wait 
for the new version which should 
certainly have more features that 
interest me? Will I have to abandon 
everything I already have—from 
computer files to recorded movies 
to phone records—just to enjoy the 
new features?

As the consumer products 
industry is finally making it easy 
for its customers to employ the 
latest technology today while being 
able to migrate easily to the best of 
emerging technologies of tomorrow, 
so can the access control industry.

After all, access control buyers 
simply want a solid return on 
investment and a lower total cost 
of ownership. They want to be able 
to buy now with minimal risk to 
themselves and their corporations, 
being able to show their budget 
oversight committees that to buy 
now provides the best security for 
their facility and their access control 
investments.  

About the Author: Rick White is the 
General Manager for Ingersoll Rand Security 
Technologies.
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A 
seismic upgrade required by some of  
its buildings also provided the opportunity for 
the Piedmont Unified School District (PUSD) to 

improve the security of its classroom doors by replacing 
conventional locks with Schlage Classroom Security 
Locks. Other door hardware also is being upgraded and 
standardized to bring it into full compliance with the 
Americans with Disabilities Act (ADA) guidelines and 
provide greater security.

Piedmont Unified School District serves more than 
2,500 students with a total of six schools, including three 
elementary schools, one middle school, one high school 
and one alternative school. On California Standards Tests 
(CST) and STAR, PUSD is the second highest ranking 
unified school district in California, and more than 95 
percent of its graduates pursue a college education. The 
city of Piedmont, surrounded by Oakland, California, has 
a population of approximately 10,000. 

When it was determined that several PUSD buildings 
required various levels of seismic strengthening and 

associated modernization, a bond issue was passed in 
March, 2006 to provide funding. Some of the structures 
had been built as long ago as the 1930s, and in many 
cases, door hardware did not meet current ADA guide-
lines. While the ADA law does not require immediate 
upgrades of existing facilities, these upgrades must be 
included as part of any significant remodeling effort. As 
a result, the seismic project triggered the need to also 
upgrade door hardware.

While accessibility issues such as replacing doorknobs 
with lever trim were an obvious part of the upgrade, they 
also provided the impetus to review other door hardware 

Lock Down Classroom Security
Piedmont California Schools 

c a s e   S T U D Y

Classrooms in Piedmont schools, like 
most in California, have outside access 
rather than interior corridors.

   Piedmont Middle School was the 
pilot school for a program to improve 
security with classroom locks that can 
be locked with a key from the inside to 
protect against intruders.
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issues that would improve security. 
Assistant Superintendent Michael 
Brady explains, “In terms of safety, 
during an intruder drill, teachers 
would have to exit their classrooms 
in order to lock the doors. We had 
been looking at the situation for 
some time, but the money needed to 
change all the locks to a safer design 
wasn’t available.”

Son Nguyen, whose multiple 
maintenance responsibilities for 
PUSD include all locksmith work 
for the district, says, “When Michael 
became Assistant Superintendent, 
he supported a pilot program at the 
middle school, which is an open 
campus where the classrooms all 
have exterior doors.” Brady notes, 
“We wanted to start with the middle 
school so people could see the bene-
fits of improving the locks. Because 
the school didn’t meet the criteria for 
the seismic work, we used deferred 
maintenance funds for the project.”

The main part of the project at 
Piedmont Middle School consisted 
of replacing approximately 50 door 
locks with Schlage locks that have a 
Classroom Security Function. This 
allows an individual to immediately 
lock a door from inside with a key, 
eliminating exposure outside the class-
room in a hostile intruder situation. 
The ability to key-lock from inside the 
classroom allows the teacher to control 
access and egress in an emergency and 
prevents the compromise that could 
occur with an inside pushbutton or 
thumbturn latch.

In addition, several older push bar 
exit devices were replaced with Von 
Duprin 99 Series touch pad devices. 

Where they are applied to classroom-
type areas, they incorporate the same 
classroom security function. In the 
gymnasium, the devices incorporate a 
luminescent “soft glow” panel on the 
touch pad, which will make it easier 
to find the exit during a power failure. 
Brady says, “Son has a global vision 
of things, and he told me how the 
panic hardware could be chained or 
blocked with a chair. We realized we 
also needed to upgrade to the touch 
pad devices to provide the safety and 
security we needed.”

The district’s key system also is 
being upgraded and standardized. 
Previously, several different types of 
keys and keyways were used at vari-
ous schools over the years. This led to 
a lack of key control, and anyone could 
have the keys duplicated. For greater 
security, PUSD is switching to the 
patent-protected Schlage Everest and 
Everest Primus keyways at all facili-
ties. Key blanks are only available with 
proper authorization, and Nguyen 
controls key cutting and distribution. 
The specific keyway is geographically 
restricted for only PUSD use within a 
two-digit Zip Code area. The higher 
security Everest Primus keyway is 
used on exterior doors, while interior 
doors use the Everest keyway. An 
Everest Primus key will operate 
Primus and Everest cylinders, while 
an Everest key will only operate an 
Everest cylinder. This allows interior 
doors or less sensitive areas to be 
secured with Everest cylinders and 
more vulnerable areas, such as exterior 
doors, to be protected with Primus 
cylinders. A single Primus key can be 
used as a building master key. Since 
Everest keys do not operate Primus 
cylinders, the district has an extra level 
of control over how much access each 
user has by choosing the type of key 
that is issued.

Keys and locks are just one of the 
areas where PUSD is standardizing. 
This and other standards, such as 
the Von Duprin 99 Series exit devices 
and LCN 4041 door closers help to 
minimize spare parts inventory and 
simplify repair and replacement. 

In addition to the security features 
of the new locks and exit devices, 
technical support played a major 
role in the decision to standardize 
on the products PUSD selected. 
Nguyen explains, “We have a small 
maintenance group that does every-
thing, including plumbing, electrical, 
painting and carpentry in addition 
to locksmith work. That’s why we 
need a manufacturer who has the 
expertise to help us.“

The voluntary seismic retrofit 
program is being implemented 
district-wide, with specific upgrades 
dependent on the individual facility. 
As schools are retrofitted through 
this program, they also will be 
equipped with the new locks and 
exit devices. Currently, an elemen-
tary school is being done, and at 
least one school will be undertaken 
each year, with completion of the 
program planned by 2012.

Electronic locks are being consid-
ered to help control access for some 
public areas. Brady notes, “We have 
a unique system where we have 
seasonal coaches, so sometimes it is 
difficult to get their keys back at the 
end of a season. We’re starting to 
look at card access systems for those 
situations, and we could just invali-
date cards instead of spending an 
inordinate amount of time getting 
them back.”  

About the Author: Beverly Vigue, AHC/CDC, is 
Vice President, Education Solutions at Ingersoll 
Rand Security Technologies, where she is respon-
sible for developing the vertical education market. 

Exit devices in middle school gymnasium incorporate a luminescent touch pad cover to 
provide extra guidance to exit in case of power failure.
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T 
he past several years have presented� 
no shortage of challenges for door, window and 
hardware manufacturers. the growth of the 

industry has slowed considerably from the previous 
levels seen in the early to mid-2000s. Industry analysts 
expect U.s. door and window demand to grow at 
nearly 3.9% per year through 20171. Manufacturers 
face a number of significant challenges driving change 

in the industry and creating pressure to increase 
efficiency and drive down costs. The extent to which 
each industry participant will prosper and thrive going 
forward will be a direct result of the plans they make 
to turn these challenges into opportunities for growth. 
table 1 summarizes the internal factors that arise from 
within each individual company, as well as external 
factors brought about by customers, competitors, 
regulators and the marketplace.

all companies must make an honest assessment of 
where they currently stand relative to these challenges. 
It is no longer possible to assume that continuing with 
the status quo will allow a company to indefinitely 
enjoy an entrenched position, even one in a relatively 
small niche or geographic region. We feel that it is 
helpful, in creating the capital plan that will propel 
a company to a higher level of success, to view the 
company’s development along a life cycle that is typical 
for participants in the industry. Figure 1 illustrates the 
various stages in that life cycle, which will be analyzed 
in greater detail throughout this report.

&
Capital Events 
 in the Life Cycle of  
Door  Window 
 Manufacturers

B y  M i c h a e l  E .  C o l l i n s

FIGURE 1 - TYPICAL LIFE CYCLE OF 
WINDOW AND DOOR COMPANIES

Company Founded

Early Expansion

Later Stage Expansion

Early Liquidity

Final Liquidity

Increasing flexibility and efficiency in manufacturing
Matching labor force size with market demand for products
Expanding into new geographic territories
Upgrading existing lines and launching new products
Building national manufacturing and distribution
Using automation to decrease labor costs
Improving quality and reducing defects
Addressing increasing complexity of products
Offering mass produced, customized products

Slowdown in commercial and residential construction
Competing with larger competitors' purchasing power
Satisfying rapidly changing buyer preferences
Meeting increasing energy efficiency demands
Coping with rising material and labor costs
Meeting ever stricter building codes
Delivering higher levels of service to customers
Decreasing lead times to customers
Providing customers with a 'one-stop shop' solution
Responding to continual pressure to reduce prices
Increasing purchasing power of "big box" retailers and builders
Operating within changing distribution channels
Providing high levels of aesthetic value in products
Competing with foreign subsidiaries and imported goods

INTERNAL FACTORS

EXTERNAL FACTORS

TABLE 1 - SOME CURRENT DRIVERS OF CHANGE IN 
THE WINDOW & DOOR INDUSTRY
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Stage 1: Company Founded

While not the major focus of this report, the first step 
in the life cycle of a company, its founding, deserves 
some consideration. The relatively small amount of 
initial capital required to form a door or window 
company results in low barriers to the entry of newly 
formed companies. Often, new companies are founded 
by former window and door company managers who 
decide to strike out on their own. In other cases, the 
founders are the former owners of a door or window 
company that was sold. By the time their non-compe-
tition agreements have expired, they often find them-
selves with the urge to apply their industry experience 
to the creation of a new enterprise. 

Launching a new window or door company involves 
undertaking all of the activities necessary to prepare the 
company to manufacture its product. This includes secur-
ing operating facilities and machinery, designing and 
configuring the operation, hiring a workforce and myriad 
other tasks that must be completed before the first door or 
window can be produced. Typically, the financing to launch 
a new company comes from the entrepreneur’s personal 
wealth, his or her personal borrowing or seed money 
provided by friends, family members or business associates. 
Thus, the founding of a window or door company may not 
involve a capital raising process that demands the business 
planning and financial preparation that are needed to pass 
through the later stages of the company life cycle.

Stage 2: Early Expansion

As a company’s sales increase, there comes a point 
at which the company outgrows the facilities in which 
it initiated operations. This point is different for all 
companies and is largely a function of the market 
demand for the company’s products, the size of the 
initial facility and the foresight with which the manu-
facturing space was designed. Nonetheless, it is nearly 
certain that after a number of years, companies will 
need to upgrade their machinery, their facilities or both. 
Sometimes, this will simply mean adding additional 
machinery and plant space in order to increase the 
capacity to produce existing products. Other situations 
will call for an expansion or the purchase of a larger 
facility in order to allow for the launch of new products. 

Another key to a company’s development involves 
replacing labor intensive steps in the manufacturing 

process with automated machinery. Equipment manu-
facturers that serve the industry report that the most 
common reason for purchasing machinery is the ability to 
decrease the labor content of end products. Still another 
method of early stage expansion involves the acquisition of 
a relatively small competitor, which is discussed in greater 
detail below. 

Early stage expansion is typically funded using one 
of several sources. First, it may be possible to fund the 
expansion using internal cash flow. This is, of course, 
the least expensive source of financing for a growing 
company. Other companies whose need for capital 
outstrips their internally generated cash flow may turn 
to the debt markets—banks, finance companies and 
mezzanine debt providers—for the capital needed to 
fund growth. Finance companies and mezzanine debt 
providers are the most costly of the three options, but 
they can often finance expansions that would not be 
possible using traditional bank debt. The availability of 
these and other sources of financing will depend on the 
profitability, existing debt leverage and growth prospects 
of each individual company. Accessing these sources of 
capital and undertaking the necessary early stage expan-
sions can provide a company with the proper base for 
making successful later stage expansions. 

Stage 3: Later Stage Expansion,  
Acquisition and Contraction

Earlier this decade, companies preparing for or 
involved in later stage expansions likely represented 
the majority of companies in the industry. The typical 
company at this stage had prospered sufficiently to 
upgrade its facilities and had built a strong base of sales. 
Also, it has recognized and acted on the need to develop 
the management team and adopt professional manage-
ment techniques. This phase of growth represents the 
longest period of a company’s development and can last 
for several decades or longer in some cases. At some 
point in this stage of growth, many companies will make 
the decision to upgrade to a state-of-the-art facility. This 
allows for quantum leaps in productivity and eliminates 
many of the product defects and worker injuries that are 
caused by the manual handling of products. 

We have examined over 124 door and window plant 
expansions that occurred in the U.S. between 2000 and 
July 2009. The majority of these transactions involved 
the construction of a new facility. The remainder are 
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roughly evenly split between the 

expansion of existing facilities 
and the reconfiguration of newly 
purchased facilities built by a 
prior owner. Just over half of the 
expansions represented a move 
by the company to a totally new 
geographic area. The remaining 
expansions occurred on or rela-
tively near the company’s existing 
site. Table 1 illustrates the pace 

of expansion among door and 

window manufacturers from 2000 
to the present. It is clear how much 
plant expansion has slowed during 
the challenging period of the last 
several years.

Another common tactic used 
during the later stage expansion of a 
company involves acquiring or merg-
ing with a competitor. While it is not 
a decision to be entered into lightly, a 

number of companies have succeeded 
in using mergers and acquisitions to 
expand their operations with greater 
speed than is possible through 
organic growth. We have examined 
243 mergers, acquisitions and other 
capital transactions, in which at least 
one participant was a U.S.-based 
manufacturer, that took place in the 
door and window industry from 2000 
to July 2009. Table 2 illustrates the 
number of expansions undertaken 
each year by strategic companies 
already in the door and window 
industry, versus private equity inves-
tors. Unlike plant expansions, trans-
actions have continued at a healthy 
pace, despite the economic downturn.

The most common reason given 
for undertaking an acquisition was 
to expand the existing product 
lines of the acquirer. Almost with-
out exception, acquirers targeted 
companies that produced products 
already offered by the acquirer. 
Other reasons commonly given 
for undertaking a transaction 
included gaining access to capital 
for expansion, giving the acquirer 
access to the target’s distribution 
system and customers and allowing 
the acquirer to expand into a new 
geographic region.

Another strategy that can be 
employed in the later stages of 
a company’s expansion is the 
contraction or rationalization of 
its manufacturing facilities. The 
recent weakness in the market has 
driven a wave of plant closings and 
consolidation. While our database 
doesn’t currently distinguish the 
reason for a plant closing, Table 3 
illustrates the rapid acceleration 
of plant closings that took place in 
2008. Comparing the plant closings 
with the plant expansions, we see 
that as many plants closed in 2008 
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as were opened in 2006 at the height of the market. As the 
recovery begins to take hold, many companies will likely 
realize that they have “over rationalized” their produc-
tion facilities and will need to return to their past practice 
of expansion.

Stage 4: Early Liquidity

As the founding owners of a company near retirement, 
they typically pass through a period of a number of years 
during which they would be interested in harvesting 
a portion of the value they have created. However, the 
reluctance to sell all or a portion of their business or to 
give up control holds many owners back. It is possible, 
though, to use a recapitalization to capture a portion of 
the value created by the success of a business. Typically, 
these strategies are undertaken with a view toward the 
ultimate succession of ownership of the company. 

Frequently, this process will involve providers of 
mezzanine debt or even members of the management 
team. For example, a window or door company with $50 
MM in revenues, $5 MM in EBITDA (earnings before 
interest, taxes, depreciation and amortization) and a valu-
ation of $30 MM (6X EBITDA) could obtain $10 MM in 
mezzanine financing, depending on the amount of lever-
age already on the company’s balance sheet. This would 
allow the company to purchase $10 MM of the founding 
owner’s shares, while he or she would still retain control 
of the company. It is not unrealistic to expect that an 
owner could receive $10 MM in early liquidity from 
their business and still, over five to seven years, pay 
off the mezzanine debt by the time of their retirement. 
By that time, the owner would again own 100% of the 
equity and would be free to achieve the final liquidity 
that is discussed in the following section. Many owners 
are unaware of the existence of ways to achieve partial 
liquidity in a business and miss out on this wealth build-
ing opportunity.

Stage 5: Final Liquidity

This report is not intended to address the process or the 
numerous considerations involved in selling a company, 
which deserve a separate and complete analysis. Rather, 
our goal is to highlight the sale of a company as a natural 
final step in the company life cycle and to draw attention 
to two aspects of a sale: likely acquirers of a company and 
expected business valuations. 
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A critical early step in the sale 
process is the consideration of the list 
of potential acquirers of a company. 
Strategic acquirers—companies 
already operating within the door 
and window sector—undertook 
roughly 72% of the transactions 
illustrated in Table 3. The remaining 
transactions involved a purchase or 
growth investment made by a source 
of professional capital, typically a 
private equity group. Our analysis of 
the rationale behind strategic acquisi-
tions indicates that the most likely 
buyer of a given company will be a 
somewhat larger company engaged in 
complementary lines of business that 
wishes to expand its existing product 
line and gain access to the selling 
company’s distribution system. The 
most important aspect of choosing a 
list of potential acquirers is making 
sure that the intentions of each 

acquirer are a good match with the 
departing entrepreneur’s own future 
goals and wishes for the post-sale 
future of his or her company.

We have learned from the many 
clients with whom we have worked 
that most entrepreneurs consider 
the decision regarding the party to 
whom the company should be sold 
as being just as important as the 
absolute dollar amount received in 
the sale. That being said, no entre-
preneur wishes to sell his or her 
company for less than it is worth. It is 
difficult, though, to arrive at precise 
comparable valuations for door and 
window companies because of the 
scarcity of publicly traded companies 
with a pure focus on this sector. 

Typical transactions are negotiated 
on the basis of multiples of earnings 
before interest, taxes, depreciation 
and amortization (EBITDA). EBITDA 
is a proxy for the cash flow of a 
company. Experience has taught us 
that it is common to see transactions 
in this industry valued at 4.0X to 7.0X 
EBITDA, with the characteristics of 
each individual company determining 
where in that valuation range it will 
fall. Higher valuations are assigned 
to companies with stronger profit and 
cash flow margins, unique and defen-
sible niches, proprietary products and 
strong growth prospects. Other factors 
that affect overall business valuations 
include conditions in the broader 
economy, the availability of bank debt 
and the prevailing psychology of insti-
tutional providers of debt and equity 
capital. In undertaking the process 
of approaching potential acquirers, 
companies would be well advised to 
seek guidance from competent tax, 
legal and investment banking profes-
sionals in order to ensure they will 
receive the best potential valuation of 
the business they have built.  

The current weakness of the market 
has not necessarily dampened EBITDA 
multiples in the door and window 
industry. The more common valuation 
issue stems from the fact that many 
companies are losing money, requiring 
that they be valued, at least in part, 
based on the value of their assets.

Conclusion

While the industry has seen a 
few difficult years, each passing 
month brings more signs that the 
market is starting to recover. The 
.30/.30 energy tax credit, in particu-
lar, has pumped new life into 
many companies, some of whom 
describe themselves as “swamped” 
for the first time in several years. 
It is critical that each company’s 
management team undertake an 
honest and ongoing assessment of 
where the company stands in its 
life cycle and whether the time has 
arrived to build a new state-of-the-
art production facility, to acquire 
a competitor or to seek partial or 
full liquidity of their investment. 
The greatest rewards in the years 
ahead will come to those companies 
that correctly design and execute a 
capital plan as the foundation for 
the steps required to take them to a 
higher level of success.  

FOOTnOTe
1. The Freedonia Group. 2008.

About the Author This article was originally 
published as a Jordan, Knauff & Company 
Industry In-Sight® report. Michael E. Collins is 
an investment banker with a specialized practice 
in the door and window industry. He can be 
reached at 312-254-5904 or mcollins@jordank-
nauff.com.
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TheGreenMovement
Forest Products 
Industry

and the 

B y  J i m  L .  B o w y e r

nce nouvelle, green has now 
moved into the mainstream, 
reconfiguring the playing 
field for businesses large 
and small. Whereas atten-
tion to environmental issues 

has to this point been largely 
mandated through regulation, 

the new reality is that green initia-
tives are increasingly market driven. A number of indica-
tors suggest that consumer expectations regarding envi-
ronmental performance are likely to intensify, presenting 
new challenges to every sector of business and industry. 
The shift toward green also presents educational institu-
tions with a need to keep abreast of societal change in 
designing and updating courses and curricula in engi-
neering, technology, and business oriented programs.

Perhaps no segment of society has been more 
impacted by environmentally related pressures than 
the forest sector. Intense scrutiny and criticism of 
practices and regulatory oversight have long been the 
norm among forest sector industries, especially so since 
passage of the Endangered Species Act 35 years ago 
and adoption of the spotted owl recovery plan in 1993. 
Similarly, the 1963 Clean Air Act, the Clean Water Act of 
1977, the Water Quality Act of 1987, and various regula-

tions growing out of this legislation, had major implica-
tions for many forest sector businesses.

Recent Federal actions present a new challenge: the 
newest Federal environmental initiatives are focused not 
on regulation but instead on inspiration and encourage-
ment of new industry development—including biofuels 
and biochemicals. Whether the long-term impact on the 
forest products industry is positive or negative remains 
to be seen, but significant impact is certain.

Environmental purchasing programs that are slowly 
gaining traction will also impact the industry. A 
relatively new wrinkle on the environmental front is 
growing influence of nongovernmental initiatives, such 
as those focused on forest certification, green building, 
and corporate responsibility.

Ironically, it may be environmental issues that cause 
society to “rediscover” wood. Current attention to 
carbon, for instance, could bring active forest manage-
ment and use of wood squarely to the forefront in a 
society seeking solutions to the threat of climate change. 
Alternatively, the same issue could lead to new restric-
tions on harvesting and reductions in wood consump-
tion. Actions on the part of the forest sector will largely 
determine how this plays out. All things considered, the 
next several decades should be extremely interesting for 
everyone associated with the forest sector.

O
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Environmental Law and Government Policy

Legislation has had a major impact on the forest sector 
and the forest products industry. As a result of the 
sweeping Federal environmental reforms of the 1960s 
and ’70s, the steadily evolving forest practices acts of 
individual states, and the landmark spotted owl deci-
sion of the early 1990s, the industry has been signifi-
cantly impacted.

Environmental Issues Hit Center Stage

The mid-1960s marked the beginning of landmark 
environmental legislation at the Federal level, reflecting 
heightened public awareness of environmental issues. 
That period saw passage of the Clean Air Act (1963), 
the Wilderness Act (1964), the Endangered Species 
Preservation Act (1966), the Air Quality Act (1967), and 
the Endangered Species Conservation Act (1969). Then 
came the first Earth Day, April 22, 1970, and this provided 
a new impetus to action. A flurry of very significant 
Federal environmental legislation occurred in the ’70s, 
including the National Environmental Policy Act (1970), 
the Clean Air Act Extension (1970), the Federal Pollution 
Control Amendment (1972), the Endangered Species Act 

(1973), and the Clean Water Act (1977). While this and 
other legislation impacted all businesses and all indus-
tries, primary industries (those that extract and process 
basic raw materials) were particularly affected. Primary 
forest products manufacturers, which rely on raw materi-
als that are harvested from broad areas of the landscape, 
experienced perhaps the greatest impact.

Legislation brought into the regulatory framework 
such things as acid rain, MACTS, HAPS, particulates, 
arsenates, dioxin, formaldehyde, nonpoint source pollu-
tion, streamside buffers, primary and secondary water 
treatment, and introduced environmental impact state-
ments and assessments.

The forest sector, like all Americans, benefited greatly 
from the many environmental initiatives enacted over 
the past 50 years. At the same time, progress on the 
environmental front forced a number of actions on the 
part of industry that translated to reduced emphasis on 

process efficiency and modernization, and increased 
emphasis on environmental monitoring and mitigation.

Endangered Species Act

No legislative initiative has had greater impact on the 
forest sector than enactment of the Endangered Species 
Act in 1973, and no action under the endangered species 

act has had a greater impact on the 
forest sector than that related to the 
spotted owl. Under what became 
known in various circles as either 
the spotted owl recovery plan or the 

Clinton forest plan, forest harvests on Federal lands 
located in the Pacific Northwest region were officially 
reduced by about 80 percent, with the objective of 
protecting the spotted owl and the marbled murrelet. In 
fact, by the end of the ’90s, harvest levels from Federal 
land in that region had declined 94 percent from the 
peak year of 1987. One effect was severe impact on 
industries dependent on Federal timber in this region 
and a number of mill closures. Another was a marked 
shift in timber harvesting and lumber production activ-
ity to Canada and the U.S. South region. The shift in 
Federal forest policy also opened the door to competi-
tion from non-Canadian suppliers of largely plantation-
grown pine, and may have given a boost to the adoption 
of engineered wood products in place of solid-sawn 
lumber. Over the long term, changes resulted in a 
smaller, restructured, and less product diverse forest 
industry in the Pacific Northwest Region (Haynes 2008).

Environmentally inspired initiatives that 
have shaped the forest products industry.

As people become
more knowledgeable
about environmental

life-cycle assessment . ..
wood could well

re-emerge as the
environmental material
of choice for the 21st
century and beyond.
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Environmental Purchasing Programs

Environmental purchasing programs of the Federal 
government and various states increasingly influence 
purchases of forest-based and other products. The 
oldest Federal environmental purchasing initiative is 
the Federal Government’s “buy-recycled” program, 
established under the Resource Conservation and 
Recovery Act (RCRA) of 1976 (USEPA 2007). RCRA 
requires EPA to designate recycled-content products 
and Federal agencies to purchase designated prod-
ucts. This requirement also applies to state and local 
recipients of Federal funds, including grants, and to 
Federal, state and local government contractors receiv-
ing Federal money. As a result, EPA maintains a list of 
designated recycled-content products and recommends 
recycled-content levels that purchasers should use when 
buying products. Executive Order (EO) 13101 (1998) and 
its predecessor, Executive Order 12873 (1993) provided 
additional guidance for meeting these buy-recycled 
requirements (EPA 1999). This guidance is also incorpo-
rated into the Federal Acquisition Regulation.

As a result of EO 13101, the Federal Government 
increased its purchase of recycled-content prod-
ucts drastically during the Clinton administration. 
Currently, more than 50 products in eight categories, 
ranging from construction products to office products, 
are designated as recycled content products. New prod-
ucts are added regularly.

Within EO 13101, a biobased product is defined as 
“a commercial or industrial product (other than food 
or feed) that utilizes biological products or renewable, 
domestic agricultural (plant, animal, or marine) or 
forestry materials.” EO 13101 and a subsequent EO 13134 
(1999) on Developing and Promoting Biobased Products 
and Bioenergy encourage and promote the purchase 
and use of biobased products that meet agency needs.

The RCRA-mandated buy-recycled program of 
the Environmental Protection Agency promotes the 
purchase of recycled-content products (a single envi-
ronmental attribute); the Energy Star and the Federal 
Energy Management programs promote energy and 
water efficiency (both single attributes); and the U.S. 
Department of Agriculture’s biobased program (USDA 
2006) promotes biobased products (another single 
environmental attribute). New EPA Comprehensive 
Procurement Guidelines (EPA 2008) build on these 
single-attribute programs and encourage purchasers to 

examine multiple attributes such as energy efficiency 
and recycled content and toxicity and the use of renew-
able resources and biobased and other environmental 
attributes. The mix of attributes considered depends 
upon the specific product or service being evaluated.

Under the USDA BioPreferred program, Federal agen-
cies are required to purchase biobased products within 
designated product areas where the cost is $10,000 or 
greater or when quantities of functionally equivalent 
items purchased over the previous fiscal year equal 
$10,000 or more. The guidelines stipulate that Federal 
agencies must procure biobased products unless the 
biobased products within designated items are not 
reasonably available, fail to meet applicable perfor-
mance standards, or are available only at an unreason-
able price. Preferred products in the wood and wood 
products category include engineered wood products, 
material derived from forest thinnings, and forestry 
materials obtained from short-rotation (10-year harvest 
cycle or shorter) plants, sustainably managed forests, 
wood residues, or forest thinnings. The “sustainable” 
designation has not yet been defined but is likely to 
equate to wood that is certified by one or more forest 
certification programs.

Participation on the part of manufacturers and 
vendors is voluntary. Key steps for participation 
involve:—Certification, by the manufacturer, of the 
biobased content of the product.—Posting, by manufac-
turers or vendors, of product attributes and claims, on 
the USDA BioPreferred website.

The measure directs USDA to consider the availability 
of items, as well as their economic and technological 
feasibility, including life-cycle costs, before including 
them on the preferable purchasing list. In addition, 
any Federal agency may expressly require verification 
of environmental benefits, public health benefits, or 
life-cycle costs, using the National Institute of Science 
and Technology (NIST) product-evaluation program—
BEES (Building for Environmental and Economic 
Sustainability)—or other lifecycle assessment tool or 
other suitable evaluation method.

Thus far, environmental preferable purchasing has 
favored recycled paper producers, composite product 
manufacturers, and manufacturers of non-wood prod-
ucts with recycled content. Where such programs will 
ultimately lead is not clear at this point, but it is likely 
that they will continue to expand and that eligibility 
guidelines will continue to tighten.
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Bioenergy Development Incentives

Viewed as a green alternative to fossil fuels, renew-
able energy, including energy from biomass, is currently 
on the radar screens of policy makers and a growing 
segment of the general public. Consequently, a wide 
array of incentives and inducements has been put into 
place by both the Federal government and various states 
to encourage bioenergy development.

Presently, biomass is being used in a variety of forms 
for heating homes, institutions, and districts, and for 
generating electricity. In addition, corn starch and other 
agriculturally derived materials, such as soy, canola, 
and palm oils, are the basis for producing ethanol, 
biodiesel, and other liquid fuels. In the future, cellulosic 
materials including corn stalks, switch grass, and wood 
chips will be primary raw materials for producing 
liquid fuels. To this point, bioenergy development has 
had limited impact on the forest products industry, 
resulting in:

	 n	 	Higher wood costs to some 
segments of the industry,

	 n	 	Challenges to wood availability for 
some traditional uses,

	 n	 	Interest in wood from outside the forest sector
	 n	 	Growing opportunity

Nonstructural panel manufacturers—producers of 
underlayment grade particleboard, core stock, and 
MDF—are those most impacted. Rising production of 
pellet fuels from wood (up 25% in the United States 
from 2005 to 2007), coupled with declining availability 
of sawmill residues, is putting pressure on biomass 
supplies in some regions; prices of raw materials have 
risen 50 to 100 percent and more over the past 12 to 18 
months. Paper manufacturers in some regions have also 
experienced a rise in chip prices in the face of some-
times-subsidized competition from electric utilities.

But these impacts to the forest products industry 
as a result of bioenergy production are likely only a 
hint of what is to come. Global production of biofuels 
is currently rising annually at the equivalent of about 
300,000 barrels per day (in contrast to petroleum 
demand that rose by an average of 900,000 barrels per 
day in 2007) (World Business Council for Sustainable 
Development 2008). Current production levels are 
expected to triple within the next decade (Fig. 1). As 

soon as cellulosic ethanol becomes commercially viable, 
a marked increase in demand for woody raw materi-
als for energy production is likely. The use of woody 
biomass for energy production will almost certainly 
present a challenge to wood products manufacturers 
who use small-diameter logs, chips, sawdust, shredded 
wood, or wood of similar form. Forestland managers 
also will face challenges as wood prices adjust to reflect 
energy content. On the other hand, development of 
new wood-to-energy and wood-to-industrial chemicals 
technologies and markets undoubtedly translates to 
significant opportunity for some.

Nongovernmental Initiatives

Green building programs 
A phenomenon that has thus far had relatively little 

effect on the wood products industry but which has 
major implications for manufacturers and distributors 
alike going forward is the green building movement. 
In North America, consideration of the environmental 
impacts of building construction had its beginnings 
in Austin, Texas in the early 1990s, and a smattering 
of other programs were initiated over the next several 
years. A very significant development occurred in 
1995 when the UK Building Research Establishment 
Environmental Assessment Method (BREEAM) was 
adapted for use in Canada. Three years later, in 1998, 
a new streamlined program, BREEAM Greenleaf, 
was developed for use with municipal buildings in 
Canada. In that same year, a pilot of the Leadership in 
Energy and Environmental Design (LEED) program 

Figure 1. — Past and projected global production
of biofuels, 2003-2017.

Source: Clean Edge, Inc. (2008)
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was released by the U.S. Green Buildings Council, and 
in 2000 LEED New Construction (LEED-NC) became 
operational. Also in 2000, BREEAM Greenleaf became 
an on-line assessment and rating tool under the name 
Green Globes for existing buildings. Four years later, the 
U.S.-based Green Building Institute acquired the rights 
to distribute Green Globes in the United States. Today 
there are more than 40 active green building programs 
in North America, including LEED, Green Globes, and 
the NAHB National Green Building Standard.

Unfortunately, provisions of a number of green build-
ing programs, including the widely popular LEED 
program, are prescriptive in nature and based more 
on intuition than science. Some of these provisions 
relating to environmentally preferable materials favor 
recycled-content steel over wood (a serious error from 
an environmental point of view), rapidly grown mate-
rial such as bamboo over more slowly grown wood (a 
criterion that is not supported by science), and require 
certification of wood and wood products—but not of 
any material other than wood (despite significant envi-
ronmental and social impacts associated with a number 
of common materials) (Bowyer 2007). As the influence 
of green building programs increases, such provisions 
could result in substantial, and negative, impacts to the 
forest products industry unless a change is made in the 
way that environmentally preferable materials are iden-
tified. What is likely to happen is that the primary green 
building programs will shift to use of life-cycle assess-
ment (LCA) as a means of using science and consistent 
methodology to inform green building decisions. To 
take full advantage of a shift toward LCA, the forest 
products industry will need to learn the essentials and 
begin the process of obtaining life-cycle data for its 
products and processes.

Despite considerable activity around green building 
program development, to date relatively few buildings 
in North America have received green certification or 
been built to green building standards. Nonetheless, 
there is growing evidence that a green building 
“tsunami” may be in the offing. According to LEED, 
the annual U.S. market in green building products and 
services was more than $7 billion in 2005, $12 billion 
in 2007, and is projected to increase to $60 billion by 
2010. Moreover, LEED reports that more than 54,500 
designers, builders, suppliers, and managers have 
attended USGBC educational programs, and that more 
than 43,000 people have become LEED Accredited 

Professionals since the program was initiated in 2001.
So far, implementation of green building programs is 

mostly voluntary across the United States, although a 
growing number of states and municipalities are requiring 
construction of government-sponsored building projects 
to green building (often LEED) standards. In California, 
a few cities now require or are formally considering 
commitment to green building standards in privately 
funded projects as part of the permitting process.

Forest certification
The certification of wood products had its origin 

in the tropical timber wars of the late 1980s. When a 
suggested boycott of tropical timber led to the realiza-
tion that success in such an effort would likely only 
devalue tropical forests, the concept of identifying and 
rewarding responsible forest management was born. By 
the mid-1990s forest certification and chain of custody 
certification had become reality, first with the introduc-
tion of FSC forest certification, and then the develop-
ment of a host of reactionary programs.

Mainstream forest certification programs in North 
America include the Forest Stewardship Council (FSC), 
the Sustainable Forestry Initiative (SFI), the American 
Tree Farm System (ATFS), and the Canadian Standards 
Association (CSA). The Programme for Evaluation of 
Forest Certification (PEFC) is also increasingly recognized.

Over time, the proportion of forests certified by 
one or more of these programs has increased fairly 
steadily from negligible in the late 1990s to consider-
able today (Table 1). As recently reported by the Society 
of American Foresters (Alvarez 2007), 107 million 
acres of forests in the United States are now certified, 

Table 1. — Certified forest area in the United
States and Canada.

*columns do not add since some lands are certified to more than
one standard.

Certified area
(millions of acres)*

Certification program United States Canada
SFI 54.7 90.0
FSC 31.0 59.3
CSA — 189.5
ATFS 35.0 —
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comprising 14 percent of total U.S. forests and 25 percent 
of privately owned forestlands. In Canada, some 86 
percent of actively managed land, and 42 percent of non-
reserved forestland is certified to one or more standards.

In addition to forest certification, the major programs 
require chain of custody (COC) certification. Recent data 
show the number of companies holding COC certificates 
to be growing quickly, with more than 1,500 in the 
United States.

The certification of forests and firms has been costly 
to the forest products industry. In virtually all operating 
regions, North American manufacturers must conform 
to strict state and local forest management and harvest-
ing standards. Certification represents another layer 
of oversight and another cost of land management. In 
most cases, little or no premium has been obtained on 
certified wood in the market to cover these added costs. 
Despite this, it appears that certification is here to stay.

One common feature of the green building programs 
discussed earlier is that almost all of them require or 
reward use of certified wood. Thus, as green building 
programs grow in popularity, demand for certified 
wood is certain to grow.

Carbon sequestration
Although the United States has not ratified the Kyoto 

Protocol, individual states and regions within the 
country carbon market. The U.S. carbon market has 
developed primarily on a voluntary basis, and forestry-
based carbon projects have emerged as an important 
component in this market.

Trading in greenhouse gas (GHG) emissions has been 
underway in the United States since 2003, when the 
Chicago Carbon Exchange (CCX) became the world’s 
first global venue for emissions trading and offsets. A 
forestry program that operates within the CCX recog-
nizes afforestation, reforestation, and forest enrichment 
projects initiated on or after January 1, 1990 on nonfor-
ested or degraded forestland. In December 2007, the 
CCX Committee on Forestry approved new protocols for 
carbon sequestration associated with long-lived wood 
products and managed forests (CCX 2007).

Four other major initiatives also have provisions 
that recognize carbon storage within forests. These 
include the Department of Energy’s National Voluntary 
Reporting of Greenhouse Gases Program, the California 
Climate Action Registry, the Regional Greenhouse 
Gas Initiative, and the Georgia Carbon Sequestration 

Registry; the latter is a program of the Georgia Forestry 
Commission. In addition, there are several evolving 
programs focused on development of carbon cap and 
trade mechanisms, including the Midwestern Regional 
Greenhouse Gas Accord that involves nine states, the 
Western Climate Initiative that includes six states and 
two Canadian provinces, and the Climate Registry—a 
coalition of 39 states, 9 Canadian provinces, 6 Mexican 
states, and 3 tribal groups; it is likely that forest carbon 
will be recognized in these programs as well (Fernholz 
et al. 2008).

In short, carbon markets are gaining momentum, and 
forestry is likely to play a role in all of them. It is too 
early to tell whether carbon storage within long-lived 
forest products will become widely recognized (see 
Skog 2008), but the fact that the largest carbon trading 
program within North America has taken steps in this 
direction is encouraging. In any event, carbon trading is 
likely to present a significant opportunity to the forest 
sector within the relatively near future, and is clearly 
something that deserves close attention.

Corporate responsibility
Corporate responsibility, a term long used in public 

relations efforts of business and industry, has recently 
caught the attention of government and societal leaders 
in European nations, and has consequently assumed a 
rather broad, but increasingly specific meaning. Many 
of the world’s largest corporations are quietly changing 
the way they do business to align with concepts that 
underlie the new language.

A key element of the modern concept of corporate 
responsibility is environmental responsibility, and 
under the new business model, a starting point is 
knowledge of current environmental performance in 
all business operations. Only with a complete under-
standing of environmental impacts associated with all 
products and processes does development of a rational 
and effective plan for competing in the evolving green 
marketplace become possible. At its heart, the green 
marketplace is asking manufacturers and distributors 
to know their products inside and out. This, in turn, 
translates to awareness of global supply chains: where 
raw materials come from, how they are extracted and 
processed, impacts on the local and regional environ-
ment, and comparability of environmental standards in 
the country of origin to standards in the region where 
goods are consumed.
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But corporate responsibility means more than simply 
environmental awareness and associated action. Only 
several years ago the term “green,” when applied to a 
business entity, was used to refer to an organization 
committed to the highest standards of environmental 
responsibility. Today, the definition of “green” is rapidly 
evolving globally to encompass not only environmental 
responsibility but social responsibility as well.

In the new language of corporate and business lead-
ers, a commitment to corporate responsibility encom-
passes both environmental and social responsibility, 
and is sometimes referred to as a commitment to the 
triple bottom line—economic, environmental, and 
social (Savitz and Weber 2006). Thus, a responsible 
corporate citizen is increasingly expected to be aware of 
environmental impacts and to be proactively working 
to address problems, and to operate in such a way as to 
promote human rights, fairness, and decent working 
conditions in the acquisition, production, and distribu-
tion of products throughout global supply chains.

The 14000 series of standards from the International 
Organization for Standardization (ISO) provide a 
roadmap to organizing to achieve environmental 

responsibility. A new series of standards now under 
development will provide guidance to the private 
sector, government, and all other segments of society 
regarding social responsibility. The new set of stan-
dards, identified as the ISO 26000 series, is currently 
in draft form and available for public comment and 
discussion. Implementation is slated for 2010.

Hansen (2006) recently outlined how new expecta-
tions regarding environmental and social responsibility 
are likely to affect the forest products industry. Given 
the pace of change in this regard in the retail sector, 
changing expectations of customers might be expected 
sooner rather than later.

Crystal ball gazing

A glimpse of the future
Consideration of the past and current trends helps in 

visualizing what the future might hold. A few observa-
tions in that regard are the following:

	 n	 	Environmental laws and regulations governing 
forest management, transportation, and manufac-
turing practices will continue to tighten.

	 n	 	Governmental environmental purchasing programs 
at Federal, state, county, and municipal levels 
are likely to become greater in number and more 
encompassing over time.

	 n	 	The need for alternative energy sources, transporta-
tion fuels, and industrial chemicals will only grow, 
and forests will be looked to as an environmentally 
preferable source of such materials. From this 
point forward, the price of wood to be used for any 
purpose will have to reflect its energy value.

	 n	 	The carbon storage capacity of forests will become 
more widely recognized than today and will 
become a source of revenue for forestland owners 
and the forest products industry.

	 n	 	The influence of green building programs will 
expand rapidly throughout the United States and 
Canada, impacting all aspects of the construction 
industry, including manufacturers and vendors of 
building products.

	 n	 	Product durability, low maintenance requirements, 
and low or no VOC or other emissions from interior 
use products will become increasingly important 
to building designers and homeowners focused on 
green building construction. Design for deconstruc-

LEARN MORE ABOUT GREEN BUILDING.

ONE WORKSHOP. FOUR LOCATIONS.
ONE GOAL. 

Each Green Building Workshop will provide you with 
the information you need to understand green trends 
impacting the building sector and how your company 
can benefit from them. Make informed decisions with 
greater understanding, greater confidence and greater 
marketing potential. Go green without going crazy.

FOR WORKSHOP DATES AND DETAILS VISIT   

GREENWORKSHOPS.ORG
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tion and reuse at the end of building life will also 
become of greater interest.

	 n	 	Life-cycle assessment will become part of the foun-
dation of green building programs, requiring that 
manufacturers develop LCA profiles for products 
and processes. Both manufacturers and distributors 
will need to become sufficiently familiar with LCA 
to inform investment decisions and to allow intel-
ligent discussion with customers.

	 n	 	Forest certification is here to stay, and envi-
ronmental purchasing programs and growing 
emphasis on green building practices will heighten 
consumer demand for certified wood.

	 n	 	The newly defined corporate responsibility concept 
will slowly take hold over the next few years, but 
will then gain momentum with publication of ISO 
26000 series standards, raising expectations of 
consumers and government regulators alike.

	 n	 	Steadily increasing population and ongoing decline 
in forest area per capita will mean increased 
conflicts over land use and forest industry activity, 
regardless of how well forestlands are managed and 
harvests are conducted.

	 n	 	Misinformation about forest conditions and 
management will continue to spread, absent effec-
tive efforts to reverse pervasive misperception.

	 n	 	As people become more knowledgeable about 
environmental life-cycle assessment, and as bioen-
ergy, and carbon storage and mitigation move to 
the forefront of public discourse, wood could well 
re-emerge as the environmental material of choice 
for the 21st century and beyond.

Green building programs

To this point it appears the forest products industry has 
paid little attention to green building programs. Perhaps 
this is because many of these programs have provisions 
unfavorable to wood and/or to wood in solid form, or 
require that wood be from certified forests, or that they 
have actually affected the construction of few buildings 
and, up until 2007, virtually no housing units. The fact 
remains that distributors of building materials have not, 
for the most part, embraced green building programs. In 
fact, based on personal interaction with wholesale and 
retail building products distributors nationwide, very few 
have salespeople who can intelligently discuss the various 
green building programs operating in their sales regions, 
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who know the essential differences between them, who 
know how to access the documentation that is freely avail-
able on the Web, or who can help a customer interested 
in constructing a certified green structure to assemble a 
critical mass of required components. It would appear 
that substantial opportunity awaits those who figure out 
how to better serve the green building industry and adapt 
accordingly. A relatively new and Web-based initiative 
of the LBM Journal—the Certified Green Dealer Program 
(LBM 2008)—is a great resource for helping distributors to 
get started.

Certified forest products

With more and more certified forestland in North 
America, and consequently potentially greater and 
greater availability of certified product, what has been 
the reaction of the forest products industries of the 
United States and Canada? In a word: indifference. As 
with green building programs, few forest products 
sales professionals know enough about the details of 
the industry-favored SFI program to have anything 
other than the briefest conversations with potential 
customers. Knowledge of the FSC program ranges from 
nonexistent to extremely limited. Ditto for ATFS and 
CSA certification. Moreover, misinformation about all 
of these programs, and about chain of custody require-
ments, is rampant.

As noted previously, all green building programs 
that require or reward wood certification are focused 
on certification of wood alone. There are no require-
ments or incentives for certification of steel, aluminum, 
concrete products, or any other construction material. 
This is clearly unfair, but does it also present an oppor-
tunity? Most definitely! An environmentally conscious 
customer who wants assurance that the materials he or 
she is specifying or about to purchase were produced in 
an environmentally responsible manner can only find 
that assurance in one line of products: certified wood. 
That reality should be marketable.

Misperceptions and change

Surveys of student and young adult attitudes, percep-
tions, and knowledge regarding environmental topics 
over the past several decades have all pointed to deep 
and pervasive misinformation among this age group. 
Responses to a variety of environmentally related 

questions were (and continue to be) consistently and 
deeply to the pessimistic side of wrong, with responses 
regarding forest trends often the farthest from reality 
(Bowyer 1995). Students were found to consistently 
underestimate the current extent of forests as compared 
to original forest cover, to believe that the United States 
is being rapidly deforested and that annual timber 
removals exceed growth, to grossly underestimate the 
extent of paper recycling, and so on. And when asked 
about which building material can be produced with 
the least environmental impact (a question with no right 
or wrong answer in every situation), two-thirds tended 
to pick a material other than wood (Table 2).

Participants in those first-reported environmental 
surveys are now in their mid-30s to early 40s. As home-
owners, parents, and voters of today, and the business, 
community, and legislative leaders of tomorrow, attitudes 
they gained early-on are likely to influence decisions and 
to guide future behavior. And as teachers of our children, 
they are likely purposefully or otherwise perpetuating 
misperceptions among the next generation.

Unfortunately, it has long been the case that percep-
tion and not reality is the primary determinant of public 
policy, and past surveys suggest that perception regard-
ing forests is far from reality. Without some kind of effec-
tive, consistent effort to address perceptions, it is likely 
that this situation will be perpetuated far into the future.

Summary

The green movement has had a substantial impact on the 
forest products industry of North America and there is no 
reason to expect that this situation will change. Whereas 

Table 2. — A summary of responses to the
question: The building material that can be
produced with the least overall impact on
the environment is:___?

1/
Surveys completed in 1993/94 and reported in Bowyer (1995).

2/
Surveys of University of Minnesota College of Natural Resources students (2000-2004).

3/Statewide survey of Montana residents as reported in Polzin and Bowyer (1999).

Material Earlier student UM students Montana Montana 18-
surveys1/ 2000-20042/ survey3/ 24 years old

Brick 27 24 21
Concrete 21 25 18
Steel 2 7 4
Aluminum 8 4 4
Wood 33 35 34 15
Plastic 6 5 18 31
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past impacts have come largely from 
legislation and agency rulemaking, 
future influence will come as well from 
nongovernmental initiatives.

At least three major factors will 
impact the forest products industry 
in the next few decades, including 
continued regulatory attention 
to product safety, green building 
programs, and forest certification 
initiatives. Carbon and carbon trad-
ing issues are also likely to emerge as 
important to industry profitability. 
All of these areas represent opportu-
nities for innovative companies.

Beyond environmental law, society 
increasingly expects verifiable assur-
ances that neither environmental 
damage nor human exploitation is 
linked to their purchases and, in 
response, leading companies are 
beginning to change the way that 
they do business. Others, in turn, are 
beginning to pay attention to the new 
business language of environmental 
and social responsibility, seeking to 
learn more about how a broadening 
of mission might impact and benefit 
their enterprises.

A renaissance of wood may lie 
ahead as society begins to focus on 
issues related to carbon emissions 
and other aspects of environmental 
performance. The forest products 
industry will play a role in this, 
whether through ongoing work to 
overcome misinformation or through 
benign neglect.
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About the Author: Jim L. Bowyer is Professor 
Emeritus, Department of Bioproducts and 
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Minnesota, St. Paul, and Director, Responsible 
Materials Program, Dovetail Partners, Inc., 528 
Hennepin Avenue, Suite 202, Minneapolis, MN 
55403; jimbowyer@comcast.net.

This article originally appeared in the July/August 
2008 issue of Forest Products Journal. reprinted 
with permission. All rights reserved.

Take the lead with 
One Step by being:
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One Step Door inspection. 1-800-469-1166
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S 
ince the end of 2007,�
the construction industry has 
been feeling the squeeze as 

the economy has forced the slow-
down of commercial as well as resi-
dential construction. today,� door 
and frame product manufacturers 
need to develop new and 
unique trailblazing ways 
to compete for market 
share with strategies that 
are in parallel with the 
cost cutting measures 
which architects,� contrac-
tors,� and distributors 
are demanding.

there are many excel-
lent steel door and frame manufac-
turers in the industry. today,� they 
all need to re-evaluate how they can 
be successful in today’s economy. 
Since 1946,� Amweld has been manu-
facturing steel doors and frames,� 
and their passion for promoting 
business growth has shifted them 
into developing new ways to battle 
the odds.

in January of 2009,� Amweld 
international purchased the assets 
of Ark ii Manufacturing,� which 
included Amweld’s highly recognized 
Laser-edge welded door process,� 
firedoor inc.,� and independence 
hardware. With a complete product 

line,� they are aggressively 
attacking a smaller market 
opportunity created by the 
economy.

“With the current market 
opportunity reduced by 
30+% you have to think 
like a trailblazer today. 
Standard is not good 
enough anymore… and 

that relates to the way people work 
and think,� right on through to how 
businesses operate,” stated Scott 
Willson,� new ceo at Amweld 
international,� Lcc. “it’s not easy 
being a trailblazer today,� but the key 
is to be surrounded by passionate 
people who are committed to out-of-
the-box solutions for the customers. 
not only company management,� but 

employees,� vendors,� and distribu-
tors all need to be focused on quick 
action…with positive results. You 
just can’t sit still and wait for busi-
ness to develop; you have to help 
make it happen. And to make it 
happen,� you have to really think 
and act differently.”

ManageMent. this year,� Amweld 
has placed people into manage-
ment positions that are focused on 
results. Knowledge,� passion,� drive,� 
self-motivation are all key person-
ality attributes of people who were 
placed into new responsibilities. 
It’s not unusual to find many of 
the management staff at Amweld 
communicating to each other 
during the middle of the night. 
“We are all excited to make things 
happen,� and our passion and excite-
ment only breeds more passion and 
excitement throughout our staff,” 
stated chuck Gerber,� Vice President 
of Sales and Marketing at Amweld 
international,� LLc. “trailblazers 

Trailblazing 
Through Today’s 
Tough Economy

b u s i n e s s  c a s e  S T U D Y

amweld’s 200,000 square foot facility operates with  
state-of-the-art equipment, technology, and a cost-effective mind-set.

by Chuck Gerber

Scott Willson
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have to be bold and not afraid to move forward. We 
all must focus our insight toward the demands of the 
market and create strategies and implement action plans 
with our distributors in mind. Our distributors mean 
everything to us manufacturers, and we know it is 
important to support their business.”

New Competitive produCts. Within the past six 
months, the engineering staff at Amweld has developed 
many product enhancements as well as some significant 
new products that answer the industry's request for 
more competitive value-priced products. “New products 
that provide cost and/or time saving benefits to contrac-
tors will help contractors win jobs or stay within project 
budgets. To be competitive, manufacturers must provide 
value-priced products to distributors so they can sell 
and be competitive within their market, thus keeping 
everyone in business,” stated Mike Kolovich, Vice 
President of Engineering at Amweld International, LLC. 
“In today’s economy, we all need to think like this… so 
we make products and projects more affordable; there-
fore keeping all levels of businesses operating… filling 
jobs and helping the economy move forward in a posi-
tive direction.”

Engineering plays a key role in developing the competi-
tive position of a company in today’s economy. “We not 
only need to listen to the requirements and demands of 
our customers, but we need to remain very pro-active 
with product engineering. Developing new products 
that are value-priced and new product enhancements 
that provide time-saving deliverables are high priority 
to me,” stated Kolovich. “The engineering approach is 
simple… think like a building owner, a contractor, a 
project manager, and a distributor… and then design and 
manufacture products that make sense to them in today’s 
economy, not yesterday’s economy. New products should 
all be designed to reduce costs at construction projects, 
because that is what is demanded today.”

One significant new product developed by Amweld 
this year allows the door, frame and hardware installa-
tion cost to be reduced by almost 80%. “Distributors are 
excited about these types of new developments, since it 
will help their business grow. We are moving quickly to 
bring these quality products to more markets through-
out the world,” stated Willson.  
“I don’t know if other manufacturers are thinking the 
same way about new product development, but distribu-
tors and customers cannot wait. Our industry needs to 

Access Hardware Supply
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move very quickly with decisions 
that will reduce costs on projects in 
today’s economy.”

Manufacturers like Amweld must 
continue to manufacture their high-
end products… as they are specified 
by architects and builders, because 
of the long term life-cycle value they 
provide to projects. “Companies 

like Firedoor, which manufactures 
specialty products in Miami, Florida, 
continues to manufacture their 
Storm Guard® product line to the 
Miami-Dade County Building Code 
Product Control Approval System, 
which is recognized at both the 
national and international levels for 
commercial door opening perfor-

mance standards in severe weather. 
Like all door and frame manufactur-
ers, we must continue to manufacture 
products that meet the standards set 
by specific codes and requested speci-
fications,” stated Willson.

Branding & CommuniCations. 
It is important to invest consider-
ably in the branding and promo-
tion of enhanced product offerings. 
“Printed material and on-going 
communication throughout the 
industry is time consuming and 
costly. But, in today’s times, commu-
nications about new products 
and any changes we are making 
in our operational procedures 
is immensely important to our 
distributors and their customers,” 
stated Willson. “Keeping everyone 
updated, informed, and educated, 
as well as receiving feedback from 
distributors, allows us all to focus 
on the most current needs and 
demands… which are changing 
frequently. Just over the past 
five months, we have produced 
10 new brochures, launched an 
on-line news communication 
program, updated our website, 
reorganized our price books, 
and we are constantly providing 
news information to customers 
and the media for publication.”

Cost EffECtivE opErations. 
Lean manufacturing also plays an 
important role today. “For years 
everyone had talked about lean 
operations…where more product 
and new enhancements could be 
completed in less time. If manufac-
turers were not prepared to practice 
lean operations, they are in a panic 
mode now,” stated Darren Ward, 
Senior Vice President of Operations 
at Amweld International, LLC.  
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“In 2007, Amweld began an 
enhanced lean operations process 
where steps were taken to prepare 
for the future. Over the past seven 
months we have made numerous 
technology, process, and quality 
enhancements within our state-of-
the-art facilities that keep us in the 
forefront of streamlined, efficient 
manufacturing and distribution 
with the end goal of on-time and 
correct delivery to distributors.”

It’s tough, but companies need 
to continue to invest in quality 
equipment, new processes and 
good people, with an eye toward 
constantly looking at additional 
ways to maintain good customer 
service while managing costs to a 
minimum, which can be passed on 
to fuel the economy. “Our suppli-
ers are huge business partners 
today. Their vision today is the 
same as ours… Offer affordable, 
quality products and services 
that promote growth across the 
value chain enabling a healthy 
economy for all,” stated Ward. 
Amweld consistently partners with 
suppliers, and continues to review 
different products, processes, and 
economic advantages that will 
promote a healthy industry.

PartnershiPs. Manufacturers 
should view their distributors as 
business partners. “If our distribu-
tors are successful in business, then 
we are successful in business,” 
stated Willson. “We respect their 
feedback and requests, and we take 
affirmative action on ideas that will 
support their business growth.” The 
key to success is not only listening 
to customers, but being able to react 
quickly to their realistic concerns 
today. In these times, the concerns 
from distributors, contractors, and 

architects are usually cost related. 
“In order for projects to become 
reality, they must be affordable,” 
stated Willson. “We need to do our 
part to make them affordable.”
 
innovative sales Promotion. 
Most recently, Amweld launched 
a bold sales strategy that offered 
project managers working at 
general contractors a 2% manufac-
turer’s rebate on a job, when they 
order Amweld products through 
an approved Amweld distributor. 
“Let’s be honest, times are tough 
right now for everyone. Owners, 
contractors and project managers 
are looking for ways to save 
money, and our distributors need 
all the special support they can 
get to generate sales. Amweld has 
stepped up to the plate to provide 
a rebate so that everyone benefits…
and we have also taken the initia-
tive to organize the marketing and 
communication efforts to get the 
word out for our distributors about 
this innovative benefit,” stated 
Willson. “This special rebate offer 
provides a win-win-win oppor-
tunity for everyone. It provides 
a savings that encourages the 
building owner to proceed with a 
project, it gives the project managers 
a lower cost to manage their budget, 
and it creates business for distribu-
tors. This is the type of campaign 
that fuels the economy.”

“In these tough economic times, 
programs like this will lead the 
way to provide additional savings 
for many projects. Unique rebate 
offers with marketing support from 
manufacturers like Amweld, will 
continue to show manufacturers 
support within our industry to help 
secure and solidify our future,” 
stated Jeff Fender, owner of Frama 

Building Products, a door distribu-
tor in Addison, Illinois.

“We need something like this to 
give us whatever advantage we can to 
help us obtain contracts,” stated Rich 
Ridolfi, of RJ Ridolfi Co., a general 
building contractor located in the 
northern suburbs of Chicago, Illinois.

Opportunities to sell steel doors, 
frames and hardware are not just 
available in the USA, and therefore 
many manufacturers are also reach-
ing out for more international busi-
ness. Amweld International is work-
ing hard to develop new relationships 
around the globe and is shipping 
product to the Caribbean, Central 
& South America, the Middle East, 
Africa, and Asia.

“A trailblazing company is one 
that is fighting the odds. A trail-
blazer takes bold steps forward and 
those that follow will also benefit 
from the rewards,” stated Willson. 
“In today’s economy, you have to 
take a strong, aggressive approach 
to business and move quickly… 
and not use blinders. We all have to 
step up to the plate to make things 
happen in a full circle so that our 
industry remains strong. As always, 
we welcome input from everyone 
in our industry circle. During these 
times, we just hope that everyone in 
our industry can contribute.”  

About the Author: Chuck Gerber, VP of Sales 
and Marketing, Amweld International, LLC, 
Dallas, Texas. Chuck has 34 years of sales and 
marketing experience in the building mate-
rial business. He spent 25 years with National 
Gypsum Company as a Sales Representative, 
Product Manager, Training Director, Sales 
Manager, Director of National Accounts and 
General Manager of a business unit. Chuck was 
responsible for $500 million in annual sales. 
Recently he has worked through distribution to 
the commercial market in the plumbing segment, 
structural insulated panels and currently the 
door, frame and hardware business. Chuck holds 
an MBA and served in the U.S. Marine Corps.
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I 
f you read my previous� 
article, you already know what 
steps you should be taking to 

prepare for a pandemic, such as 
Influenza A (H1N1), commonly 
referred to as the swine flu.1 This 
article is designed to highlight a few 
legal issues that might arise. Despite 
even the most thorough preparation, 
employers will still face legal issues 
arising out of a swine flu pandemic. 
But, with a little forethought, 
employers will be better equipped to 
tackle these issues.

Legal Obligations

While it is important to maintain 
efficiency and productivity, there 
may be times when legal obligations 
require employers to put safety 
concerns paramount. Many employ-
ees pride themselves on their atten-
dance records and come to work 
even when sick; some employers do 
not discourage sick employees from 
coming to work. In the event of a flu 
pandemic, allowing sick employees 
to come to work may not necessar-

ily be legally prudent, especially 
if there are employees who are 
pregnant or who have comprised 
immune systems. 

Government authorities may 
wield a lot of power when protect-
ing the public health. These authori-
ties may shut down geographic 
areas, particular neighborhoods or 
even particular businesses in the 
interest of protecting the public 
health. You could be faced with a 
mandatory quarantine or a volun-
tary one. How will you react if a 
quarantine is voluntary?

The Occupational Health and 
Safety Act (OSHA) requires that 
employers provide employees 
with a safe place to work. This 
legal responsibility to provide a 
safe workplace includes protect-
ing employees from the spread of 
contagious diseases. Employers may 
want to require that sick employees 
stay home and may need to require 
that employees who have traveled 
to certain infected areas stay home 
until it is clear they are not infected. 
or, employers may need to evacuate 

overseas employees until the harm 
passes. In certain circumstances, an 
employer may want to require an 
employee to submit to a fitness for 
duty testing or require a medical 
certification from an employee that 
is exhibiting swine flu symptoms.

On the flip side, Section 11(c) of 
OSHA prohibits retaliation against an 
employee who exercises OSHA rights; 
an employee may refuse to work 
when there is a “good faith” belief that 
exposure would put the employee in 
“imminent” danger of serious injury 
or death. Thus, an employee could 
refuse to come to work if infected 
employees are present, or refuse to 
travel to an affected area based on 
information from the Centers for 
disease Control and prevention or the 
World Health Organization.

While Section 11(c) prohibits 
retaliation against an employee 
who exercises OSHA rights, this 
does not mean that employees are 
free to overreact. For example, if 
an employee who works with the 
public insists on wearing a mask and 
there is no threat of infection, the 
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employer may be within its rights 
to ask the employee to remove the 
mask or require the employee to stay 
home until the employee can return 
to work without the mask. This type 
of scenario can involve other issues, 
such as discrimination, so employers 
should talk to counsel first.

Leave Requirements

The Family and Medical Leave 
Act (FMLA) requires any employer 
with 50 or more employees (within a 
75 miles radius) to provide 12 weeks 
of job-protected leave to employees 
that meet eligibility requirements. 
If you are covered by the FMLA, 
employees who are sick or who 
need to stay home to care for sick 
family member, should be permitted 
to take up to 12 weeks consecutive 
or intermittent leave. Depending 
upon the severity of a pandemic, 
the Americans with Disabilities Act 
might also come into play.

If you are not covered by the 
FMLA or a similar state law, you 
should ensure that your leave 
policies are clear. In the event of 
an outbreak in your area, parents 
may need to stay home with their 
children if schools close. Will 
employees be able to borrow sick 
leave from other employees if they 
run into a deficit? May employees 
use both vacation and sick leave? 
Do you need to make any changes 
now to provide for the continuation 
of health benefits to encourage sick 
employees to stay home until well?

Privacy Law Issues

When discussing an employee’s 
health condition, an employer must 
be careful to comply with federal 
and state privacy laws. The Federal 

medical privacy law, HIPAA, 
contains restrictions on the uses 
or disclosures of protected health 
information of employees. State 
laws also place restrictions on the 
use and disclosure of an employee’s 
health information. However, these 
laws do contain exceptions that 

would permit the use or disclosure 
of protected health information 
for public health reasons, such 
as preventing or controlling the 
spread of swine flu. To prepare for 
a pandemic, employers should, in 
consultation with counsel, determine 

CALL TODAY!
NATIONAL: 1-800-445-0728

LOCAL: (210) 732-6273
FAX: 1-210-732-7660

EMAIL: texaslock@aol.com
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FOR IMMEDIATE SHIPMENT!
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 PEOPLE

David Maloney New Director of  
Engineering and Operations at Trimco

David Maloney joined TRIMCO in February 

2008 as Director of Engineering and 

Operations. He is a Mechanical Engineer 

(U.C. Santa Barbara) with over 27 years 

experience in manufacturing in the aero-

space, automotive and door hardware 

industries. David came to TRIMCO after 

10 years with Schlage Lock Co. Contact 

David at (323) 262-4191 x127 or www. 

trimcobbw.com

PRODUCTS

NEW FROM TRIMCO, “Barn Door”  
Sliding Door Latch 

TRIMCO Barn Door Sliding Door Latch 

features Solid Stainless Steel roses and 

handles, 630 satin stainless steel stan-

dard—other finishes available. Supplied 

with strike and rubber stops (astragal or 

strike mount by others). Positive latch, 

non-handed, with privacy button on 

inside and emergency access outside. 

Move lever 10 degrees to unlatch. Levers 

installed vertically (up or down). A variety 

of simple handle styles available. Fits a 

simple 161-door prep. 

www. trimcobbw.com

Introducing… New Liberty Doors by  
Amweld International

Amweld International, LLC is proud to 

announce their new product line of steel 

doors marketed under the “Liberty” 

brand name. Liberty Doors by Amweld 

International, will offer a unique “value 

priced door” that is industry competitive 

and provides an aesthetically sound steel 

door alternative. 

The new Liberty Door is made to mini-

mum SDI specifications and carries a 5-year 

warranty, while similar products in the 

marketplace only have a 1-year warranty or 

less. The door includes the same patented 

laser-welded edge construction used on 

Amweld’s quality Laser-Edge doors. 

The Liberty Door product line was 

developed specifically for those who are 

requesting… and only need… a lower 

priced quality door. 

For complete information on the new 

Liberty Doors, please visit the Amweld 

International website at: www.amweld.com 

Larco Illuminates Customer Needs with 
Introduction of Backlit Wall Switch

With a nod to enhancing safety, energy effi-

ciency and convenience, Larco, a division of 

ATEK Products, 

LLC and a lead-

ing supplier 

of commercial 

safet y prod-

ucts, continues 

to expand its 

extensive door access control product line 

with the addition of a new wall switch. 

Ideally suited for automatic indoor and 

outdoor entryway applications, the new 

Blue Diamond Backlit Wall Switch provides 

subtle blue backlighting, allowing for easy 

visibility in poorly lit entryways and night-

time environments.

I n co r p o r a t i n g  e n e r g y  e f f i c i e nt 

Monolithic Constant-Current Regulator, 

light guiding and LED technology, the new 

backlit switch is easy to install, durable and 

aesthetically pleasing. 

For additional information about this 

product and others manufactured by 

Larco, please visit www.larco.com.

Introducing Yale™ inTouch™ The Industry’s 
First Touchscreen Lockset

The intersection of cell phone chic with the 

reliability of the world’s favorite locking 

hardware has created the industry’s first 

touchscreen lockset—inTouch™ from Yale. 

This inspired interaction, debuting this 

month, is destined to dramatically redesign 

the concept of stand-alone locking devices. 

What makes Yale inTouch most unique is its 

interactive digital touchscreen. There are 

no buttons to push; rather, a capacitive 

sense touchpad awakens and responds to 

human touch, offering improved durability 

over mechanical switches and added value 

over electrical relay push-button keypads 

and sensors. 

With voice-guided programming, illu-

minated screen, animated visual effects, 

distinctive sound schemes, and pin code 

and playback confirmation, Yale InTouch 

is not only easy to program and use, but 

also the ultimate in cool, contemporary 

design and technology innovation. It 

offers versatile, stylish and dependable 

control for any application that requires 

limiting access to areas or securing 

records or equipment. For more informa-

tion, visit www.yalecommercial.com.

CORPORATE CORNER

National Custom Hollow Metal Purchases 36 
Tool Turret Press.

National Custom Hollow Metal has 

made equipment investments with the 

latest being the purchase of an Amada  

Turret Press. 

“The investment in the turret press is 

an investment to maintain our quick ship 

and hot rush lead times. An investment in 

the quality of our products and to reward 
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“The Friendly Hardware Wholesaler”

brings you new innovations

8200 Series
Automatic Operator

24 Series and 25 Series
Touch Bar Exit Device

You demanded a perfectly simple, tougher than nails, 
costs less than you think, fits anywhere exit device.

Beauty, value and versatility 
are now automatic. 
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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

our customers’ loyalty to continue to grow our business.” said 

Evan Mathews, Vice President of Operations.  

NCHM had the Turret Press delivered in August and hopes 

to have it in full operation by October. The Amada can house 

36 tools, press at 22 tons, and operates at a speed of 33rpm. It 

punches at an accuracy of +/- 0.0040 and can nibble 350 strikes 

a minute. It is the goal of NCHM for the new piece of equip-

ment to open the door and accelerate its entire door and frame 

line production processes as sales continue to grow. Call 1-800-

334-3070 for more information. 

Smoot Associates, Inc.

After 40 successful years as Independent Sales Agents in New 

England, Paul and Joan Smoot have decided to sell their busi-

ness so they can pursue other personal interests and a well 

deserved retirement. 

As of August 1st 2009, the new ownership of Smoot 

Associates, Inc will be, René A. Bouchard, DAHC/CDC CCPR, 

President/Secretary and William (Bill) R. Hillman, CEO/Treasurer 

of the corporation. 

Jim Dewar, AHC was named Vice-President, he as well as the 

rest of our associates will continue to be important assets to 

the sales and management team at Smoot Associates, Inc. 

Please join us in wishing Paul and Joan a wonderful retirement. 

Door Components Joins Steel Door Institute  
First New Member in Ten Years 

Door Components has been selected as a member of the Steel 

Door Institute (SDI), an elite organization of only ten manufac-

turers of steel doors and frames for the non-residential con-

struction industry. 

The Steel Door Institute has a rigorous membership evalu-

ation process; prior to Door Components’ selection on July 31 

it had not accepted a new member in ten years. SDI standards 

are frequently used by architects in their specifications.

Bob Briggs Jr., president of Door Components, said, “We are 

very proud to join the Steel Door Institute, after 28 years as a door 

manufacturer. We think our business values of commitment to 

quality in the rapid shipment of custom doors are very comple-

mentary to the quality standards of the SDI. Our dealers will be 

delighted to see the SDI logo on Door Components products.” 

Potential members are evaluated to meet the standards of 

the SDI and must also meet business criteria, including selling 

products in at least 15 states in the U.S. and selling primarily 

through distributors. www.doorcomponents.com
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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

INDEPENDENT REPS wanted for 
builder’s hardware. Territories open. 

Fax info to: 714-882-7738

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, reloca-
tion 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

Rapidly growing company seeks quali-
fied sales and support personnel in 
our Clearwater & West Palm Beach, 
FL offices, as well as remote sales 
opportunities. Great compensation 
package and benefits. 

E-MAIL: bhENDERShOT@
PINNACLEDh.COM

CEDAR VALLEy ASSOCIATES
A Professional Recruiting Firm Specializing in the Door and Hardware Industry

Cedar Valley Associates is a professional recruiting firm specializing in the Door and 
Hardware Industry. With 25 years openings industry experience, we recruit industry 
professionals for both manufacturing and distribution company clients. We are cur-
rently looking for dedicated professionals with experience in a distributor setting:

National Sales Manager—Manage and motivate a team of sales professionals 
involved in the distribution of commercial door, frame and hardware products. This 
is an opportunity for a big picture thinker who can conceive ways to develop sales 
reaching outside of the conventional manner as is currently done in the industry. 
Experience you may bring from other industries can be a plus. 

Sales/Estimating—An ability to sell, estimate, quote and close on projects makes you 
a viable candidate for this opportunity. Your current record of sales achievement will qual-
ify you for this position with an excellent compensation incentive program. Specific op-
portunities exist in the eastern seaboard, southern California, and Arizona market areas. 

Project Manager—You appreciate coworkers who are serious about their busi-
ness and demand excellence from themselves. Your experience will be measured as 
much in achievement as in years. Duties include typical project management activi-
ties. Current positions exist in the Midwest.

Detailer—Experience will be measured on your knowledge of industry products 
and brands and their application, your speed and attention to detail, and your ability 
to meet deadlines. If you have a desire to ‘get it right’, we want to hear from you. 
Positions exist that may or may not require relocation. 

Please send your resume to:

CEDAR VALLEy ASSOCIATES LC
Attn: Stan Horsfall 
1603 Plymouth Rd 

Mason City, Iowa 50401 
Ph: 641-696-6720; Fax: 641-696-6719 • Email: stan@cedarassoc.com

The only recruiter with 25 years prior door and hardware industry experience
An Iowa limited Liability Corporation
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 a d  i n d e x

in advance what employee health 
information they might need to use 
and disclose, and develop appropri-
ate forms and protocols.

Other Legal Issues

Many contracts contain “force 
majeure” or Acts of God clauses 
that excuse an inability to perform 
under the contract. Companies 
currently negotiating contracts 
should pay particular attention to 
these clauses and determine how 
a pandemic would be dealt with 
under the clause and whether 
specific language is necessary.

To avoid an unpleasant surprise 
later, companies should also look at 
their insurance policies to see what 
type of coverage, if any, is provided 

for in the event of a pandemic. Some 
insurance companies are taking the 
position that there is no coverage 
under a business interruption insur-
ance policy for a pandemic because 
there is no damage to property.

Workers’ compensation might 
also come into play if an employee 
gets sick while in the course of 
employment. This could include not 
only employees who are traveling 
on company business, but employ-
ees who become ill while working 
in the United States.

There are a number of legal issues 
surrounding vaccines. For example, 
can employers require employees to 
provide proof that they have been 
vaccinated or taken their medi-
cine? Are employers liable if they 
administer medicine or vaccines 
and an employee has an adverse 
reaction? Should employers provide 
employees with warnings about 

vaccinations and medicine if the 
employer encourages employees to 
avail themselves of them?

Conclusion

Thinking through these issues 
is not a mere academic exercise. 
By wrestling with these common 
legal issues surrounding a swine flu 
pandemic now, employers will be 
better prepared later and will have 
more time to devote to more press-
ing matters at hand—keeping its 
workforce safe and healthy.  

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 associate 
at Webster, Chamberlain & Bean—a Washington, 
DC-based law firm. Reach her at habegg@wc-b.com.

Legal   from page 45

In Touch   from page 6

In closing, I am looking forward to sharing time with 
many of you at our upcoming 34th Annual Conference 
and Exposition in Orlando, Florida. This event encap-
sulates my gratifying term and also leads up to hand-
ing over the reins to President-Elect James Tarte, CDC, 
who is an excellent and very capable leader.

What matters are the years leading up to this fare-
well message and all of the great times we have had 
together, and will continue to experience together. 
Some people might say that I have drank the “DHI 
Kool-Aid.” Well so be it, and might I suggest you try it? 
You may like it and become hooked like me!  
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T 
he International Building Code (IBC) is a model 
code that provides minimum requirements to 

safeguard the public health, safety and general 
welfare of the occupants of new and existing build-
ings and structures. The IBC addresses structural 
strength, means of egress, sanitation, adequate light-
ing and ventilation, accessibility, energy conserva-
tion and life safety in regards to new and existing 
buildings, facilities and systems.

Chapter 7 of the code has been reorganized 
from the 2006 edition as a result of an approved 
code change proposal. Refer to page iv of the 2009 
edition for further explanation.
715.1 General. Opening protectives required by 
other sections of this code shall comply with the 
provisions of this section.
715.2 Fire-resistance-rated glazing. Fire-resistance-
rated glazing tested as part of a fire-resistance-rated 
wall assembly in accordance with ASTME 119 or UL 
263 and labeled in accordance with Section 703.5 
shall be permitted in fire doors and fire window assem-
blies in accordance with their listings and shall not 
otherwise be required to comply with this section.
715.4 Fire door and shutter assemblies. Approved 
f ire door and fire shutter assemblies shall be 
constructed of any material or assembly of compo-
nent materials that conforms to the test require-
ments of Section 715.4.1, 715.4.2 or 715.4.3 and 
the fire protection rating indicated in Table 715.4. 
Fire door frames with transom lights, sidelights or 
both shall be permitted in accordance with Section 
715.4.5. Fire door assemblies and shutters shall be 
installed in accordance with the provisions of this 
section and NFPA 80.

715.4.1 Side-hinged or pivoted swinging doors. 
Fire door assemblies with side-hinged and pivoted 
swinging doors shall be tested in accordance with 
NFPA 252 or UL 10C. After 5 minutes into the 
NFPA 252 test, the neutral pressure level in the 

furnace shall be established at 40 inches (1016 mm) 
or less above the sill.

715.4.3 Door assemblies in corridors and smoke 
barriers. Fire door assemblies required to have a 
minimum fire protection rating of 20 minutes where 
located in corridor walls or smoke barrier walls 
having a fire-resistance rating in accordance with 
Table 715.4 shall be tested in accordance with NFPA 
252 or UL10C without the hose stream test.

715.4.3.1 Smoke and draft control. Fire door assem-
blies shall also meet the requirements for a smoke 
and draft control door assembly tested in accor-
dance with UL 1784. The air leakage rate of the door 
assembly shall not exceed 3.0 cubic feet per minute 
per square foot (0.01524 m³/s - m²) of door opening 
at 0.10 inch (24.9 Pa) of water for both the ambi-
ent temperature and elevated temperature tests. 
Louvers shall be prohibited. Installation of smoke 
doors shall be in accordance with NFPA 105.
715.4.3.2 Glazing in door assemblies.  In a 
20-minute fire door assembly, the glazing mate-
rial in the door itself shall have a minimum fire-
protection-rated glazing of 20 minutes and shall 
be exempt from the hose stream test. Glazing 
material in any other part of the door assembly, 
including transom lights and sidelights, shall 
be tested in accordance with NFPA 257 or UL 9, 
including the hose stream test, in accordance with 
Section 715.5.

715.4.5 Fire door frames with transom lights and 
sidelights. Door frames with transom lights, side-
lights, or both, shall be permitted where a ¾-hour fire 
protection rating or less is required in accordance with 
Table 715.4. Where a fire protection rating exceeding 
¾-hour is required in accordance with Table 715.4, 
fire door frames with transom lights, sidelights, or 
both, shall be permitted where installed with fire-
resistance-rated glazing tested as an assembly in 
accordance with ASTM E119 or UL 263.

tech tip
do you know?

INTERNATIONAL BUILDING CODE—2009
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715.4.6 Labeled protective assemblies. Fire door 
assemblies shall be labeled by an approved agency. 
The labels shall comply with NFPA 80, and shall be 
permanently affixed to the door or frame. 

715.4.6.1 Fire door labeling requirements. Fire doors 
shall be labeled showing the name of the manufac-
turer or other identification readily traceable back 
to the manufacturer, the name or trademark of the 
third-party inspection agency, the fire protection 
rating and, where required for fire doors in exit 
enclosures and exit passageways by Section 715.4.4, 
the maximum transmitted temperature end point. 
Smoke and draft control doors complying with UL 

1784 shall be labeled as such and shall also comply 
with Section 715.4.6.3. Labels shall be approved and 
permanently affixed. The label shall be applied at 
the factory or location where fabrication and assem-
bly are performed.

715.4.6.3 Smoke and draft control door labeling 
requirements. Smoke and draft control doors comply-
ing with UL 1784 shall be labeled in accordance with 
Section 715.4.6.1 and shall show the letter “S” on the 
fire rating label of the door. This marking shall indi-
cate that the door and frame assembly are in compli-
ance when listed or labeled gasketing is also installed.

1.  Smoke and draft control door assemblies are 
tested in accordance with

  ____________________________________________

2.  List three items that are required to be shown on 
a fire door label

  ____________________________________________

  ____________________________________________

3.  What does the letter “S” indicate on a fire rating 
label? 

  ____________________________________________

  ____________________________________________

4.  Louvers are permitted in smoke doors.

 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.





MIRRORED DOORS. MOHAWK STYLE.

 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 www.mohawkdoors.com

•  Mirrors are available with surface   
 applied molding or recessed in the   
 door and secured with fl ush molding. 

•  Standard mirror 1/8". 

•  Rated as WDMA Extra Heavy Duty.   
 Doors have slammed in excess of   
 1 million cycles without failure. 

•  Available for immediate delivery.

•  Available in a wide variety 
 of veneer, laminate, or    
 hardboard faces.  

•  Available factory primed, 
 painted, or stained. 

•  5-year standard factory 
 warranty.

Mohawk Advantages:

 of veneer, laminate, or     of veneer, laminate, or    

Mohawk Mirror Ad Final.indd   1 8/13/09   3:43:21 PM
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