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A 
s a member of Board of Directors of the Small 
Business Legislative Council, or SBLC, at the 
end of each year I have the opportunity to set 

the priorities for this nonpartisan lobbying organiza-
tion comprised of 60 trade associations representing 
small businesses. To determine our priorities for the 
year we begin by identifying and analyzing trends 
impacting small businesses across the country. At 
this most recent meeting we identified the following 
main trends: banking/lines of credit; estate tax; 
health care reform; infrastructure building; sustain-
ability; increased taxes; 1099 legislation; card check 
legislation; and independent contractor legislation. 

Interestingly enough the same day as our meet-
ing, the White House had assembled a series 
of leaders to address the current double-digit 
unemployment rate.  The conclusions of this White 
House Commission were encouraging as they 
recognized that small businesses create the major-
ity of jobs in this country. Furthermore, they iden-
tified a major challenge facing small businesses 
with respect to tightened lending requirements by 
the banking community and an increase in taxes.

Following that meeting, the President, in a 
speech at the Brookings Institute, addressed the 
need to help small businesses as recommended 
by the Commission. President Obama stated that 
small businesses create 65% of new jobs and he 
proposed spending on the nation’s infrastructure, 
tax credits for small businesses and incentives to 
make homes more energy efficient as it planned to 
cut the jobless rate to create jobs in the small busi-
ness community. Sound familiar?

I personally believe that the number of new jobs 
created by small businesses is higher as I cite a 
report in 1980 by a White House Commission of 
Small Businesses stating that over 87.6% of new 
jobs are created by small businesses. At that time, 
small businesses were defined as less than 500 
employees. Perhaps the difference may be how 
you define a “small business,” but that is a debate 
for another time. The bottom line is that small 

businesses create the majority of jobs in our coun-
try and in the current economic climate, small 
businesses are taking it on the chin.

Fortunately, the president identified several specific 
tax solutions. One solution is to consider the elimi-
nation of the capital gains tax on small businesses 
and investments for a year. Another is to enhance 
expense allowances and an accelerated depreciation 
tax incentive. Both are extensions of provisions in the 
stimulus legislation passed earlier this year. Finally, 
he suggested consideration of a proposal to eliminate 
fees and increase loan guarantees for Small Business 
Administration programs. Unfortunately, the Small 
Business Administration loan programs are viewed 
by most businesses as a poor solution and the SBA 
process would require a great deal of overhaul to 
become viable. In addition, the President called 
for “mobilizing” remaining money in the financial-
system balance to open up more credit to small 
businesses. A senior adviser to the president, Valerie 
Jarrett, said that Obama has invited execs of the 
nation’s largest banks to the White House to dialogue 
on ways to increase lending to small businesses.

This is encouraging and consistent with the 
decision of our SBLC Board to place the highest 
focus on legislative solution with regards to the 
credit/lending crunch with banks. We specifically 
identified the need for capital in order to conduct 
business (lines of credit) as well as to fund new 
commercial development.  We will reach out to 
the White House and Congress to offer solutions.

In the meantime, what can our members do 
to protect their lines of credit with the bank? 
I recently read an article in a magazine titled 
BusinessWeek SmallBiz where the author, Jill 
Hamburg Coplan, quoted the Chief Credit Officer 
at Herald National Bank, New York as saying:

“You’re looking first at the management: is it capable, 
will there be any major changes? Have they survived 
past credit crunches? Over three years of financials, 
how is the business capitalized, how leveraged is it, 
what cash flow doesn’t generate?”

Small Businesses Are the Solution…  
 And It Starts with the Banks

i n  t o u c H

By Jerry S. Heppes, Sr., CAE

continues on page 50
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D 
HI AND THE FOUNDATION WILL BE 
working together to monitor legislation at 
both the federal and state level and report 

back to the DHI membership and supporters of the 
Foundation on a regular basis on areas of interest. 

Several pieces of legislation in both the House 
and the Senate focus on providing federal support 
for school building improvements. I will outline 
one particular bill of interest that is working its 
way through Congress.

The House passed H.R. 3221, the High 
Performance Green School Buildings Act in July 2009, 
authorizing federal funds to be paid directly to 
local school districts for school repair, renovation 
and modernization of public schools, including 
early learning facilities and charter schools. The 
mandate is to make K-12 schools safe, healthy, 
high-performing, and technologically up-to-date.

The language from this bill was eventually 
incorporated into the Student Aid & Fiscal 
Responsibility Act. This bill passed the full House 
in late September of 2009. This bill is part of a 
reconciliation bill—meaning that money needs to 
be saved on one side of the ledger to pay for a new 
program expense on the other side. The savings 
would come from proposed changes in the student 
loan industry. This bill allocates $4 billion in 
student loan savings to be used for this program.

The Senate’s version of this legislation, the 
Reauthorization of the Higher Education Act, is 
also expected to include funding for school reno-
vation, repair, modernization and construction, 
although no action has been taken to date.

Whereas the House version was based on a 
formula that would appropriate smaller amounts 
of money across a large population of schools, the 
Senate version goes in a different direction in 
regards to how the money would be appropriated.

The House version will distribute money based 
on each district and state’s share of federal Title 1 
dollars—financial assistance to schools with high 
numbers or high percentages of poor children to 

help ensure that all children meet challenging state 
academic standards. School districts that receive 
Title 1 money WILL receive money under the version 
the House is proposing for resource allocation. 

The Senate version would incorporate a 
competitive bid process that would require the 
school district to match the amount of the grant 
authorized to each school. 

The House would include a two-year, formula-
based award mechanism, while the Senate bill is 
designed as a five-year, competitive grant program.

In a separate piece of legislation, the Senate 
Appropriations Committee approved $700M 
for the same purpose of school renovation 
and construction. This language is part of the 
Labor, Health & Human Services and education 
Appropriations bill passed before the August 
recess. Debates still need to be scheduled for FY10 
Appropriations legislation.

Legislation that advances the construction or 
renovation of schools is a good thing in terms of 
the increased life safety and security a modern 
structure can provide. We need to help continually 
frame the picture of the role this industry plays in 
providing a safe learning environment. 

The Door and Hardware Institute can, and will, 
lobby on behalf of its membership. DHI will lead 
certain efforts or will join with other associations 
that share a common interest on issues that are 
important to the industry.

The Foundation’s role is slightly different. Among 
other things, the Foundation can provide infor-
mational material, research and education to help 
legislators understand the total scope of an issue. 

The Foundation is a voice for all the good that 
this industry is responsible for and capable of in 
terms of solving life safety and security issues. 

When it comes to the type of school construction 
legislation that is being discussed in the days and 
months ahead, this industry should be a voice at 
the table, and we are working hard to ensure our 
voice is heard.  

School Construction Legislation By Bill Johnson, Executive Vice President 

Door Security & Safety Foundation

l i fe  safet y  &  secur it y  FouNdatioN
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he start of each New Year causes 
 participants in every industry to take stock 
of the year that has ended and to look 
forward to the year ahead. For most door and 

hardware industry participants, 2009 was a very chal-
lenging year. The residential market continued to be soft, 
although the last half of the year brought with it the first 
signs of improving housing statistics. The commercial 
market finally slipped in 2009, after years of outperform-
ing the residential market. Given that the commercial 
market tends to lag the residential market by 12 to 18 
months, it is likely that the ongoing residential market 
recovery will help draw the commercial market back into 
a growth mode in late 2011 and 2012. Numerous door and 
hardware manufacturers that sell into the commercial 
market report that lack of financing has greatly affected 
their sales. There are bids on projects that these compa-
nies have won, but the builders are unable to draw down 
enough financing to allow building products manufac-
turers to process their orders. Until construction financ-
ing loosens, many of these projects will remain stalled. 
The sales from these projects will eventually come to 
fruition, but they have been delayed.

Capital	Markets	Activity

Looking at the year ahead, we predict that plant 
expansion activity in 2010 will again be almost non-
existent. Most companies have, by now, rationalized their 
production capacity to better align with their lower sales 
numbers. However, the facilities that remain are typically 
utilized at 40 to 60 percent of their full capacity. With 
utilization numbers that low, there is little incentive to 
expand facilities, despite the amount of low-cost equip-
ment and top notch employees available in the market.

With regard to merger and acquisition activity, on 
the other hand, we think activity will be as brisk as 
2009, if not more so. The credit markets are recovering 

and more financing for acquisitions is available than at 
the beginning of 2009. This is particularly true in asset 
intensive businesses like door and hardware manufac-
turing. Also, the larger players in the industry are well 
capitalized, and they are actively seeking acquisition 
opportunities. There are numerous owners of small 
and medium door and hardware manufacturers that 
are considering selling because they lack the financial 
resources to weather the soft period facing the commer-
cial door and window industry. Many of these business 
owners had wanted to sell their company on an uptick 
in revenue, but they may need to do so in 2010, regard-
less of the level of their sales. Finally, private equity 
funds are growing increasingly interested in investing 
in the building products segment. They perceive that 
the entire industry is ready for a cyclical recovery. They 
realize that they can make an investment in the build-
ing products sector and, if it turns out that the recovery 
takes another 6 to 12 months, their investments will still 
be profitable in the long term.

The	Have’s	and	the	Have	Not’s

In 2010, the dividing line between the haves and the 
have-nots will be energy efficiency and access to capital. 
Companies that were caught off guard by the increased 
focus on energy efficiency—whether through the residen-
tial energy tax credit or the push for LEED certifications on 
the commercial side—will find themselves lagging their 
peers. Companies that have a full suite of green products 
with technologically enhanced features will surge ahead. 

The other critical ingredient for success in 2010 will 
be ample access to capital. Many companies have not 
responded quickly enough to the green movement. The 
most common reason for that failure to act is that they 
lack the capital to develop new products or to upgrade old 
ones. Even switching to a new profile or utilizing a differ-
ent glass package can keep a cash—constrained company 

Door & HarDware InDustry 
[ trenDs – 2010 ]

By Mike Collins
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from taking steps that are best for the 
company in the long term. There are a 
number of ways to generate financial 
liquidity for a company. Among the 
more obvious is raising debt, equity 
or mezzanine capital from an outside 
investor. Other methods include 
factoring accounts receivable, under-
taking a sale-leaseback transaction on 
buildings and real estate and drawing 
down existing lines of credit to their 
maximum. Some companies report 
utilizing this last tactic and placing 
the liquid funds in another financial 
institution. In challenging markets 
like this, having one’s credit line 
reduced in size can be a significant 
blow. Another strategy for freeing up 
liquidity is to reduce inventory levels 
to their minimum amount. While 
it is critical to avoid stockouts, most 
manufacturers still maintain too large 
an inventory cushion. As inventory 
levels decrease without accompany-
ing orders for more materials to keep 
inventories high, working capital is 
freed up for use in the business.

Areas	Deserving	Focus

There are a number of areas that 
deserve particular attention in the 
year ahead. The multifamily area 
has always been an underserved 
segment of the architectural openings 
industry. After several years of under-
investment, the multifamily sector 
has begun to act like a compressed 
spring, with latent demand accumu-
lating each year. When that pattern 
reverses itself, as it eventually must, 
the multi family area will be very 
lucrative for companies that focused 
a portion of their efforts there. 
Another underserved area is that of 
light commercial remodeling. While 
commercial construction has dropped 
sharply, there are still numerous 

commercial remodeling projects 
being undertaken. 

The stimulus package included 
roughly $780 million in total spend-
ing, including tax cuts and direct 
spending on programs, buildings 
and other items. However, several 
hundred billion dollars of these 
funds remain unspent because 
the money is tied up in appropria-
tions committees, with politicians 
jockeying to ensure that as much 
of that spending as possible finds 
its way to their home districts. 
Some argue that the remainder of 
the stimulus package should be 
cancelled because we have pulled 
back from the financial precipice on 
which we found ourselves when it 
was passed. We feel that the likeli-
hood of that happening is low, since 
no one in Congress will want to 
be viewed as the person who kept 
badly needed and already approved 
stimulus spending from happen-
ing. This means that, in 2010, it is 
likely that more spending items will 
clear appropriations and that actual 
spending will begin. 

An examination of the funds 
designated in the stimulus plan 
reveal that it will be sent to govern-
ment entities like the military, 
various educational institutions 
and other governmental agen-

cies. A closer look at the types of 
projects for which this money has 
been earmarked, though, reveals 
that many of them are construction 
oriented. Billions of dollars being 
sent to the military are for base 
housing or schools to be built on 
military bases. Much of the money 
designated for educational institu-

tions will be spent on schools, 
dormitories and other buildings. All 
of this can translate to significant 
sales for companies that sell doors 
and hardware, but it is necessary 
to become more aware of the proj-
ects that will take place in a given 
manufacturer’s service area. These 
are long lead time projects, but 
the bidding on them is typically a 
public process. These somewhat 
delayed stimulus projects could be 
an effective way for manufacturers 
to win additional business to offset 
the business they have lost due to 
the softness of the market.

Winning	New	Business

Another sound strategy for 
winning new business is to “pitch 
the niche.” Figure out what niche 
products you have that should be in 
high demand by a particular segment 
of the market and undertake a full 
assault on that market segment. Are 
there manufacturers’ representatives 
that call on markets that are tangen-
tial to that market? Could they take 
on your door, window or hardware 
product without a conflict of interest? 
Niche products are also more likely 
to attract the attention of dealers 
who don’t yet carry your products. 
Whether you are offering energy 

efficient commercial entry doors or 
products with faux wood interiors 
that can accept stain, there is a dealer 
out there who needs your product. 

Manufacturers should ask them-
selves what they would do if they 
absolutely had to grow their dealer 
network by 50 percent in the year 
ahead. This is an attainable goal 

CoMpanies that have a full suite of green produCts with  

teChnologiCally enhanCed features will surge ahead.
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and could have a major impact on 
your company’s future success. On 
the other hand, it is critical during 
a period of aggressive growth of a 
dealer network to maintain a sharp 
focus on creditworthiness. The dealer 
who is beating down your door may 
be doing so because he’s dragging 
$850,000 in accounts payable to the 
manufacturer down the road. You 
don’t think manufacturers let the 
water get that deep with a single 
account any more? Think again, 
because they absolutely do. When a 
dealer customer has been a consistent 
long-term customer, it is difficult to 
believe that there would come a time 
when you would be better off not to 
send that next door, even if it means it 
will be your last order from them. We 
have seen several manufacturers hold 
on until they were going over the 
cliff with an insolvent dealer, losing 
100 percent of accounts receivable 

that were equivalent to 5-7% of their 
annual sales. It is tough to recover 
from a loss like that.

The good news is that a market as 
soft as the current one can be a good 
time to win over new dealers. They are 
badly in need of a way to differentiate 
themselves from competitors. It may 
be easier to win their attention for 
your products than during the go-go 
period when they most likely mistook 
a roaring market for above average 
market acumen on their part. At that 
point, they were not in need of help 
from anyone. In a market like this, 
they are probably open to any new 
products that could lead to increased 
sales. Another important aspect of the 
current market that makes it easier 
than normal to win new business 
is that many manufacturers have 
allowed layoffs to go as far as includ-
ing members of the customer service 
department. When a company’s 

customer service is suffering because 
there are not enough bodies to answer 
the phones and help customers with 
problems and questions, they are 
vulnerable to losing their customers. 
Companies that are proactive in their 
sales efforts often find that they are 
able to unseat long-standing competi-
tors simply by providing dealers with 
the personal service that they crave.

It goes without saying that things 
across the country look brighter in 
January 2010 than they did in January 
2009. As a country, we were standing 
on the brink of financial disaster and 
opinions were mixed as to whether 
we would stumble. Instead, a massive 
stimulus package was passed, billions 
in liquidity were pumped into the 
banking system and the government 
made it clear that some institutions 
would be saved at virtually any 
cost while others would be allowed 
to fail. This combination of actions 
has been effective and conditions 
are undeniably improving in the 
overall economy. Participants in the 
commercial segment are probably in 
for a couple of soft years, of the type 
their peers in the residential door and 
window industry have suffered for 
the last several years. The good news 
is that the decline in the commercial 
sector won’t be as severe or as lasting 
because, among other reasons, the 
commercial sector isn’t as purely 
speculative as is the residential 
sector. Companies that assess their 
strengths, remember energy effi-
ciency, keep plenty of liquid cash and 
focus on winning new business will 
weather the storm and be ready for 
the next upturn in the industry.   

about the author: Michael Collins leads the 
Building Products Group at Jordan, Knauff & 
Company. He has a specialized practice in the 
window and door industry and can be reached at 
mcollins@jordanknauff.com.
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A 
s I walked the show floor at  thIs 
year’s U.S. Green Building Council 
Conference in Phoenix, AZ, I was amazed 

by the sheer number of sustainable products and 
services that simply didn’t exist ten years ago: 
Paper made from limestone rather than trees, 
wood that doesn’t warp or absorb water and is FSC 
Certified, carpet made from recycled plastics. The 
level of ingenuity and technology on display gave 

me hope that our future will look more like  
Star Wars than Mad Max. 

 From a small group of just ten 
members in 1995, the USGBC 

has grown to more than 20,000 
member companies and 
organizations, and more than 
130,000+ LEED Accredited 
Professionals. In just under 15 

years, it has become the driv-
ing force of an industry that is 

projected to soar to $60 billion by 
2010. In spite of the current economic 

recession, this year’s show attracted almost 
30,000 attendees—5,000 more than last year’s show. 

In its early days, many viewed green building 
as just another architectural fad whose main audi-
ence was granola-crunching, Birkenstock-wearing 
hippies. While many will pay lip service to the 
idea of being earth-friendly, the primary concern 
is always the bottom line, and it was difficult to 

persuade companies to invest an additional three 
to six percent in construction costs to meet LEED 
certification requirements. However, as time 
passed, the technology began to improve and costs 
decreased. Architects no longer had to sell green 
technology as a long-term investment that would 
pay for itself over the next ten years. Today, facili-
ties are achieving LEED Platinum certification with 
as little as .5% increase in initial costs. 

Having cleared this hurdle, the movement has 
been growing at an incredible pace around the 
globe and we are truly only just beginning to see 
the impact of it. On October 5, 2009, President 
Obama signed into law Executive Order 13514. It 
requires Federal agencies to set a target for reduc-
ing greenhouse gas emissions by 2020; increase 
energy efficiency; reduce fleet petroleum consump-
tion; conserve water; reduce waste; support sustain-
able communities; and leverage Federal purchasing 
power to promote environmentally-responsible 
products and technologies. 

“As the largest consumer of energy in the U.S. 
economy, the Federal government can and should 
lead by example when it comes to creating innova-
tive ways to reduce greenhouse gas emissions, 
increase energy efficiency, conserve water, reduce 
waste, and use environmentally-responsible 
products and technologies,” said President Obama. 
“This Executive Order builds on the momentum 
of the Recovery Act to help create a clean energy 

Go Green… 
Else

B Y  J e s s  M a d d e N

or

Illustration: istockphoto.com
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economy and demonstrates the 
Federal government’s commitment, 
over and above what is already 
being done, to reducing emissions 
and saving money.”

2030	Challenge

The Order also requires the 
implementation of the 2030 net zero 
energy building requirement and 
that 95% of all applicable contracts 
meet sustainability requirements. 

For those of you unfamiliar with the 
2030 Challenge, it is essentially a 
list of goals that a non-profit group 
called Architecture 2030 has drawn 
up in response to rapidly accelerat-
ing climate change and challenged 
the global architecture and building 
community to adopt.

The idea of a non-profit asking 
the world to go green may sound 
like wishful thinking, but their 
challenge is being taken seriously 
by architects, planners, and cities 
around the world. It has been 
adopted by the 78,000 member 
American Institute of Architects 
as well as 15 other leading archi-
tectural institutions around the 
world. Chicago, Miami, Seattle, 
Santa Fe and Albuquerque have all 
passed resolutions mandating that 
all buildings in all of these cities be 
carbon-neutral by 2030 and other 
cities are taking notice. 

Retrofit	to	Recovery

As a result of these goals and 
mandates, the word I heard in one 
session after the next was “retrofit-
ting.” It is not possible to build our 
way to a greener future. We must 
renovate the vast majority of our 
existing buildings—both commer-
cial and residential. In October of 
2009, the White House released 
The Recovery Through Retrofit 
Report—a report that lays out the 
groundwork for the establishment 
of what would be a self-sustaining 
industry of retrofitting the 130 
million homes in the United States. 

“Recovery Through Retrofit is 
a blueprint that will create good 
green jobs—jobs that can’t be 
outsourced, and jobs that will be 
the cornerstones of a 21st-Century 
economy,” said Vice President Biden 

in a statement. “And, thanks to 
the Recovery Act’s unprecedented 
investments in energy efficiency, we 
are making it easier for American 
families to retrofit their homes—
helping them save money while 
reducing carbon emissions and 
creating a healthier environment for 
our families.” 

We are talking about retrofitting 
every existing building in America 
over the next 20-50 years. The 
Federal Government alone occupies 
500,000 buildings. That’s a lot of 
potential jobs, both for our indus-
try and the rest of the nation—a 
cheerful thought in the face of our 
current 10% unemployment rate. 

Generation	Y

Another thing that was striking as I 
attended the show was the number of 
young people who were there—many 
of whom looked to be college age. The 
generation that grew up recycling 
cans and caring about the rain forest 
and melting polar ice caps has started 
to enter the work force, and they 
are only beginning to make their 
presence felt. As their buying power 
increases, the market will shift to 
meet their expectations. Products that 
are made from recycled/sustainable/
certified/renewable materials will 
become the standard rather than the 
exception. There is a new ethos of 
sustainability, and businesses that fail 
to take note and make the appropriate 
changes do so at their peril. 

Companies exhibiting at this year’s 
Green Build show have already seen 
the writing on the wall and have 
begun to change their image to attract 
this growing market segment. While 
some were still handing out Frisbees 
or pens or other standard trade show 
paraphernalia, many were giving 

2030 Challenge 

All new buildings, developments 
and major renovations shall be 
designed to meet a fossil fuel, GHG-
emitting, energy consumption per-
formance standard of 50% of the 
regional (or country) average for 
that building type.

At a minimum, an equal amount 
of existing building area shall be 
renovated annually to meet a fossil 
fuel, GHG-emitting, energy con-
sumption performance standard 
of 50% of the regional (or country) 
average for that building type.

The fossil fuel reduction standard 
for all new buildings and major 
renovations shall be increased to: 

n 60% in 2010
n 70% in 2015
n 80% in 2020
n 90% in 2025 
Carbon-neutral in 2030 (using no 

fossil fuel GHG emitting energy to 
operate).

These targets may be accom-
plished by implementing innovative 
sustainable design strategies, gen-
erating on-site renewable power 
and/or purchasing (20% maximum) 
renewable energy and/or certified 
renewable energy credits.1

1. www.architecture2030.org
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away green/earth friendly items 
like reusable water bottles made of 
recycled material that would elimi-
nate the need to purchase traditional 
bottled water–40 billion of which 
(yes, billion) end up in landfills each 
year where they will take a thousand 
years or more to decompose. Others 
were giving away reusable grocery 
bags that fold up or stuff down into 
their own compact little carry case. 
Products like these are not only 
earth-friendly, they are consumer-
friendly. Unlike so many useless 
items like yardsticks (try getting 
that home on a plane these days) or 
silly pins, these items will be used 
and appreciated by these potential 
customers and the company that 
sponsored them will continue to be 
associated with these earth-friendly 
items–a win/win for everyone. 

Suspicion	and	Skepticism

Over the years, I’ve talked to 
many in our industry who viewed 
the sustainability movement with 
suspicion, and more than a healthy 
dose of skepticism. There was a 
feeling that things were fine as 
they had been and those “crazy 
tree huggers” were just going to 
cause problems for our industry 
and others. The openings industry 
has been slow to warm to the idea 
of sustainability—perhaps because 
our industry has been around so 
long and seen a great many trends 
come and go. Companies that 
engage in “greenwashing” only 
add to the general sense of distrust 
that this is a legitimate—and neces-
sary—movement. But regardless of 
past opinions, green is here to stay. 

There is a small window of oppor-
tunity here for companies to really 
rethink the way they do business 
and position themselves for what 
lies ahead—a much greener, more 
sustainable world than we can even 
imagine right now. Look at your 
product line and ask yourself what 
place it will have in a more sustain-
able future. Look at your facility 
and consider what changes would 
have to be implemented for you to 
meet the 2030 Challenge. Ask your 
employees to submit their ideas 
for ways to cut energy use, reduce 
waste, and decrease your company’s 
carbon footprint. Be proactive. Don’t 
wait for the EPA to ban the use of 
urea formaldehyde (and they are 
working diligently to do so) to make 
changes to your products. Find out 
more about the importance of using 
wood that is sustainably grown and 
legally harvested. As of May 22, 
2008, if a tree is illegally harvested, 
made into wood products, and 
then exported to the United States, 
anyone who imported, exported, 
transported, sold, received, acquired, 
or purchased the wood products 
made from that illegal timber, who 
knew or should have known that 
the wood was illegal, may be pros-
ecuted for violation of the Lacey Act. 
Ignorance of your environmental 
impact is no longer merely socially 
irresponsible; it can be a legal liabil-
ity for you and your company. 

Ultimately, we have a booming 
population and a limited amount 
of resources. Start making changes 
today. Your company’s future—and 
ultimately ours—depends on it.   

about the author: Jess Madden is the editor 
of Doors & Hardware magazine and the staff 
liaison for DHI's Sustainability Council. She 
can be reached at jmadden@dhi.org.

The generation that grew up recycling cans and caring about the 
rain forest … are only beginning to make their presence felt.

Photo: istockphoto.com
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ver the past several months 
we have been seeing various signs 
that the recession may be ending, 
or, as Fed Chairman Bernanke 
exclaimed, “The recession is over.” 
There have been signs that the 
freefall in various sectors of the 
economy is starting to show signs of 
slowing. The Dow Jones Industrial 
is pushing close to the 10,000 level 
after what was very close to being 
a worldwide financial collapse. 

The rebounds of the stock market 
and other financial indexes are 
encouraging and serve as leading 
indicators of better days ahead. 
However, for those of us who depend 

on a healthy and vibrant construction 
environment, our freefall is just start-
ing. My reason for taking this position 
will become clearer as you read on. 

Let’s start with the Federal Stimulus 
Package. Most of these promised 
federal dollars are targeted for “non-
building” projects such as roads, 
bridges, highways, etc. These types 
of projects consume considerable 
volumes of concrete, asphalt, and steel 
and this is helpful if you happen to 
provide these products and services. 
Unfortunately, this will temporar-
ily stimulate a small fraction of the 
industry. Even with the increase in 
construction employment due to 
stimulus projects, the unemployment 
rate for construction remains over 17 
percent and the trend would indicate 
that construction unemployment will 
reach 20 percent again before the end 
of 2009, as the building season begins 
to assume its natural constriction in 
the fall and winter months. The graph 
below is from The Bureau of Labor 
Statistics, and will serve as tool for 
you to draw your own conclusions. 

So what types of non residential 
projects are most important to the 
door and hardware industry? “The 
projects with the most doors!” Over 
the years, I have hung my hat on 
tracking the five structure groups 
which involve virtually all profes-
sions/ trades and consume a full 
range of building products, including 

2008 Will be the Best 
Year in the First DecaDe oF the new MillenniuM 

2010 Will be the Worst
A Narrative & Analytical review of the Past, Present, & Forecast of the Commercial Construction industry

analyzed, written and illustrated

By doug Bevill

o
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doors, frames and hardware. These 
markets are lodging, office, commer-
cial/retail, healthcare and education. 
Furthermore, I find it helpful to 
place these projects types into two 
groups; “Income Properties and 
Institutional Properties” based upon 
their different demand influences, 
specification and procurement 

dynamics. “Income Properties,” as 
outlined in the following graph, are 
built for the sole purpose of making 
a profit for their developers and the 
budgets for these projects are solely 
made up of private investment. 
Given that the driver for the Income 
Property segment is profit, product 
substitutions can be made “to lower 

the cost of the project” and allow 
investors to profit more quickly, 
although research would support 
that 70 percent of the original 
products specified still end up on 
the project. The demand for these 
projects can be ultimately linked 
to vacancy rates which are related 
to a healthy or unhealthy employ-
ment environment. Conversely, the 
Institutional budgets are made up 
of state taxes, lotteries and chari-
table contributions. The budgets 
for these projects are developed 
by building committees in both 
the healthcare and educational 
sectors. For the vast majority of 
these projects, profit is not a factor 
and therefore product substa-
tions are very rarely considered. 

The chart above illustrates 
construction spending by key 
segment from 2006 through 2008; 
please note that I have included 
residential to show “in this case” an 
exaggerated lag effect between the 
residential and commercial sector 
decline. Commercial construction 
enjoyed a 16 percent increase from 
2006 to 2007, lead by lodging, office 
and retail construction. Due to 
strong employment, states had the 
necessary tax revenues for much-
needed upgrades to our educational 
infrastructure. These additional 
public funds also made it possible to 
add more healthcare square footage 
which will continue to be stressed 
for some time by the aging Baby 
Boomer demographic, the largest 
portion of the American population. 
In 2006 the front end of the Boomers 
turned 60; however, the highest 
concentration of this sector were 
born between 1950 and 1954 and 
the healthcare infrastructure will 
require further expansion to care for 
this sector.
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2007 was followed by further 
expansion in 2008, adding another 
five and a half percent, lead by an 
additional 20 percent in spending 
on hotel and motel properties. This 
made 2008 the strongest year in 
the first decade of the new millen-
nium. Many of my clients reported 
impressive gains in revenue and 
profit at the close of 2008, heading 
into 2009. 

The	Devastating	Effects	of	Sustained	
Unemployment	on	the	Industry

However, the looming shadow of 
the housing crisis brought about by 
the toxic lending practices involv-
ing America’s financial institutions 
was about to exact a toll on the U.S. 
economy not seen since the Great 
Depression. The impact of the ever 
worsening economy lead quickly 
to the increasing growth of the 
U.S. unemployment rate. Growing 
unemployment in combination with 
unsecured commercial loan defaults 
and tougher lending practices 
resulted in the mass abandonment 
of projects in the Income Property 
segement very early in 2009. The 
loss of demand for future projects 
due to increasing office, commerial 
and lodging vacancy rates promises 
the Income Property segment will 
stay on its back until a return to an 
employment rate of 94 percent or 
better, which, as illustrated in the 
above graph, would be similar to 
the employment rates at the middle 
part of this decade. Most econo-
mists, including Federal Reserve 
Chief, Benjamn Bernake and his 
predecessor, Allan Greenspan, are 
saying that the unemployment 
rate will more than likely stay at or 
above ten percent well into, if not 
through, 2011. 

The fall in residential construction 
has seemed to slow over the past 
couple of months, but only after the 
horrendous declines of the past two 
plus years. The decline from 2006 to 
2007 was -18%, 2008 -29% and thru the 
first eight months of 2009 residential 
is down another -30% compared to 
2008. The Institutional segments of 
Healthcare and Education have grown 
roughly four percent; mainly because 
these projects were designed and 
financed as far back as two years ago 
or more. This said, the Institutional 
market is showing signs of slowing 

and it will end up in a free fall starting 
in 2010 lasting well through 2011 and 
possibly beyond. The main driver for 
institutional building is state income 
and local property taxes with a little 
help from charitable contributions. 
We have all heard in the media about 
states such as California and Michigan 
experiencing drastic budget shortfalls. 
In reality 48 states are at some level of 
tax crisis, and collectively these budget 
shortfalls, when compared to the 
recession of 2002 thru 2005, pale when 
compared to what will transpire from 
2009 through 2011. This will devastate 

Please note that 
Construction Spending

lags roughly 9 to 
12 months behind 

McGraws-Hill's 
construction  

start/award data.
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not only the construction potential of 
the most profitable segment in the  
Door and Hardware Industry 
“Institutional;” it has put many other 
public services previously taken for 
granted in great jeopardy. Please note 
the graph below that I obtained at the 
courtesy of the Center on Budget and 
Policy Priorities, clearly illustrates the 
severe shortfalls that lay ahead. 

Forecast	For	Income,	Institutional	
and	Residential	Construction

After spending most of my life as a 
construction analyst and consultant 
and eight years as a senior executive 
and Chief Operating Officer of a 
global door hardware manufacturer; 
I've learned to accept 
the cyclical nature 
of the construction 
industry. During the 
recession of the ’80s, 
there were certain 
project categories and 
geographical markets 
that could sustain 
your enterprise until 
the overall economic 
environment 
improved. Fortunately, 
as a building product 
executive, I decided 
in 2001 to more 
aggressively market 
five, somewhat new, 
product lines and 
expand into three 
more major product 
divisions. This coun-
teracted the downturn 
in legacy products 
that were and 
are totally dependent on construction cycles and 
gave us the ability to grow our revenues and 
operating profits in the face of the post 911 reces-
sion with very little reduction in headcount.

U.S. unemployment is forecasted to reach 11% by the 
end of Q1 2010 and to remain in the area of ten percent 
through 2010 and 2011. With unemployment remaining 
above five percent, demand for office space, lodging and 
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commercial/retail will be virtually 
nonexistent until we begin experienc-
ing sustained growth in employment. 
The double digit unemployment envi-
ronment will continue to reduce state 
tax bases and charitable contributions 
for institutional construction even 
though there is a need for expansion 
in the educational and healthcare 
sectors. Therefore, my forecast for the 
key markets that drive nonresidential 
construction is that they are going 
to begin the worst, most sustained 
contraction seen in a couple of genera-
tions. The graph below is the Bevill 
and Associates forecast for 2009 
through 2011. 

It is important to note that all of 
the data—past, current and future—
represents construction spending 
or construction put in place. This 
simply means that the project is 
finished and money exchanged 
hands. Data published by McGraw-
Hill and Reed Construction are proj-
ect awards or starts, which means 
the contract has been awarded and 
construction will begin in the near 
future. The lag between a project 
award and construction spending 
is between nine to 12 months. So 
the decline in construction starts 
published by McGraw-Hill and Reed 
for 2009 will translate into a drop in 
construction spending episodically 
through 2010 and 2011. The use of 
construction start data can be very 
helpful to a door and hardware 
manufacturer or distributor as a 
powerful platform for actionable 
business intelligence. An enterprise 
can calculate the lead/lag relation-
ship between starts data product 
shipments and product demand 
models, which can be used in a vari-
ety disciplines. In sales and market-
ing, a company can determine the 
size of its market by product, fore-

casting product demand, measuring 
market share and benchmarking 
performance. This data can then be 
an integral part of an enterprise’s 
independent demand model, result-
ing in more accurate manufacturing 
and purchasing execution. 

For high-level and more accurate 
information, construction spending 
or construction put in place provides 
a clearer and more definitive 
picture as to what has transpired. 
Construction spending is not nearly 
as useful as starts for forecasting 
because the project is finished and 
the money has exchanged hands. 
However, it is excellent data for 
determining how your company is 
performing against the market. 

My firm will be updating this 
forecast quarterly; this and my prior 
paper will clearly explain the foun-
dation of our science. 

In closing, it is more important 
than ever for building product 
manufacturers to understand where 
they stand in the market. This can 
be done by either creating a market 
share model or simply establishing 
measureable baseline data to insure 
that you are not sacrificing market 
share and are hopefully gaining 
ground against your competi-
tion. Losing market share in this 
economic environment could cripple 
or become fatal to some enterprises 
that do not stay aggressive in the 
market and fail to establish perfor-
mance baselines and measure their 
company’s progress with strong 
business intelligence.  

about the author: Doug Bevill Founder & 
President of Bevill & Associates: 28 Years of 
consulting and enterprise business strategist for 
the commercial building products industry and 
former Hager Companies COO & Chairman of 
Asian Operations. Phone: 314-422-3177 
Email: dbevill@bevillassociates.com • Web Site: 
www.bevillassociates.com
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rChiteCts form a CritiCal link between 
the built world and the manufacturing 
world. However, other building team profes-
sions are having an impact in specifying and 
recommending brands of commercial doors, 
according to architects who report that they 
concede the decision to other specialists 
within the “design team.”

According to the 2008 Accountability 
Architects’ Brand Preference Study, archi-
tects are deferring some door brand decisions 
to other professionals, most of whom are 
planners and specification writers, as well 
as clients. This blind-preference research 
study asked architects to write in their 
favorite brands for more than 126 commercial 
product sub-categories. The doors category 
includes the following sub-categories: 

n Door Hardware
n Entrances/Store Fronts
n Fiberglass Doors
n Metal/Steel Doors
n  Sectional/Rolling Overhead Doors
n Security Doors
n Sliding Patio Doors
n Specialty Doors
n Wood Doors
A total of 114 North American commercial 

architects participated in the doors category 
of the survey. The survey form asked respon-

dents to check whether they are “Involved” 
or “Not Involved” in specifying and recom-
mending these products. For architects who 
are “Involved,” they could write up to three 
of their brand selections or check a “No 
Preference” box, which indicates that they do 
not favor any particular brand. 

Breaking it down further by sub-categories, 
more than three quarters of architects say 
they specify or recommend door hardware, 
which was followed closely by entrances/
store fronts. Yet fewer than 20% of archi-
tects say they are involved in specifying or 
recommending fiberglass doors and security 
doors. Both of these sub-categories also 
ranked high in terms of “No Preference”: 
Among architects involved in choosing 
security doors, 46% chose that answer. 

The doors category elicited more than 
190 brand responses. With such a great 
variety of manufacturer brands, it is 
interesting to find that other professions 
were among the top five brands (plac-
ing fourth overall), which included the 
responses: client, planner and spec writer. 
In fact, client and planner were the only 
brands written in all nine of the doors sub-
categories. This goes against the traditional 
definition of a brand being a product or 
manufacturer name. In the Accountability 

Architects 
S u r v e y :

third-party 

research on 

doors finds that 

planners and  

clients have a 

growing role 

in door brand 

decisions.  

expect their 

involvement 
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design clashes 

with codes.
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study, however, architects also typically list job func-
tions or titles as their preferred brands. By naming 
the planner or client as a brand in doors, architects 
are stating they may defer brand decisions for 
these products to others on the building team. 

Non-Manufacturer	Role

The growing role of non-manufacturers can be clearly 
seen in the doors sub-categories where the architect 
involvement was less than 25%: security doors, fiberglass 
doors and specialty doors. For example, architects demon-
strate little to no involvement in specifying security doors. 
In fact, the top brand choice listed in security doors were 
non-manufacturers with 21%. The closest next brand 
choice was a distant 14%, thereby giving the client, plan-
ner and specification writer the opportunity to specify or 
recommend the brand. The Mind Share pie chart below 
illustrates the percentage of architect mind share for job 
title/function brands compared to product/manufacturer 
brands for security doors.

The remaining four sub-categories showed mid-range 
architect involvement from 40% to 60%: metal/steel 
doors, sliding/patio doors, wood doors and sectional/
rolling overhead doors. Even here, the non-manufac-
turer has crept into the brand list, thereby opening 
the door for further opportunities and indicating that 
architects may delegate the brand selection instead of 
selecting a top brand on their own.

Specifying security doors is highly specific and 
is often code driven to build and maintain the 
integrity of commercial buildings. Yet, specifying 
the right architectural door hardware products and 
accessories is also highly specialized and a scarce 
skill. It requires in-depth understanding about 
building regulations and the choice of products 
available, as well as how different environments 
and users have different door access needs.

Perhaps architects retain the branding decision of 
door hardware because it is always a part of a whole 
design. It finds its identity only in combination with the 
door, which in turn is only perceived in the context of 
the room, which in turn is just one aspect of the build-
ing architecture. The designs of door hardware, there-
fore, subtly fit perfectly into an architectural design and 
try not to steal the spotlight. Although it is not surpris-
ing that design-oriented architects show greater interest 
in choosing door hardware, architects’ lesser involve-
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ment in security doors that work 
in conjunction with door hardware 
shows that this is where profession-
als draw the line in their decision 
making. Security doors may well be 
too specialized a product choice for 
the typical commercial architect.

Brand	Attributes

To further define the issue of 
brand preference and its compo-
nents, the research conducted by 
Accountability included 15 demo-
graphic variables on the audience 
that participated—variables such as 
how the architect finds inspiration 
to generate new creative ideas and 
why they prefer the top brands in 
their minds. One of these demo-
graphic variables was the question 
that involved indicating the amount 
of consideration they give vari-
ous factors in selecting a brand of 
product. The question had a rating 
scale of 0 (No Consideration) to 10 
(Highest Consideration), and the 
architect circled the appropriate 
number for each of 12 characteris-

tics. Not only do these choices vary 
by sub-category, they vary within 
the sub-category based on the 
strength of the brand itself. 

Client needs and design are the 
top factors that influence door 
purchase decisions. Interestingly, 
these are the same factors that coin-
cide with door hardware and seem 
to be the underlying theme through-
out the entire doors category. 

This is also supported by verba-
tim comments from architects when 
asked about their sources of inspira-
tion for doors:

n “ A product to suit the client’s 
needs and to satisfy my design 
considerations.”

n “ Concentrate on addressing the 
client’s specific needs.”

n “ From my clients. If they are 
wonderful to work with, the 
results are the same.”

“Study and analyze the needs of 
the client/users. Imagine being in 
their shoes and what would make 
their environment ideal within a 
balance of space, amenities/budget.”

The least important factor is 
innovation. The importance of inno-
vation may increase, however, as 
building owners and specifications 

call for more sophisticated access 
technology, such as doors that 
integrate with overall security or 
building automation systems. This 
high technology trend, combining 
traditional components with IT 
systems, represents a design and 
coordination challenge for both 
architects and manufacturers. 

Accountability Information 
Management projects that as code 
compliance becomes more complex, 
other specialists will retain or even 
increase their involvement percent-
age in doors selection. Project team 
members will more likely turn to 
other technical professionals to 
determine: a) how to interpret code 
as it pertains to particular commer-
cial applications, and b) which 
products fit the bill.  

about the author: Jim Nowakowski is the 
President of Accountability Information 
Management, Inc. Accountability Information 
Management, Inc. is a business-to-business 
marketing research company that has conducted 
major research projects, including co-branding 
studies, market profiling, segmentation studies, 
and sales inquiry analysis. For more information, 
call 847-358-8558 or visit www.a-i-m.com.

among architects who say they are involved 
in specifying or recommending security 
door brands, 21% indicate that they defer 
brand decisions to their clients or other 
professionals.
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i 
F YOU WERE TO DESCRIBE AN ExTERIOR DOOR STRONG ENOUGH TO 
withstand a hurricane, a violent explosion, or millions and millions of abusive 
open/close cycles, what type of adjectives would come to mind? Is that door 

rigid and heavy? Massive and imposing like a bank vault door? Or would you 
think the opposite, that a lightweight and flexible door would be best? 

As it turns out, for many applications, the most durable, longest-lasting door is a 
lightweight and flexible door. 

Exterior doors are subjected to bending and twisting forces with every open/close 
cycle, and countless cycles of expansion/contraction due to temperature changes, to 
say nothing of the forces induced by deliberate abuse. Instead of fighting a losing battle 

Heavy-Duty Door Design

Testing 
Proves the 
Principles

B Y  d a N  d e p t a

a counterintuitive approach to

Doors	cannot	be	considered	in	isolation.		
They	are	just	one	element	in	a	total	system	that	

must	work	together	to	avoid	maintenance	issues	
and	provide	the	longest	possible	service	life.	
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against these forces, why not design 
the door with the ability to accommo-
date them and bounce back without 
sustaining damage?

Long-term survival of exterior 
entrances in any high-traffic, high-
abuse environment, like today’s 
schools, requires an appreciation 
for the fact that the entrance is a 
system of interdependent compo-
nents that must all work together 
to deliver longer life and reduced 
maintenance. And it also requires 
an appreciation of the fundamental 
laws of motion that pertain to 
swinging doors, and the inherent 
physical properties of the materials 
used to construct the doors. 

It’s	a	Simple	Matter	of	Physics	

Newton’s First Law of Motion 
deals with the concept of inertia, 
which, simply stated, is the diffi-
culty you have in changing an 
object’s state of motion. Inertia is 
directly related to the mass of the 
object. In other words, a door that 
is twice as heavy as another door 
takes twice the effort to open, and 
twice the effort to stop once swing-
ing. That’s bad news for the hard-
ware, which will have to work twice 
as hard to control this heavier door, 
and for the framing, too, which 
has to support that extra weight.

Newton’s Second Law of Motion 
deals with force and how it 
increases with mass. The implica-
tion for entrance service life is that 
as door mass increases, the forces 
transmitted into the hardware and 
framing increase proportionally. 
The net result of these two immuta-
ble laws of nature is that the heavier 
a door leaf becomes, the more it 
beats the life out of the hardware 
and framing components. Doors 
with less mass are easier to open 
and transmit smaller forces into the 
rest of the entrance system, reduc-
ing wear and tear. But that’s only 
half of the story. The other half has 
to do with compliance and elastic-

When	engineering	an	
exterior	door	for	long	term	
survival	in	a	high-traffic,	
high	abuse	environment,	
such	as	today’s	schools,	
a	counterintuitive	
approach	to	door	design	
focused	on	reduced	
weight	and	flexibility	
has	proven	effective.	
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ity, two properties of materials and 
structures which have profound 
implications for total entrance 
system life. 

Designing	for	Flexural	Strength

The counterintuitive approach to 
designing heavy-duty doors is to 
design for what is known as flexural 
strength, rather than rigidity. To 
build a door with optimal flexural 
strength, careful attention must 
be paid to the size and shape of all 
door components, the materials 
used, and the methods of fabrica-
tion. The stiles and rails tubes must 
be sized to flex at a rate compatible 
with the flexibility of the bonded 
face sheet/foam core system. The 
core material itself must be foamed 
in place and have sufficient shear 
strength and adhesion to bond all 
door components together into a 
single integral unit. Face sheets 
must be secured on all four sides 
by reglets in the stiles and rails so 

stress loads can be shared evenly 
between the perimeter frame and 
skin/core system, without concen-
trating at a few screw locations as 
can occur with applied capping. 

Stresses tend to concentrate at 
the corners of a door, as evidenced 
by buckling, splitting or “witness 
marks” in the finish of a door that 
is beginning to fail. Mitered corner 
joints secured by corner clips and 
full-width tie rods are essential to 
allow adequate elasticity without 
the permanent deformation or 
progressive metal fatigue that 
plague mechanically-fastened or 
welded corners. A 3/8-inch steel tie 
rod can comply elastically, much 
like a spring, to allow repeated 
deflection without deformation.

When doors are designed for 
reduced weight and optimal flex-
ibility, all entrance components 
benefit. This apparent contradiction 
of conventional wisdom has been 
proven out by the extraordinary 
performance and longevity of a 

unique hybrid door design which 
combines modern composite 
materials with aluminum extru-
sions to produce a flush door that is 
particularly well-suited to the most 
demanding exterior applications. 

 

Testing	Proves	Out	the	Light	and	
Flexible	Philosophy

We started with the ANSI A250.4 
Test Procedure and Acceptance 
Criteria for Physical Endurance 
for Steel Doors and Hardware 
Reinforcings test protocol which can 
simulate real-world operation at an 
accelerated pace. The lightweight 
test door was opened and closed 
every 13.5 seconds every hour of 
every day for more than four years 
and reached an incredible 25 million 
cycles. Despite the equivalent of 
many lifetimes of use, the door was 
still performing beautifully and 
looked like new. Clearly, this test 
was not hard enough; we needed 
something tougher.

This	lightweight,	flexible	FRP	door	was	tested	for	structural	
strength	by	repeatedly	slamming	it	with	a	bag	filled	with		
215	pounds	of	sand.	The	distance	was	increased	incrementally	
until	it	reached	a	force	of	750	ft-lb.	

If	a	lightweight	door	is	properly	engineered	for	thermal	performance	and	corrosion	protection,	it	will	also	be	
virtually	watertight.	This	door	actually	floats.	
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Next we tried the Window & Door Manufacturers 
Association NWWDA T.M. 7-90 Cycle Slam Test. Under 
this protocol, the door starts at a full closed position, is 
opened to 60 degrees, and then slammed closed, every 
four seconds. This severe cycle test reveals the effects 
that prolonged hard use can have on the door and door 
hardware. When we tested the same type of light-
weight composite door, there was no hinge separation 
or damage to the door after a total of 5 million cycles, 
representative of more than a lifetime of severe use. 

Securing the building is one of the primary functions 
of exterior doors, and with forced entry a major concern 
today, we also tested the door in that regard. The ASTM 
F476 test protocol measures a door assembly’s ability to 
resist, delay, and frustrate certain kinds of forced entry. 
The lightweight door earned its highest rating. 

Hurricanes are a fact of life in some parts of the 
country, and the role that maintaining entrance integ-
rity plays in protecting structures has been clearly 
demonstrated by recent storm events. A pair of light-
weight composite doors were tested to Florida Building 
Protocols TAS 201 (impact test), 202 (uniform test) and 
203 (cyclic wind pressure loading test). The cyclical 
loading portion of the test subjects the entrance to thou-
sands of positive and negative pressure loadings that 
flex the doors, which refused to yield. The large missle 
impact portion of the test involves firing a nine pound 2 
x 4 at the door at a speed of 50 feet per second. Sounds 
like just another day on the school playground, and not 
surprisingly, the door sustained no damage. With this 
lightweight, flexible door now hurricane-rated and State 
of Florida listed, we sought out a more extreme test.

It was time to get nasty. We subjected the door 
to ASTM F 1642, which measures blast resistance 
protection. The door and frame were secured 
inside a large shock tube that simulates the pres-
sure wave of an actual explosion. When subjected 
to a force of over 18,000 pounds in mere milisec-
onds, the door was slightly damaged but remained 
operational. As the photo shows, the flexible 
door leaf rebounded almost to its original shape, 
but the rigid mortice lockset clearly did not.

To finally answer the question of how much trauma 
a properly engineered, lightweight and flexible door 
can take before it malfunctions, we devised our own 
torture rack. With the door frame secured within a 
steel I-beam fixture, we propped the door open against 
an obstruction at the bottom edge, and struck it with a 



34	 DOORS	&	HARDWARE £ January 2010

215-pound sandbag swinging from 
a chain. By pulling the sandbag 
back farther and farther, we were 
able to create incremental impacts 
of up to 750 lb.ft. That’s roughly 
equivalent to a college football 
linebacker hitting the door at a 
dead run. We were finally able 
to cause sufficient damage so 
that our door failed to latch, but 
it required a level of force much 
greater than what was expected 
based on our tests of other doors.

All of these tests clearly demon-
strate the concept of flexural 
strength, but what about the rest 
of the story—lightweight? What’s 
an appropriate test protocol for 

that? On a hot August day, the 
answer suddenly came in a flash of 
brillance. To the lake! The foamed-
in-place urethane core of the light-
weight door very effectively fills 
all voids in the interior of the door 
leaf and seals out moisture. In fact, 
the core material is the same as that 
used to provide a degree of safety 
floatation in pleasure boats. As the 
photo shows, the door floats very 
well indeed. 

This combination of field success, 
third-party and proprietary testing 
proves the lightweight and flexbile 
approach to door design, a philoso-
phy that would seem counterintui-
tive without a proper understanding 

of how an entrance system functions. 
All of these tests were passed by 
a standard production door engi-
neered to the specifications detailed 
in this article, not specially-prepared 
“stunt doors,” to ensure that they can 
survive the toughest door testers of 
all—your kids.  

about the author: Dan Depta is marketing 
manager for Special-Lite Inc. Founded in 1971, 
the company pioneered the use of fiberglass rein-
forced polyester (FRP) material for door skins in 
the early 1980s, and today is the largest volume 
producer of FRP doors in the U.S. He can be 
reached at daniel_depta@special-lite.

This	door	was	tested	to	the	ASTM	F	1642	protocol	for	blast	resistance	protection.		When	subjected	to	force	in	the	5.5	to	6.5	psi	
range,	the	door	was	slightly	damaged,	as	seen	in	the	bend	of	the	aluminum	at	the	fastener,	but	remained	operational.		
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Track/Course 
Options

Sunday, 
April 25

Monday, 
April 26

Tuesday, 
April 27

Wednesday, 
April 28

Thursday, 
April 29

Friday, 
April 30

Saturday, 
May 1

Sunday, 
May 2

COR
(6-day)

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Using Codes 
and Standards 

(COR140)+

Using Codes 
and Standards 

(COR140)+

Using Codes 
and Standards 

(COR140)+

COR 
(8-day)

Understanding and 
Using Construc-
tion Documents 

(COR103)*

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Door and Frame 
Applications 

(COR120)

Door and Frame 
Applications 

(COR120)

Takeoff and 
Estimating 
(COR125)*

Takeoff and 
Estimating 
(COR125)*

COR
(5-day)

Electrified  
Architectural  

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

AHC
 (7-day)

Masterkeying 
(AHC200)

Detailing Hardware 
(AHC205)*+

Detailing Hardware 
(AHC205)*+

Detailing Hardware 
(AHC205)*+

Advanced 
Detailing Hardware 

(AHC207)*+

Advanced 
Detailing Hardware 

(AHC207)*+

Advanced 
Detailing Hardware 

(AHC207)*+

AHC
 (5-day)

Principles of 
Specification Writing 

(COR145)+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Electrified 
Hardware System 

Specifications 
(EHC415)*

CDC
(7-day)

Detailing Doors and 
Frames  

(CDC305)*

Detailing Doors and 
Frames  

(CDC305)*

Writing Door and 
Frame Specifications 

(CDC310)*+

Writing Door and 
Frame Specifications 

(CDC310)*+

Writing Door and 
Frame Specifications 

(CDC310)*+

CDC Exam Prep 
(CDC315)*+

CDC Exam Prep 
(CDC315)*+

EHC
(8-DAy)

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

EHC Exam Prep 
(EHC420)*

EHC Exam Prep 
(EHC420)*

ELT 
(3-day)

How to Develop and 
Retain Customers 

(ELT510)

Effective 
Management of 

Employees 
 (ELT505)

Aftermarket Sales 
and Building 
Renovations 

(ELT500)

Additional
 COR Courses

Installation 
Coordination and 

Project Management 
(COR153)*

Installation 
Coordination and 

Project Management 
(COR153)*

Material Purchasing 
Concepts
 (COR160)

Professional Sales 
(COR165)

Additional 
CDC/AHC 
Courses

Using Door and 
Frame Standards  

(CDC300)+

AHC Exam Prep 
(AHC220)*+

AHC Exam Prep 
(AHC220)*+

AHC Exam Prep 
(AHC220)*+

 Additional 
EHC Courses

Drawings for 
Electrified Hardware 

Systems (EHC400) 

Drawings for 
Electrified Hardware 

Systems (EHC400)

Drawings for 
Electrified Hardware 

Systems (EHC400) 

DAI Course 
(4-day)

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

COURSE CURRICULUM

DHI National Education
April 25-May 2, 2010   •  Lansdowne, VA  

Register NOW for 
‘Early Bird’ 

Tuition Rates!
Offer ends:

 March 22, 2010

*        See DHI’s Education Resource Guide as well as this Registration Form for complete  information regarding course prerequisites.
**    All courses begin at 8:00 am and end at 5:30 pm. (Daily). Punctual and complete attendance is mandatory.
+     Students attending these classes are required to bring reference materials which will pertain to the class exercises.
     See DHI’s online  Education Resource Guide found at www.dhi.org for the complete list of required reference materials used during classes.
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April 27

Wednesday, 
April 28
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April 29

Friday, 
April 30

Saturday, 
May 1

Sunday, 
May 2

COR
(6-day)

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Using Codes 
and Standards 

(COR140)+

Using Codes 
and Standards 

(COR140)+

Using Codes 
and Standards 

(COR140)+

COR 
(8-day)

Understanding and 
Using Construc-
tion Documents 

(COR103)*

Architectural 
Hardware & 
Applications 

(COR113)

Architectural 
Hardware & 
Applications 

(COR113) 

Architectural 
Hardware & 
Applications 

(COR113) 

Door and Frame 
Applications 

(COR120)

Door and Frame 
Applications 

(COR120)

Takeoff and 
Estimating 
(COR125)*

Takeoff and 
Estimating 
(COR125)*

COR
(5-day)

Electrified  
Architectural  

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

Electrified 
Architectural 

Hardware (COR133)

AHC
 (7-day)

Masterkeying 
(AHC200)

Detailing Hardware 
(AHC205)*+

Detailing Hardware 
(AHC205)*+

Detailing Hardware 
(AHC205)*+

Advanced 
Detailing Hardware 

(AHC207)*+

Advanced 
Detailing Hardware 

(AHC207)*+

Advanced 
Detailing Hardware 

(AHC207)*+

AHC
 (5-day)

Principles of 
Specification Writing 

(COR145)+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Hardware 
Specifications 
(AHC215)*+

Writing Electrified 
Hardware System 

Specifications 
(EHC415)*

CDC
(5-day)

Writing Door and 
Frame Specifications 

(CDC310)*+

Writing Door and 
Frame Specifications 

(CDC310)*+

Writing Door and 
Frame Specifications 

(CDC310)*+

CDC Exam Prep 
(CDC315)*+

CDC Exam Prep 
(CDC315)*+

EHC
(8-DAy)

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Access Control and 
Electrified Hardware 
Systems (EHC405)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

Installing and 
Troubleshooting 

Electrified Hardware 
Systems and Access 

Control Devices 
(EHC410)*

EHC Exam Prep 
(EHC420)*

EHC Exam Prep 
(EHC420)*

ELT 
(3-day)

Effective 
Management of 

Employees 
 (ELT505)

Aftermarket Sales 
and Building 
Renovations 

(ELT500)

How to Develop and 
Retain Customers 

(ELT510)

Additional
 COR Courses

Professional Sales 
(COR165)

Material Purchasing 
Concepts
 (COR160)

Additional
COR/CDC 
Courses

Installation 
Coordination and 

Project Management 
(COR153)*

Installation 
Coordination and 

Project Management 
(COR153)*

Using Door and 
Frame Standards  

(CDC300)+

Detailing Doors and 
Frames  

(CDC305)*

Detailing Doors and 
Frames  

(CDC305)*

Additional 
AHC Courses

AHC Exam Prep 
(AHC220)*+

AHC Exam Prep 
(AHC220)*+

AHC Exam Prep 
(AHC220)*+

 Additional 
EHC Courses

Drawings for 
Electrified Hardware 

Systems (EHC400) 

Drawings for 
Electrified Hardware 

Systems (EHC400)

Drawings for 
Electrified Hardware 

Systems (EHC400) 

DAI Course 
(4-day)

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

Fire and Egress Door 
Assembly Inspection 

(DAI600)*+

COR103 Understanding and Using 
Construction Documents
(8 Hours ) (24 CEP points )
Understanding how construction projects are organized and 
designed requires a thorough knowledge of the construction 
documents that administrate, illustrate, detail and describe 
them. (Estimators, detailers and project managers need 
to understand the purpose and use of specifications and 
drawings. Knowing where to find specific information in the 
specifications, and on the drawings, and understanding how 
that information applies to our trade can make the difference 
between a profitable or unprofitable job.) This program provides 
estimators, detailers and project managers with the essential 
knowledge needed to sort through these documents to find the 
information they need.
Prerequisite: SSC100 - Fundamentals of Architec-
tural Doors and Hardware Self-Study Course

COR113 Architectural Hardware and 
Applications
(24 Hours) (72 CEP points)
To be successful in our industry you need to have a well-
rounded, general knowledge of the multitude of items 
used every day. A vast assortment of samples is used in this 
course to help you identify, describe and explain many of the 
hardware items in use today. This course also willgive you an 
understanding of proper applications and use of architectural 
hardware items that is an important step in your development 
as a professional in the architectural openings industry. Many 
hardware items can be used in more than one application. 
Knowing which application is correct for a particular opening 
will make you indispensable to your customers and clients.

COR120 Door and Frame Applications
(16 Hours) (48 CEP points)
Construction projects use some of the most advanced materials 
and products ever made. Fire-rated and means of egress door 
openings have specific requirements they must meet to be able 
to function correctly. Course teaches you about doors and frames 
(e.g., hollow metal, wood and aluminum) used today.

COR125 Takeoff and Estimating
(16 Hours) (48 CEP points)
Profitability of a company often hinges on the accuracy and 
efficiency of the bids that estimators turn out. This course 
introduces you to material takeoff techniques and estimating 
skills that will help you become a more accurate and efficient 
estimator.
Prerequisites: COR103 – Understanding and Using 
Construction Documents
COR120 – Door and Frame Applications

COR133 Electrified Architectural Hardware
 (40 Hours) (120 CEP points)
Electrified hardware items are used on virtually all new building 
projects. You need to understand how these products are 
properly used and what their capabilities are if you are going 
to advance in this industry. This course provides you with the 
principles of low-voltage electricity through hands-on class 
exercises.  In addition, this course is focused on teaching you 
how separate electrified architectural hardware components 
are used to create single-opening systems. Learn how to design 
low-voltage circuits and hook up these components through the 
hands-on labs.

COR140 Using Codes and Standards+

(24 Hours) (72 CEP points)
Knowledge of the many industry-related codes and standards 
differentiates our industry from numerous other distributor-
chain driven industries. Staying current and up-to-date on the 
ever-changing codes and standards requires both a professional 
and personal commitment. This course covers NFPA 80, Standard 
For Fire Doors and Other Opening Protectives (2007 edition), 
NFPA 101,Life Safety Code (2006), and ANSI/ICC A117.1, Usable 
and Accessible Building and Facilities  (2003 edition).

IMPORTANT INFORMATION

WHAT IS A TRACK? – A “track” is a series of two or more 
classes that are arranged in a sequence that provides the most 
educationally beneficial learning experience to the student.
PREREQUISITES – There are prerequisites for some 
courses, as detailed in the course descriptions provided. Reference 
the DHI Education Resource Guide (ERG) for complete informa-
tion regarding course prerequisites. The current ERG is posted                
at www.dhi.org.  DHI recommends to students who are new to 
the industry, and those with minimum field experience, that they 
follow the suggested education path when registering for classes.
OPTIONAL COURSES – Exam Prep courses (AHC220, 
CDC315, EHC420) are available to assess student’s skills and abili-
ties in preparation for taking the certification exams. Exam Prep 
courses are considered elective courses. Before taking an Exam 
Prep class, students must pass all courses required to sit for the 
certification exam.
TUITION STRUCTURE – Member tuition applies to any 
DHI individual member or any employee of a corporate member. 
Tuition in Lansdowne, VA includes course material, breakfast, 
lunch, dinner, and refreshments.
CHALLENGE EXAM – DHI offers a series of exams al-
lowing you to earn credit for courses using knowledge you have 
gained by DHI education, industry training, and on-the-job train-
ing. Passing an exam gives you credit for that course in the DHI 
Credentialing Program.  For Challenge Exams, go to www.dhi.org.

CLASS SIZE – Registrations are entered in the order they 
are received.In cases where a course is sold out, registrants are 
placed on a waitlist upon receipt of a completed application and 
tuition payment. If waitlisted students are not able to attend the 
course of their choice, they may opt to transfer to another course, 
or another class session, or seek a refund.
HOTEL ACCOMMODATIONS – Students are 
responsible for making their own hotel reservations. Complete 
Education Housing Information will be made available online at 
www.dhi.org.
TUITION POLICIES –The tuition policies below 
encourage students to be certain of the classes they’ve selected 
prior to registering for their classes.  Prompt and decisive 
registration is necessary to fully prepare for the school.
· “Early Bird” tuition rates apply to registrations received on or 
before March 22, 2010.
· A $200.00 administration fee is applied to cancellations 
received from March 9, 2010 to March 22, 2010.
· After March 22, 2010 no refunds are allowed or honored.

· Prior to March 22, 2010 a student may transfer his/her tuition 
from the current school to the next school or to another 
member of his/her company so that they may attend the current 
school.  Either type of transfer incur a $100 administrative fee.  
(Transfers occurring on or after March 22, 2010, incur the $200 

administrative fee.)  Transfers of any kind may be done only once 
per school. 
· Students owe the balance due if tuition rates change between 
the current school and the school that they are transferring their 
monies toward.
· Students who are unable to meet the terms of the transfer 
(i.e., attending the next school themselves or their colleague 
attending the current school) and notify DHI after March 22, 
2010, forfeit 100% of the class tuition.  Notifications occurring 
from March 9 – March 22, 2010, incur the additional $200 “late 
cancellation” administrative fee (bringing the cancellation fee 
total to $300).
· Students who register for a class prior to fulfilling the 
course’s prerequisite(s) have until March 8, 2010, to complete 
the course prerequisite(s).  Students who do not satisfy this 
condition receive an automatic cancellation of registration on 
March 9, 2010, and will also incur the $200 “late cancellation” 
administrative fee.
· A $100 administration fee applies to cancellations (requested 
on or after March 9, 2010) that are emergency-related.  “Proof of 
emergency” will be required, otherwise all other applicable fees 
will be due and all applicable terms will apply. 
· Students incur a $200 administration fee should they switch 
their classes while attending the school.

COR145 Principles of Specification Writing +
(8 Hours) (24 CEP points)
Whether you are pursuing the designation of Architectural 
Hardware Consultant (AHC), Certified Door Consultant (CDC) 
or Electrified Hardware Consultant (EHC), you need to master 
the basic principles of writing architectural specifications. 
Specification writing skills are an essential element of becoming 
a professional in today’s construction industry. Architects and 
engineers will expect you to have mastered these skills when you 
work with them.

COR153 Installation Coordination and Project 
Management
(16 Hours) (48 CEP points)
Project management requires effectively working with 
contractors, installers, owners, and architects. Coordination of 
the installation of doors, frames, and architectural hardware 
is an essential element of a project manager’s responsibilities. 
Pre-installation meetings with the installers increase their 
productivity, reduce installation errors, and ensure the door 
assemblies will operate reliably for many years. Project managers 
must also be able to read and interpret contract documents, 
oversee projects with fast-track schedules, and maintain 
profitability–all of which requires disciplined attention to detail. 
This course teaches you how to coordinate installations and 
provides you with techniques to help you succeed as a project 
manager.
Prerequisites: COR103 – Understanding and Using 
Construction Documents

COR160 Material Purchasing Concepts
(8 Hours) (24 CEP points)
Once the shop drawings are approved and you move into the 
order processing stage of a project, you need to accurately and 
efficiently communicate the project’s requirements with each 
of the manufacturers. Purchase orders have to be reviewed for 
accuracy, acknowledgements verified and materials inspected 
upon receipt. In addition, everything must arrive on time and 
for the right price! This course teaches you how to communicate 
and coordinate your material purchases with the project and 
manufacturing schedules.

Course Descriptions  

+  Students attending these classes are 
 required to bring reference materials that 
 pertain to the class  exercises
. Please see DHI’s online  Education Resource Guide 

found at www.dhi.org for the complete list of 
required materials.
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COR165 Professional Sales
(8 Hours) (24 CEP points)
Professional sales skills are crucial when calling on owners, 
end-users, contractors and architects. How you present yourself 
and your company can be just as important as the information 
you are presenting. This course teaches you how to make 
professional sales calls to each of these groups.

AHC200 Masterkeying
(8 Hours) (24 CEP points)
A solid knowledge base of master key systems is essential to 
all estimators, detailers, project managers and consultants. 
This program covers: recognizing the different types and styles 
of cylinders and keys used in today’s locks, understanding and 
using industry-standard key-set symbols and terminology, 
organizing keying meetings, and integrating mechanical 
cylinders and keying into access control and security systems.

AHC205 Detailing Hardware +
(24 Hours) (72 CEP points)
Perhaps the most necessary skill you can develop in
our industry is learning how to properly create detailed 
hardware schedules. Coordinating the myriad of hardware 
products with the project’s requirements can be a daunting task. 
This course introduces you to the sequence and format of the 
hardware schedule through a series of in-class exercises.
Prerequisite: COR140 - Using Codes and 
Standards

AHC207 Advanced Detailing Hardware +
(24 Hours) (72 CEP points)
Building on the principles learned in AHC205 - Detailing 
Hardware, students are led through a series of challenging class 
exercises designed to develop decision making skills by selecting 
and detailing hardware products that meet the intended 
functions of door openings. Students learn the step-by-step 
sequence employed by AHCs as they evaluate door openings and 
select hardware products to create door assemblies  
in accordance with applicable codes and standards.
Prerequisites: 
COR133 - Electrified Architectural Hardware
AHC205 - Detailing Hardware

AHC215 Writing Hardware Specifications +
(24 Hours) (72 CEP points)
Architectural Hardware Consultants (AHCs) are required 
to master the skills and techniques of writing professional 
construction specifications. Architects rely on professional 
consultants for technical expertise and expect them to be 
proficient in writing specifications. This course teaches you 
how to write clear, concise, correct and complete hardware 
specifications using the Construction Specifications Institute’s 
(CSI) MasterFormat™ as a guide.
Prerequisite: COR145 - Principles of Specification 
Writing

AHC220 Exam Prep +
(24 Hours) (72 CEP points)
Students pursuing the AHC designation will complete in-class 
exercises designed to replicate exam conditions and better 
prepare them for the AHC exam. You will leave this class with 
a firm understanding of how to prepare for the formal AHC 
certification exam.
Prerequisites: All courses required to sit for the exam

CDC300 Using Door and Frame Standards +
(8 Hours) (24 CEP points)
Knowledge of the many door and frame standards is essential to 
properly detail these products in shop drawings. These standards 
contain a wealth of information and can be used to establish 
levels of quality for all types of buildings.

CDC305 Detailing Doors and Frames
(16 Hours) (48 CEP points)
Proficiency in creating shop drawings only comes through 
practice and attention to detail. Students learn the techniques 
and skills necessary to become an expert detailer.
Prerequisites: 
COR120 - Door and Frame Applications 
COR140 - Using Codes and Standards

CDC310 Writing Door and Frame 
Specifications +
(24 Hours) (72 CEP points)
Door and frame specifications require as much attention to detail 
as other specification sections. Fire-rated openings (both neutral 
and positive pressure tested) require particular attention to 
construction, labeling requirements, reinforcements, hardware 
preparations, glazing and frame anchors. These specifications 
must be carefully coordinated with other specifications to ensure 
the proper materials are provided. This course teaches you how 
to write clear, concise, correct and complete door and frame 
specifications using the Construction Specifications Institute’s 
MasterFormat™ as a guide.
Prerequisites: 
COR145 - Principles of Specification Writing
CDC300 - Using Door and Frame Standards

CDC315 CDC Exam Prep +
(16 Hours) (48 CEP points)
This walks you through exercises required to complete the 
Certified Door Consultant (CDC) certification exam, under exam-
like conditions. You will leave this class with a firm understanding 
of how to prepare for the formal CDC certification exam.
Prerequisites: All courses required to sit for the exam

EHC400 Drawings for Electrified Hardware 
Systems
(24 Hours ) (72 CEP points)
Perhaps the most tedious aspect of electrified hardware systems 
is creating the final point-to-point wiring diagrams for all of the 
separate components. This course teaches use of correct industry 
symbols and drawing techniques to help you communicate the 
project’s requirements more effectively with the installer.

EHC405 Access Control and Electrified 
Hardware Systems
( 24 Hours ) ( 72 CEP points )
Building security is one of the most important concerns for 
today’s projects. This class teaches you how to incorporate and 
integrate electrically controlled hardware items into an access 
controlled security system. You will learn how to: Use controllers, 
Interface with auxiliary systems (including CCTV), Communicate 
with electrical and alarm systems professionals, Layout access 
control and electrified hardware systems
Prerequisite: EHC400 - Drawings for Electrified 
Hardware Systems

EHC410 Installing and Troubleshooting 
Electrified Hardware Systems and Access 
Control Devices
( 24 Hours ) ( 72 CEP points )
Proper installation of electrified hardware and access control 
devices is critical. Fire and life-safety requirements can be 
compromised when these products are incorrectly installed. 
This course covers how to direct the installation of electrified 
hardware and access control devices, as well as troubleshooting 
circuits and systems in the field. Learn how to: Use a multimeter 
to troubleshoot circuits, Review wiring diagrams,  Read electrical 
blueprints, Verify electrical connections, Field test systems, and 
Coordinate with other trades.
Note: Students are required to bring a digital multimeter (equal to 
WaveTek Model DM15XL).
Prerequisite: EHC405 - Access Control and 
Electrified Hardware Systems 

EHC415 Writing Electrified Hardware 
SystemsSpecifications
(8 Hours) (24 CEP points)
Electrified hardware systems specifications require coordination 
with mechanical hardware and doors and frames, as well as 
communication, fire alarm, life safety and access control security 
systems. Learn to coordinate  your electrified hardware systems 
specifications throughout the architect’s project manual, using 
the Construction Specifications Institute’s (CSI) MasterFormat™ 
as a guide.
Prerequisite: COR145 - Principles of Specification 
Writing

EHC420 EHC Exam Prep
(16 Hours) (48 CEP points )
This course is designed to walk you through the exercises 
required to complete the EHC certification exam, under exam-like 
conditions. You will leave this class with a firm understanding of 
how to prepare for the EHC exam.
Prerequisites: All courses required to sit for the exam

ELT500 Aftermarket Sales and Building 
Renovations
(8 Hours) (8 CEP points)
Existing buildings require ongoing maintenance throughout 
their life cycles, which includes repairing, replacing or upgrading 
doors, frames and hardware items. Often, the building owner 
or property management company performs this maintenance 
rather than offering it for bid as a project. This course teaches 
you how to call building owners, end users and property 
management companies to service existing buildings.

ELT505 Effective Management of Employees
(8 Hours) (8 CEP points)
Employees are a company’s most valuable resource. Learning 
how to effectively manage employees will create a better 
work environment for your company. This course helps you 
improve employee morale and loyalty through more effective 
management techniques. 

ELT510 How to Develop and Retain 
Customers
(8 Hours) (8 CEP points)
Developing long-term professional relationships with your 
customers is essential to sustaining your company’s longevity. 
Understanding how your customers make purchasing decisions 
and determining what their expectations are for the order they 
placed are critical aspects of developing and retaining customers. 
This course presents ideas and techniques you can use to better 
develop your company’s customer relations.

DAI600 Fire and Egress Door Assembly 
Inspection +
(32 Hours) (96 CEP points)
Please see the applicable pages of DHI’s Education Resource 
Guide for the full DAI600 course description.
Prerequisites: SSC100 - Fundamentals of Architec-
tural Doors and Hardware Self-Study Course
COR113 - Architectural Hardware and Applications
COR140 - Using Codes and Standards

+  Students attending these classes are 
required to bring reference materials that will 
pertain to the class exercises. 

Please see DHI’s online  Education Resource Guide 
found at  www.dhi.org for the complete list of
required materials.
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Course Title (Course Number) Date(s)** “Early Bird”
Member Price 
thru 03/22/10

Member Price 
On and After 

03/23/10

Non-Member 
Price

$TOTAL

Fire and Egress Door Assembly Inspection (DAI600)*+ April 25, 26, 27, 28 $2245 $2245 $2745 $______________

Understanding & Using Construction Documents (COR103)* April 25 $335 $350 $435 $______________

Architectural Hardware & Applications (COR113) April 26, 27, 28 $1005 $1050 $1305 $______________

Door and Frame Applications (COR120) April 29, 30 $670 $700 $870 $______________

Takeoff and Estimating (COR125)* May 1, 2 $670 $700 $870 $______________

Electrified Architectural Hardware (COR133) April 25, 26, 27, 28, 29 $1775++ $1850++ $2275++ $______________

Using Codes and Standards (COR140)+ April 29, 30, May 1 $1005 $1050 $1305 $______________

Principles of Specification Writing (COR145)+ April 26 $335 $350 $435 $______________

Installation Coordination and Project Management (COR153)* April 26, 27 $670 $700 $870 $______________

Material Purchasing Concepts (COR160) April 28 $335 $350 $435 $______________

Professional Sales (COR165) April 29 $335 $350 $435 $______________

Masterkeying (AHC200) April 25 $335 $350 $435 $______________

Detailing Hardware (AHC205)*+ April 26, 27, 28 $1005 $1050 $1305 $______________

Advanced Detailing Hardware (AHC207)*+ April 29, 30, May 1 $1005 $1050 $1305 $______________

Writing Hardware Specifications (AHC215)*+ April 27, 28, 29 $1005 $1050 $1305 $______________

AHC Exam Prep (AHC220)*+ April 30, May 1, 2 $1005 $1050 $1305 $______________

Using Door and Frame Standards (CDC300)+ April 25 $335 $350 $435 $______________

Detailing Doors and Frames (CDC305)* April 25, 26 $670 $700 $870 $______________

Writing Door and Frame Specifications (CDC310)*+ April 27, 28, 29 $1005 $1050 $1305 $______________

CDC Exam Prep (CDC315)*+ April 30, May 1 $670 $700 $870 $______________

Drawings for Electrified Hardware Systems (EHC400) April 30, May 1, 2 $1005 $1050 $1305 $______________

Access Control and Electrified Hardware Systems (EHC405) April 25, 26, 27 $1005 $1050 $1305 $_____________

Installing and Troubleshooting Electrified Hardware Systems and 
Access Control Devices (EHC410) April 28, 29, 30 $1005 $1050 $1305 $_____________

Writing Electrified Hardware Systems Specs (EHC415)* April 30 $335 $350 $435 $______________

EHC Exam Prep (EHC420)* May 1, 2 $670 $700 $870 $______________

Aftermarket Sales and Building Renovations (ELT500) May 2 $335 $350 $435 $______________

Effective Management of Employees (ELT505) May 1 $335 $350 $435 $______________

How to Develop and Retain Customers (ELT510) April 30 $335 $350 $435 $______________

ENROLLMENT INFORMATION

TOTAL AMOUNT DUE $___________________+++

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

Price

Member Non-Member

$1895 $2395
$650 $870

Example:

PART 1 of 2

*        See DHI’s Education Resource Guide as well as this Registration Form for complete 
     information regarding course prerequisites
**    All courses begin at 8:00 am and end at 5:30 pm. (Daily). Punctual and complete attendance is mandatory

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

++    An additional $100 has been added to the cost of the COR133 tuition to support the cost of the consumable class materials as well as the cost of an ohm 
          meter that the student will get to use in class as well as take home for future use.
+++  See Tuition Policies detailed on Page 3 of this registration information.

DHI NATIONAL EDUCATION REGISTRATION FORM

DHI National Education
    April 25-May 2, 2010 • Lansdowne, VA  

Register NOW for 
‘Early Bird’ 

Tuition Rates!
Offer ends:

 March 22, 2010
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Course Title (Course Number) Date(s)** “Early Bird”
Member Price 
thru 03/22/10

Member Price 
On and After 

03/23/10

Non-Member 
Price

$TOTAL

Fire and Egress Door Assembly Inspection (DAI600)*+ April 25, 26, 27, 28 $2245 $2245 $2745 $______________

Understanding & Using Construction Documents (COR103)* April 25 $335 $350 $435 $______________

Architectural Hardware & Applications (COR113) April 26, 27, 28 $1005 $1050 $1305 $______________

Door and Frame Applications (COR120) April 29, 30 $670 $700 $870 $______________

Takeoff and Estimating (COR125)* May 1, 2 $670 $700 $870 $______________

Electrified Architectural Hardware (COR133) April 25, 26, 27, 28, 29 $1775++ $1850++ $2275++ $______________

Using Codes and Standards (COR140)+ April 29, 30, May 1 $1005 $1050 $1305 $______________

Principles of Specification Writing (COR145)+ April 26 $335 $350 $435 $______________

Installation Coordination and Project Management (COR153)* April 26, 27 $670 $700 $870 $______________

Material Purchasing Concepts (COR160) April 28 $335 $350 $435 $______________

Professional Sales (COR165) April 29 $335 $350 $435 $______________

Masterkeying (AHC200) April 25 $335 $350 $435 $______________

Detailing Hardware (AHC205)*+ April 26, 27, 28 $1005 $1050 $1305 $______________

Advanced Detailing Hardware (AHC207)*+ April 29, 30, May 1 $1005 $1050 $1305 $______________

Writing Hardware Specifications (AHC215)*+ April 27, 28, 29 $1005 $1050 $1305 $______________

AHC Exam Prep (AHC220)*+ April 30, May 1, 2 $1005 $1050 $1305 $______________

Using Door and Frame Standards (CDC300)+ April 25 $335 $350 $435 $______________

Detailing Doors and Frames (CDC305)* April 25, 26 $670 $700 $870 $______________

Writing Door and Frame Specifications (CDC310)*+ April 27, 28, 29 $1005 $1050 $1305 $______________

CDC Exam Prep (CDC315)*+ April 30, May 1 $670 $700 $870 $______________

Drawings for Electrified Hardware Systems (EHC400) April 30, May 1, 2 $1005 $1050 $1305 $______________

Access Control and Electrified Hardware Systems (EHC405) April 25, 26, 27 $1005 $1050 $1305 $_____________

Installing and Troubleshooting Electrified Hardware Systems and 
Access Control Devices (EHC410) April 28, 29, 30 $1005 $1050 $1305 $_____________

Writing Electrified Hardware Systems Specs (EHC415)* April 30 $335 $350 $435 $______________

EHC Exam Prep (EHC420)* May 1, 2 $670 $700 $870 $______________

Aftermarket Sales and Building Renovations (ELT500) May 2 $335 $350 $435 $______________

Effective Management of Employees (ELT505) May 1 $335 $350 $435 $______________

How to Develop and Retain Customers (ELT510) April 30 $335 $350 $435 $______________

ENROLLMENT INFORMATION

TOTAL AMOUNT DUE $___________________+++

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

Price

Member Non-Member

$1895 $2395
$650 $870

Example:

PART 1 of 2

*        See DHI’s Education Resource Guide as well as this Registration Form for complete 
     information regarding course prerequisites
**    All courses begin at 8:00 am and end at 5:30 pm. (Daily). Punctual and complete attendance is mandatory

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

++    An additional $100 has been added to the cost of the COR133 tuition to support the cost of the consumable class materials as well as the cost of an ohm 
          meter that the student will get to use in class as well as take home for future use.
+++  See Tuition Policies detailed on Page 3 of this registration information.
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Offer ends:

 March 22, 2010
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PART 2 of 2

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

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

Card Number_____________________________________________________________________   Expiration Date  _______________ / ___________________

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

Signature _______________________________________________________________________________________________________________________

CREDIT CARD BILLING ADDRESS: 

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

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City __________________________________ Province/ST ____________________________  Zip/Postal Code_____________________________________ 

PAYMENT INFORMATION

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

Door and Hardware Institute

14150 Newbrook Drive, Suite 200, Chantilly, VA 20151

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

Register online at www.dhi.org

Accounting use only.

TOTAL AMOUNT DUE $___________  
(carry over total from Part 1 of 2 Page Reg Forms)

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

Name ______________________________________________________________      Name for Badge _______________________________________________

Title _______________________________________________________________       Company ___________________________________________________

Address ________________________________________________________________________   Apt/Suite No. ______________________________________

City _____________________________________ Province/ST _____________________________   Zip/Postal Code _____________________________________

Telephone   (                        ) ________________________________________________ Fax (                          ) ____________________________________________

E-mail (REQUIRED***) ________________________________________________

**  Courses run daily from 8:00 a.m. to 5:30 p.m.
*** Provide current e-mail address. All registration confirmations AND exam results are sent via e-mail.
 
  Register online at www.dhi.org.  Registrations MUST be received by April 16, 2010

DHI NATIONAL EDUCATION REGISTRATION FORM

DHI National Education
April 25-May 2, 2010  •  Lansdowne, VA  

Register NOW for 
‘Early Bird’ 

Tuition Rates!
Offer ends:

 March 22, 2010
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DHI, INTERTEK, TISC, AND YOUR FOUNDATION
ARE COMMITTED TO THE INSPECTION OPPORTUNITY!

Re: Fire Door Assembly Inspection Program UpdateDear Openings Professional,
As you are aware, both NFPA 80 (2007) and NFPA 101 (2009) require the inspections and testing of fi re and 

egress door assemblies to be performed by individuals who are knowledgeable of their construction and operating 

components. This requirement is starting to take hold through adoption or pending adoption in major jurisdictions 

such as California, New York, Denver, Maine, and Pennsylvania. Furthermore, as fi re marshals are becoming aware 

of this requirement through our educational efforts, they are demanding the codes be enforced even in advance 

of jurisdictional adoption.  As an industry, we are COMMITTED to improving life safety and security through 

inspections and the Institute received COMMITMENTS of additional partners to advance the role of our industry.

Regardless of economics, doors will need to be inspected and maintained to these required codes and standards, by 

law. We’re talking tens of thousands of fi re and egress doors in commercial buildings across the United States. DHI 

and our partners (Intertek, TISC, and the Door Security and Safety Foundation) are COMMITTED to supporting the 

openings industry to capitalize on this opportunity by offering all of the necessary business tools.

We provide established, turnkey programs for your company—from attaining the necessary knowledge through 

education by securing company and individual certifi cations, limiting your liability through risk management, 

offering the necessary program documentation, and by benefi tting from advocacy efforts that help build and grow 

awareness of this effort. With our COMMITMENT, you will succeed!  
Knowledge and Documentation. DHI COMMITMENT: complete training and education to attain the necessary 

inspection knowledge and help you become certifi ed. Furthermore, DHI provides the necessary tools such as 

inspection forms and sample agreements for you, as a certifi ed inspector and company, to hit the ground running.  

Check out our web site, www.dhi.org for more information.Certifi cation. Intertek (through its Warnock Hersey Mark) COMMITMENT: an exclusive partnership with DHI to 

offer a certifi cation to advance this program.  Upon passing the FDAI class exam, individuals and their company 

will be invited to enroll in Intertek’s “Certifi ed Fire and Egress Door Inspector” certifi cation program. Intertek 

certifi cation offers you and your company the brand leverage to give you credibility and offer your customers 

assurance of your knowledge and expertise.  For more details, go to: www.intertek-etlsemko.com

Risk Management. Telcom Insurance Services Corporation (TISC) COMMITMENT: to offer a risk management 

program that manages the general and professional liability exposure associated with the NFPA Regulations through 

a full range of risk transfer mechanisms including insurance placement. As a certifi ed fi re-door inspector and parent 

company, TISC can offer you and your company an insurance product that covers you for errors and omissions 

insurance that was developed specifi cally to support DHI member companies conducting inspections.  Call DHI 

member services at 703/222.2010 and we will put you in touch with Telcom, today!  
Awareness. The Door Security & Safety Foundation (formerly the Foundation for the Advancement of Life 

Safety and Security) is investing substantial resources by creating awareness through educational programs and by 

publishing guidelines for the fi re service community, school systems, building owners and code offi cials.

“The Fire Door Assembly Inspection program is a great opportunity for LaForce, enabling us to provide a 

much needed service to the communities we serve, and offers a chance for us to build long-term relationships 

with our customers.  DHI and their partners have been an invaluable resource to help make this happen.”   Ken Metzler, AHC  CEO, LaForce, Inc.

Contact DHI today at 703/222.2010 and learn how you, too, can be actively involved in and benefi t from DHI’s Fire 

Door Assembly Inspection program.
Respectfully,
Gerald S. Heppes, Sr., CAE Jeff Turcotte  Peter Elliott      Bill Johnson

DHI CEO   Intertek Vice President  TISC President      Door Security & Safety Foundation  

                       Executive Vice President
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 c o r p o r a t e  a c c e s s

By Heidi Abegg

Implementing a Social Networking Policy

l e g a l

l 
IKE IT OR NOT, SOCIAL 
networking, in one form 
or another, is here to stay.1 

Employers have taken different 
approaches to the phenomenon—
some have adopted a wait-and-see 
approach, others have carefully 
crafted policies, while others 
have completely banned all social 
networking on company computers. 

With a little forethought, you should 
be able to draft a policy that is a 
happy medium and benefits both 
employees and the company alike.

When deciding whether your 
company needs a social networking 
policy, the first step is to determine 
the company’s philosophy about 
social networking. Do you view 
social networking as beneficial to 

the company and something to be 
encouraged, or is it something that 
should be restricted and confined 
strictly to personal time?

The second step is to define social 
networking in your policy. Does the 
definition include just the obvious, 
for example, MySpace, Facebook, 
LinkedIn, or does it include any 
web site that permits comments 
or sharing of content, for example, 
LiveJournal, Digg, Flickr, YouTube? 
When defining social networking for 
purposes of your policy, you should 
include specific examples, but also 
state that because technology is 
constantly changing, the policy is 
not limited to web sites named, or 
even in existence, at the time the 
policy is adopted.

After defining social network-
ing, the third step is to set your 
parameters. What is appropriate and 
what is off limits? Are employees 
permitted to use social networking 
sites to monitor, conduct outreach, 
promote and market on behalf of 
the company? Are they permitted 
to use social networking sites, for 
example, LinkedIn, Facebook, to 
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market themselves? Are employees 
permitted to identify themselves 
as representatives of the company? 
If so, are they required to post 
disclaimers that opinions expressed 
are their own and not those of 
the company? Are employees 
permitted to use personal social 
networking passwords for work-
related networking and vice versa, 
or must employees keep their 
personal networking separate from 
their work-related networking?

In setting the parameters, you 
should clearly address the use of 
confidential information, the use 
of company intellectual property 
(logos, trademarks, copyrighted 
material), the posting of photos 
from the workplace, and whether 
or not employees are authorized 
to speak on behalf of the company. 
The policy may contain two differ-
ent sections—one for networking 
on company time, and one for 
networking off-duty. You should 
also clearly state when, where and 
how much social networking is 
permissible. Obviously, you want 
to ensure that an employee’s social 
networking does not interfere 
with his or her productivity. 

Other issues frequently included 
in a policy relate to supervision 
and press inquiries. Are employees 
required to provide their supervi-
sors with the web addresses of their 
blogs and web sites for periodic 
monitoring? If social network-
ing generates a press inquiry, are 
employees required to refer the 
media contact to a specific person 
within the company?

Liability is an often-overlooked 
issue that should be addressed 
in any social networking policy. 
For example, employees should 
be on notice that while they may 

be permitted to engage in social 
networking on company time, they 
remain individually liable for libel, 
plagiarism, obscenity, harassment, 
and discrimination committed while 
networking. Additionally, employees 
should be required to read and abide 
by all applicable terms of service on 
social networking sites, and should 
be made aware of continued compli-
ance with all other company policies 
(e.g., confidentiality and disclosure, 
IT use policy).

A best practices section may 
also be helpful, especially to 
those employees for whom social 
networking is new. Employees 
should be encouraged to be respect-
ful of others’ privacy, and be 
reminded to remain professional 
and accurate in their postings. 
Employees should be reminded that 

padding their numbers and creat-
ing false identities to post referrals, 
favorable comments on their own 
blogs or criticism on a competitor’s 
site is not permitted.

Finally, all social networking 
policies should address the conse-
quences for violation of the social 
networking policy. As with other 
policy violations, a violation of the 
social networking policy could lead 
to disciplinary action, up to and 
including immediate termination 
for at-will employees.  

about the author: Heidi Abegg is an asso-
ciate at Webster, Chamberlain & Bean—a 
Washington, DC-based law firm. You can reach 
her at habegg@wc-b.com.

Footnotes
1.  The information provided herein is for general informational 

purposes only and is not intended to constitute legal advice.
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 c o r p o r a t e  a c c e s s

By Jason Bader

Your Products Have Changed, But You Haven’t

s h e l f  l i f e

i 
RECENTLY HAD THE 
opportunity to spend some 
time with a nursery wholesaler. 

These are the folks that cater to the 
commercial landscaping trades. 
Like all distributors, they found 
themselves having difficulty 
communicating with suppliers 
and choosing the most appropriate 
vendors. We talked about line 
consolidation, freight issues, and 
general buying best practices.

Over the course of the visit, I 
noticed that they kept referring to 
how they buy the plants and trees. 
They talked in terms of yard layout 
and how to get the green products 
off the trucks or on the trucks. In fact, 
every issue we discussed was framed 
in how they handled the “green” 
side of their business. This seems 
logical because I was working with a 
company focused on the distribution 
of plant material. The only problem 
was that two thirds of their revenue 
came from hard goods. Their prod-
ucts had shifted over time, but their 
perspective remained in the past.

As I continued to work with this 
distributor on how to manage a less 
perishable inventory, I kept wonder-
ing if this was something that all 
distributors face. Does one segment 

of the overall product mix dictate 
how we make decisions affecting 
the entire range of items we stock? 
In this example, the company was 
clearly trying to treat every supply 
challenge as if they were buying 
perishable plant stock. The words 
free freight, or freight minimum, 
were foreign concepts to them. Does 
this mean that we don’t have to pay 
freight on our pumps and irrigation 
materials? If you buy them right, 
probably not.

 Take a look at your own organi-
zation. Are your purchasing habits 
based on a specific category? Do you 
set up the primary stocking loca-
tions based on an outdated business 
model? Have there been changes 
in the source of revenue? Does 
the management team reflect the 
longevity of the organization? Old 
habits die hard.

Industry	Type

There are some industries that 
may be more susceptible to a domi-
nant inventory segment. Industries 
that rely on early buy programs, like 
the heating and air conditioning 
market, will probably be heav-
ily influenced by the dominant 

category. When asked about the 
seasonal nature of their product, 
these distributors generally say that 
everything fits that category. When 
they actually go back and look at 
the selling patterns, the distributor 
will find a large portion of their 
overall inventory does not behave in 
a seasonal manner. 

Industries that rely on a calendar 
selling cycle, such as residential 
construction, will often identify 
a majority of their business as 
seasonal. This influences the way 
they move inventory levels and can 
result in stockouts during the tradi-
tional non-seasonal months. The 
intuitive selling perceptions force 
the distributor to make uninformed 
stocking decisions.

In the fastener industry, the domi-
nance of bulk products and import-
ing practices can pull the distributor 
away from a more prudent domestic 
source. I recall a visit to a fastener 
distributor where the CFO and I 
mathematically proved that it was 
more expensive to use an off-shore 
supplier. The salespeople, and the 
president, were convinced that the 
company should make these large 
container buys for a 6% lower unit 
cost. In this case, the carrying cost 
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would have made the purchase 
less profitable. Again, the majority 
of the business focused on buying 
containers, so the perception was 
rooted in the mind of the buyers.

In the beauty supply business, 
anything with color tends to be very 
volatile. I worked with a distributor 
who was heavily focused on the nail 
salon industry. One of the biggest 
challenges comes from the media. 
When someone appears on Oprah 
with a new shade of polish, your 
sales patterns can change overnight. 
Try stocking for that demand. This 
force this supplier to be very hands 
on with his buying. This method 
infiltrated his entire stock purchas-
ing. Only 25% of his sales actually 
came from polish, but this inef-
ficient method washed all the way 
through the inventory. 

I am sure that there are several 
other industry examples out there. I 
encourage you to look at your own 
to see if these perceptions exist. 

Product	Mix

Has your product mix changed 
over time? Many distributors 
started out catering to a specific 
trade or customer type. Over time, 
and perhaps generations, that 
customer base has evolved. In the 
electrical supply business, low volt-
age contractors were not part of the 
traditional customer base. This is an 
example of how changes in technol-
ogy can create an entire category for 
a supplier. How do we alter the way 
we buy for a new customer base? Is 
it always compatible with our exist-
ing replenishment methods? 

I recall when my former company 
acquired a distributorship focused 
on concrete accessories business. 
We were a commercial contractor 

supply company. How different 
could the two be? Let me tell you, 
the headaches were immense. The 
concrete world tends to work in 
bulk and full truckload shipments. 
We had never been forced to deal 
with these buying parameters. We 
were trying to shoehorn these new 
product demands into our existing 
buying parameters. Ultimately, the 
fit was so uncomfortable that the 
unit was sold off. 

In the landscaping example, the 
customer had not changed. The 
breadth of product that the distribu-
tor was supplying had changed. It 
had changed to a point where the 
hard product became the majority 
stream of revenue. This is an exam-
ple where the purchasing methods 
had to be split between the green 
and hard products. By separating 
the two functions, hard products 

could be purchased more efficiently 
using traditional indicators like lead 
time, review cycles and safety stock.

At your next management team 
meeting, pose this question to your 
group, “Does one segment of our 
product mix dominate the way we 
handle all the products in our offer-
ing?” Cite some of the examples in 
this article and look for the similari-
ties. You may not distribute plants 
or nail polish, but distributors tend 
to be more alike than you think. 
Good luck.  

about the author: Jason Bader is the man-
aging partner of The Distribution Team. His 
firm specializes in helping wholesale distribu-
tors manage operational and inventory chal-
lenges. He is a regular speaker at several 
distributor conferences and industry events. 
Jason can be reached via email at Jason@
distributionteam.com. To learn more about 
their services, or to read past articles, visit his 
website at www.thedistributionteam.com.
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PEOPlE

Algoma	Hardwoods,	Inc.	Announces	Promotions

Algoma Hardwoods, Inc is pleased to announce the addition 

of several rep groups to its field selling organization. Mr. Rob 

Ziegelmeier has joined the company as its Sales Representative 

for the New York City Metro Area. Rob’s a veteran of both the 

Architectural Millworker community and of having sold doors 

in the past. Creagan & Associates, long-time distributors of 

hardware and related products, has added Algoma Hardwoods 

to their product line card and will represent the company in 

Southern California and Nevada. Access International, based in 

Coral Springs, Florida, will represent the company throughout 

the Caribbean, Mexico, Central and South America. 

For more information, visit www.algomahardwoods.com. 

Amweld	International	Promotes	Three	To	Leadership	Positions

Dan Perry has been named Tilt’N Place Product Manager. Tilt’N Place 

is a newly developed product line which has been engineered and 

manufactured by Amweld International. Dan will be responsible for 

all sales and marketing associated with the product line. He has been 

associated with Amweld for two years and has 15 years of experience 

in sales and marketing of industry related products.

Dan Smith has been named Liberty Product Manager. Dan 

will be responsible for the sales and marketing of all offerings in 

the Liberty brand line. He has been associated with Amweld for 

13 years, where he has worked in customer service, marketing, 

sales, and sales management. He has 35 years of experience in 

the door and hardware industry.

Paul Williams has been named Director, Customer Service. 

Paul will be responsible for product order management, project 

management, shipment coordination, and administration of all 

assigned international and domestic project shipments. Paul 

has been associated with Amweld for one year. He has four years 

of experience in the door and hardware industry and 25 years 

experience in building materials.

For more information on Amweld International, LLC, visit: 

www.amweld.com

PrODUCTS

Marks	USA	Access	Control

Marks USA released the New i-Qwik—an all-weather, heavy 

duty, grade 2 lockset with a 160 user capability and a black 

powder coat crinkle finish with 26D American Levers. It is key-
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MOLLY LONG at 703-766-7014  
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pad programmable and has functions 

for manual passage mode, double code 

entry and PIN only function.

The New 175 BIO is a Hi-Tech finger-

print recognition system that eliminates 

the risk of replication or unauthorized 

use. This unit is combined with Marks 

Grade 2 Cylindrical Survivor lockset and 

is available in a 26E powder coat finish. 

Power is supplied to Fingerprint reader 

and lockset by four “AA” batteries. This 

unit can register up to 100 users and is 

available with an optional audit trail. 

Both Access Control units are ADA 

compliant, UL listed and carry the Marks 

Lifetime Mechanical Warranty and a 2 

Year Electronic Warranty. 

For application assistance or brochure 

contact: Marks U.S.A.,  phone (631) 225-

5400; fax (631) 225-6136 or e-mail justin@

marksusa.com.

RIXSON	27-180	Floor	Closers	Offer		
Greater	Swing	Options

One of the most impressive features of 

a floor closer is how it controls the door 

without interfering with the architectural 

beauty of the opening. Part of that control 

is determining the ideal degree of swing. 

And if you ask RIXSON, the leading 

North American provider of customized 

door control solutions, a floor closer can't 

do its thing, if it ain't got that swing.

RIXSON is pleased to introduce the lat-

est option in its flagship line of 27 series 

floor closers, the 27-180, which features a 

180 degree swing. Available in both stan-

dard 27 and heavy-duty model L27, the 

closer offers similar features as the 85, 90, 

95 and 105 degree swing versions.

Features include non-hold open or 

automatic hold-open options, Physically 

Handicap option, and standard arm 

options. The 27-180 and L27-180 models 

offer complete door control, from fully 

open to completely closed. An auxiliary 

stop is recommended. 

The 27-180 is recommended for single 

acting, handed interior or exterior doors 

up to 450 lbs. and up to 4'0" wide. The 

heavy duty model L27-180 accommodates 

doors up to 1500 lbs., including lead-lined, 

heavy and high-traffic openings.

For more information, or to contact a 

RIXSON distributor, call 800-457-5670 or 

visit www.rixson.com.

COrPOrATE COrNEr

Tanner	Bolt	&	Nut	Corp.	Publishes	New	Catalog

Tanner Bolt & Nut Corp., a distributor of 

quality fasteners and industrial supplies 

is pleased to announce the immediate 

availability of its new full color 2010 

Product Catalog.

This new 292-page catalog continues 

Tanner’s commitment to providing inno-

vative fastening solutions for its custom-

ers. Several new lines have been added to 

the 2010 edition significantly increasing 

the number of products that are available.

This easy-to-use catalog is divided into 

ten color-coded product sections. The 

new Tanner catalog has been designed 

with extensive, detailed product infor-

mation including charts that list item 

codes for easy ordering by phone, fax or 

through our website.

To view the catalog online, please visit 

www.tannerbolt.com and click on the 

“View Catalog” icon on our homepage. 

Proactive companies will heed 
the experts’ advice and use 
this information to SURVIVE 
and prepare for future success. 
Gain a competitive-edge and 
invaluable economic insight to 
help your company THRIVE!

Go to www.dhi.org 
for details.

Presentations conveniently 
accompanied by presentation 

graphics and overviews.

Proactive companies will heed 
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Beyond?
2009 

Forum for the Future 
Video Presentation 

is now available 
on DVD at 

www.dhi.org.
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For a printed version please contact a 

Tanner customer service representative.

Tanner CORP., established in 1979, is a 

full line fastener and specialty tool dis-

tributor serving the correctional mainte-

nance and construction markets.

Amweld	Launches	Newly	Updated		
“User	Friendly”	Website

After months of design work, Amweld 

International, LLC is excited to announce 

the launch of their newly updated web-

site. The website address remains the 

same and the re-design of the navigation 

process and visual graphics combine to 

provide a simpler, yet more comprehen-

sive, user friendly experience. 

“Our investment in a new updated 

website conveys our commitment to 

provide current communications to 

our distributors, their customers, and 

the industry,” stated Scott Willson, CEO 

of Amweld International, LLC. See our 

updated Website at: www.amweld.com.

Detex	Corporation	Announces	Acquisition	of	
Lockman	Peck	Automatic	Door	Operator	Door	
Product	Line	

Detex Corporation has reached an agree-

ment with Lockman Peck, LLC to purchase 

the intellectual property and all exclusive 

rights related to their Model 2000 auto-

matic door operator product line.

During the last 18 months, this product 

line has been offered by Detex under the 

AO19 private label and has been manu-

factured by Lockman Peck at South Bend, 

IN. Production of the automatic operator 

product line will transition to Detex in 

New Braunfels, TX by the end of 2009.

John Blodgett, president of Detex, has 

also announced the appointment of Scott 

Peck as Sales Engineer, Detex Products. 

Peck’s role will be to assure a smooth 

integration of the automatic operator 

product line into the Detex brand from 

the customer service and technical sales 

perspectives. Ed Lockman will continue to 

provide sales and marketing support on 

the automatic operator product line with 

a focus on the sales channel, sales repre-

sentatives and end user customers.  

For more information, visit www.detex.

com or email marketing@detex.com.
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Classifieds Corner
Help Wanted

Location,  Location,  Location!
 Help Wanted

 Positions Wanted

  Businesses  
for Sale

DHI CLASSIFIEDS 
Online or In Print!
The only industry-specific resource for 
finding who—or what—you need!

contact: Cathy DeCenzo • 703-766-7026  

classifieds@dhi.org • Visit www.dhi.org
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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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Mark Your Calendar for DHI’s 35th 
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 to get your copy today.

I believe that the key to surviving the credit 
crunch is to develop a close working relationship 
with your banks and to identify alternative sources 
of financing that you may not have considered in 
the past. Just like any business relationship, there 
is an element of trust which is a component of the 
decision-making process. The best way to create 
trust is to develop a personal relationship and there 
is no more important person to focus on than your 
financing resources. The more they understand your 
company’s capabilities, history and future prospects, 
and, more importantly, the character of the owners, 
the better chance you have to secure the necessary 
working capital. It is not easy, but it is worthwhile.

In addition, let’s hope that the Congress and 
White House properly focus on loosening credit 
within the banking community for small busi-
nesses as a viable solution to move beyond this 
economic disaster. DHI will continue to work 
toward this goal, but it also needs to be a primary 
focus within each of your companies. 

InTouch   from page 6
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F 
OR THE 2010 CALENDAR YEAR, THE DHI 
Tech Tips will focus on specification writing in 

one fashion or another. Consultants who are regu-
larly engaged in writing door, frame, and hardware 
specifications will no doubt find some of the Tech 
Tips immediately useful in their daily work. Others 
will find these Tech Tips to be timely reminders 
and use them to refresh their specification writing 
knowledge as they practice honing their skills in 
preparation for achieving another level of certifica-
tion or making a change in their professional career. 

Regardless of which category of Tech Tip reader 
you fall into, you will find it necessary to have a 
copy of the Construction Specifications Institute’s 
(CSI’s) The Project Resource Manual: CSI Manual 
of Practice (fifth edition), in order to successfully 
complete the monthly assignments. (Copies of the CSI 
PRM can be purchased directly from CSI’s web site at 
www.csinet.org or DHI’s web site at www.dhi.org—the 
current cost of the PRM is $295, plus applicable ship-
ping and handling charges. CSI members can save $59 by 
purchasing the PRM directly from CSI.)

Each monthly Tech Tip will include a reading 
assignment taken directly from the Project Resource 
Manual (PRM), followed by an exercise that builds 
on the fundamentals and principles covered in the 
assignment. Exercises will include writing an article 
or two of a specification (e.g., doors, frames, and 
hardware), reading an excerpt from a specification 
and answering a series of questions based on the 
excepted content, and answering a series of ques-
tions based on the information covered in the PRM 
reading assignments.

We sincerely hope that you find the 2010 series 
of DHI Tech Tips to be genuinely educational and 
useful in your ongoing career development.

dIsclaImer: the nature of these specification writ-
ing exercises requires the use of actual products that 
are in use on today’s project. the door and Hardware 
institute does not endorse any product over another. 
the use of product numbers in these exercises is 
necessary to fully evaluate the specification writer’s 
product and application knowledge. specifications 
written as part of the tech tip assignments become 
the sole property of dHi. dHi reserves the right to 
reproduce these specifications, in whole or in part, as 
part of its educational program. 

Writing hardware specifications is a tedious task. 
How many times have you seen poorly written spec-
ifications that are ambiguous or filled with errors? 
Understanding the different methods of specifying 
products, services, installation and administrative 
requirements is essential to creating a well-written 
specification. 

There are four primary methods of writing speci-
fications—Descriptive, Reference, Performance, 
and Proprietary. In most cases, specifying architec-
tural hardware products requires the use of two or 
three of these methods. For example, proprietary 
specifications require the inclusion of manufac-
turer’s model numbers, which set the baseline for 
the quality, design, and function for that product. 
However, most products require further description 
to completely specify the options, functions, and 
accessories that are needed for a particular project. 

Case in point, conventional hinges. A well-written 
specification for conventional hinges will include 
the rules for determining the number of hinges 
per door leaf, sizing the hinges in thickness, height 
and width based on door size and/or frequency of 
use, the types of bearings (e.g., plain, anti-friction 
or ball bearing) and describing where options like  

tech tip
do you know?

2010, It’s Time for a Change.

Volume 74 
Number 1
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tech tip
do you know?

non-removable pins (NRP), hospital tips or other 
options are required. Most conventional hinge 
specifications are written using the Descriptive and 
Proprietary methods of specification writing. While 

other specifications will also include references to 
the Builders Hardware Manufacturers Association’s 
(BHMA’s) A156.1 standard for Butts and Hinges.

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.

Volume 74 
Number 1

reading assignment: PRM Section 5.7, Methods of 
Specifying, (pages 5.59 through 5.69).

e xe r c i s e:  Using the Descriptive,  Reference, and 
Proprietary methods of specification writing (as explained 
in the PRM), write a specification article for surface mount-
ed door closers. Base your specification and selection of 
door closers on the products that are appropriate for a new 
senior high school. 

Your specification needs to include the following:
n  Model numbers from more than one manufacturer
n  The full compliment of features for door closers
n Options
n Accessories
n  Special functions (e.g., swing-free, single, and multi-

point hold open) 

Only Tech Tip assignments that are submitted via fax 
or mail and are accompanied by the monthly form will be 

accepted. Email submissions will not be acknowledged 
or accepted. Each Tech Tip is valued at 3 technical CEP 
points—partial points are NOT awarded for incomplete 
submissions. Be sure to include your name (and DHI ID 
number), date of submission, and the Tech Tip number at 
the top of each page of your written assignment(s).

caUtIoN: remember, the specification writing assign-
ments are to be your original work. do Not submit 
manufacturer’s or other specifications, regardless of 
their source, as your own work. submission of plagia-
rized work will result in non-recognition of ceP points 
for that assignment.

On the first working day of the following month, the 
answer(s) will be posted in the Tech Tips section of the DHI 
web site. In some cases, examples (good and bad) of speci-
fications that were submitted will be posted with an expla-
nation discussing the highlights and important elements 
of each month’s assignment. 

Study On Your Own… January, 2010





At Hager, we know we need to earn your trust before we can expect you to 

specify our products. So we work hard every day to do just that — building on a 

Hager family tradition that has spanned six generations.

You can trust our 160-year track record in the door hardware industry, which has 

given us a reputation for quality and reliability. You can trust our extensive product 

offering, with nine lines and 6,000+ products that make it easy to find what you 

need. You can trust our expertise in AHC services, including fair and honest 

spec writing that can ease your workload. And you can trust our commitment to 

working in partnership with you to meet your needs and get the job done right.

Your trust is something we take very seriously…and something we welcome the 

opportunity to earn. For more information, including a copy of our condensed 

product catalog, just call 800-325-9995 or visit hagerco.com/trust.

 
The Brand you can TrusT

Premium Products 

fair sPecifications 

outstanding value  

industry-leading  
service

More for your door than any other brand.TM
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