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A 
BOuT TWO YEArS AGO, AT THE 
AGE of 50, I decided to seriously work 
on my golf game. Those of you in 

the industry who have had the pleasure, or 
displeasure, of playing golf with me know 
that I was your typical ex-athlete (a tad 
overweight) who was extremely inconsistent 
for 18 holes. There was always an encouraging 
shot or two, but clearly it was a struggle. 

When I first began to work on my game, I 
quickly realized that the strategies for improving 
golf were as much mental as physical—knowledge 
was the key to conquering this mysterious game. 
Throughout a round of golf, one finds themselves 
with many decisions: which club to utilize; the 
type of shot to execute; and when to take a risk or 
to choose a safer strategy. In fact, for those who 
play golf, the mental challenge is far greater than 
the physical. In no other sport is the athlete deter-
mining when they will actually strike the ball. 
Accordingly, the golfer has plenty of time to work 
through all types of mental gymnastics, both 
positive and negative. To overcome the negative 
thoughts, the key is to possess the correct knowl-
edge in order to gain confidence. A positive smart 
golfer will yield lower scores.

This month’s issue of Doors & Hardware is dedi-
cated to universities and colleges—the bedrock 
of knowledge. When reading the various articles, 
what consistently jumps out at you is the knowl-
edge that our industry makes available to univer-
sity and college physical plant management teams 
to ensure life safety and security. It takes years of 
experience in our industry to gain that knowledge, 
but just as in golf, a better solution is reached by 
knowledgeable people.

In Chicago at the Annual DHI Conference, 
Frank Lynn Associates delivered research at the 
Forum for the Future in regards to the conver-
gence of electronics in the opening. Bob Segal, 
who delivered the presentation, offered a great 

quote—he said, “There is margin in mystery.” 
Bob stated that this was an old saying, but it was 
the first time that I had come across it. However, 
I immediately understood what the meaning 
behind it was. There is great value in knowledge 
and businesses that possess knowledge can 
charge greater margins than businesses who don’t. 

This got me thinking. One of the exciting take-
aways of the new fire door assembly inspection 
program is that what is being sold is knowledge. 
A professional who understands the various 
codes and requirements of the fire door assembly 
conducts an inspection to determine if, in fact, 
the assembly meets the codes and standards. Of 
course, eventually a product is sold to complete 
the corrective action, but that is simply a byprod-
uct of the business model. 

I have written on several occasions that I believe 
over time the value of our industry’s knowledge, 
displayed through the inspection business model, 
will increase when specifying and selling our 
products. Too often, our products are “value engi-
neered” out of a job because the owner and archi-
tect do not appreciate the importance of the solu-
tion. However, as our industry develops ongoing 
relationships with building owners through the 
annual inspection process, it is my contention that 
future buildings will be designed with a greater 
appreciation of our products and solutions. What 
building owner will be pleased when they have 
to replace our products in the opening within two 
years after a new building has been completed?  

What does that have to do with my golf game? I 
can assure you that I have willingly taken lessons 
from “knowledgeable” golfers to lower my score. 
I have begun to read more about various aspects 
of golf and apply that knowledge to my game as 
well. When I play 18 holes, I approach the game 
differently than in the past and the result has been 
a substantial drop in my handicap over the last 
year… through knowledge!  

It ’s All About  
 the Knowledge

i n  t o u c h

By Jerry Heppes, Sr., CAE 



self-adjusting, smart closer

seals and gasketing

We can specify almost any opening.

AdAms Rite | BARon | CeCo dooR | CoRBin Russwin | CuRRies | GRAhAm 
hes | mAimAn | mARkAR | mckinney | medeCo eCylindeRs | noRton | Pemko 
Rixson | RoCkwood | sARGent | seCuRitRon | yAle

All design professionals face challenges. Our specialized team of architectural and specification 
consultants can help you meet Division 8 and Division 28 specifications without compromising 
the integrity of your design. From product research and selection to schedule preparation and 
providing you with valuable training and educational opportunities, our team is there every 
step of the way. So relax. Let our team take care of it. 

For more information, call ASSA ABLOY Door Security Solutions, 877.303.7629  
or visit www.assaabloydss.com. 

Copyright © 2010 AssA ABloy, inc. All rights reserved.

custom sketch face doors

wireless access control

ASSA ABLOY Arch Services_DHI 8.10.indd   1 6/23/10   4:09:47 PM



8	 DOORS	&	HARDWARE £ NOVEMBER 2010

T 
HOSE OF uS WITH DOGS kNOW ExACTLY 
what the author was thinking when he made 
this statement.

Imagine if each of us lived up to the standard 
of how we think our dog sees us? Would we 
strive to be a better employee, a better boss, a 
better husband/wife, mother/father? Whatever the 
scenario is for each of us, there is a daily opportu-
nity to be better at what we do. 

Part of being a better person—particularly 
during the upcoming Thanksgiving season—is to 
be thankful for the many things that we receive 
on a daily basis.

Many of the things for which we ought to be 
thankful are right in front of us, day after day. 

Some of these things are very simple and are 
easy to take for granted. Simple things like:
■  Not having to think about buying your favorite 

cup of coffee.
■  Being able to spend time with your kids.
■  Being able to fill up the car with gas.
■  Inviting friends over for dinner.
■  Being able to choose from a list of things you 

would like to do over the weekend.
Other opportunities to experience thankfulness 

may initially present themselves as more of an 
annoyance but, if we stop for a moment to create a 
positive outlook on the situation—we most likely 
can find something to be thankful for. 
■   The guy who talked behind you during the 

entire movie is a reason to be thankful that you 
can hear.

■  Someone cut you off in the parking lot? Be 
thankful you can see.

■  Annoyed at the person in the airplane aisle 
who is not moving quickly enough to get off of 
the plane? Give thanks that you have someplace 
to go and someone to see.

■  Staying up way past your bedtime on the 
weekend listening for your front door to open?  
It means the kids have arrived home safely.

To be more patient, kind, more enthusiastic and 
more thankful for all the little blessings that each 
of us has in our lives. 

To be as patient as your pet as he awaits your 
return. To be just as kind as your pet is when 
all they want is to spend time with you. To be 
as enthusiastic as your pet is when they see you 
walking in the door - as if you are the most impor-
tant person in the world. 

However, the feel good world of appreciation and 
thankfulness still requires us to live in the present. 

Some of the greatest things each of us is going to 
do with our lives are the things that are not going 
to make front page news. They most likely will 
not change the world in a profound way—but they 
will still make a difference.

The reality is that the bills have to be paid. The 
baby has to go to the pediatrician. The kids have 
to be fed. The college tuition has to be paid. The 
car needs to be fixed. The water heater just broke. 

As responsible adults, we need to see that these 
things get done. But we can try to ensure that all 
of the mundane, day-to-day obligations in our life 
are done with a sense of purpose and gratitude.

Things that are out of our control are just that. 
We can’t do a tremendous amount to change that. 

However, each of us can strive to live up to the 
standard that we would like to believe have been 
created by our dog (pet).

Day-to- day, we can live our life as ‘the good 
person my dog thinks I am’. 

Striving to be that ‘good person’ can play itself 
out in a variety of ways. We can work a little 
harder. We can be a little more appreciative. We 
can be a little more thankful. We can be a little 
more patient and offer a little more encouragement.

Practicing each of these traits on a daily basis 
can translate seamlessly into the reality of what is 
our daily life. It can make the things that are out 
of our control more bearable. It can make the act of 
gratitude a little more natural. It can make each of 
your lives an example for others.  

You’re A Better Person Because… By Bill Johnson, Executive Vice President 

Door Security & Safety Foundation

Reach Bill at bjohnson@dhi.org or 703.766.7039 (office direct)

l i fe  safet y  &  secur it y  FouNdatioN

‘My goal in life is to be as good a person as 
my dog thinks I am’—Author Unknown



East — Pennsylvania
800-233-4210

Midwest — Missouri
800-211-4607

• Falcon
• FSB
• Hager
• hes

• Kaba
• K2
• LCN
• McKinney

With these manufacturers and more:

Our TOP NOTCH knowledgeable sales staff, averaging
15+ years experience, works with our customer
service, keying and warehouse teams to save you 
and your customers valuable time and money.

With our four distribution points, extensive product inventory,
121/2 hours sales and customer service support 
(7:30 a.m. to 8 p.m. EST), 99+% accuracy, same-day
shipping and our freight-free policy on qualified orders,
TOP NOTCH confirms “when it comes to architectural 
door hardware”

We Know Service!

• Norton
• Rixson
• Rocky Mountain
• Schlage Southwest — Texas

866-693-6903
West — Nevada

800-722-4210
Direct Sales Line 866-418-4223
sales@topnotch.bz www.topnotch.bz

“TOP NOTCH service 
is first class.

Integrity with
a personal touch.”

• Securitron
• Trine
• Von Duprin

GUMBLE BROTHERS, INC.
PAUPACK, PA

VISIT US AT BOOTH #922

TND11417_Ad2_DHIshow.qxd  8/3/10  1:30 PM  Page 1



Photo credits: Mike roemer/roemerPhoto.com

10	 DOORS	&	HARDWARE £ NOVEMBER 2010

was born and raised in Green bay, wisconsin as the 9th of 
11 children. Yes, a Packer fan who was lucky enough to enjoy “the glory 
years” as a kid. I attended the University of Wisconsin in Madison and 
graduated with a Construction Administration degree. Coincidentally,  
Joe LaForce graduated from the same school and with the same degree 
many years earlier. Joe also knew my father, a farmer turned carpenter, with 
a great work ethic. Those facts probably had some bearing on Joe’s decision to 
hire me in January of 1979. I was hired as an estimator and eventually spent 
time working in and managing various departments within the company.

I
Meet DHI’s New President

Ken Metzler, ahc
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LaForce, Inc. is headquartered 
in Green Bay and for many years 
conducted business only in north-
east Wisconsin and the upper penin-
sula of Michigan. In the 1980s we 
expanded our coverage to include 
the southern part of Wisconsin, and 
opened facilities in Milwaukee and 
Madison. By 1990 we expanded into 
the Chicago market, where we now 
have two locations. In the past ten 
years, we have opened branch facili-
ties in Cincinnati, Detroit, and most 
recently Indianapolis.

In 2006, I was asked by  
Dave Dupuis, AHC, FDHI of 
Colorado Doorways, to consider 
running for DHI’s Board of 

Governors. I approached Joe LaForce 
as well as our CEO at the time, John 
MacMullen, with the idea and they 
were both very supportive. They 
felt it would be a good way for our 
company to give something back to 
our industry. Shortly after beginning 
my first three year term in March 
of 2007, Joe LaForce passed away at 
83 years old. To our surprise, three 
and a half weeks later, we also 
lost John MacMullen. Those losses 
put a strain on our company, but 
we had a succession plan in place 
and with a huge effort on the part 
of our entire staff, we stayed the 
course. As time passes, we really 
can see how wise both those men 

were. Everyone at LaForce has been 
very supportive of my continued 
involvement with DHI, and I think 
it helps all of us to know that it’s 
something Joe and John wanted. 
As I became more involved, I really 
felt I could contribute and make a 
difference, and to my own surprise, 
I enjoyed it. I like to know what 
is happening inside DHI and to 
help steer it in the right direction.

I never anticipated that my involve-
ment in DHI would include a second 
three year term, including a one year 
term as President Elect, and then 
President. The position of President 
of our national association during 
what will no doubt prove to be the 
worst economy our country has seen 
since the Great Depression is not 
something I take lightly. I’ve watched 
Jim Tartre, AHC over this past year 
and I really admire and respect 
him for dedicating so much time 
to our industry. These are unique 
and extraordinary times, but the 
challenges we face at DHI are much 
the same as those facing all of us 
within our own companies. Actually, 
I think that works to our advantage. 
DHI, as an association, benefits from 
the experiences of each and every 
member of the Board of Governors as 
they help their own companies make 
their way through this recession.

At our Finance Committee and 
Board of Governors meetings in 
August, we reviewed and approved 
a budget for the 2010/2011 fiscal year, 
which at DHI runs from July 1 to June 
30. To our displeasure, that budgeting 
process proved even more challeng-
ing than the previous year. We exam-
ined every aspect of our financials to 
identify every expense that might be 
eliminated without negatively impact-
ing services to our members. The 
challenge facing us quickly emerged 
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as one of positioning our association 
for what could be three or four more 
difficult years. I don’t mean to sound 
like “glass half empty” guy, because 
we do have the means to survive 
this recession, and we can position 
ourselves to be a better and more effi-
cient organization when the economy 
improves. I just choose to approach 
things with cautious optimism. The 
market crash and everything that 
came with it didn’t really have a 
significant negative impact on most of 
our businesses until 2010, mainly due 
to backlog. This past winter was diffi-
cult, then business picked up nicely in 
the spring, but I suspect this coming 
winter will be every bit as challeng-
ing as last winter. At the 2009 Forum 

for the Future in Orlando, we were 
told that it could be 2014 before we get 
back to 2008 numbers. I think most of 
us can buy into that prediction more 
clearly now than we could then. 

We are very fortunate that DHI has 
something called a “reserve fund” 
which you could look at as a rainy 
day fund. We can thank our past 
DHI officers and Board of Governors 
members for their wisdom and 
for their foresight to build up our 
reserve fund years ago. With the 
current level of support that we get 
from our members, we can ration 
these funds to weather the storm. It 
is vital that we are able to maintain, 
or maybe even grow last year’s level 
of member support. Advertising 

revenue and education revenue are 
of particular importance.

Education is one of the most impor-
tant ways that DHI can help all our 
companies. keith Pardoe, DAHC/
CDC, Director of Technical Services 
and Courtney Starkey, Director of 
Education are busy formulating a 
new “Education On-line” program 
that will enable members to take 
classes on-line without the travel 
hassles and hotel expenses. It would 
be nice if these educational opportu-
nities help convince more distribu-
tors to join DHI. We currently have 
about 1,000 distributor members, but 
unfortunately there are still far too 
many distributors who are not DHI 
members. How will they keep up 
with our fast changing industry, the 
code changes, the new AWI wood 
door standards, the fast growing 
impact of electronics on our industry, 
etc? The educational opportunities 
offered through DHI are tremendous.

The future of the electronic access 
control market in our industry is 
something we have heard about 
for years. ASSA ABLOY, Ingersoll 
rand Security Technologies, Stanley 
Security Solutions and others have 
been trying to inform and prepare 
our distributor members for the 
future. Well, the future is here. It 
would be difficult to find any project 
of size that is not laden with electron-
ics. It’s also becoming more common 
to find that the more sophisticated 
products must be installed by a certi-
fied installer. This is necessary to 
ensure that the products are installed 
correctly and perform as designed, 
and it’s an opportunity for distribu-
tion. We must grasp this opportunity 
to help ensure that the supply of these 
products remains in our section of 
the specifications. We have a grow-
ing need in our organizations for an 
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Information Technology staff and a 
Systems Integration staff. Maybe they 
are one in the same, trained and certi-
fied to meet our access control needs.

I am also a strong believer of our 
DAI (Door Assembly Inspection) 
focus. “DAI” encompasses both “fire” 
door and “exit” door assemblies. 
Our industry has been manufactur-
ing and supplying doors, frames 
and hardware to the construction 
industry forever. The value we bring 
to the table is our expertise—the 
knowledge to supply the products 
that meet all the code requirements 
while satisfying the needs of the 
building owner. If those products are 
correctly installed and satisfactorily 
maintained for the life of the build-
ing, then we are done. But that is not 
reality. I believe our industry’s most 
significant contribution to our society 
is our ability, through the FDAI 
program, to ensure that the fire doors 
and exit doors in our public buildings 
are not knowingly or unknowingly 
compromised through the years. 
“Advancing Life Safety and Security”, 
that’s what we are about. Annual 
inspections of fire doors help safe-
guard the building itself. Inspections 
of both the fire door and exit door 
openings help ensure the safety 
of its occupants. Those occupants 
are us, our friends and relatives. 
The opportunity and responsibil-
ity to help ensure the safety of our 
public buildings is staring us in 
the face. And we don’t need to wait 
for the new codes to be adopted in 
our areas because the health care 
industry has been all about safe-
guarding their buildings for many 
years, and they need our help.

DHI relies heavily on volunteers 
to serve on the Board of Governors, 
and to serve on the committees and 
to teach the classes. We certainly 

could not succeed without all our 
volunteers, and we are all indebted to 
them. But for Jerry Heppes (CEO) and 
Suzanne Shomers (CFO) and the rest 
of the staff at DHI, this is their job and 
their livelihood, and I can assure you 
they are very serious about their job 
and about our association. Through 
all of our economic challenges, DHI 
staff is positioning us for the future, 
working on developing the programs 
that our Board of Governors believes 
are most important for our members. 
We are very fortunate to have Jerry 
and Suzanne at the helm. I know… 
I’ve heard each of our past DHI 
Presidents talk about how great Jerry 
and Suzanne are. Having had the 
opportunity to work with them over 
the past four years, I agree.

“Is DHI doing alright?” is a 
question that I have been asked 
several times during this past year. 
Well, the effect of this recession on 
DHI is very similar to its effect on 
your business and almost every 
other business in the construction 
industry. It causes us to re-think 
how we do things. DHI has revenue 
and it has expenses. Of our four 
revenue sources, member retention 
and dues maintained pretty well 
this past year, slightly higher than 
anticipated. Convention revenue 
from Orlando was down a little. 
The total attendance in Chicago 
was an increase over 2009 but many 
exhibitors decreased the size of 
their exhibits resulting in slightly 
lower total revenue. Advertising 
revenue was down significantly and 
so was Education revenue. With 
that said, we will be Ok, but it is 
so important that we are able to 
maintain our current level of adver-
tising and education revenue during 
our 2010/2011 fiscal year. We have 
trimmed expenses to help offset the 

drop in revenue, while trying not to 
undermine services to our members. 
We must run Lean, getting more 
from less, positioning ourselves 
to be “better” when the economy 
improves, and plan for our future.

Despite a smaller budget, there are 
things that we can do as a group to 
advance our agenda. This past year, 
we tried to focus on how DHI could 
provide greater benefit to its distribu-
tor members, and a new “Distributor 
Best Practices Group” (DBPG) was 
appointed. Our first and only face-
to-face meeting thus far was chaired 
by Ira Hymowitz, and it was very 
productive. The meeting included 
a brain storming session to identify, 
analyze and comprehend distributor 
challenges and opportunities, and 
determine how DHI can assist and 
enhance distribution in these areas 
through education and best practices. 
From that meeting, a “Contracts Task 
Force” was formed to focus more 
specifically on issues like contract and 
purchase order language, lien rights, 
indemnification, retention, change 
orders, and others. This group has 
met several times via conference calls 
and is making significant progress. 
Another area of interest for the 
DBPG include wood door “chain of 
custody” certification as well as the 
AWI Quality Control Program (QCP), 
and their impact on distributors.

Hang in there with us, with 
your peers. Together we have 
strength and together we will 
build our future. Your support 
for DHI is truly an investment in 
your future. I believe it is a very 
worthwhile investment. Five 
years from now, we should be 
in a much better state, with little 
doubt about our direction and 
goals, and rebuilding our reserve 
fund just as we built it before.  
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hen the University of KentUcKy expanded its 

MeMorial coliseUM with the addition of the Joe 

craft center, it also created a whole new gaMe 

plan for the higher secUrity needs of the new facility. 

the craft center provides separate 10,000 sq. ft. practice 

coUrts for the Men’s and woMen’s basKetball teaMs, as 

well as for locKer rooMs, weight and training rooMs, 

eqUipMent rooMs, office space, ticKet sales and other 

related activities. tied into the existing MeMorial 

coliseUM, which is the playing venUe for 

wildcats woMen’s basKetball, volleyball, 

gyMnastics and other teaMs, the 

craft center also incorporates 

a wealth of MeMorabilia 

and exhibits 

coMMeMorating 

past athletic 

heroes and teaM 

chaMpionships.

c a s e  s t u d y

Photos Courtesy of Ingersoll Rand Security Technologies

Security at the 
University of Kentucky

W

The	University	of	Kentucky’s	Joe	Craft	Center	provides	practice	courts,	locker	rooms,	training	facilities	and	other	support	
functions	for	the	adjacent	Memorial	Stadium.	Access	to	the	Joe	Craft	Center	is	controlled	by	proximity	readers	and	key	fobs.	

By Mark Ayers
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Construction of the 100,000 sq. ft. facility began in 
September, 2005 and was completed in February, 2007. The 
new facility is named after Joe Craft, a Hazard, kentucky, 
native who pledged $6 million toward the completion of 
the $30 million project. Craft is president and chief execu-
tive officer of Alliance resource Partners, L.P., a diversified 
coal producer and marketer. Additional funds were raised 
through the uk Athletic Association, and no state dollars 
were used to construct the building. Video cameras are 
installed at strategic locations throughout the building, but 
monitored at a central location. 

Construction of the Joe Craft Center was under the 
direction of Messer Construction, a Lexington-area 
construction manager. Sherman Carter Barnhart 
Architects, also a local firm, was the architect, partnering 
with HNTB, a national firm.

Planning	for	Security

The new building required a security system that 
would provide ready access for athletes, coaches and staff 
while restricting the ability of others to roam freely from 
its public areas and the Memorial Coliseum into areas 
reserved for the athletes and coaches. Associate Athletics 
Director russ Pear, explains, “We required three different 
functions. One is for day-to-day operation, the second 
for when the building needs to be locked down, and the 
third for when we have an event in the Coliseum and 
need to control access to and from the Joe Craft Center.”

The security management system (SMS) selected to 
meet these needs manages both online and standalone 
locks from a single database. The online hard-wired locks 
are used primarily on exterior doors and doors to offices 
in the areas accessible to the general public. Pear notes, 
“We weren’t planning on going to the expense of running 
wires to every door, so we identified 40 doors that we 
needed to have controlled online by the computer.” 

Doors that are hard-wired for online access control 
typically incorporate a wall-mounted proximity reader 
that is activated by a key fob. When activated, the reader 
operates the lock’s electric latch retraction. Power is 
provided to the locks via a power transfer or electric 
hinge. Standalone locks incorporate a fob reader as 
well, and in many cases a keypad provides the option of 
using a PIN code. Pear states that about 98 percent of the 
facility’s doors are controlled by the fobs, with the rest 
being primarily storage areas that have low security and 
accessibility requirements. Standalone locks are used on 

1.	 	A	proximity	reader	controls	
access	to	offices	and	
other	critical	areas	such	
as	the	video	center.

2.	 	A	standalone	electronic	
lock	on	this	equipment	
room	restricts	access	to	
authorized	individuals.	
Keypad	provides	PIN	code	
access	to	eliminate	the	need	
to	carry	access	credentials.

3.	 	Standalone	locks	on	weight	
room	include	lock-unlock	
buttons	inside	so	door	can	
be	left	unlocked	during	
periods	of	frequent	use.

3

2

1
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approximately 80 doors in areas where real-time connec-
tions to the system were not required, such as the train-
ing and weight rooms, equipment rooms and facilities 
used primarily by the athletes, coaches and staff.

In both applications, the electronic credentials can be 
changed or deleted quickly if one is lost or a personnel 
change occurs. The online devices respond instantly to 
the change when it is updated on the network. Operations 
Coordinator Jamie Applegate says she updates the 
computer-managed devices regularly by download-
ing data to a PDA from the computer that contains the 
network database or a laptop clone and uploading it to 
the appropriate locks.

Video cameras are installed at strategic locations 
throughout the building and monitored at a central loca-
tion. Applegate says that, if an incident occurs, they can 
review the digital video recordings against the access 
audit trails to verify who was involved or if someone was 
using another person’s fob.

Security	in	Operation

With the electronic security system, mechanical keys are 
almost unnecessary and only are used for emergency access, 
such as in the event of a power failure. Pear says, “We have 
only four keys. I have one, Jamie has one, the campus police 
have one, and the physical plant department keeps one in a 
lockbox. They aren’t normally used for access.” Eliminating 
the regular use of mechanical keys minimizes the cost of 
lock and key changes when credentials are lost or personnel 
changes are made. This not only reduces operating costs but 
also shortens the response time for changes dramatically. 
Pear notes, “In the athletics business, as with any business, 
we get calls asking how we like systems such as this. Every 
time I take visitors through, I pull out my fob and tell them 
it is my key to everything.”

Applegate points out that locks on many of the office 
doors are set to unlock automatically at 8:00 am and 
relock at 5:00 pm, depending on the preference of the 
department head. She adds, “We program the exterior 
doors the same way. Because we have an alarm system, 
we set a time frame when people can use their fobs to get 
in, so there’s no chance of them setting off the alarm. ”  

Because the Memorial Coliseum is used by the women’s 
basketball team, as well as for volleyball and gymnastics, 
the doors between it and the Joe Craft Center are locked and 
controlled by proximity readers during events to protect 
the athletes’ privacy in the locker and training areas. In 

4

5

6

4.	 	Elevators	from	lobby	area	
to	team	facilities	are	
protected	by	proximity	
fob	readers	to	ensure	
privacy	for	athletes.

5.	 	The	ticket	windows	
generate	heavy	traffic,	and	
access	to	the	ticket	office	is	
controlled	by	online	locks	
to	protect	the	receipts	
as	well	as	the	tickets.

6.	 	Offices	in	weight	room	
and	other	team	areas	
use	standalone	locks.
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addition, the elevators in the Craft Center 
require a fob for access to these areas on 
the building’s lower level. 

Doors to the training area, offices, 
the weight room and other facilities are 
controlled by standalone locks, which 
are battery-operated and computer-
managed offline. Locks on the weight 
room have an added feature, with 
lock-unlock buttons on the inside. 
Applegate explains, “When the athletes 
are in the training room getting worked 
on, they unlock the door so they can 
immediately come over to the weight 
room without having to prop it open.”

Access to equipment rooms that contain 
valuable property and uniforms also is 
controlled by standalone locks.  Applegate 
says she updates these locks periodically 
and generally tries to group several 
together, since data must be uploaded 
to each lock individually from the PDA. 
These locks are used mainly in areas 
that are off-limits to the general public, 
so immediate updates are not critical.

While most of the doors secured by 
the new system are in the Joe Craft 
Center, a few offices used by visit-
ing officials in the Coliseum also are 
included. Pear points out, “It’s a lot 
easier than changing the locks and 
keys every time officials from a new 
team come in. Now we can just change 
the code, and we didn’t have to pull 
wires to install the standalone locks in 
the existing building.”  Eventually, he 
would like to upgrade the Coliseum’s 
security into the networked electronic 
access control system. In order to avoid 
the expense of hard wiring each door 
but still have the locks on-line, wire-
less locks are a potential solution and 
would be compatible with the SMS 
software already in use.  

about the author: Mark Ayers is a 
Sales Manager with Ingersoll Rand Security 
Technologies in Salt Lake City, Utah. He 
has been involved with a various aspects of 
the construction industry since 1989.

7.	 	Data	for	standalone	
locks	is	kept	on	a	central	
computer,	but	Applegate	
also	keeps	the	database	
on	this	laptop,	from	
which	she	downloads	
to	a	PDA	that	is	used	to	
program	the	locks.

8.	 	Exit	devices	are	used	
inside	doors	where	life	
safety	codes	require	
safe	egress,	while	
door	closers	maintain	
security	by	ensuring	
that	doors	are	closed	
and	latched.	Removable	
lockable	mullion	shown	
here	accommodates	
moving	of	large	items.

7

8
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most comprehensive 
health insurance 

reform since Medicare is now 
the law of the land. The Patient 
Protection and Affordable Care 
Act (PPACA), signed into law by 
President Barack Obama, touches 
every aspect of health care in the 
united States. 

How does the law affect you? 
Will your premiums go down? 
Will it be easier to shop for insur-
ance? Will the available policies 
offer better coverage? And will 
you be protected from those profit-
busting price hikes that so often 
occur when one employee in a 
small group gets seriously ill?

We’ll answer those questions 
at the end of this article. Here’s 
one thing to get out of the way 
first, though: No employer will be 
required to provide health insur-
ance. However, some employers, 
as you will see, will pay penalties 
if they do not provide insurance 
and their employees decide to buy 
insurance from the new state-wide 
insurance pools.

Small	is	Good

Here’s some good news: The 
PPACA contains some benefits geared 
specifically to the needs of small 
employers. “I think the legislation 

is really looking out for the smallest 
of small businesses,” says Shawn 
Nowicki, director of health policy at 
New York Business Group on Health 
(NYBGH), a coalition of 175 employ-
ers, unions and health care providers 
in New York state, Connecticut, and 
New Jersey (www.nybgh.org).

How so? right out of the gate the 
bill provides a tax break. Consider 
the following questions: Do you have 
25 or fewer full time employees? Are 
their average annual wages less than 
$50,000? And do you contribute more 
than 50 percent of your employee’s 
total premium costs?

If your answer to those three 
questions is “yes,” then you may 
well receive some assistance with 
your premiums, thanks to a tax 
credit of up to 35 percent of your 
contribution toward your employ-
ee’s health insurance, for this tax 
year through 2013. The credit will 
increase to up to 50 percent for tax 
year 2014 and 2015.

For this year through 2013, the 
full tax credit is available to employ-
ers with fewer than 10 employees 
whose average annual wages are 
less than $25,000. The tax credit 
gradually scales down as workforce 
sizes and average wages increase.

Here’s an example. Suppose 
your business employs 10 fulltime 
workers and the average wages are 

Photo Credit:  ©iStockphoto.com/Arno Jansen
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$25,000. If your annual employer 
health care costs are $70,000 then you 
are entitled to a $24,500 credit each 
year for 2010 through 2013. Starting 
in 2014 the credit will be $35,000.

For some help on calculating 
your own credit, see the guidance 
recently posted on the web site of 
the Internal revenue Service. Go to 
www.irs.gov and search for “Small 
Business Health Care Tax Credit” 
(including the quotation marks). 
You’ll find a link to the relevant 
page, which contains a link to “three 
simple steps on our fact sheet.”

Businesses with 50 or fewer 
employees benefit from another 
tax-related benefit: They may opt 
out of providing insurance with 
no penalties. Got more than 50 
employees? The story’s a little differ-
ent. As is the case with smaller 
businesses, you are not required to 
offer health insurance. However, if 
you do opt out and it happens that 
one or more of your employees goes 
to the new state insurance pools to 
purchase coverage, you will pay a 
fee of $2,000 per full time employee, 
excluding the first 30 employees 
from the assessment. 

More	Choice

Tax credits are one thing. Getting 
enough choice in the insurance policy 
marketplace is another. Too often, 
small business owners are faced with 
limited options: Maybe they have 
only one or two carriers who will 
even take the time to talk with them. 
And negotiating for lower premiums 
or better benefits? Forget it.

That’s expected to change with 
the network of state level insurance 
exchanges slated to kick in come 
2014. “The exchanges will make 
buying insurance a lot easier for 

small business owners, and thus 
reduce the administrative burden,” 
says Terry Gardiner, national 
policy director for the Washington, 
D.C.,-based advocacy group Small 
Business Majority (www.smallbusi-
nessmajority.org). “right now the 
employer has to get a broker, shop 
for policies, analyze them, and then 
attempt to negotiate better rates from 
a weak bargaining position. That can 
mean a big investment in labor and 
time, which can be onerous at small 
companies which typically lack a 
human resources manager.”

Things should be much easier 
with the exchanges in place, says 
Gardiner. “The exchanges will 
negotiate with insurance companies 
on behalf of all small businesses 
and come up with the best deals 
they can find. All the employer will 
have to do is figure out a budget, 
then say ‘Here is the amount I 
will contribute toward premiums 
and here is the employee’s share.’ 
The employees can then go to the 
exchanges and select what plan they 
want.” Policies will be available for 
each of five benefit tier levels.

Will carriers cooperate? Gardiner 
thinks so. “The carriers will want 
to market their insurance policies 
through the exchanges because 
of the vast pool of customers they 
represent.” Bottom line: “Small 
employers will be able to offer 
choice instead of a single plan, at 
reduced administrative costs, so 
they can become more competitive 
with big business competitors.”

More choice? Great. But will 
those state exchanges really exert 
downward pressure on rates? 
Maybe the competitive marketplace 
will work as planned, but no one 
really knows how the numbers 
will calculate. “On one hand 

the exchanges would provide a 
standardized process to make 
it easier to go online and select 
plans,” says Nowicki. “And while 
the competition will theoretically 
make insurance cheaper, it is hard 
to say whether it will in actuality.”

Broader	Coverage

Greater choice of plans is a big 
plus. And overall plan quality 
should also improve. Too often 
small businesses have had to settle 
for substandard plans that don’t 
go anywhere near matching the 
coverage of plans available to big 
business. That can make it difficult 
for small employers to compete for 
the best talent.

The new law changes that: 
Carriers are required to comply 
with minimum standards that erase 
some perceived abuses of years past. 
Here are some examples of the new 
parameters effective this year:

■ A requirement that all policies 
cover children younger than 19 
with pre-existing conditions. 
That mandate extends to all 
adults in 2014.

■ A Ban on Lifetime Dollar Limits.
■ Elimination of rescission—or 

the practice of canceling cov-
erage after someone gets sick.

■ A requirement to extend cov-
erage to age 26 for dependent 
children.

■ Finally, the legislation prohibits 
the practice of raising premiums 
when workers get sick. Carriers 
will be allowed to adjust rates 
only on the factors of family 
composition, tobacco use, age 
and employer location. That 
should eliminate the sudden 
spike in premiums that so often 
occur for small employers.
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“Many times small businesses 
don’t even know why their insurance 
gets jacked up,” says Gardiner. “The 
smaller your company the worse it 
is. This reform bill will reduce such 
dramatic changes because everyone 
will be in one large pool.”

The end of price discrimination 
by health status, along with the 
bill’s requirements that everyone 
buy insurance, should encourage 
worker mobility: Thus, smaller 
employers will find it easier to 
recruit top performing workers 
from big business competitors.

The	Challenge	Ahead

Premiums represent a top-of-
mind cost for every employer. 
But don’t overlook a hidden, and 
thus more insidious, expense: The 
administrative overhead required 
to understand and comply with the 
law’s provisions.

“People might not think about 
it, but there is a hidden cost in 
terms of labor and time required to 
manage all the changes required 

by the legislation,” says Cynthia A. 
Van Bogaert, partner and employee 
benefits attorney at the law firm of 
Boardman, Suhr, Curry & Field, 
Madison, Wisc. (www.boardma-
nlawfirm.com). “Employers will 
have to learn about the require-
ments of the legislation and monitor 
additional guidance from agencies 
such as the u.S. Department of 
Health and Human Services.”

It can all seem like an unneeded 
headache at a time when business 
owners are already reeling from 
the effects of the severe recession. 
“Employers are all groaning at the 
thought of administering health 
insurance under this new legisla-
tion,” says Joan Smyth, partner at 
the New York City-based Mercer 
consulting firm (www.mercer.com). 
“Some are saying ‘Maybe it’s easier 
to just pay the penalty [required 
of larger employers who do not 
provide insurance] and let employ-
ees buy whatever they want?’ That’s 
scary, because we do not know what 
the state exchanges will look like 
and how they will be priced.”

Employer concerns that higher 
carrier costs will trickle down to the 
real world of monthly premiums 
seems to ring alarm bells every-
where. “One area where Congress 
will come back to the table in 
future years is that of the overall 
issue of health care inflation,” 
says Gardiner. “Some $2.4 trillion 
flows into the health care industry 
each year. Every part of the health 
care industry has a lobby group 
that says ‘Don’t tweak my part of 
the budget too much.’ So reforms 
to control costs have not gone far 
enough. Congress will have to 
come back and finish the job on cost 
containment.”

Nevertheless, Gardiner feels that 
the legislation in its current form 
was a necessary first step. 

“Yes, it will cost more to cover 
people,” says Gardiner. “But we 
cannot keep going down the road 
where we have 47 million people 
uninsured who are utilizing the 
emergency rooms. We are paying 
for that now, because each of our 
policies now pays $1,100 on average 
each year for uncompensated care.”

End	Game

Now, let’s tackle those four 
questions that opened this article: 
Will your premiums go down? 
Yes, if you are one of the many 
small employers hit by huge price 
increases because of an uncompeti-
tive marketplace or a serious illness 
by one employee. Perhaps only 
modestly, if at all, if you are a larger 
employer, in which case you may be 
pleasantly surprised at the greater 
“bang for the buck” you get in 
terms of more comprehensive care 
that you are able to obtain for you, 
your family, and your workers. 

Get Some Help
The Patient Protection and Affordable Care Act (PPACA) is a massive piece of 
legislation with provisions that can be difficult to comprehend. Here is some 
assistance on the web:

▲  The U.S. Department of Health and Human Services (HHS) has launched a 
website to provide information about the health care reform legislation at 
www.healthreform.gov. See especially the link to a YouTube video: “Health 
Reform and Small Business.”

▲  The Kaiser Family Foundation has created an outstanding compendium of 
documents summarizing the health reform legislation.  
Go to http://healthreform.kff.org. See especially the document titled 
“Summary of New Health Reform Law.”

▲  The Small Business Administration (SBA) has posted information on how 
health care reform will affect small businesses. Go to www.sba.gov and 
click on “Health Care Reform.”

▲  Mercer, the New York based consulting firm, has mounted a useful site 
with documents and guidance about the health care reform.  
Go to www.mercer.com.
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Will it be easier to shop for poli-
cies? Yes, once the state exchanges 
are up and running. Will the 
quality of the policies be higher 
in terms of coverage? Yes, this is a 
given. And will you be protected 
from those profit-busting price 
hikes that so often occur when 
one employee in a small group 
gets seriously ill? Yes, this illness 
will be cured by the legislation.

What should you do now? Start 
by putting together a game plan that 
tackles the provisions of the law 
that kick in this year and next. By all 
means, lay the groundwork for those 
provisions slated to take place over 
the next five years. However, bear 
in mind that the legislation’s finer 
points may get tweaked a lot—espe-
cially those long range items that do 
not go into effect until 2014. Watch 
for regulations interpreting the law 
from the u.S. Department of Health 
and Human Services (www.hhs.gov.)

“The scope of what the govern-
ment done with this legislation is 
big,” says Cynthia A. Van Bogaert, 
partner and employee benefits attor-
ney at the law firm of Boardman, 
Suhr, Curry & Field, Madison, Wisc. 
(www.boardmanlawfirm.com). “It 
has attempted to put a lot of moving 
pieces together, to weed out inef-
ficiencies in the market and to create 
state wide buying exchanges. Time 
will tell how much impact this has 
on employers.”  

about the author: Award-winning journalist 
Phillip M. Perry has published widely in the 
fields of business management, workplace psy-
chology and employment law. A 20-year veteran 
of both sides of the editorial desk, Perry is now 
syndicated in scores of magazines nationwide.

Higher Costs

Everyone admires the ideal of health care parity. But many people are 
concerned about the cost. If carriers are required to start covering all those 
previously excluded individuals who have pre-existing conditions, won’t the 
higher costs be passed along in the form of higher premiums?

One counterbalance to this scenario is the legislation’s mandate that all 
Americans purchase health insurance or pay a fine. If enough healthy people 
join the insurance pool, goes the reasoning, their small medical bills should 
counterbalance the big bills from seriously ill people. 

“Insurance is about balancing risk,” says U.S. Department of Health and 
Human Services Secretary Kathleen Sebelius. “So we need people who are 
well to be in the system.” 

Maybe so, but not everyone is so sure the math will work out. “Carriers are 
very nervous about the mandate to cover pre-existing conditions,” says Joan 
Smyth, partner at the New York City-based Mercer consulting firm (www.
mercer.com). “They are told that things will balance out because a lot of 
healthy people who currently don’t buy insurance will be required to do so 
under the legislation. But the insurance companies are saying ‘not necessarily, 
because the penalty for not buying insurance is very low and does not kick in 
until 2014.’ The fear is that a lot of healthy young people will wait until they 
have an accident before they buy health insurance.”

The carriers’ fears are discounted by Terry Gardiner, national policy 
director for the Washington, D.C.-based Small Business Majority (www.
smallbusinessmajority.org), an advocacy group. “One of the things to keep 
in mind is that the mandate to include high risk individuals does not go into 
effect until 2014 when the exchanges are in place,” he says. “Then there will 
be 30 million new people covered—including many healthy ones who do not 
now buy insurance. So there will be new policies and revenues to offset the 
greater costs for covering high risk people.” 

Gardiner also discounts the idea that penalties for not buying insurance are too 
low. “In Massachusetts [which adopted a similar health reform law] the penalties 
were even lower than in the federal legislation and most people have joined up 
and gotten their insurance. Given the possibility of getting reasonable coverage 
at reasonable costs, most people will jump at it. Also, remember that individuals 
will be able to get tax credits, so people cannot say ‘I cannot afford it.’”

According to Congressional Budget Office, health reform will reduce the cost 
of a given plan in the small group market by one to four percent by 2016. As 
for estimates from the key players that support one side or the other—they are 
hard to come by, given the unknowns that are factored into the calculations. 
How many people will opt out of buying health insurance and decide to pay 
the fine instead? How many people will get sick with serious illnesses? No one 
knows, so the jury is out and will likely remain so for quite a while. “It’s too early 
for carriers to have calculated anticipated cost increases,” says Smyth.

Insurance company profit margins might suffer for another reason, 
suggests Gardiner: “Carriers are going to have to compete with each other in 
the health insurance exchanges.” But that’s healthy: “The good companies 
will figure out how to do so.”
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D&H: What is your role in the state of New York?
I am chief of the Bureau of Fire Prevention with the 

state Office of Fire Prevention and Control (OFPC), New 
York’s equivalent of a state fire marshal’s office. under 
my leadership, the staff of the Bureau is responsible 
for fire and life safety inspections in more than 16,000 
structures throughout New York State, including facili-
ties affiliated with all colleges and universities. We are 
responsible for fire safety education and information 
dissemination intended to elevate the public’s under-
standing of the danger of fire; specialized fire safety 
training programs for inspector and code enforcement 
personnel; and enforcement of the laws and regulations 
of the state regarding fire safety, which include the 
world’s first cigarette fire safety standard.

D&H: You are the elected president of the Center for 
Campus Fire Safety? Explain what your organization 
does to make college campuses safer? 

The Center for Campus Fire Safety (CCFS) is a non-
profit organization devoted to reducing the loss of life 
from fire at our nation’s campuses. The mission of the 
Center for Campus Fire Safety is to serve as an advo-
cate for the promotion of campus fire safety and as a 
resource tool for both the public and campus fire safety 
professionals. CCFS serves as the focal point for the 
efforts of a number of organizations and also as a clear-
inghouse for information relating to campus fire safety. 

 
D&H: You served as a principle architect of New York 
State’s nationally acclaimed Campus Fire Safety 
Program. Could you talk a little about this program and 
what it means to campus fire safety around the country? 

On February 14, 2000, in the wake of the Bolland 
Hall fire on the campus of Seton Hall university in 

New Jersey, the governor of New York State created by 
Executive Order the New York State Governor’s Task 
Force on Campus Fire Safety. Task Force members 
included officials from the State university of New 
York (SuNY), the City university of New York (CuNY), 
Independent colleges and universities, the Dormitory 
Authority of the State of New York, and the Fire Service. 
It also included student representatives from SuNY, 
CuNY, and independent colleges and universities. This 
group was charged with considering factors that affect 
campus fire safety across New York State. The culmina-
tion of the Task Force’s work was the “report of the New 
York State Governor’s Task Force on Campus Fire Safety.” 
This document presented a comprehensive campus fire 
safety plan for New York’s colleges and universities.

One of the most wide sweeping reforms to come from 
the Task Force report was that a single point inspection 
program for all college and universities—public and 
private—be implemented under the authority of the 
New York State Office of Fire Prevention and Control. 
Thus was born the state’s Campus Fire Safety Program. 

An additional recommendation of the report 
included direction that OFPC establish guidelines for 
the fire safety training of students, staff and faculty 
as well as basic competencies for those who provide 
campus fire safety training. The purpose of these guide-
lines is to establish a uniform minimum level of campus 
fire and life safety training for students in all colleges 
and universities in New York State. Emphasis is placed 
on proper subject content and the participation of the 
college or university in providing of such training. 
The final desired result is knowledge and motivation 
to change the behavior of students to a safer lifestyle, 
effecting the reduction of student injury and death and 
campus property loss. 

Hail  Chief!
Doors & Hardware sits down for an interview 
with New york State Fire Chief Paul Martin  
on campus fire safety.

to  
the
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Additional recommendations 
centered on providing a more 
robust collegiate infrastructure. 
Some of the Code-related changes 
included: increased sprinkler 
provisions, improved detection and 
alarm coverage. 

Improvements in, and more dili-
gent programs for the inspection, 
testing and maintenance of critical 
fire and life safety systems was also 
highlighted by the Task Force in 
recognitions of the vital role these 
components serve in the protection 
of life and property. 

Since the program launched in 
January 2003, OFPC has performed 
more than 94,214 inspections, 
identified more than 171,531 viola-
tions, but most importantly—we 
have documented, monitored and 
verified the abatement of each and 
every one. 

D&H: The Right-to-Know Act 
requires colleges to report several 
pieces of information that will allow 
families to gain a more accurate 
assessment of fire problems on 
campuses and understand colleges’ 
plans and procedures for emer-
gency preparedness and response. 
How successful do you feel this 
piece of legislation will be?

I believe it is a tremendous first 
step, and feel that providing the 
public with easy access to concise 
information relative to the fire 
safety systems, equipment and poli-
cies and procedures in on-campus 
student housing will assist them in 
making more informed choices for 
their housing. 

Allow me to share my parental 
experience with campus housing 
when we were in the final stages of 
sending our daughter off to school. 
Despite our request on the “hous-

ing request form” that she be in a 
specific residence hall because we 
knew sprinklers were installed—
when she reported for orientation, 
the school assigned her to a differ-
ent hall. Despite my discussion with 
the housing director, who insisted 
all the schools dorms were “equally 
safe”— it wasn’t until I escalated my 
demand to senior administrators 
and became insistent that if they 
would not protect my daughter in a 
manner acceptable to me, then she 
would not be attending their institu-
tion. I succeeded in securing her a 
sprinklered room. My point is that 
as an informed consumer I was able 
to make a factual, logical case for 
our demand. 

And the fire safety right-to-know 
provisions of the HEOA will help 
countless others do the same as it 
goes forward. Whether the issue is 
poor fire or smoke compartmenta-
tion, only partial sprinkler coverage, 
or a lack of fire safety training, each 
family will have the facts at their 
disposal to make housing choices.

I mentioned that I believe this law 
to only be a first step because I fully 
believe that a fire-safe college envi-
ronment doesn’t start and end at the 
door of the on-campus housing. Fire 
is a real and present danger in every 
building. Therefore just as the public 
should have better information about 
housing, so too should they have 
data on all campus buildings. 

D&H: One specific detail of the 
Right-to-Know Act is a descrip-
tion of the fire protection equip-
ment—including fire doors. You 
played a major role, as a member 
of the committee appointed by 
the U.S. Department of Education 
to negotiate the development of 
the regulations associated with 

the HEOA, in making sure the fire 
door piece was included in the 
final version of this legislation. It 
is important for our industry to 
understand the role you played in 
this and why. Could you talk about 
your experience on this committee?

To this day, I consider it to have 
been a tremendous honor to be 
appointed by the Department of 
Education to serve as a negotiator 
for fire safety issues. I am even more 
proud that our still relatively young 
organization, The Center for Campus 
Fire Safety, was recognized by the 
federal government as a national 
leader and expert organization in our 
field, and therefore worthy of a seat 
at the table, so to speak. The commit-
tee was one of the five (5) to address 
questions and issues that are part of 
the Higher Education Act, and was 
charged with developing proposed 
regulations related to general and 
non-loan programmatic issues. The 
Negotiated rule Making Committee 
is structured to address items in a 
regulation that are not specifically 
identified in the charging statute, or 
not clearly within the purview of the 
Secretary of Education to determine.

Why did I purposefully endeavor 
to include fire doors in the regula-
tions*? Well that’s rather easy to 
explain. While the law specifically 
requires institutions to report infor-
mation on whether each facility is 
equipped with a full fire sprinkler 
system, it is very important that one 
not be allowed to overlook the statu-
tory language “…or other fire safety 
systems.” As a fire service veteran of 
more than thirty years, I have seen 
firsthand, time and time again, the 
tremendous value a door can play in 
keeping a fire in check. Seemingly 
innocuous to the average person, a 
properly functioning fire or smoke 
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door can often make the all the 
difference. So I felt it only appro-
priate that all fire and life safety 
equipment, passive and active, be 
reported in order that the public, 
fire safety professionals and indus-
try too, can gain a more accurate 
and defined picture of the protective 
features of the on-campus housing 
stock across America.

I also carry that perspective into 
my leadership at The Center for 
Campus Fire Safety, which is why 
you’ll see that we have established, 
as one of our guiding principles—
“Total fire protection relies on a 
‘balanced’ approach, employing a 
multiplicity of engineering solutions 
and technology options.”

D&H: You spoke at our Forum for 
the Future in 2008. You shared 
some very important informa-
tion on fire doors and what your 
office found in the way of viola-
tions. How does your work in the 
state of New York, particularly on 
college campuses, translate into 
these violations being addressed, 
thus providing safer buildings?

When I spoke in Boston, I shared 
with the audience that we had 
identified more than 20,000 viola-
tions related to doors and hardware 
in the period of 2003-2007. Here in 
2010, that number is now approach-
ing 25,000. I attribute our ability to 
accurately record, report and track 
every violation we identify (>170k) 
largely because of our inspection 
records management software. 
With re-inspections being linked 
to the appropriate previous inspec-
tion, violations are automatically 
carried forward and the inspector 
prompted to indicate their status—
abated/unabated—thus ensuring 
they don’t “get lost” in the process. 

This effectively tracks each violation 
from identification to abatement, 
making our process more efficient. 
Additionally, because we employ 
a policy of direct validation by 
our inspectors that violations have 
in fact been abated, our records 
become all the more accurate. 

Of course the single most compel-
ling reason we have such success in 
gaining compliance is our statutory 
authority to assess penalties for 
noncompliance. That said, we seek 
to gain voluntary compliance and 
therefore refrain from a heavy-
handed approach unless absolutely 
necessary. Our standard practice 
is to issue a Notice of Violation in 
which recommended timeframes 
for abatement are provided, with 
an expectation that corrective 
action will be undertaken. upon 
re-inspection, if a violation is not 
abated or a time extension been 
granted, then we will issue a legal 
Order to Comply—again setting 
a window for performance. If 
this fails to bring about action, 
then we’ll take punitive action 
for failing to abide with our legal 
and lawful order and assess a 
penalty ranging from $50—$500, 
per day, per violation. The criteria 
for this assessment are grounded 
within our program regulations.

One more piece we employ 
to increase accountability is a 
practice of issuing a Certificate of 
Compliance once a building has 
been inspected and either no viola-
tions were identified, or those that 
were have been abated. In further-
ance of our desire for public disclo-
sure and transparency, we have a 
regulatory requirement that colleges 
conspicuously display the COC in 
each building. 
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D&H: You shared some very telling 
pictures with our Foundation of a 
fire at a nature center in NY. Instead 
of a nature center, this could have 
been a day care facility or a nursing 
home. From your perspective, what 
value—in terms of saving people 
and property—do fire doors offer?

As I said earlier, fire doors play 
an integral—almost priceless—role 
in protecting life and property, and 
the old adage of “a picture is worth 
a thousand words” clearly applies 
here. Just ask yourself—‘which side 
of the door do you want to be on?’ 

Now with that being said, I can’t 
stress enough the role that your 
Foundation is playing in making 
organizations aware of fire door 
inspections. Industries of your 
size need to be leading the effort to 
create the awareness and provide 
the necessary education for those 
who are tasked with enforcing the 
code. With there being so much 
that needs to be inspected by an 
AHJ, the more attention that can 
be brought to a particular area, 
such as fire doors, the better the 
opportunity for an AHJ to be able to 
visually indentify deficiencies and 
know who to reach out to in terms 
of follow-up action. By having AHJs 
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working with an industry that is 
willing to take the lead on creating 
a strong base of knowledgeable 
individuals, they will be even better 
positioned to ultimately see that 
corrective action takes place. 

D&H: What do you see as the 
next challenge in improving fire 
and life safety within the built 
environment?

I wouldn’t characterize our great-
est challenge as “next” but rather 
as a continuous one. That challenge 
being “ITM”- Inspection, testing 
and maintenance of the equipment 
we have put in place and trust will 
protect us when the moment comes. 
It never ceases to amaze me that 
building owners will invest tens 
of thousands, if not hundreds of 
thousands of dollars in fire and life 
safety systems in their properties, 
and then fail to take the steps to 
properly ensure they will function 
when needed. ITM seems to be one 

of those areas that always fall to 
the axe wielding when times get 
tight. And it is so hard to get the 
bean counters to understand why 
we need to do all that inspection or 
testing. It is just like insurance—no 
one enjoys paying their premiums, 
but they sure want coverage when 
the window gets broken, they get 
sick and need medication or some-
one slips and get twists their ankle 
in the driveway. It is no different 
when a fire strikes—we certainly 
want the alarm to sound, the sprin-
klers to activate, the fire and smoke 
doors to hold everything in check. 

So our challenge is getting 
the owners and comptrollers to 
understand that ITM of fire and 
life safety systems is a smart 
business investment, one associ-
ated with a comprehensive busi-
ness continuity plan designed 
to minimize downtime after an 
incident, thereby maximizing 
productivity and profitability.   

AS oF oCToBER 1, 2010, The Campus Fire Safety Right-to-Know Act 

requires colleges to report fire safety information to the U.S. Department of 

Education. Specifically, any institution that maintains any on-campus student 

housing facility must prepare an annual fire safety report that contains their 

campus fire statistics as well as a description of each on-campus student 

housing facility fire safety system. A fire safety system is defined as: Any 

mechanism or system related to the detection of a fire, the warning resulting 

from a fire, or the control of a fire. This may include sprinkler systems or other 

fire extinguishing systems, fire detection devices, stand-alone smoke alarms, 

devices that alert one to the presence of a fire, such as horns, bells, or strobe 

lights; smoke-control and reduction mechanisms; and fire doors and walls 

that reduce the spread of a fire. We do not intend to specify a maintenance 

or inspection schedule for each of these elements, but this last part is where 

we need to educate and show the value of inspections, regardless of the fact 

that an inspection is not required.

Many of the core ideals of the Right-to-Know Act were successfully 

included in the recently enacted Higher Education Opportunity Act. As 

a result, academic institutions will be required to make annual fire safety 

reports available to the public. 

For more information, visit http://www.campusfiresafety.com
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GeorGe 
Glore

dhi spotlight:

GeorGe was born in indiana and grew up during the 

Great Depression, which no doubt contributed to his strong 

Midwestern-based values, unwavering ethics, foresighted inno-

vation and considerable, tenacious persistence.

George began in the wood fire door market in the fifties as a 

salesman for Gil Durand, founder of Durand Door. Durand at 

that time was the sole exclusive west coast distribution source 

for the newly developed wood fire door. George promoted the 

product armed with data, knowledge, samples and enthusiasm 

through face-to-face meetings with architects. Driving to 

Arizona or Nevada was normal and welcomed if it lent itself to 

the possibility of getting in front of an architect.  During this 

era, the fire-rated metal vision lite frame as we know it today 

was conceived, developed, fire tested and approved by George, 

Gil Durand and Bob Briggs, Sr. 

By  Tom G la ru m

Photo courtesy of Bob Briggs, Sr., Door Components, Inc.

Wood Fire Door Pioneer

george glore—they  
just don’t make them  
like that anymore.
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Legend has it that Mr. Durand 
prepared a thesis outlining how he 
would market and distribute the 
wood fire door and sent the docu-
ment to the manufacturer. Soon the 
manufacturer called him back East 
for a meeting and Durand Door was 
formed. George was hired on by Gil 
and a partnership was formed that 
would last for many years.

In the early seventies, George 
became part owner of Durand 
Door after Mr. Durand decided to 
move on. By this time, he was the 
area wood fire door guru, educat-
ing and mentoring inspectors, fire 
departments, architects, contractors, 
consultants and code officials and 
fielding any inquiry, no matter the 
magnitude. Durand became one 
of the first to have an in-house 
fire door labeling service. During 
this era, his innovations were 
quite remarkable. George, along 
with Alan Minton, saw a need for, 
designed, produced, tested, and 
received the first fire listing approv-
als for a variety of products such as:

■ 20-minute wood dutch door
■ 20-minute wood leadline door
■ 20-minute wood door with 

rabbeted transom panel 
(no horizontal mull)

■ 20-minute wood door 
prepared for concealed 
closer body in door

■ 20-minute pairs of wood 
doors without metal edges 
at meeting edges

George also went on to exclusively 
obtain the first approval for:

■ 20-minute pair of wood doors 
with concealed vertical rod 
panic HW-later less bottom rod

■ 20-minute-rated pair both leaves 
cylindrical lock latching at head

 While George was dreaming 
up the concealed vertical rod 

pair and the cylindrical lock pair, 
Alan Minton, not to be outdone, 
went on to solely invent and 
develop not only a 20-minute 
fire-rated wood door frame, but 
also a 20-minute fire-rated wood 
stile & rail panel type door.

George completely understood 
wood fire door construction, fire 
test criteria and his area’s building 
codes, and was in the middle of all 
of it. One of his greatest moments 
came when he learned a major wood 
door manufacturer had recently 
tested 90-minute dual egress 
configured wood doors. Although 
the doors lasted the 90-minutes, 
they failed the ensuing hose stream 
portion of the test and no approval 
or listing was achieved. However, 
George knew the California build-
ing code did not require a hose 
stream test for dual egress. He 
obtained a California State Fire 
Marshall listing approval based on 
the results of the manufacturer’s 
failed test. Some special metal fire 
labels were designed and applied 
as this assembly did not qualify 
for normal uL or Warnock Hersey 
labels, and the orders began pour-
ing in, mostly from hospitals. This 
may be my all-time personal favor-
ite story about George- his success 
was derived almost solely from his 
knowledge about fire door codes, 
with no money spent beyond maybe 
a small fee and some letter writing. 

Another favorite involves elevator 
lobby doors. Southern California 
obviously has many high-rise office 
buildings with multiple elevator 
cabs requiring elevator lobbies, typi-
cally with pairs of doors held open 
on magnetic hold opens. Generally 
this assembly was 20-minute-rated, 
but the City of Los Angeles had a 
more stringent restriction mandat-

ing 45-minute ratings for their 
elevator lobby doors. 

George was all over this. 
Architects prefer tall doors in these 
lobbies and supply for 20 minute 
rated doors was no problem. 
However, 45-minute pairs of wood 
doors were limited to eight feet 
high. Where others saw roadblocks, 
George saw opportunity. realizing 
and understanding the construc-
tion and inherent limitations of 
the 45-minute wood fire door such 
as non-fire retardant cross bands, 
stiles or rails, he felt the 45-minute 
constructed doors would fail the 
fire test for 10 foot high pairs. So he 
procured two 90-minute fire-rated 
doors which did have fire retardant 
cross bands, stiles & rails and 
successfully tested them – but only 
for 45 minutes. Word quickly spread 
that if a pair of 45-minute fire-rated 
doors exceeding eight feet high was 
needed, you got them from him. 

Now keep in mind, George Glore 
never built a wood door, nor did 
he ever work directly for a wood 
door manufacturer. He procured 
from major manufacturers doors 
constructed to their criteria, but 
then he further tested their door 
in configurations he deemed 
appropriate and marketable. Some 
may believe one 20-minute dutch 
door is no big sale, but George 
understood that the one door would 
lead to selling the entire project. 
Eventually the manufacturers 
caught on and tested their doors 
in these configurations, however 
it would generally take years for 
them to figure out what he had 
done with their door. ultimately 
the manufacturers won too as more 
doors were produced. This all led 
to strong relations with manufac-
turers still enjoyed to this day.
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Bob Briggs, Sr., who began work-
ing at Durand in 1953, recalls his 
years working with George warmly:

“I started at Durand in 1953 and 
remember George Glore asking for 
oddball fire door samples. George 
worked with the Los Angeles City 
Fire Department and the California 
State Fire Marshall on developing new 
codes starting with steel vision lite 
frames and Easy Access units (access 
fire doors) for walls and ceilings. One 
day, George and Gil called me into 
the office to make a sample door and 
HM frame that looked like a disaster 
to me. It took two weeks to build, but 
it was the birth of the double egress 
opening. Next came metal edges for 

pairs of wood fire doors, factory glass 
and glazing of wood doors and factory 
pre-matching hardware for wood doors, 

all of which were previously unheard 
of. In approximately 1968, George and 
Gil came up with a new wood fire door 
called a “smoke and draft assembly,” 
now known as the 20-minute wood fire 
door. Many years later when I started 
my own company (Door Components), 
Glore & Associates was one of our 
very first customers and to this day, 29 
years later, they remain one of our most 
valued clients. George was always there 
offering to advance pay invoices to help 
during our start up. The Glores have 
not only been business associates, but 
family friends to my own family and 

in-laws—John and Jerry Marsh who 
owned J-Door for many years. This 
entire industry owes much of our success 
to George Glore and his insight to the 
needs of the industry. It has been one 
of the greatest pleasures of my working 
life to have known George Glore.”

Today, George Glore is 92 years 
old and continues to live in La 
Mirada, California with his wife 
Jean while keeping close tabs on 
daughters Sheryl and Dee and his 
son Bill, as well as multiple grand-
children, nieces and nephews. Glore 
& Associates, Inc. continues its 
presence with the complete open-
ings package and finish work in 
Southern California and selectively 
throughout the nation.  

Special thanks to Jim Anderson, Bob Briggs, Sr. 
and Lance Benson for their assistance with docu-
menting this history.
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TrusT.   As members of the Institute, DHI has your 

company’s best interests at heart. DHI and its 

strategic partner will work to meet and exceed all 

of your insurance needs. The program offers a full 

range of insurance coverages including: Property 

and Casualty, Directors and Officers, Employment 
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The DHI Board of Governor’s approved the formation 

of a DHI-sponsored comprehensive business 

insurance program in conjunction with its strategic 

partner, TISC (Telcom Insurance Services Corporation).
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competencies. When we need insurance 
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—Greg Lunde, President 
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Bonnie L. Gauerke, AU – Program Manager  •  800-222-4664  Ext. 1635  •  eMail: blg@telcominsgrp.com

6301 Ivy Lane, Suite 506, Greenbelt MD 20770   •  Fax: 301-474-6196

This entire industry owes much of our success to  
George Glore and his insight to the needs of the industry.



The Yale® inTouch™ speaks for itself. It brings stand-alone touchscreen access to robust cylindrical 
locksets and offers an advanced voice-guided system to simplify user programming and maintenance. 
And that’s something everyone likes to hear. Learn more at yalecommercial.com/intouch.

Safe.  
And Sound.

An ASSA ABLOY Group brand

As awarded by The Chicago Athenaeum: 
Museum of Architecture and Design.

YALE inTouch Ad_DHI.indd   1 6/3/10   2:18:48 PM
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DHI Joins Coalition
Support for ConsensusDoCs 
Construction Contract Documents Grows!

The Door and Hardware Institute (DHI) has 
joined the ConsensusDOCS coalition, which 
creates standard contract documents for use by 
all participants in the construction industry.

“We are excited to join this growing coalition of 
construction industry associations dedicated to 
providing fair and balanced contract documents,” 
states Suzanne P. Shomers, CAE, Chief 
Financial Officer of DHI. “Not only will DHI 
members benefit from this new affiliation, but 
the construction industry as a whole will benefit 
from DHI’s base of more than 5,000 professional 
members representing contract door and hardware 
distributors, manufacturers, and independent 
sales agents across the U.S., Canada and abroad.”

National Association of State Facilities Administrators (NASFA), 

The Construction Users Roundtable (CURT),  

Construction Owners Association of America (COAA),  

The Associated General Contractors of America (AGC), 

Associated Specialty Contractors, Inc. (ASC),  

Construction Industry Round Table (CIRT),  

American Subcontractors Association, Inc. (ASA),  

Associated Builders and Contractors, Inc. (ABC),  

Lean Construction Institute (LCI),  

Finishing Contractors Association (FCA),  

Mechanical Contractors Association of America (MCAA), 

National Electrical Contractors Association (NECA),  

National Insulation Association (NIA),  

National Roofing Contractors Association (NRCA),  

Painting and Decorating Contractors of America (PDCA),  

Plumbing Heating Cooling Contractors Association (PHCC), 

National Subcontractors Alliance (NSA),  

Sheet Metal and Air Conditioning Contractors’  

 National Association (SMACNA),  

Association of the Wall and Ceiling Industry (AWCI), 

National Association of Electrical Distributors (NAED), 

National Association of Surety Bond Producers (NASBP), 

The Surety & Fidelity Association of America (SFAA), and 

Construction Financial Management Association (CFMA).

DHI joins 23 other leading construction 
industry associations in support of the 
ConsensusDOCS contract documents.

ConsensusDOCS contracts are the first and 
only industry standard contracts written 
and endorsed by 24 leading construction 
organizations. Offering a catalog of more 
than 90 contract documents covering all 
methods of project delivery, ConsensusDOCS 
contracts incorporate fair risk allocation 
and best practices to represent the project’s 
best interests. Endorsing organizations 
represent Designers, Owners, Contractors, 
Subcontractors, and Sureties (DOCS).

For more information or to download 
excerpted samples, please visit 
www.ConsensusDOCS.org.
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Better  
Contracts,  
Better Project  
Results…

For excerpted sample contracts visit www.ConsensusDOCS.org.Contracts Built by Consensus

Construction Contracts by ConsensusDOCS
Owners, Contractors, Subcontractors, Designers and Sureties: 
Coming together for best practice construction contract documents. 

DHI members receive a 
discount on most ConsensusDOCS  
products. Contact DHI Member Services at 

■   703/222-1010 or 
MemberServices@dhi.org for 
ConsensusDOCS log in information: 
Partner Code and Promotion Code.

20%20%
ConsensusDOCS

NEW Wikipedia Page for 

ConsensusDOCS

Check out the new Wikipedia page for 

ConsensusDOCS at http://en.wikipedia.org/

wiki/ConsensusDOCS. The page explains the 

history behind the unique coalition of designers, 

owners, contractors and subcontractors/

sureties (DOCS). You’ll also find information 

about the drafting process, the 90+ documents 

available and helpful flow charts. 

Please add a link from your website to the 

ConsensusDOCS website and/or the 
ConsensusDOCS Wikipedia page. 

For more information, please contact  

Carrie Ciliberto at 703-837-5367 or 

cilibertoc@agc.org.
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Locked	convention	center	doors	during	
a	convention	(It	would	be	ironic	if	it	
was	a	DHI	convention.	It	was.)

have pictures you’d like to share? email your high resolution pictures (300 dpi or higher) to Jess madden at jmadden@dhi.org or  
mail them to Jess madden, dhi, 14150 Newbrook dr., suite. 200, chantilly, Va 20151. Be sure to include your name, descriptions of  
what the photos show and where you were when you took them!

By submission of your photos to DHI, you, the copyright holder, grant DHI copyright permission to use these images in all media,  
throughout the universe, in perpetuity. Submission of your photos is not a guarantee of use by DHI.

in his travels, Mark berger is never without his camera to document the many code violations he sees 
on a regular basis. In this issue, we are showcasing a few photos from his collection of fire door violations, 
including one that was seen at a DHI Conference! See how many violations you can find in these pictures.

To learn more about DHI’s FDAI program or to download a copy of these images, log on to www.dhi.org.

r e a l  o p e n i n g s  t h e  G o o d ,  t h e  B a d ,  t h e  u G ly

Removing Blocked Exits

Nice sign… how about 
obeying the law and 
removing the eye bolts 
and padlock

Signage	is	important...	obeying	it	is	priceless.

Photo courtesy of Securitech, Inc.

Where	to	begin?	The	need	for	an	operating	
manual	to	exit	the	door?
•		The	sign	on	an	exit	door	which	says	“No	entrance/exit?”
•		The	magic	button	to	press	in	addition	

to	the	exit	device	and	exit	lock?



Do you steer away from Change Orders 
 or drive profitability from them?

•	 Control	shipment	of	unapproved	change	orders.

•	 Review	accurate	cost	and	sell	impact	of	adds/deducts	
including	taxes.

•	 Easily	view	resulting	opening	to	ensure	proper	door,	
frame,	and	hardware	coordination.

•	 Control	processing	of	change	orders	where	material	has	
already	been	sourced,	shipped	and/or	billed.

Check	out	our	Change	Order	video.
www.ComsenseInc.com/ChangeOrder

Comsense® Enterprise	software	provides	
complete	change	order	management	to	

help	you	control	product	and	financial		
impacts,	enabling	increased	customer		

service	and		profits.

2
0

Celebrating 20 Years 1989-2009

®

©2010		Comsense	Inc.,	Mississauga,	ON		All	rights	reserved.

Sales@ComsenseInc.com
905-542-9300



The Intersection of Premises  
 Liability and Security

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

By Heidi K. Abegg

l e g a l
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A 
FTEr 9/11 AND rECENT 
violence on school campuses, 
door and window security 

has taken on increased importance.1 
Premises security lawsuits are 
increasing and bring with them 
large damage awards, high attor-
neys’ fees, and bad publicity. Those 
particularly at risk include schools, 
hotels, apartment buildings, 
hospitals, day care centers, shop-
ping centers and entertainment 
centers (e.g., convention centers and 
nightclubs). Inadequate security, 
improper installation, inadequate 
design, or inadequate protection 
can lead to liability.

Premises liability and/or premises 
security is liability arising out of 
actions occurring upon someone 
else’s property, the most well-
known of which are probably slip 
and fall cases. Premises liability 
has established the proposition that 
property owners have a duty to 
provide a reasonably safe environ-
ment. Common plaintiff allega-
tions include inadequate security, 
inadequate lighting, failure to 
provide security devices, and fail-
ure to follow reasonable practices. 
Compensation is usually awarded 
when the property owner owes a 
legal duty to the injured person, 

the property owner violated this 
duty, and the individual suffered 
injury or loss as a direct result of the 
owner’s failure to take reasonable 
measures to protect the individual.

How to reduce liability. Failing 
to comply with building and fire 
safety codes is an easy way to be 
found liable for negligent security. 
unfortunately, there is no checklist 
which, if followed, will completely 
eliminate liability. However, under-
taking an analysis to identify safety 
and security issues will go a long 
way in both preventing damage 
or injury and defending against a 
premises security lawsuit. Involving 
everyone connected to the doors and 
windows (e.g., fire alarm subcontrac-
tor, security system subcontractor, 
security engineer, hardware suppli-
ers) during the design and installa-
tion process will also help ensure 
coordination and an adequately 
secured opening. Without coordi-
nation, a certain lock may protect 
against one reasonably foreseeable 
dangerous situation (e.g., unauthor-
ized entry), but might inadvertently 
lead to a different reasonably foresee-
able dangerous situation (e.g., slowed 
egress during a fire).

When determining door and 
window design and installations, 

you should always consider what is 
reasonable and foreseeable under 
the circumstances. What is reason-
able or foreseeable in one situation 
may not be reasonable or foreseeable 
in another. For example, the ability 
to lock the exterior doors of some 
or all buildings on a campus at the 
push of a button in a central security 
office may be reasonable and in fact 
necessary for some campuses, while 
manual operation of locks might 
be reasonable for small campuses. 
Electronic card key access system 
(perhaps combined with a unique 
keypad ID to ensure identity of the 
user) might also address reasonably 
foreseeable security issues on some 
campuses. Whether to add locks to 
classroom doors is itself somewhat 
controversial and must be examined 
in light of the school’s entire secu-
rity system, and balanced against 
other issues, such as permitting 
easy escape from a fire or avoiding 
facilitating rapes or assaults in the 
locked room.

One of the most common claims 
against landlords has been inad-
equate or defective door locks and 
latches to prevent entry and the 
commission of both violent and 
non-violent crimes. For example, 
in evaluating liability of an apart-
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ment building owner for a rape that 
occurred inside a unit, a plaintiff’s 
counsel will always look at how 
the intruder got into the unit and 
whether this entry was reasonably 
foreseeable. The attorney will most 
likely investigate the following: Was 
the exterior door sufficient (e.g., did 
the owner try to save money and use 
hollow core doors for the exterior) 
and was it properly installed into 
adequate doorframes? Did the door 
have a peephole? Did the door have 
sufficient locks (e.g., deadbolt, chain) 
and were they properly installed? 
Was the deadbolt adequately 
installed to prevent easy entry? Was 
the lock sufficient to prevent an easy 
pick? Did the sliding glass door 
have a protective bar which would 
have prevented easy entry? Did the 
windows adequately lock? Were 
the door hinges improperly placed 
on the outside? Were the units on a 
master-key system? A building in 
an area with a high crime rate might 
require additional security features 
on doors and windows.

Hotels have also been found 
liable in the past for failing to have 
adequate locks on windows and 
doors. Consequently, it is now fairly 
standard for hotel rooms to have 
dead-bolt locks and chains on the 
main door to the room, and bars 
for sliding glass doors. In light of a 
recent case, it may also become stan-
dard for hotels to install peephole 
covers on the interior side of the 
door to prevent viewing the inside 
of the room.

Nightclub owners and other 
owners of entertainment venues 
have faced liability due to inad-
equate means of egress, particularly 
where the number of exists and 
their arrangement did not support 
safe egress once the occupancy 

load was at its maximum. Owners 
have also faced liability for using 
unapproved and/or improperly 
installed locks and security devices 
on doors, which slowed down 
emergency egress. Additional 
issues may include the position 
of the releasing mechanism rela-
tive to the floor, the complexity of 
the lock and/or releasing device, 
panic hardware, the direction of 
the door opening, and ensuring 
any electro-magnetic lock units 
are mounted on the interior side.

Some owners may put a low 
priority on or inadequately budget 
for adequately secured premises, 
instead choosing to spend money 
on fancy amenities or furnishings. 
If, through the design or installation 
process you find that it is reason-
ably foreseeable that the specified 

door, window or hardware specified 
is not going to adequately protect 
or result in a secured premise, 
it might be prudent to consult 
with an attorney to determine 
whether to document such deter-
mination in writing and present 
it to your customer. In addition, 
you should make sure that your 
contract contains sufficient protec-
tion from liability should your 
customer eventually get sued.  

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

Footnotes:
The information provided herein is for general informational 
purposes only and is not intended to constitute legal advice.

Same Day Shipping
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 c o r p o r a t e  a c c e s s

By Jason Bader

Five Keys to Making Money  
  in Distribution (Part 1)

s h e l f  l i f e
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A 
FTEr SPENDING THE 
last six years working with 
independent distribution 

companies in a consulting capacity, 
I have seen a few great business 
practices. I have seen a few bad busi-
ness practices. And, I have seen the 
downright ugly business practices 
that have caused many companies 
to falter in challenging economic 
times. I recently interviewed a 
third generation distributor and 
asked him to talk about what their 
company has done to stay healthy 
over so many years. He told me that 
it was all down to the fundamentals 
of distribution. Companies need to 
understand their core competency 
and then stay true to that focus. 
Points of uncertainty and instability 
can be attributed to the times they 
took their eye off the ball. 

After my conversation with this 
gentleman, I started to think about 
all the times someone has said that 
you need to get back to the funda-
mentals. Sounds great, where do I 
sign up? The biggest problem with 
this statement is that some of us 
simply don’t know what these magi-
cal fundamentals are. This is espe-
cially true if our education has been 
limited to one employer or company 
in the distribution industry. Over 
the course of this article, I will give 

you an overview of five basic funda-
mentals in distribution. 

Understand	Distribution	Financials

It took me many years to under-
stand distribution financials 
because I frankly was not exposed 
to them as a distributor. They just 
weren’t emphasized in my family 
business. It was only when I started 
seeking outside coursework and 
seminars that I began to understand 
that making money in distribution 
went way beyond selling something 
for more than I bought it for. 

Start with the income statement. 
It will make the most sense once 
someone explains it to you. I often 
find it the most useful tool to look 
for leaking cash. Once you get a 
feel for what you are looking at, 
start combing through the operat-
ing expenses for areas to correct. 
A good friend of mine spent about 
6 months pouring through his. He 
made changes in telecommunica-
tions, vehicles, office supplies—even 
garbage service. When all was said 
and done, he wound up saving his 
company almost $20,000 per month. 
It was well worth his time. 

Budgeting in distribution is a 
tough exercise. Most of us get hung 
up on the income side. Since we 

usually feel like our income projec-
tions are tantamount to pixie dust, 
we discredit the whole exercise. But 
the real key is in the expense side 
the exercise. As we see the flow of 
income in previous years, we can see 
where we might be running tight 
going forward. Cash flow trouble 
keeps most business owners sleeping 
like babies—waking up and bawling 
every two hours. A great deal of 
this anxiety is fear of the unknown. 
A budget helps alleviate some of 
that fear. Again, the income may 
be significantly different than your 
budget. As it moves around, you can 
make adjustments within the frame-
work of a bigger plan. Going without 
a financial plan is a recipe for a lot of 
sleepless nights. 

Skipping cash discounts is like 
signing up for a high interest credit 
card. It should be avoided when 
possible. When we skip a discount, 
and hold on to our money for 
an additional 20-25 days, we are 
essentially signing up for a loan 
from the supplier. If we are offered 
cash terms of 2% 10 net 30, the 
supplier is willing to give us a 2% 
discount on the entire invoice if 
we pay within 10 days. If we skip 
the discount and pay in 30 days, 
we forfeit the 2% savings. Holding 
on to our money for the 20 days at 
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a 2% penalty doesn’t sound like 
much—until you run that interest 
rate out to a full annual percentage 
rate. Let me save you some time. 
The rate comes out to around 37%. 
Ouch. Most of us can borrow at a 
much better rate than this. This is a 
great use of your line of credit. By 
the way, this works the same way if 
you are giving out cash discounts to 
customers. Quit doing this. At least 
quit giving cash terms to your least 
profitable customers. Need some 
more incentive? Go ask your Ar 
people how many customers take 
the cash discount and still pay you 
in 25 days or more. 

If you don’t feel comfortable 
around financials, ask for help. 
Most distribution companies were 
started by salespeople who thought 
they could do it better than their 

previous employer. Let’s face it, 
most salespeople are not closet 
accountants. This tends to be where 
most distributors fail—they can’t 
manage the money. Time to swallow 
your pride and get some education. 
There are some great seminars and 
workshops out there that focus on 
finance for non-financial manag-
ers. There are great books written 
in plain common sense language. 
Finally, ask your CPA for some help. 
understanding cash flow will help 
you survive some of the deepest 
sales recessions.

Understand	Your		
Core	Competencies

Why do your customers buy from 
you instead of your competitors? 
Have you ever asked? Most distribu-

tors think they can answer this ques-
tion, but have never done the research 
to back it up. I have recently been 
helping a client understand the differ-
ence between sales and marketing. 
When I grew up, the two activities 
were often used in the same sentence 
to describe a bunch of folks selling 
things for more than we bought them 
for. Marketing is not sales. Marketing 
makes sales more effective. 

You will learn a great deal about 
your company, both positive and 
negative, by asking your customers. If 
you have an internet savvy customer 
base, web-based surveys might be 
your best bet. If you have a customer 
base that prefers personal interaction, 
you might have to do phone-based 
interviews or focus groups. The 
point is—don’t guess about your core 
competencies, ask your customers. 
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Many of us have tried to take our 
company way outside the current 
market. Sometimes this means that 
we look at another trade type or 
customer segment. Other times, we 
do geographic moves that cause us 
to lose our identity. I have person-
ally experienced both. 

As many of you know, I grew up 
in construction supply. Every few 
years, we would lose our sanity 
and decide to court the industrial 
contractor. The products were the 
same—why not? There was a very 
big “why not.” Industrial contrac-
tors do not have the same service 
needs as the jobsite contractor. It’s 
like apples and oranges. Both are 
fruit, but the two are very different. 

In a similar vein, I also got my 
backside handed to me by trying 
to go into a different geographic 
market. In this example, I was work-
ing with the same type of customer; 
but the geographic differences in 
application proved to be the insur-
mountable obstacle. 

In both cases, I did not honor what 
had made me successful all along. 
Don’t get me wrong, I am not advo-
cating that we rest on our laurels. 
Do the research and ask yourself if it 
fits within your core competencies. 
Are you built to do business the way 
that the market requires? If not, you 
might be trying to jam a square peg 
into a round hole.

Every once in while, a customer 
comes along who wants to only 
deal with the low cost provider. 
know any of these? They want the 
lowest price and they could care less 
about our “total procurement cost” 
rationale. When this happens, one 
of our salespeople usually wants 
to bring up the volume vs. price 
debate. Can you support this type 
of customer? What have you built 

your company on? If you are a high 
service company, this scenario will 
cause you endless frustration. know 
who you are. Be willing to pass up 
some business opportunities that go 
against your service model. I have 
seen people try to develop a multi-
tiered service approach, but they 
ultimately wound up blending them 
back into one melting pot. 

Analyze	Customer	Profitability

Are your biggest volume custom-
ers really the most profitable? You 
would be amazed how many people 
in your organization subscribe to 
that correlation. If fact, it is often 
our largest customers that have the 
highest cost to serve and the lowest 
contribution to net profit. If you 
haven’t done this exercise, you may 
want to get the Maalox ready. If you 
follow through with this, there may 
be some tough decisions in store.

In order to rank your customers 
by net profit, we need to understand 
cost to serve. What does it cost us 
to process an order? There are a 
couple of ways to get a number: the 
hard way or the easy way. The hard 
way involves using activity-based 
costing software to account for 
the amount of money allocated to 
every order processing function. It 
involves time studies and process 
analysis. Although it can be highly 
accurate, the time involved and the 
hornets’ nest you stir up is generally 
not worth the aggravation. The easy 
way is to take your annual operat-
ing expenses and divide it by the 
number of orders you processed in 
the last year. This will give you a 
ball park number. This ball park is 
suitable for making decisions. It isn’t 
perfect, nor does it have to be. Don’t 
go into analysis paralysis here. 

Once you know how much it 
costs to process an order, look at 
the number of orders you have 
processed for a customer. Take that 
amount of money and subtract it 
from annual gross profit received 
from selling this customer. If it is 
positive, rejoice in the knowledge 
that someone is helping your bottom 
line. If it is negative, time to start 
making some decisions.

Once I determine the profitability 
of each customer, I break them 
down into logical groups. Group 
A are the net profitable customers. 
Group B are the large group of 
customers that are negative contrib-
utors, but provide volume. Group 
C are the customers that are very 
negative and tend to string us out 
on payment. These are the blood-
suckers of your bottom line. The 
next step is to determine a course 
of action for each group. We simply 
can’t service them all the same. 

Let’s start at the bottom. Fire 
them. Ok, perhaps that is a tough 
pill to swallow. After all, it doesn’t 
feel natural to fire a customer. 
unless you like making donations 
to them on a monthly basis, you 
need to start leveling the playing 
field. There are all sorts of ways to 
fire a bloodsucker. The easiest way 
is to raise their prices. unless we 
want to inflate our accounts receiv-
able, we need to quit giving them 
credit. Don’t spend extra process-
ing dollars on these accounts. No 
special orders. No transfers. Invoke 
minimum purchases. You would 
think they would get the hint and 
just leave. Some of them will stay. 
This time it will be on your terms. 

Group B isn’t as cut and dried. 
Subtle changes will help change  
the profit picture. With this group,  
I tend to look at price increases.  
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Not the draconian moves as illus-
trated in Group C. With this group 
I tend to fly below the radar. Look 
for margin improvement in slower 
moving inventory. What percentage 
of a category or vendor line do you 
think your customers actually know 
what they should pay? Chances are 
the percentage is very low. They 
know the price on a few dozen 
highly competitive items. As the 
popularity of an item goes down, 
the margin can go up. 

Group A is the precious list of 
customers that actually contribute 
to your bottom line. They pay for 
everyone else to use your services. 
They need to be rewarded—not with 
discounts, but with praise and atten-
tion. Some of you invest in season 
tickets to sports. These are the 
folks we want to take. Golf outings, 

lunches and other miscellaneous 
sales expenses should be reserved 
for this elite group. If you don’t tell 
them you care, they will leave you. 
When you try to get them back, it 
will be the most expensive next sale 
of your relationship.

Is it easier to sell deeper into an 
existing account or go out and sign 
up a new customer? Any salesperson 
worth their salt will tell you the 
former is true. Sell deeper. Better yet, 
sell deeper into the accounts that 
are actually profitable. This stuff 
comes full circle. I have recently been 
working with a client on this very 
concept. We began to analyze their 
Group A customers as to how deep 
the company is selling into them. 
Out of a potential 39 categories, we 
found that most customers had sales 
in less than 10 categories in the last 

year. I am being generous here. We 
counted all sales in a category—even 
if the participation was under $100. 
The point here is simple. Your best 
customers are probably not aware of 
everything you have to offer them. 
Let’s enlighten them. 

This is the first part of a 2 part 
series. The subjects are simply 
too vast to cover in one article. 
Hopefully, these first 3 will get you 
thinking about how your company 
is currently operating and will lead 
you to ask more questions of key 
management. In the next month, I 
will cover the last two fundamen-
tals. Good luck and stay tuned.  

about the author: Jason Bader is the managing 
partner of The Distribution Team, a firm that 
specializes in helping distributors become more 
profitable through operating efficiencies. He can 
be reached at Jason@Distributionteam.com.

www.stanleysecuritysolutions.com
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2010
CONTRIBUTORS

Platinum Level

MANUFACTURER ($10,000+)
ASSA ABLOY Americas ($15,000)
Mohawk Flush Doors
VT Industries, Inc.

DISTRIBUTOR ($2,500+)
Allmar International
Kamco Supply Corp. of Boston
Spalding Hardware Systems 
Top Notch Distributors, Inc.

INDIVIDUAL ($1,000+)
Eckles, Walter (Mike), AHC/CDC and Karen
Garrett, Dale, AHC, FDHI and Karen
Heppes Sr., Gerald S., CAE, and Mara
Maas, Robert
Sabatini, Scott, AOC, CSI, CCPR and 
 Mary Lou

Silver Level

MANUFACTURER ($5,000+)
Karona
Security Door Controls (SDC)
Stanley Security Solutions, Inc. Spec Centre
National Guard Products, Inc.

DISTRIBUTOR ($1,500+)
Akron Hardware
American Building Supply
Dallas Door and Hardware
H & G Sales, Inc.
RDL Supply

SALES AGENCIES ($1,500+)
D.L. Neuner Co.,Inc.

INDIVIDUAL ($500+)
Walsh, Marty and Suzanne

Bronze Level

DISTRIBUTOR ($1,000+)
Architectural Builders Hardware
Builders Hardware and Specialty Co., Inc.
Long Island Fireproof Door, Inc.
S. A. Mormon and Company
� e Hallgren Company

AFFILIATED COMPANIES ($1,000+)
Life Safety Services
American Door Installation

INDIVIDUAL ($250+)
Manes, John, DAHC/EHC, FDHI and Janice

Contributors Committed to Making a Di erence Contributors Listing as of September 30, 2010

 ($35,000)

 ($35,000)

MANUFACTURER ($25,000+) ASSOCIATION ($5,000+)DISTRIBUTOR ($5,000+)

DIAMOND Premier Level 

DIAMOND Level

SUPPORTER Level

Estate of Walter & 
Dr. Myrene McAninch
(Founder of Contract Hardware, Inc. 

in Seattle)

DISTRIBUTOR ($10,000+)DISTRIBUTOR ($10,000+)

� ank You for Your Continued Support

The Cook and
Boardman Group, LLC

MANUFACTURER (Up to $2,499)
Anemostat
ABH Manufacturing
Algoma Hardwoods, Inc.
Architectural Control Systems, Inc.
Burns Manufacturing
Comsense, Inc.
Concept Frames
De La Fontaine Industries
Detex Corporation
Don-Jo Manufacturing, Inc.
Door and Hardware Systems, Inc.
Door Controls International
Eggers Industries
Gensteel Doors
Marsh¬ eld DoorSystems, Inc.
Plyco Corporation
Republic Doors & Frames
Steward Steel, Inc., Door Division
Strek-O Doors LLC
Truth Hardware

DISTRIBUTOR (Up to $999)
Architectural Doors & Hardware
Architectural Products of Virginia
Beacon Metals and Hardware
Boyle and Chase, Inc.
Builders Hardware and Supply Co., Inc.
Bunting Door and Hardware
Central Indiana Hardware
Claire H Cusick Co., Inc
Cleveland Vicon Co., Inc
Commonwealth Door and Hardware
Design Supply, Inc
Evergreen Construction Specialties
House of Doors
J. C. Ryan, EBCO/H&G
JS Archer Company
Kelley Bros.
Montgomery Hardware Company
Negwer Door Systems
Security Hardware, Inc.
Stoessel, Sedgwick and O’Connor
� e A. G. Mauro Company

Trebor USA Corp.
Valley Doors and Hardware, Inc.
Walsh Door & Hardware Co.
Walters & Wolf Interiors
Washington Architectural Hardware
Weinstein and Holtzman, Inc.
Wholesale Doors Inc.

 

INDIVIDUAL
Allred, Milton G., AHC
Ambrosius, Joseph
Austen, � omas M.
Barnhard, Richard, DAHC/CDC, FDHI & 

Kathleen Easby-Smith
Berg, James, AHC/CDC
Blackwell, Greg, AHC
Boardman, Ray
Breithaupt, � omas, AHC
Britton Jr., Wesley P., AHC, CSI
Buck, Terry
Cusick, William R.
Cusick-Rindone, Kendall L. , CSI, CCPR
De La Fontaine, Richard, AHC/CDC, CSI, 

CCPR
Diaco, Joe
Farver, Jason
Ferraro, Mark
Fish, Linda
Flowers, Susan, DAHC/CDC, FDHI
Flynn, Dan
Friesen, Timothy, AHC
Furr, James A., AHC, and Pat Mullin
Gallo, Michael
Ghani, Rakim, AHC
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Hummel, Charles R. FDHI
Hynds, Joseph, AHC
Johnson, Robert, DAHC/CDC and Gayle
Johnson, Santford, AHC
Jordan, William
Kaczmarek, Ed
Kelton, Harold, AHC/CDC, CDT
Keyser, Julie, AHC and Karl
Laing, Jon
Lecours, Roger, AHC/CDC
Liddell, Rick, FDHI and Shannon
Ling, Li Jin
Lipsey, Joel
McClendon, Don, AHC and Janalee
McNeese, Debra J., AHC and Robert
Mikell, Starling
Montovelli, A. J.
Montgomery, Stephen
Neuner, David & Teresa
Olsen, Mark
Poe, Greg, AHC
Ritchie, William
Robinson, Christopher S.
Rose, Helen & � omas B., AHC/CDC

Sabatini, Scott, AOC, CSI, CCPR and 
 Mary Lou
Schwinn, Philip, AHC
Seif, Steven, AHC
Shovlin, Barry & Monica
Stevens, Norm, AHC
Stowe, Philip
Strauss, Charles J. and Mary
Taylor Timothy, AIA
Timothy, Roy
Vasami, Ralph, Esq.
Wacik, Laura, AHC and Michael
Wood, Ronald, AHC
Windfeldt, John M.
Zhu, David

DHI CHAPTERS
DHI Canada
Hoosier
New York
St. Louis (Derek Ringman)
Sunshine State
Tri-State
AFFILIATED ORGANIZATIONS
Builders Hardware Manufacturing 
 Association
Boswell Olsen Ent., Inc
Renegade Entertainment
Schick Construction
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DISTRIBUTOR ($2,500+)
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PrODuCTS

NVS	Door

Mesker Door, a manufacturer of hollow metal 

doors and frames, is announcing their new 

patent-pending NVS door, the envy of all 

standard doors. Unlike most “seamless” doors, 

Mesker’s NVS Door is continuously welded and 

manufactured without putty or filler. Mesker 

has eliminated the process of stitch welding and 

grinding, all while producing a flawless vertical 

seam with an aesthetically pleasing finish. 

Although Mesker’s NVS door has an attractive visual appeal, the 

NVS seam isn’t just for appearance. Using the latest technology, 

the true metal to metal bond has given the NVS Door unmatched 

structural strength and a lifetime structural weld warranty. 

Surpassing the Steel Door Institutes rigid twist test, the NVS door 

was able to withstand 900 lbs. of force before deflecting the 1 ¼” 

allowed. Mesker’s NVS Door blendsdurability and innovation. 

For more information, visit www.meskerdoor.com.

Coming in 2011... 
DHI Education ONLINE!!!

SELECTIONS OF DHI’S RENOWNED      

   NATIONAL EDUCATION WILL BE 

    AVAILABLE ONLINE IN EARLY 2011.

  For Program Details visit 
www.dhi.org

CONVENIENT

ECONOMICAL

EFFICIENT

DHI Online Education
A community of online teaching and learning for the Openings Industry
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Classifieds Corner
Help Wanted

Building Relationships, Careers, and Business!
Privately owned • Over 800 employees and 80 years of success
Sales $175MM+ • Committed to continued growth and excellence

for all employees and customers.

We are seeking experienced DOOR INDUSTRY professionals for
operations, commercial sales, and commercial field installation

in existing marketings and new markets. Current operations include:
Phoenix, AZ • Denver, CO • Atlanta, GA • Wichita, KS
Kansas City, MO • Springfield, MO • St. Louis, MO
Baltimore, MD • Las Vegas, NV • Albuquerque, NM

D.H. PACE COMPANY offers a complete range of door and door-related
products and services, including:

• commercial entry doors
• finish hardware
• automatic pedestrian doors
• integrated security systems
• loading dock equipment
• high speed industrial doors

We invite applicants with a minimum of three
years experience in the door industry 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
E-Verify participant

0910
www.dhpace.com

DHI_Ad_2010:DHI_Ad 9/30/2010 1:13 PM Page 1

Account Managers &  
Coordinators

cP Distributors ltd. is currently 
seeking team players for our  
locations throughout Western 
canada. We have openings for 
account Managers and  
Product coordinators.

Account Mangers must have 
exceptional interpersonal skills to 
maintain customer accounts and 
a proven track record of 3 years in 
estimating and managing existing 
accounts along with the ability to 
grow the customer base through 
strong, new business develop-
ment skills.

Coordinators must have a mini-
mum of 2 years experience in the 
architectural hardware field.

Both positions require strong 
computer skills, the ability to read  
blueprints, and a proven track 
record of building strong alliances 
with customers in the construc-
tion industry.

cP Distributors is dedicated to 
being the leading supplier of com-
mercial doors, frames, finish hard-
ware and specialties, as well as 
service and installation of these 
products to the construction in-
dustry in Western canada. We of-
fer a complete benefits package, 
profit sharing, and an rrSP plan. 
as well, we are committed to the 
on-going training of our staff.

Send Resume to:
Fax: 306.933.4940

email: hr@cpdist.ca

Outside Hollow Metal Sales 
Representative

currently we are looking to add to 
our outside sales force in the Mid-
atlantic region an applicant who 
will call on our accounts, design 
professionals, and end users, and 
conduct jobsite troubleshooting. 
We are seeking an experienced, 
energetic individual who will grow 
with our company through this 
great career opportunity. 

The Company
de la Fontaine is a manufacturer 
of hollow metal doors and frames. 
We combine design solutions 
and manufacturing know-how to 
provide quality and innovative 
products. Our expertise and reputa-
tion for reliability is based on over 
30 years of experience in the door 
industry. Please visit our website: 
www.delafontaine.com

The Qualified Individual  
Should Possess:
•  cDc accreditation preferred or 

strong experience in hollow metal 
•  ability to travel and work  

independently 
•  Skilled and ready to hit the 

ground running
•  career-oriented with great drive 

and interpersonal skills 

Compensation: 
•  Salary commensurate with expe-

rience and accreditation 
• Paid vacation 

Forward your resume to: 
richard a. Dessin, Jr. cDc  

t: 302-993-0220 • F: 302-250-4850 
e: rdessin@delafontaine.com

Come Grow With Us!

Put your innovative think-
ing and skills into high 
gear and work as a mem-

ber of a superior growing team.

lotspeich co. of Florida, Inc., a 
leader in the South Florida Specialty 
construction Market, is looking for 
eager, innovative, hard-working 
individuals to join our team.

Founded in 1928, lotspeich company 
of Florida, Inc., has built a reputation 
for providing superior customer ser-
vice by delivering the highest quality 
products and services. We are in 
need of Project Managers and esti-
mators. a minimum of three years 

experience preferred. comsense 
experience is a plus.

lotspeich co. of Florida, Inc. values 
their highly intelligent and moti-
vated team members by offering 
a wide range of benefits and com-
petitive compensation packages.
Your resume and information will 
be kept completely confidential.

Please contact us at:

lOtSPeIch cOMPaNY OF Fl., INc.
attn: Michael Fee

e-mail: mikef@lcfinc.com
Fax: 954/978-2387

A Drug Free Workplace

OPPORTUNITY TO GROW WITH A GROWING COMPANY
Estimators & Project Managers 

Your next position will be with a growing leader in the door and hardware 
distribution industry located in the PHILADELPHIA METROPOLITAN area.

In order to support our growth and satisfy the needs of our customers we 
have a need for additional experienced estimators and project managers. If 
you are looking for an opportunity to grow with a leader in the industry and 
be recognized for your skills and abilities send us your resume.

We are a family oriented company and offer a very competitive salary and 
benefits including medical, dental, short and long term disability and life  
insurance and also a company matched 401(K) plan. 

We also offer a potential bonus based upon your performance.

relocation assistance, if needed, is negotiable. 

Don’t hesitate—The sooner you reply, the sooner you will be able 
to advance your career.

Please email your resume including salary requirements to:
classifieds@dhi.org attn: Box 1010

LOTSPEICH
CO. OF FL, INC.

LCF

For classified rates, deadlines and 
other information contact:

Kara Burgess
email: classifieds@dhi.org

call: 703-766-7026

>>> CONTINUED at www.dhi.org
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W 
ELCOME TO THE NOVEMBEr INSTALL-
ment of the 2010 series of DHI Tech Tips. If 

you missed the Tech Tips from previous months, you 
can catch up by reading them in their respective is-
sues of Doors & Hardware, reading the PrM sections, 
and completing the assignments.

This month’s Tech Tip is focused on specifying 
warranties for frames, doors, and architectural 
hardware products. 

The WArrANTIES article in PArT 1—GENErAL 
of frame, door, and architectural hardware 
specifications are among the least understood and 
undervalued articles that specifiers include in their 
project specifications. Professional specification 
writers understand that the WArrANTIES article 
is designed to benefit the owner. Accordingly, they 
take time to study warranties for critical building 
components and systems, which sometimes influ-
ence their product selection decisions. 

In the world of architectural doors and hardware, 
product warranties of varying durations and terms 
exist up to and including full replacement value 
that include labor to remove and reinstall the 
products. The majority of product warranties in our 
industry are limited warranties that do not include 
reinstallation labor, damage to other products, 
other incidental or consequential damage to prod-
ucts or people; some are prorated over time with 
diminishing replacement costs. 

Specifiers need to be equally knowledgeable of a 
product’s warranty as they are of its technical attri-
butes and applications. Best practice dictates that 
the professional specification writers investigate the 

available warranties for each of the major products 
that are being specified. In some cases, products 
that appear to be comparable in nature might be 
sorted by their product warranties. For example, a 
particleboard-core flush wood door might carry a 
standard 1-year warranty from one manufacturer, 
but the comparable door from another manufac-
turer is available with a lifetime warranty. Based 
on this information the specifier might choose to 
specify doors from the latter manufacturer and not 
the former. 

Now, staying with our example, the former 
manufacturer might also offer lifetime warranties 
on its wood doors for an additional charge – for 
projects that require that level of product. In this 
scenario, the specifiers need to clearly state the 
terms of the warranties required for the wood 
doors so that suppliers and manufacturers are able 
to make informed decisions as they estimate and 
furnish the wood doors. 

It is important for specifiers to remember that 
writing warranty requirements that are not avail-
able from the manufacturers are unenforceable. 
Likewise, even a full warranty on the best of 
products might not be enforceable if the warranted 
product is used in an application that it is not 
intended to be used in (e.g., an interior flush wood 
door with lifetime warranty installed in an exterior 
door assembly). 

It bears repeating, specifying product warranties 
requires the specification writers to be as knowl-
edgeable of a product’s warranty as they are of its 
technical capabilities and applications. 

tech tip
do you know?

Volume 74 
Number 11
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Reading Assignments: You might find it helpful to review 
the May and June Tech Tips as you complete this month’s 
assignment. Read the following sections in the CSI Project 
Resource Manual (PRM):

■  5.18, “WARRANTIES” (page 5.188)
Exercise: Based on the information you learned in the 
reading assignment, complete the following on a separate 
sheet of paper:

1. Write the WARRANTY article for one (your choice) 
of the following sections: 
■ Section 08100, Standard Steel Doors 
 and Frames
■ Section 08200, Flush Architectural 
 Wood Doors
■ Section 08700, Finish Hardware

Remember to address requirements such as:
1. Coordinate the product warranties of a 

section with the correct DIVISION 1—
GENERAL REQUIREMENTS section

2. Identify the specific products that are 
to be covered by the warranties

3. Beginning of the warranty period

4. Term of warranty period
5. Types of warranties (e.g., express, limited, or 

full) for each product listed in this article 

 Note: Verify the warranty terms you specify are available 
from the manufacturers of the products you list in this sec-
tion. (For the purposes of this exercise, include a footnote that 
identifies the manufacturer(s) and product(s), and list the model 
numbers that you are basing your warranties article on.

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 assignments 
are to be your original work. Do NOT submit manufacturers’ 
or other specifications, regardless of their source, as your own 
work. Submission of plagiarized work will result in non-recog-
nition of CEP points for that assignment.)

Study On Your Own… November, 2010

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:  __________________________________________________________________________________________



Where can you find all of these fine 
brands from ASSA ABLOY under one roof?

at MIDWEST WHOLESALE
and technically it is under four different roofs.

midwestwholesale.com“The Friendly Hardware Wholesaler”

Missouri   800 821 8527
Florida   800 659 8527
California  888 707 8527
Pennsylvania  800 821 8527



REDHOT
RIXSON!

Mayflower stocks more Rixson in more styles, finishes and functions
than you can imagine – and all are ready for immediate delivery.
Every floor closer, overhead holder and stop, Smoke Chek,® overhead closer,
pivot, wall magnet and the most parts and accessories. See the complete
Rixson line in our catalog. It's free. Call 800-221-2052 (in NYC 718-622-8785)

FREE TECHNICAL SUPPORT.
CALL, EMAIL, WRITE OR FAX
US AND WE'LL HELP!

www.mfsales.com

MAYFLOWER SALES CO INC, 614 BERGEN ST, BROOKLYN NY 11238 FAX: 718-789-8346 E-MAIL: PILGRIM @MFSALES.COM


