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CLOSER. FASTER.
BETTER THAN EVER.

Closer. Faster. Better.

ASSA ABLOY  •  Ingersoll Rand  •  ACSI  •  Dorma  •  Hager Companies  •  Kaba Companies

Akron Hardware, the industry’s leading wholesale distributor of ASSA Abloy products now offers the 
complete line of Ingersoll Rand products. Schlage, LCN, Von Duprin, Falcon, Ives and Glynn-Johnson 
products are now available from all four of our Distribution Centers, as well as our newest location in 
Texas. You can also order all of these brands on our state-of-the-art website, AKRONLINE.
 
Of course, you can expect the same fast, accurate, knowledgeable service that has made Akron Hardware 
the most trusted name in wholesale distribution. And, don’t forget, Free Shipping on every order, every 
day. Call us today and find out why Akron Hardware truly is Closer, Faster and Better than ever!
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Accurate’s ADA  
pocket/sliding door sets  
meet the “no pinch”,  
“no grasp” ADA requirements  
while offering an aesthetically  
pleasing look. 

 
Privacy set includes  
2001SDL sliding door lock,  
7200ADA thumb turn / lever,  
7200ER coin emergency release and  
a pair of 7200P pulls.   

 
For details and available options  
please call 203.348.8865 or visit 

accuratelockandhardware.com/ADASDL.html 
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T 
HIS MONTH WE ARE ONCE AGAIN 
featuring an article called “Recruiting the 
Next Generation.” In the June issue, an 

article was written by my staff (without my 
knowledge) about my 25-year anniversary with 
DHI… and now we are talking about recruiting 
the next generation. Perhaps they are trying to 
send me a message.

Regardless, as I reflected upon my 25 years and 
the pace of change in this industry, I began to 
envy what the next generation will get to experi-
ence in our industry—perhaps 25 years from now 
in 2037. Here are some predictions:

■ The knowledge that we possess and the cre-
dentials that we have earned are both truly 
valued and in demand by the design profes-
sionals, the general contractors and the end 
users in commercial construction.

■ All specifications will require an AHC, CDC, 
EHC or AOC to be on staff of the material 
supplier.

■ Future generations are aware of our industry 
as a career and actually pursue certifications 
in our industry because of the prestige.

■ To earn a degree in architecture, there will be 
a requirement to complete a class on architec-
tural door openings and hardware, and the 
class will be taught by our industry.

■ Contract hardware distributors will continue 
to excel in specifying and supplying knowl-
edge, products and control installation on all 
new construction projects.

■ Contract hardware distributors will maintain 
a relationship with the end user through the 
life cycle of the building, offering mainte-
nance agreements, upgrading products, and 
inspecting fire doors and doors that swing in 
the path of egress.

■ Contract hardware distributors will specify, 
supply and service all access control products 
in commercial and industrial buildings.

■ Security dealers and systems integrators 
will turn to our channel for the specification, 
supply and maintenance of all access control 
products.

■ The Authorities Having Jurisdiction will rely 
heavily on our industry’s expertise.

■ Every institutional building will conduct 
annual inspections of fire doors and doors 
that swing in the path of egress.

■ Contractors will recognize the critical role of 
our products and be willing to pay a premium 
price for our expertise.

Well, a person can dream, can’t he? In fact, all 
of the above topics are part of our new strategic 
direction. See DHI’s Preferred Future and the 
corresponding objectives below. What is really 
interesting is to dream about what our products 
might look like and how they will perform. Will 
mechanical locks be gone? Imagine the impact 
of software and the Internet, and dream for 
just a moment of the potential for technological 
advancements of products in the opening. Now 
you see why I am envious of the next generation. 
At 54 years of age, I hope to be around for at least 
half of those 25 years!   

DHI Dreams Big By Jerry Heppes, Sr., CAE

i n  T O U C H

DHI’S PREFERRED FUTURE

By 2017, DHI:
■   Has simplified its educational program to make it 

more available, affordable and user-friendly. 
■   Has demonstrated that DHI certifications are rel-

evant to the industry and its customers.
■   Has clearly defined and communicated DHI’s 

value proposition to its members and targeted 
audiences.

■   Has updated DHI’s membership structure to allow 
broader and deeper penetration and influence in 
our target markets.

■   Has facilitated expansion of members into 
emerging markets and technologies.
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T 
HE FOUNDATION STRATEGIC PLAN-
 ning and board meetings took place in 
mid-March, immediately following the 

DHI board and strategic planning sessions. The 
outcomes of our one-day strategic planning 
session were two main topic areas referred to as 
a “preferred future.” This preferred future clearly 
reaffirms the direction that the Foundation has 
been taking over the past several years and is 
supported by numerous objectives going forward.

With the strategic planning session taking place 
prior to the board meeting, the Foundation board 
was able to begin setting broad parameters for the 
objectives that define these preferred futures.

It is now the job of both DHI and Foundation staff 
to work together on the development of an opera-
tional plan and budget to meet these Foundation 
objectives, as well as the objectives that define the 
DHI strategic plan. Particularly, the Foundation board 
is very focused on continuing to provide staff with 
the direction to create sustained sources of funding. 

One of the avenues to this sustained funding has 
been to develop products that create awareness and 
education for the community of users who influ-
ence what this industry does. This development of 
products (quite unique in the world of foundations), 
specifically our offering of the online educational 
tool for inspections, creates several opportunities to 
generate financial support for the Foundation.

As you may be aware, what we have accom-
plished in terms of outreach and awareness 
would not have been possible without the help of 
the companies and individuals who generously 
support the Foundation. This support remains 
particularly important as we continue to develop 
relationships with associations whose members 
are often the individuals responsible for driving 
change—change based on the Foundation’s aware-
ness and educational outreach. 

The partnerships that we have developed with 
groups like the National Association of State Fire 
Marshals, the Association of Facilities Engineering, 
the Center for Campus Fire Safety, and the 
American Institute of Architects will also provide 
us the opportunity to build our industry’s reputa-
tion for having life safety and security solutions for 
the architectural opening. 

Our ability to implement these objectives and 
develop industry partnerships through “venture 
philanthropy” will enable the Foundation to 
solidify its future. 

By creating the tools that bring awareness to 
organizations that impact the deployment of safety 
and security solutions to all commercial sectors, the 
Foundation has positioned itself to continue to be a 
frontrunner in this market.  

By Bill Johnson, Executive Vice President 
Door Security & Safety Foundation

Reach Bill at bjohnson@dhi.org or 703/766-7039 (office direct)

The Foundation’s “Preferred Future”

door security & safety FOUNDATION

THE FOUNDATION’S PREFERRED FUTURE:
1.   Has defined its principal target economic sectors 

for security and life safety messages
2.   Has developed diversified and sustained sources 

of funding

mailto:bjohnson@dhi.org
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OTELS AND MOTELS OFTEN FACE HIGH TURNOVERS, AS WELL AS STAFF WHO FREQUENTLY WORK ODD HOURS, 
change shifts periodically, and come and go at irregular hours. Not only is there a 
constant stream of new faces, but some employees “buddy-punch,” clocking their 
friends in and out of work. 

On average, 19% of employees admit that they have buddy-punched at least once in 
the past year, and 74% of all companies report that they have experienced a loss from 
buddy-punching. It’s bad enough that the company misses out on the expected labor 
of the missing employee. However, according to the American Payroll Association, 
this practice costs companies between 5-7% in payroll costs. 

Wouldn’t it be nice to verify employees’ identities in less than one second, based 
on the size and shape of their hands? Many hospitality companies, including proper-
ties doing business under the Marriott, Hilton, Sheraton, Holiday Inn, Best Western, 
Westin, Hyatt, Intercontinental and other signs, do just that. From the La Jolla Beach 
& Tennis Club in Southern California, to the Bijour Hotel on St. Vincent Island, to 
hotels in Indonesia, Ethiopia, Lebanon, Malta, Canada and beyond, biometrics are 
being used to clock in and clock out hotel employees successfully and profitably.

Indeed, more than 250,000 biometric hand readers have been installed in all types 
of industries in over 80 countries. On any normal workday, more than 6 million 
people throughout the world clock into work with a hand reader, saving their 
employers millions of dollars.

Biometric Systems Reduce 
Hospitality Industry Fraud

c a s e  S T U D Y

What can the hospitality 

industry do when it has an 

ever-changing workforce 

and suffers from timecard 

fraud? With biometric 

technology, payroll 

administrators can eliminate 

the headaches of accurately 

tracking employee time and 

attendance. That’s because 

biometric terminals verify 

people, not cards or tokens.

By Cindy English

H
Photo Credit: iStockphoto.com/© Simon 2579
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HEN DAN ROSE AND MAX POPPEL DISCOVERED CHATTANOOGA, 
Tennessee, they couldn’t leave. It was a combination of things 
they fell in love with, from the restaurant scene to the depth of 
activities downtown. But mostly, it was the climbing. As climbing 
enthusiasts, they realized there was a need for a base camp for 
climbers in the area. And in June 2011, the seed of creativity 
became a reality when The Crash Pad opened its doors.

The Crash Pad is a community hub for adventurous travelers 
seeking to play in the Tennessee mountains and rivers. It is an uncommon 
hostel in the heart of downtown Chattanooga. As a hostel, it offers an afford-
able place to rest, and camaraderie to boot. Guests can rent a bunk bed in a 
room with two bunks or rent a private room with a large bed and sink. And 
these are no ordinary bunk beds. They are handcrafted with wrap-around 
wooden enclosures, privacy curtains, reading lamps, fans and outlets. Guests 
share a bathroom, full kitchen and living room—all designed to foster a 

Photos Courtesy of The Crash Pad

c a s e  S T U DY

The Crash Pad

By John Cohrs & 
Shannon Menard



 JULY 2012 £	DOORS	&	HARDWARE	 9

For instance, the Canyon Ranch 
Resort outside Tucson, Arizona, 
estimates that it saves $100,000 per 
500 employees annually by elimi-
nating buddy-punching and other 
forms of inaccurate labor track-
ing, while also reducing manual 
processes and human error. With 
more than 2,500 employees, this 
translates into $500,000 in savings 
year after year.

This is not an isolated example. 
Decatur Hotel Group, which owns 
or manages 12 hotels famous for 
their French Quarter locations in 
New Orleans, has cut payroll costs 
of its several hundred employees by 
more than 5%. 

“We create, verify and/or change 
employee work schedules to reflect 
shift changes and vacations, among 
other items, in seconds,” says Elvis 
A. McCoy, Jr., DHG controller. 
“Furthermore, the diversity of our 
workforce automatically drew us 
to the biometric hand reader—the 
right choice for us for a number of 
reasons.”

Likewise, the Hilton Waterfront 
Beach Resort, a AAA four-diamond-
rated Hilton waterfront beach 
resort that offers 290 rooms with 
luxurious accommodations situated 
in Huntington Beach, California, 
also uses its biometric hand reader 
to input time and attendance for 
tracking more than 330 employees. 
As a result, the Hilton has better 
controlled payroll costs by eliminat-
ing all buddy-punching. 

“Buddy-punching became a chal-
lenge a couple of years ago,” reports 
Romy Robb, Payroll Administrator 
at the Hilton Waterfront Beach 
Resort. “So instead of using old 
magnetic stripe ID cards, we 
switched to the hand reader. 

“Since employees can’t lose or 
forget their hands, these biometric 

readers eliminate the need for 
employees to carry a badge, thus 
purging the problem of lost or 
forgotten badges. This also saves us 
time and money,” explains Robb. 
“With its help, we can produce 
all types of payroll reports. Right 
now, we are using the hand reader 
for five different pay rates, but our 
possibilities are unlimited. The 
hand reader is also helpful in track-
ing employee meals, which we need 
for tax reporting purposes.”

At the 90-room La Jolla Beach & 
Tennis Club, three biometric read-
ers track time and attendance for 
up to 600 employees. The biometric 
units replaced a card system that 
frequently fell victim to lost cards or 
“phantom-punch” timekeeping.

Such expenses add up when one 
considers that the average cost of 
time cards is $70 per thousand 
and the average price of a badge 
is $5. Plus, most badges need to be 
replaced annually. However, these 
physical outlays are minimal in rela-
tion to the card management labor 
overheads they create, including the 
time supervisors spend in replac-
ing lost or stolen credentials, fixing 
readers, or undergoing the annual 
replacement program for worn-out 
cards.

“Before purchasing the hand 
reader units, we had numerous 
problems with lost cards,” reports 
Ellen Gaines, HR Director for the La 
Jolla resort. “We had to archive the 
numbers of the cards, and particles 
inside the card reader would make 
the barcodes unreadable.”

Since implementing the biometric 
timekeeping solution, however, 
the resort has not had to deal with 
“phantom-punches” (cards that 
do not take). Likewise, lost cards, 
which are especially problematic 
during the summer season, when 

an additional 150 employees join the 
staff, are a problem of the past.

“We are very satisfied with the 
readers,” Gaines notes. “Our units 
are located in employee access areas 
such as the kitchen, hallways or the 
breezeway of the employee entrance 
areas. Even though we are right on 
the ocean, we have had no need for 
special enclosures.”

“We use the hand readers for posi-
tive identification. They are defi-
nitely more secure than cards,” adds 
Rob Walsh, Information Technology 
Manager for La Jolla Beach & Tennis 
Club.

Biometrics	Versus	Manual	or		
Card-Based	Timekeeping

Because every person’s 
biometric—hand, fingerprint, eye, 
face, etc.—is unique, a biometric 
time clock provides a quick, accu-
rate and reliable way to record in 
and out punches for each employee. 
Using scheduling restrictions, unau-
thorized early-in punches and late-
out punches are eliminated. That’s 
why so many hospitality organiza-
tions now employ biometrics. After 
all, it is impossible to fake another’s 
hand with one’s own. There are 
also no tickets or badges to print, 
read, distribute or lose. There are 
no paper trails to maintain. In fact, 
for those companies leading the 
charge to “green,” a computer-based 
time and attendance system with 
a biometric front end provides a 
paperless solution.

Best of all, the hardware is typi-
cally less than 10% of the overall 
cost for a time and attendance 
system. As a result, biometric 
readers can be affordably placed in 
multiple locations. 

A biometric reader is more than a 
simple time clock, however. It trans-
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mits employees’ in and out transac-
tions to a company’s time/atten-
dance/payroll software. Multiple 
units can be networked into a 
central time and attendance record-
keeping system. Interface software 
can be tailored to meet multiple 
recordkeeping needs, including 
programmable data management 
keys that collect specific data when 
employees’ hands are verified.

With	Hand	Readers,		
Privacy	Issues	Are	Eliminated

Biometric readings are private. 
They do not identify; they authen-
ticate. People confuse biometrics 
with the systems they see on TV 
crime shows. When considering the 
privacy concerns associated with 
biometrics, an important distinction 
must be made between identification 

(a one-to-many match) and authenti-
cation (a one-to-one match). It is vital 
that users understand the difference.

A system designed to identify 
a person compares a biometric 
presented by a person against all 
biometric samples stored in the 
database. The system identifies 
the individual if the presented 
biometric matches one of the many 
samples on file. This is called a 
“one-to-many match.” This is the 
type of system used by the police to 
identify criminals and by govern-
ments to identify qualified recipi-
ents for benefit programs and regis-
tration systems for voting, licensing 
drivers, etc. It is the type of system 
we see on TV crime shows. 

The authentication process used 
in time and attendance, however, 
is very different, involving a one-
to-one search. The live biometric 

presented by the user is compared 
to a stored sample, previously given 
by that individual during enroll-
ment, and the match is confirmed. 
The hand geometry of the user is 
not stored in a database or on an ID 
card. Instead, a mathematical equa-
tion, or algorithm, is created with 
points measured on the finger or 
hand. The template that results from 
this equation is all that is stored. 

When the user presents an ID card 
or enters an assigned PIN (personal 
identification number), only that 
template is transmitted. When the 
employee presents his/her hand or 
finger, the reader runs the authen-
tication process to determine if the 
template that is stored matches the 
biometric being presented. If there is 
a match, the person is authenticated. 

Even the New York City Law 
Department uses hand readers 
for building access and to track 
employee time and attendance in 10 
different buildings around the city.

A	Day’s	Work	for	a		
Day’s	Pay—Guaranteed

With biometrics, it is so easy to 
ensure that employees earn a day’s 
pay only when they are present to 
do a day’s work. Whether the hotel 
has 50 employees or thousands, 
biometric-based time and atten-
dance terminals provide more accu-
rate payrolls and therefore reduce 
labor costs. They also reduce operat-
ing costs and increase employee 
convenience by eliminating the 
need for badges—all of which makes 
this growing trend a quick way to 
enhance the bottom line.  

About the Author: Cindy English is the 
Director of Marketing for Ingersoll Rand 
Security Technologies.
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HEN DAN ROSE AND MAX POPPEL DISCOVERED CHATTANOOGA, 
Tennessee, they couldn’t leave. It was a combination of things 
they fell in love with, from the restaurant scene to the depth of 
activities downtown. But mostly, it was the climbing. As climbing 
enthusiasts, they realized there was a need for a base camp for 
climbers in the area. And in June 2011, the seed of creativity 
became a reality when The Crash Pad opened its doors.

The Crash Pad is a community hub for adventurous travelers 
seeking to play in the Tennessee mountains and rivers. It is an uncommon 
hostel in the heart of downtown Chattanooga. As a hostel, it offers an afford-
able place to rest, and camaraderie to boot. Guests can rent a bunk bed in a 
room with two bunks or rent a private room with a large bed and sink. And 
these are no ordinary bunk beds. They are handcrafted with wrap-around 
wooden enclosures, privacy curtains, reading lamps, fans and outlets. Guests 
share a bathroom, full kitchen and living room—all designed to foster a 

Photos Courtesy of The Crash Pad

c a s e  S T U D Y

The Crash Pad

By John Cohrs & 
Shannon Menard
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communal spirit and encourage 
guests to share their adventures and 
make new friends.

Rose and Poppel pined for the 
affordability and camaraderie of 
a hostel but did not want to forgo 
the amenities common to boutique 
hotels—free breakfast, WiFi, spot-
less bathrooms, free private park-
ing, etc. And that’s exactly what 
makes The Crash Pad so unique.

With River Street Architecture 
on board, Rose and Poppel set out 
to design a facility that was unique 
and welcoming yet mindful of the 
planet. The hostel was designed to 
reach LEED Gold certification but 
has quickly surpassed Gold and is 
now tracking for Platinum. It will 
be the first hostel in the world to 
achieve LEED Platinum certifica-
tion. What’s more, Rose and Poppel 
further prove their dedication to the 
planet by being a member of the 1% 
for the Planet Program, donating 
1% of sales to environmental groups 
around the world.

The Crash Pad is certainly geared 
for the adventurous traveler. The 
entire staff is familiar with all the 
best places for climbing, biking, 
running, kayaking and much more. 
But don’t let that deter you. The 
Crash Pad is favored by outdoor 
activists and general tourists alike. 
“You’d be hard pressed to find a 
better spot to end up as your gate-
way to Chattanooga,” explains Rose. 
“The Crash Pad was an amazing 
project to specify,” stated Mike 
Summitt, specification writer for 
Hager Companies. “Fusing together 
a boutique hotel and a hostel with a 
community atmosphere was a hard-
ware challenge.” 

Providing access control to the 
private rooms and main entry doors 
while having total access to the 
kitchen and bunk rooms is different 
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from typical hotel hardware appli-
cations. A pre-installation meeting 
was specified between the contrac-
tor, installer, material supplier and 
manufacturer representatives to 
ensure proper installation methods 
and procedures. Reviewing the 
construction schedule, verifying 
availability of materials, and install-
er’s personnel were also discussed 
to avoid delays. Specifying the 
hardware to meet local codes ICC/
ANSI A117.1 and offering a lifetime 
warranty were concerns to all 
parties involved.

The Crash Pad’s door hardware 
includes cylindrical locks with 
special keying, surface door closers, 
rim exit devices, thresholds and 
weatherstripping, flushbolts and 
coordinating devices, push bars, 
pull plates, door protection plates 
and wall stops.

The locksets used earned The 
Crash Pad 1 LEED credit for 
including recycled content greater 
than 10% (MR Credit 4.1 Recycled 

Content: 10%). The aluminum 
thresholds and weatherstripping, 
flushbolts, brass protection plates 
and wall stops each earned 2 LEED 
credits for including recycled 
content greater than 20% (MR 
Credit 4.2 Recycled Content: 20%). 
Additionally, the protection plates, 
thresholds and weatherstripping 
earned the project another 1 credit 
for having been manufactured 
within 500 miles of the project site 
(MR Credit 5.1 Regional Materials: 
Extracted and Manufactured 
Regionally).

The Crash Pad was definitely 
an outside-the-box project. And 
in the end, it is a perfect example 
of design, function, longevity and 
sustainability.  

About the Authors: Shannon Menard is the 
Marketing and Advertising Specialist for Hager 
Companies. She can be reached at smenard@
hagerco.com. John Cohrs is the Specification 
Manager for Hager Companies. He can be 
reached at jcohrs@hagerco.com.
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OURNOISYNEIGHBOR.COM RECOUNTS THE STORY 
of a business traveler who heard her hotel alarm clock go off, tiredly 
got up, showered and got dressed, only to finally realize it was only  
3 am. She had been awakened not by her alarm clock, but by the alarm 
clock in the next room! While hotels and resorts are always striving 
to make guest stays “inviting,” “restful,” and “luxurious,” all other 

amenities are superfluous without the basic desire and expectation of a good night’s 
rest. To achieve this, hotels have to deal with one very irritating pest: noise. 

In fact, J.D. Power and Associates’ North America Hotel Guest Satisfaction Index 
Study consistently ranks noise as one of the problems most frequently experienced 
by hotel guests. In 2011, the survey found that nearly one out of every six guests 
mentioned this as an issue. This has created a challenging opportunity for hotels. A 
guest review like “What we loved best was the great night’s sleep, not hearing any 
outside/hallway noise” (a real review at an Embassy Suites in Houston) can make all 
the difference in the world for future bookings. So while hotels take steps to insulate 
walls, ceilings and floors from hallways and noisy neighbors, it’s often the door assem-
bly that affects the final outcome. 

Photos Courtesy of Supa Doors, Inc.

Y

Hotel Guests

Silence
“Adoor” 

By Jacob Kluger 
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Silence	without	Doors

To a certain degree, doors have 
been left behind in the national race 
to create a quiet room. The IBC 2012 
standards list an impressive sound 
rating for walls, floors and ceilings 
set at STC 50, yet strangely enough, 
there are no formal requirements for 
doors, which can easily have ratings 
15-30 points lower than the wall. 
Unfortunately, this directly affects 
and negates a considerable portion 
of the STC rating, since noise finds 
the path of least resistance. It is not 
dissimilar to the value of having a 
fire-rated wall with a non-rated door. 

Taking	Matters	into	Their	Own	Hands

The lack of clear standards has 
forced hotels and their appointed 
representatives (i.e., architects/design-
ers/sound consultants/contractors) 
with the task of creating an affordable 
and effective way to implement their 
own standards. Every major hotel 
brand has its own approach and 
methodology, and some luxury hotel 
chains require manufacturers to pass 
extensive noise compliance testing 
to even be considered as having an 
approved product. Addressing this 
concern today is of special impor-
tance, since hotels are renovating at all 
levels. Firms like Thalden Boyd Emery 
Architects, which has been involved 
in the construction and renovation 
of more than 400 hotels and resorts, 
automatically specifies gasketing and 
door seals to insulate against noise. 
In a different vein, Ray Loperena, a 
seasoned senior project manager with 
Jones Lang Lasalle, has seen a variety 
of effective efforts to reduce sound 
transmission over the years, including 
one creative approach of placing the 
unused children’s mattresses between 
interconnecting doors, thus giving the 

classic Godfather phrase “going to the mattresses” a whole new meaning. 
For the most part, though, how to consistently ensure acoustical perfor-

mance in a hotel has been a challenge, as J.D. Powers has found. The lack 
of knowledge around “sound doors” without universal standards poses a 
great opportunity for distributors and contractors to set themselves apart 
in the bidding and negotiation stages of a project. This is a real pain point 
for hotels, and those who are educated on it will be an asset to the devel-
opment team. Here are a few steps to get ahead.

1.	Understand	the	Basics	(The	ABCs	of	STC)	

Sound is measured in decibels (dB). Sound Transmission Class (STC) is 
used as a rating system that measures how well sound is attenuated (or 
slowed down) through a medium such as a wall or door over a range of 
frequencies. The higher the STC, the less noise can transmit to other side 
of the partition. A 5dB change can result in a 25% change in perceptible 
loudness, and a 10dB change can result in a 50% change in perceptible 
loudness. And while STC does not directly measure how many decibels 
a door or wall can stop, the noise difference between an STC 25 and 35 
can be half as loud! Even a 5-point increase is clearly noticeable and can 
improve the guest experience. While the STC rating for a solid wood door 
is normally 29-32, some companies are pushing that boundary, manu-
facturing stile and rail MDF paneled doors that achieve STC ratings for a 
20-minute fire-rated door of 34-36. 

2.	Know	Your	Products:	Verify	Door	Details	and	Seals
Other important items to ensure are, first, that the STC ratings are for 

operable STC (most doors are first tested as a sealed unit and then tested 
again as an operable unit). Second, verify what seal package was used to 
achieve that rating (some ratings require secondary seals, which needs to 
be factored into the pricing matrix). The seals are vital. Richard Bennett, 
VP, Supply and Design Services for Best Western International, sums it up 
best: “Since a gap at the bottom of an entrance door or connecting door 
is the equivalent of a hole in the wall, proper hardware—e.g., thresholds, 
sweeps, stops, etc.—are an important element in the installation and 
maintenance of doors.” Third, in addition to the seals, check the locking 
hardware. Mortise locks and exit devices can each reduce the STC rating. 

3.	List	the	STC	Ratings,	and	Include	Documentation	within	Your	Bid

If you haven’t already done so, create an STC file. Many products that 
you bid on a weekly basis may already have been tested for STC ratings. 

Door Description STC

Hollow core wood doors (varies with wood thickness and density) 18-22

Solid wood doors (varies with wood thickness and density) 29-32

Lightweight (18-20 gage) steel door with polyurethane insulation 22-26

Heavyweight (14-16 gage) steel door with fiberglass or mineral wool insulation 38-45
Chart courtesy of Architectural Testing, Inc.
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Consider including STC support documentation in your bid and submit-
tals, regardless of whether it is required. While there is still room for 
improvement when it comes to acoustical details in specifications, it is 
beginning to influence choices in manufacturers and distributors. Chris 
Jones, Vice President at HKS Architects, says acoustical testing reports 
are “always what we look for after we have chosen a door style. A report 
would give architects a reason to stand behind a manufacturer.” 

4.	Educate	the	Whole	Chain

It’s not only important to be discussing STC ratings as a sales tool, but 
also as a product management tool. Phil Goossens, President of Pemko, 
elaborates that while everyone is interested in sound doors, some contrac-
tors don’t understand how to install the seals or properly seal the corners, 
effectively minimizing the value. Have installation instructions available 
to contractors as part of your standard file. Eric Miller, Director of the 
Acoustical Department at Architectural Testing, says he has seen a  
5-decibel drop or more between lab and field results due to small gaps in 
an opening and through flanking paths. It is important to mention again 
that even small gaps can transmit sound at levels similar to those  
transmitted by large gaps. 

Furthermore, Eric shares that 
currently in the works is a new stan-
dard for field testing (called insertion 
loss), which will allow field tests to more 
accurately depict the specific sound 
performance of the door systems. This 
will effectively increase the field respon-

sibility that door and hardware 
manufacturers, distributors  
and contractors will have when 
it comes to meeting the speci-
fied STC rating. 

Someday there will be 
universal sound rating stan-
dards set for doors.  We’ve 
already seen the beginnings, 
with standards set for schools, 
with LEED, and in certain cities 
like New York City that require 
an STC rating for apartment 
entry doors and an Outside-
Inside Transmission Class 
(OITC) rating for exterior doors. 
Until then, embrace the ambi-
guity, and help the hospitality 
industry, which is in the midst 
of major renovation efforts, 
make silence a selling point.  

About the Author: Jacob Kluger is the 
Architectural Sales Manager with  
Supa Doors, Inc. Their built-to-order 
stile and rail MDF doors are used for 
hospitality, residential, assisted living 
and specialty projects. He can be reached 
at jacob@supadoor.com.

Partition 
achieving an 
STC rating of:

Will generally 
result in the 
following:

STC 25
Normal volume speech 
can be easily understood

STC 30
Loud speech can 
be understood

STC 35
Loud speech can be heard 
but not understood

STC 40
Loud speech is 
scarcely heard

STC 45 Loud speech is not audible
Chart courtesy of Architectural Testing, Inc.
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T THE TURN OF THE CENTURY, many new homes included pocket doors. 
These homes had 10'- or 12'-high ceilings in a formal dining area that were 
usually partitioned off with bi-parting doors that slid from recessed pockets. 
Many still exist today, mostly in the Midwest and Eastern states. It was a 
simple way of isolating a space for privacy or a special event.

Needless to say, when the hardware on those doors went bad or needed 
repair or adjustment, serious problems surfaced. Often, the only solution was 
to remove the entire wall from one side or knock a few holes in the wall—in 
other words, major construction. 

Enter	Barn	Door	Hardware

Surface-mounting the sliding door hardware has become increasingly 
popular over the last couple of decades. Commonly referred to as “barn door 
hardware,” this approach puts the door and the hardware on the face of the 
wall instead of buried in a pocket. The major reason designers and architects 
are surface-mounting hardware today is that several manufacturers from the 
U.S. and Europe have created incredibly unique and iconic styles. Customers 
sometimes refer to it as “jewelry” for their doors.

Hardware	Styles

The most common way to identify styles is by the shape of the track. A 
few examples are flat track, box track, tubular track and round track. The 

Sliding Interior Doors:  
 What’s Old Is New Again

Photos Courtesy of Specialty Doors

By Tom Gross



material they are constructed from 
can vary from high carbon steel and 
aluminum to stainless steel and 
mild steel. There are even some trol-
leys with wood or plastic wheels.

The decision of which style to 
choose is usually driven by two 
considerations: budget and aesthet-
ics. There are a range of choices for 
both of these issues, from a “box” 
or enclosed track for the more 
budget-conscious to a stainless steel 
system for those more focused on 
aesthetics.

Why	Use	Sliding	Doors	Vs.		
Swing	Doors?

One major reason is that a typical 
3'0"-wide swing door occupies 15 
square feet of floor space. If you 
replaced those swing doors with 
just three sliding doors on a job, 
your customer could save about 50 
square feet of space. Now imagine 
a hotel, a condo complex or an 
apartment. At a savings of 15 square 
feet per opening, the cost savings 
become huge. 

Other new markets that are 
emerging are sliding doors to cover 
flat-screen televisions and sliding 
mirrors over medicine cabinets.

Some of the most popular applica-
tions for “barn doors” are in media 
rooms, great rooms, bedrooms and 
bathrooms. Many bathrooms are 
using frameless frosted glass or 
resin panels, which allow light in 
but still offer privacy.

FAQs

Q. How do you support a sliding 
barn door?
A. The best way is continuous back-
ing in the wall, running the entire 
length of the track (usually double 
the opening width). However, if that 

is not possible, you can through-
bolt using a back plate. Should you 
need to hit a stud, some people 
will mount a header board to the 
wall and then mount the track to 
the header. This also works nicely 
if casing or floor molding projects 
from the face of the wall.
Q. What happens to the bottom of 
the door?
A. The most common solution for 
a wood door is a concealed floor 
guide that mounts to the  floor at the 
edge of the opening where a door 
overlap occurs. We recommend at 
least a 2" overlap at each side and 
on top. A simple groove needs to 
be cut throughout the full width of 
the bottom of the panel, making the 
door bottom stable without any trip 
hazards. This is part of a typical 
package that also includes stops 
and spacers. The best part of using 
a concealed guide is that once the 
doors are hung, you don’t see it. 
Bi-passing doors have other floor 
issues, as this guide is not effective 
on multiple tracks.
Q. What other items do I need for 
my sliding door?
A. Here is a list of basic accessories 
found on most sliding doors:

1.  A handle on the outside, a 
flush pull on the inside, or any 
combination of those, depend-
ing on taste. Keep in mind that 
if handles are used on both 
sides, the door won’t clear the 
opening. Thus, a flush pull on 
the inside is most commonly 
used.

2.  Stops are needed on all sliding 
doors and usually are part of 
the package. Each manufac-
turer has its own stop design, 
and it is a requirement or the 
door can slide off the track.

3.  Locking and latching devices 
are available for sliders and 

usually are needed in bath-
rooms and bedrooms. There 
are a wide variety of choices 
available, from simple to 
complex, depending on your 
application and budget.

4.  On some applications, seals 
can be used both vertically 
and horizontally, should a high 
level of acoustics be required.

5.  Remember, the door needs to 
be at least 4" wider than the 
opening. Any type of door can 
be used as a “barn door”—
wood, steel, glass, aluminum 
or any combination thereof.

Q. What holds up the track?
A. It’s best to get lags from the same 
hardware company that is furnish-
ing the track so that they match the 
finish. If the manufacturer does not 
offer them, then a trip to the local 
hardware store may be required.
Q. Are sliders ADA approved?
A. Yes, they are, but it depends on 
weight, friction factor and hardware 
type. The same five pounds of force 
applies.
Q. Maintenance?
A. Usually none. However, that’s 
the advantage of “barn doors” 
mounted on the face of the wall. 
Should an adjustment ever be 
needed, it’s right there, without 
opening up a wall, as you might 
have to do with a pocket door.

The use of interior sliding doors 
is definitely an emerging trend for 
both residential and commercial 
buildings. The savings in floor space 
alone gives one pause to consider, 
“Where can I use a slider?”

About the Author: Tom Gross is the owner and 
CEO of Specialty Doors in El Segundo, CA. He 
can be reached at tom@specialtydoors.com. To 
find answers to any sliding door questions, call 
Specialty Doors at 866/815-8151 or visit our 
website at www.barndoorhardware.com.
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HERE ARE NUMEROUS AREAS TO SECURE IN TODAY’S MEDICAL FACILITIES. OUTSIDE DOORS, OF COURSE, 
must offer protection against unauthorized access by patients, visitors, employees and outsid-
ers. Similarly, doors to wards, rooms and offices must be safeguarded. But that is only the 
beginning of the story. There is also a growing need to restrict access to medicine storage cabi-
nets, medicine carts, computers, medical records systems, ambulances and even parking lots.

Failure to monitor these areas can lead to equipment or prescription drug theft, employee 
assaults, mistakes with patient medications, confidential patient information being compro-
mised, or even ambulances being entered without permission.

But it is the sheer number of doors and cabinets within a medical facility that makes this a 
complex issue. What is required is a means of controlling access at any and all of these points, 
despite thousands of employees with different job duties, restricted areas, and work hours. 
Fortunately, with today’s access control systems, this can best be achieved via the establish-
ment of an integrated system, one that can run off of a medical facility’s existing IT network.

B y  J o y  T e n e n b e r g

Medical Facilities Protect Against 
Unauthorized Access

T
Photo Credit: iStockPhoto/© Dr. Heinz Linke

http://www.securitysales.com/Channel/Vertical-Markets/articles/2011/03/Getting-Hospitals-to-Bite-on-Your-Bid.aspx
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Access	Control	Systems:		
Simplified,	Less	Expensive

Although video surveillance 
camera systems have been IP-based 
for many years (meaning they are 
connected directly into existing IT 
networks using standard cabling), 
the access control industry initially 
lagged behind in transitioning to 
this technology.

In fact, until recently, video surveil-
lance and access control systems were 
installed completely independently, 
and custom software often had to be 
created to allow communication and 
integration between systems or even 
with an IT network.

“Until a few years ago, security 
cameras and access control systems 
were completely separate and 
often proprietary,” states Charles 
Crenshaw, CEO of ISONAS Security 
Systems. “This meant incompatible 
installations, separate management 
software and multiple maintenance 
contracts.”

Fortunately, today’s access control 
systems are increasingly IP-based. 
By piggybacking on the existing 
network and its cabling, facility 
managers and security personnel 
can quickly and easily install door 
access readers to a common network 
switch with standard cables.

If the network switch has a 
built-in power-over-Ethernet (PoE) 
feature—a common feature—it can 
even supply power to door access 
readers through the CAT-5 cabling, 
with no need to tap into building 
power. Comprehensive access 
control management software is 
then used to manage an unlimited 
number of readers from a single, 
web-enabled interface. 

“IP-based access control systems 
reduce installation costs. That, 
combined with the continuing 

reduction in the cost of door access 
readers, means the cost per door has 
dropped significantly over the past 
five years,” says Crenshaw. “It is 
also much more scalable, so it’s very 
easy to start in one area and expand 
into other areas as needs expand or 
funding becomes available.”

Securing	Doors

In 2010, Moundview Memorial 
Hospital & Clinics in Wisconsin 
decided to upgrade its physical 
security infrastructure with a new, 
IP-based access control system. 
Moundview Memorial provides 
24-hour emergency care, clinic, 
inpatient care, outpatient services, 
diagnostic testing, surgical proce-
dures and senior services.

According to Jim Franckowiak, 
Moundview Memorial’s Director of 
Information Technology (IT), the 
previous attempt at access control 
involved a series of keys that were 
shared by the individuals who 
needed to enter important opera-
tional locations within the hospital.

“We routinely found ourselves 
having to track down keys and 

replace not only keys, but locks as 
well if the keys were lost or if an 
employee left and forgot to turn their 
keys in,” explains Franckowiak.

His criteria in selecting an 
upgraded system included ease of 
installation; complete access control 
functionality, including the ability 
to remotely lock down a controlled 
area if necessary; and the ability 
to manage the system via a web 
browser using a computer, tablet 

or Smartphone. He found these 
features in an IP-based system.

“Having web access to the system 
I can access remotely, or from my 
iPad, is very convenient since it 
allows me to provide access to 
any door in the system no matter 
where I am at the moment,” says 
Franckowiak. The system was 
initially deployed in a medical 
supplies storage area and later 
expanded to additional depart-
ments, including the pharmacy, the 
IT server room, the emergency treat-
ment facilities and the mail room. 

Installation of the hardware was 
done by in-house maintenance 
personnel, who installed the low-
voltage CAT-5 cabling, the reader-
controllers and the other door 
hardware such as locks and sensors. 
The IT department configured the 
management software.

Today the system provides 
administrators at Moundview 
Memorial with accountability that 
was not previously available, since 
the system automatically logs the 
identity of each person entering a 
door or accessing a facility, along 
with the time of entry.

“Superior physical security 
applied to the security realities 
of today’s healthcare facilities 
environment is what we were after,” 
says Franckowiak. “And that’s what 
we got.”

Medication	Security

Every year in American hospitals, 
approximately 400,000 patients 
become ill or injured as a result of a 

With liability costs averaging more than $600,000 per  
incident, many hospitals are addressing shortcomings in 
their medication dispensing process.

http://www.securitysales.com/Channel/System-Integration/articles/2011/06/Securing-Power-on-the-Network.aspx
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medication error. In as many as 7,000 of these cases, the 
final outcome is death. With liability costs averaging more 
than $600,000 per incident, many hospitals are addressing 
shortcomings in their medication dispensing process.

At Sinai Hospital of Baltimore, an area of concern was 
its medication storage. Nurses had to make repeated 
trips to a medication cart located in the hallway to pick 
up medications. With 20 or more cart doors and an 
unreliable, antiquated manual lock system, personnel 
struggled to maintain security.

Under the direction of Sinai Hospital Patient Care 
Director Bonnie Hartley Faust, MS, MBA, RN, Sinai 
Hospital selected and installed 400 medication cabinets 
pre-integrated with a security access lock system. Each 
cabinet can be accessed with an employee badge, thus 
eliminating the need to remember a code or carry a key.

Using management software, reports are used to track 
who entered each cabinet and when. Any cabinet can be 
individually assigned access privileges for that location. For 
example, nurses and pharmacy staff can be allowed access 
to a defined list of cabinets and floors limited by specific 
hours. In addition, pharmacy personnel who stock cabinets 
can be assigned access at pre-defined time periods. 

Securing	Other	Areas

Door access readers can now also be installed inside a 
fleet of ambulances that are either run by or partnered 
with a hospital. In doing so, the access system’s manage-
ment software can be updated to grant access to the 
EMTs who operate ambulances. Wireless technology 
can be used to automatically update the ambulances 
when they are parked in front of the hospital.

Parking lots are another application that may be of 
interest to a medical facility. Installing a centralized 
access control system and long-range readers at parking 
facilities reduces parking conflicts and makes it easier 
for hospital personnel to enter the lots.

Not all of these areas would necessarily come under 
the same person’s direct control, says Crenshaw. For 
that reason, the access control system’s management 
software has the ability to give administrators control 
over different portions of the system—i.e., in-room cabi-
nets might be monitored by a nursing department, the 
data center by the IT staff, and building entrances and 
parking access by the security group.  

About the Author: Joy Tenenberg is the marketing agent for ISONAS. 
For more details, visit www.isonas.com.
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VERYTHING WE DO THROUGHOUT THE 
day could not be accomplished 
without some form of communica-
tion, whether it is one way (e.g., 
radio and television) or two way 
(e.g., email and conversations). 
Communication is a key element of 
daily living, and the construction 
process is no exception.

Basic	Construction	Communication

George Bernard Shaw once said, “The 
single biggest problem in communica-
tion is the illusion that it has taken place.” 
The essence of communication is that a 
message is transmitted, received and under-
stood. However, in some cases, a message 
is not understood by the recipient, but 
the transmitter assumes it was; thus, the 
“breakdown in communication” begins.

An example of hearing what was said but not 
understanding what was said can be found in 
the classic baseball skit of Abbott and Costello, 
Who’s On First. In the skit, dialogue occurs 
between the two comedians, but neither one 
truly understands what the other is trying to 
say. In business, and specifically construction, 
miscommunication can lead to problems that 
can be costly for some or all parties.

Before getting too deep into the subject of 
communication, it should be clearly stated that 
there is a difference between communication 
and documentation. Communication may 
involve documentation, but documentation 
is not required to have good communica-
tion. However, the construction business 
relies heavily on documentation because the 
construction business is a contractual arrange-
ment. As in any agreement, the more you have 
in writing, the better you can defend your 
position should it fall into question.

Whether during design or during construc-
tion, communication is most effective when 
the four C’s are covered: clear, concise, 
complete, and correct. Each one should be 
considered if you are writing a letter, prepar-
ing an email, talking on the phone, or prepar-
ing a set of construction documents. Failure 
to do so can result in the message being 
misunderstood, either partially or completely. 
How well you communicate has an impact 
on how you are perceived by others. Thus, 
poor communicators will either have their 
messages questioned or ignored completely.

The process of constructing a structure 
involves teamwork. Like teamwork on the 
sports playing field, communication is 
essential to integrate all players to achieve a 
win. The motivation of team players to have 

Communication During Construction
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a successful outcome improves 
communication and further 
enhances teamwork. Thus, a good 
attitude is important to successful 
communication.

According to the Construction 
Specifications Institute (CSI), team-
work communication relies on time-
liness of communication. Delay in 
transmitting essential information 
can lead to misunderstandings and 
eventual escalation of problems. To 
avoid these problems, identifying 
the lines of communication before 
a project begins is a good practice. 
This can be best accomplished at 
the preconstruction meeting and 
re-emphasized, if necessary, at the 
periodic progress meetings.1

Construction communication 
channels are dependent somewhat 
on the delivery method used for 
the project. Those delivery methods 
that have similar communication 
channels are:

■ Design-bid-build
■ Construction management as 

constructor
■ Design-negotiate-build
Although the above delivery 

methods incorporate different 
means of selecting the contractor, 
each utilizes the traditional tripar-
tite relationship2 of owner, architect 
and contractor, which will be the 
basis of this article and discussed in 
detail later.

On the other hand, delivery meth-
ods that do not utilize the tripartite 
relationship have very different 
channels of communication. These 
delivery methods include:

■ Design-build
■ Construction management 

as advisor
■ Owner-build
Regardless of which delivery 

method is employed on a project, 
the content that is communicated 

and the method by which it is 
communicated between all parties 
involved remain the same—only the 
channels through which content is 
transmitted differ.

At the center of construction 
communication are the contract 
documents—the drawings, specifi-
cations, contracting requirements 
and other documents defined in 
the agreement. The contract docu-
ments set the foundation for all 
construction communication. The 
contractual network within the 
traditional tripartite relationship is 
not the same as the communication 
network.

The contractual network is 
between the owner and contractor 
under an owner-contractor agree-
ment and between the owner and 
architect under an owner-architect 
agreement. In the contractual 
network, the owner is the focal 
point. However, within the tripartite 
relationship, there are “third-party 
obligations” between the architect 
and contractor. Although there is no 
agreement between the contractor 
and architect, the contract docu-
ments do establish some responsi-
bilities that both must follow.3

In the American Institute of 
Architects’ (AIA) Document 
A201-2007, General Conditions of the 
Contract for Construction, Section 
4.2.4 sets the basic communication 
network for the construction of the 
project:

…the Owner and Contractor shall 
endeavor to communicate with each 
other through the Architect about 
matters arising out of or relating to 
the Contract.
The above requirement thus 

places the architect as the focal 
point as it relates to the communi-
cation network of a construction 
contract.

AIA Document A201 further 
defines the communication chan-
nels with the architect’s consultants, 
with the contractor’s subcontractors 
and material suppliers, and with the 
owner’s other contractors:

Communications by and with 
the Architect’s consultants 
shall be through the Architect. 
Communications by and with 
Subcontractors and material 
suppliers shall be through the 
Contractor. Communications by 
and with separate contractors 
shall be through the Owner.
Regardless of the above, AIA 

Document A201 does allow other 
channels of communication when 
the contract documents allow it or 
when it has been given approval:

Except as otherwise provided in the 
Contract Documents or when direct 
communications have been specially 
authorized…
In regard to the latter condition, 

permitted direct communication 
should be relegated to situations in 
which direct communication will 
expedite the process and minimize 
the potential for misunderstanding. 
For example, allowing the mechani-
cal engineer to speak directly with 
the mechanical subcontractor will 
likely benefit the project by putting 
together the two people who can 
carry on a dialogue on a technical 
subject matter without transmis-
sion through an intermediary. If 
decisions are made as a result of the 
direct communication, those deci-
sions should be documented and 
copied to the necessary individuals.

When communicating with the 
contractor, any information passed 
on to the contractor’s superinten-
dent is deemed to have been trans-
mitted to the contractor per AIA 
Document A201, Section 3.9.1:
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The superintendent shall represent 
the Contractor, and communica-
tions given to the superintendent 
shall be as binding as if given to the 
Contractor. 
In several locations throughout 

AIA Document A201, there are 
provisions that require one party to 
give written notice to another party. 
To clarify this requirement, Section 
13.3 defines what constitutes “writ-
ten notice”:

Written notice shall be deemed to 
have been duly served if delivered in 
person to the individual, to a member 
of the firm or entity, or to an officer 
of the corporation for which it was 
intended; or if delivered at, or sent 
by registered or certified mail or by 
courier service providing proof of 
delivery to, the last business address 
known to the party giving notice.
So far, the discussion has 

addressed how important good 
communication is for teamwork and 
who can talk to whom according 
to the contract requirements. The 
next step is to identify the varieties 
of communication that can be used 
during the course of construction.

Types	of	Communication

In very basic terms, there are two 
types of communication: verbal and 
nonverbal. Verbal communication 
involves the use of words, both writ-
ten and spoken, to relay a message. 
On the other hand, nonverbal 
communication utilizes methods 
that do not involve words, such as 
signals, drawings and symbols. 
Contract drawings utilize both 
methods: specifications and notes 
(verbal) and drawings (nonverbal). 
Even when we talk with others, 
we use both types of communica-
tion: speech (verbal) and body 
language (nonverbal). Since this is 

not an article on drawings, it will 
focus only on the types of verbal 
communication. As previously 
mentioned, verbal communication 
includes written and spoken (i.e., 
oral) methods. 

Oral communications include 
telephone conversations or other 
transmitted conversations that do 
not require participants to be in 
the same location. The face-to-face 
conversation, such as at a meeting 
or site visit, is another form of oral 
communication in which the partici-
pants are in the same location. 
Advantages of oral communication 
include the following:

■ Can use inflection and nonverbal 
cues: Feeling can be easily 
expressed through speech by how 
it is spoken. Body language can 
further enhance the oral message.

■ Saves time and provides immediate 
feedback: Unlike written commu-
nication, which requires a some-
what rigid back-and-forth pro-
cess, oral communication allows 
a more fluid dialogue.

■ Is typically less formal: With the 
exception of prepared speeches 
and scripted dialogue, oral 
communication is relatively 
informal and is not restricted 
by rigid formats other than 
common civil courtesy.

■ Can be confidential: Unless the 
conversation is being recorded, 
oral communication is limited 
to those present.

Conversely, oral communication 
has its disadvantages:

■ Can be misunderstood or misinter-
preted: Oral communication is 
contingent upon the speaking 
skill of the speaker and the lis-
tening skill of the recipient.

■ Generally, there is no permanent 
record, and messages are not easily 
retained: Unless the conversation 

is recorded, there is no exact 
account of what was said, and 
people tend to forget conversa-
tion details over time.

■ Not the best method for lengthy 
communications: Except for 
speeches or other presentations, 
most oral communications are 
dialogues consisting of short 
messages.

Written communication utilizes 
a multitude of media to present 
messages. In general applications 
not specific to construction, written 
communication includes, but is not 
limited to, the following:

■ Correspondence
■ Emails
■ Transmittals
■ Faxes
■ Meeting minutes
■ Text messages
■ Social media
More specific to the construction 

process, written communication 
includes specific documents or 
media, such as:

■ Requests for information/inter-
pretation (RFIs)

■ Proposal requests
■ Change order requests
■ Change orders
■ Field observation and daily 

reports
■ Submittals
■ Web-based project management 

systems
Like oral communication, written 

communication has its advantages 
and disadvantages. The advantages 
consist of the following:

■ Provides a permanent record and 
can be used as evidence: The mes-
sage written one day is the 
same message available weeks, 
months and even years later.

■ Is less likely to be misunderstood 
or misinterpreted: Unlike oral 
communication, written  
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communication can be reread 
until the message is understood.

■ Can be disseminated quickly and 
widely: In this technology-based 
society, the written communica-
tion can be sent to all parties in 
a timely manner.

In a contractual environment, the 
disadvantages are few but impor-
tant. They are:

■ Provides a permanent record and 
can be used as evidence: The 
advantage can be a disadvan-
tage, too. In preparing docu-
ments, be judicious about what 
you place in the permanent 
record.

■ Requires some level of skill: Not 
everyone is a good writer.

Required	Construction	
Communication

AIA Document A201 establishes 
the roles and responsibilities of 
the tripartite relationship: owner, 
architect and contractor. These roles 
and responsibilities involve a certain 
minimum level of communication—
some are conditional; others are not. 
Conditional communication means 
that a certain condition must exist in 
order to require the communication, 
such as the contractor’s notice to the 
owner that the contractor will stop 
work for nonpayment. In that example, 
the notice is only required when the 
condition of nonpayment by the owner 
exists. The following is a general list of 
communications established in AIA 
Document A201, broken down by the 
entity responsible for the communica-
tion’s preparation.

Owner

§2.1.2 – 15 days after written request, 
furnish information for lien rights
§2.2.1 – After written request 
and prior to commencement of  

construction, provide evidence of 
financial arrangements
§2.2.4 – Furnish information with 
reasonable promptness
§2.3 – Written order to contractor to 
stop the work
§2.4 – Written notice to contractor 
for failure to carry out the work
§9.8.5 – Written acceptance of 
responsibilities in Certificate of 
Substantial Completion
§10.2.8 – Written notification to 
contractor of injury or damage
§13.5.2 – Written notice to architect 
to authorize additional testing and 
inspections
§14.2.2 – Written notice to contrac-
tor that the contract will be termi-
nated for cause
§14.3.1 – Written notice to contractor 
that the contract will be suspended
§14.4.2 – Written notice to contractor 
that the contract will be terminated 
for convenience
§15.1.2 – Written notice to contractor 
of claim

Contractor

§3.2.2 – Report errors, inconsistencies 
or omissions to architect as an RFI
§3.2.3 – Report nonconformities to 
laws, statutes, ordinances, codes, 
rules and regulations in the contract 
documents
§3.3.1 – Written notification to owner 
and architect that means, methods, 
techniques, sequences or procedures 
in the contract documents are not safe
§3.7.4 – Provide notice to owner and 
architect for differing site conditions
§3.7.5 – Notification to owner and 
architect of burial, archaeological or 
wetlands encountered
§3.9.2 – Written notification to 
owner of proposed superintendent
§3.10 – Submittal of schedule
§3.12 – Submittal of shop drawings, 
product data, samples and other 
submittals

§5.2.1 – Furnish to owner names of 
subcontractors and major material 
suppliers
§6.1.3 – Cooperation with owner’s 
other contractors
§6.2.2 – Report to architect of 
defects in work of owner’s other 
contractors if impacting contractor
§9.2 – Submittal of schedule of 
values
§9.3.1 – Submittal of Applications 
for Payment
§9.7 – Stop Work notification to 
owner for nonpayment
§9.8.2 – List of items to be 
completed or corrected
§9.8.5 – Written acceptance of 
responsibilities in Certificate of 
Substantial Completion
§9.10.1 – Written notification for 
final inspection
§10.2.8 – Written notification to 
owner of injury or damage
§10.3.1 – Written notification to 
owner and architect of hazardous 
materials encountered
§13.5.1 – Timely notice to architect 
of tests and inspections
§14.1.3 – Written notification to 
owner and architect that contractor 
will terminate the contract for cause
§15.1.2 – Written notice to owner of 
claim

Architect

§3.7.4 – Written notification of nega-
tive finding to owner and contractor 
on differing site conditions
§4.2.3 – Keep owner reasonably 
informed about the progress and 
quality of the work
§4.2.7 – Take action on submittals
§4.2.8 – Prepare change orders, 
construction change directives and 
minor changes
§4.2.11 – Written interpretations on 
matters concerning performance 
and requirements from owner and 
contractor
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§4.2.14 – Respond to RFIs
§9.4.1 – Written notification to 
owner and contractor with reasons 
for withholding payment
§9.8.4 – Prepare Certificate of 
Substantial Completion
§12.1.1 – Written request to contrac-
tor to uncover work required to be 
inspected by the contract documents
§12.1.2 – Request to contractor to 
uncover work not required to be 
inspected by the contract documents

Communication may be further 
defined in the specifications by 
the architect. Within each section, 
submittals and other forms of docu-
mentation are usually required of 
the contractor. However, the major-
ity of the communication require-
ments can be found in Division 01, 
General Requirements. The Division 
01 sections that could specify signif-
icant communication requirements 
include the following:
01 10 00 – Summary: If the work is 
in an existing building, coordinat-
ing with occupants and notifying 
occupants about utility interrup-
tions; and if multiple prime contrac-
tors are involved, coordinating with 
other contractors
01 25 00 – Substitution Procedures: 
Preparing and reviewing substitu-
tion request packages
01 26 00 – Contract Modification 
Procedures: Preparing contractor 
proposal requests
01 29 00 – Payment Procedures: 
Preparing the schedule of values 
and applications for payment
01 31 00 – Project Management and 
Coordination: Coordinating proce-
dures, preparing RFIs, setting up 
and operating a project website, and 
conducting project meetings
01 32 00 – Construction Progress 
Documentation: Preparing 
construction schedules, reports, 

and construction photographs and 
videos
01 33 00 – Submittal Procedures: 
Preparing submittals
01 77 00 – Closeout Procedures: 
Preparing list of incomplete items 
(punch list)
01 79 00 – Demonstration and 
Training: Training owner’s person-
nel on how to operate the building’s 
systems and equipment

Communication	Tools	and	Methods

Although the contract documents 
establish minimal communication 
requirements, communication takes 
place at all times and under a vari-
ety of conditions. Communication 
tools and methods utilized during 
construction should be appropriate 
to those times and conditions. For 
example, you do not want to use a 
telephone conversation to issue a 
change order—the provisions of the 
contract must be enforced. Although 
there are many ways to communi-
cate, construction communication is 
generally limited to basic tools and 
methods; however, as technology 
changes, the tools and methods will 
likely change as well.

The first method is the formal 
meeting. This is a prescribed meet-
ing, usually with an agenda and a 
list of required attendees. The meet-
ing may be routine or a singular 
event scheduled at a specific time 
during the construction process. 
Minutes of formal meetings should 
be taken and distributed to attend-
ees and other identified individuals 
shortly after the conclusion of the 
meeting, generally within a few 
days. This allows attendees to 
comment on the accuracy of the 
minutes while the meeting is fresh 
in everyone’s mind. The person 
identified to conduct the meeting 

should not be the person taking the 
minutes. Typical formal meetings 
during construction include:

■ Preconstruction meetings
■ Progress meetings
■ Contractor/subcontractor 

meetings
■ Preinstallation meetings
■ Closeout meetings
The next method is the informal 

meeting. These meetings are typi-
cally unscheduled and may be called 
to address a specific issue; they 
probably occur more frequently than 
formal meetings. Attendees may 
consist of a group of individuals 
down to as small as two individu-
als. Informal meetings may not be 
scheduled at all but occur out of 
happenstance, such as a conversation 
during a site visit. Informal meetings 
can be very beneficial for a project—
they allow for immediate discussion 
that can result in a quick solution 
to an issue. However, decisions that 
are made or directions that are given 
during these informal meetings 
should always be followed up with 
some form of written communica-
tion. This is to make sure that there 
are no misunderstandings or misin-
terpretations of what was discussed.

Another common and traditional 
construction communication tool is 
the telephone. Telephone communica-
tions can fill the gap between written 
media and face-to-face dialogue—
they are quick and can be used to 
accomplish a variety of tasks without 
having to travel to another location. 
Telephone conversations, like infor-
mal meetings, can be used to discuss 
issues with possible immediate 
results, but they should also be docu-
mented if important decisions were 
made or instructions were given.

Reports are another tool that 
provide beneficial information for 
all members of the project team. 
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Reports are used to record and 
convey information about the status 
or condition of the project or a 
portion of it. Reports may be gener-
ated by all members of the project 
team, such as field observation 
reports by architects, daily reports 
by contractors, or installation qual-
ity control reports by manufacturer 
representatives. The most important 
thing to remember about a report is 
that it should be factual—conjecture, 
hearsay and judgmental language 
have no purpose in a report. In 
cases in which a picture explains 
the situation better than words, a 
photograph can be inserted into a 
report with a brief explanation and 
markups that highlight specific 
items (e.g., keynotes, clouds, etc.). 

Reports that document details 
that are typically lost over time 

could be used as evidence. 
However, poorly prepared reports 
may be considered inadmissible 
as evidence. Once the quality of 
some reports are determined to be 
questionable, then the entire set of 
reports by the same individual are 
also called into question and may 
be considered unreliable, even if the 
remaining reports are actually good 
and accurate.

Growing at a rapid rate is the use 
of electronic communications during 
construction. Starting with faxes, the 
use of electronic communications 
has expanded to include email, text 
messaging, and now, social media, 
such as Facebook, LinkedIn and 
Twitter. Electronic communications 
can also include web-based software 
programs that provide full project 
management capabilities. Electronic 

communications are typically used 
in addition to other communica-
tion tools and methods. The main 
benefit of electronic communications 
is the ability to store and quickly 
retrieve documents. As with data-
base systems, information can be 
searched in a fraction of the time it 
would take to search file folders and 
storage boxes. Like printed docu-
ments, electronic communications 
are subject to discovery4 and can be 
used as evidence.

Another method of construction 
communication does not happen 
within the team, but with the 
public. Used frequently on large 
public projects and sometimes on 
private projects, public communica-
tion allows people not associated 
with a project to be informed of the 
progress of the work. Since public 
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projects involve public funding, citizens like to know 
how their tax dollars are being spent. Some projects, 
public or private, have a significant impact on the 
communities in which they are built. Keeping neigh-
boring residents informed helps to soften the impact 
dramatic changes may bring.

Communication tools that are used to keep the 
public informed can span the entire list presented in 
this article. Written communications, such as news 
articles and mailed flyers, provide updates. Oral 
communications may include periodic meetings with 
residents and recorded updates that people can obtain 
through a phone call. A common tool used is the proj-
ect website, where information and updates are posted 
on a regular basis. Some websites employ webcams 
that operate during the entire construction period to 
allow people to visually see the progress of the work.

The bottom line is that the construction process 
could not happen without communication. From 
the contract documents through all the phone calls, 
emails, and meetings to the final application for 
payment, every member of the project team communi-
cates at some time with another project team member. 
As a project team member, it is important to remember 
that other team members are relying on the informa-
tion you provide. If you have information to provide, 
make sure it is timely and that it is communicated 
through the proper channels using the proper method 
or tool.  

Endnotes
1.  Introduction to Chapter 6, Construction Contract Administration 

Practice Guide, The Construction Specifications Institute
2.  The tripartite relationship is discussed in detail in Chapter 

5 of CSI’s Project Delivery Practice Guide.
3.  Although not pertinent to this article, it is important that the architect’s responsibilities 

in the contract documents be coordinated with the owner-architect agreement.
4.  Discovery is a legal process in which the parties on each side of a lawsuit 

seek information from the other side to uncover the facts about the case. 
Discovery is governed by state and court rules of evidence.
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understanding fiberglass 
D O O RS

I 
N TODAY’S MARKETPLACE, COMMER-
cial project owners contemplating 
new entryways are looking for more 

than just aesthetically appealing doors; 
they’re seeking high performance and 
security. Fortunately, with the new 
generation of fiberglass doors available in 
the marketplace, they can have both.

From smooth, paintable surfaces to 
rich, architecturally correct wood grain 
finishes, fiberglass doors come in a wide 
assortment of styles and options to fit 
any setting. Introduced to the market-
place in 1983, fiberglass entry doors are 
manufactured to resist cracking, split-
ting, splintering, rusting or warping. 

Up to four times more energy-efficient 
than many solid wood doors, the solid 
polyurethane foam core in fiberglass 
doors quickly caught the attention of 
the marketplace nearly 30 years ago. 
Since that time, industry innovations 
have catapulted the popularity of 
fiberglass entry doors with building 
product professionals, homeowners and 
commercial project creators.

Known for their durability, style and 
economical nature, fiberglass doors rival 
the style, beauty and dependability of 
wood doors. Most fiberglass door manu-
facturers offer a variety of decorative 
doorlites, sidelites and transoms to 

BY BRAD JOHNSON
Photo Courtesy of Therma-Tru, LLC



 JULY 2012 £	DOORS	&	HARDWARE	 35

complement their doors, along with 
upgrades such as impact resistance, 
ENERGY STAR-qualified doors, 
vented sidelites and impressive 
warranties.

Looking for more reasons why 
fiberglass doors should be used in 
your projects? Try thermal perfor-
mance. The polyurethane foam inside 
a fiberglass door provides superior 
thermal insulation, which can also 
help with reducing noise pollution. 
And consider the earth’s natural 
resources. The technology used by 
many fiberglass door manufacturers 
perfectly replicates the detail of genu-
ine high-end wood doors without 
harvesting endangered wood species 
like Honduran mahogany. 

Assisted	Living	Facility		
Relies	on	Fiberglass	Doors

According to Todd Fratzel, princi-
pal engineer at United Construction 
in Newport, New Hampshire, an 
entry door for a commercial project 
can be both a thing of beauty and 
functionality. “With fiberglass, you 
get a door that you’d swear looks 
just like wood, plus you also get 
maximized energy efficiency, stabil-
ity and super-low maintenance 
aspects. It’s really hard to beat 
fiberglass when it comes to these 
important features.”

“We have a project going on right 
now at the Summerset Assisted 
Living Complex in Newport where 
we were hired to renovate an exist-
ing apartment bedroom located in 
the basement level of the complex,” 
says Fratzel. “We’ve specified a 
fiberglass vented sidelite door to 
replace an existing window in 
order to meet more stringent egress 
requirements.

“I originally saw this new door 
with hinged screen sidelites at the 

International Builders’ Show. The 
reason I suggested this door is that 
it allows us to provide another 
egress point in the bedroom while 
still allowing a fresh air option for 
the room. The bedroom is not large 
enough to install both a door and 
window, so the fiberglass vented side-
lite option was an excellent choice.”

United Construction Corp. 
built a 10,000-sq. ft. addition for 
the Summerset Assisted Living 
Complex in 2008. “We recom-
mended and installed more than 
30 doors during the construction 
process,” says Fratzel. “About a 
dozen were fiberglass, and the 
remainders were steel fire doors. 
The owners are extremely satisfied 
with the quality of the products, 
along with the quality and value 
that well-constructed fiberglass 
doors bring to this project.”

Slam-Dunk	Testing	Results

Fiberglass doors don’t just “put a 
pretty face” on a project’s exterior; 
they’re built to handle rigorous 
wear and tear over the years. 

According to durability guide-
lines issued by the Window and 
Door Manufacturers Association 
(WDMA) and the American 
Architectural Manufacturers 
Association (AAMA), commercial 
entry doors must be able to pass 
a testing standard of 250,000 door 
slams before they can be certified. 
The WDMA/AAMA Cycle/Slam Test 
Standard helps commercial project 
owners know that the entry doors 
they purchase can stand up to long-
term use. 

Professional door testers at vari-
ous fiberglass door manufacturers 
ensure that every fiberglass door 
tested for commercial application 
meets this rigorous standard, 

providing valuable assurance to 
project owners that the fiberglass 
doors they choose from that manu-
facturer can withstand years of door 
slams and physical endurance. 

Weathering	the	Storm

When extreme weather and 
harsh conditions are anticipated 
for a commercial project, fiberglass 
doors rise to many different weather 
situations. Several manufacturers 
construct their fiberglass entryway 
doors to meet stringent codes for 
hurricane-prone areas of the country. 

Maximizing the seal between the 
door and the frame helps keep out 
the damaging effects of hurricane-
force winds, rain and flying 
debris during a storm—all while 
improving energy efficiency. The 
weatherstripping, corner seal pad, 
door bottom sweep and profiled sill 
all work together to provide a door 
system that can withstand severe 
weather conditions. A steel plate 
embedded in the foam core provides 
added protection from hurricanes. 
These fiberglass entryway doors are 
used in projects nationwide where 
security and durability are key 
entryway requirements.

Whatever the weather, wherever 
the commercial project, fiberglass 
doors provide countless benefits and 
are the perfect project fit. And with 
innovations continuing to be devel-
oped by dedicated manufacturers, 
fiberglass door enhancements will 
keep arriving in the marketplace to 
provide you with sound, energy-
efficient and aesthetically pleasing 
door options.  

About the Author: Brad Johnson is the Vice 
President of Marketing for Therma-Tru Corp., 
where he oversees the company’s marketing division.
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S P E C I A L  A D V E R T I S I N G  S E C T I O NproductShowcase

Showcase your products here!
From access control and security issues to ADA compliance to LEED certification 

credits, there’s almost no end to the number of codes, standards and life safety concerns 
our industry has to stay aware of. This section was designed to highlight the products 
that can help you do just that. Whether your next project is a luxurious five-star hotel 
or a no-frills office space, you’ll find plenty of great products to choose from here.

	 Contact	Molly	Long	at	mlong@dhi.org.

CONCEALED VERTICAL CABLE SYSTEM

Security Lock Distributors stocks and 

supports all Ingersoll Rand Security 

Technologies brands and products in-depth, 

including Von Duprin’s new CVC System. 

The CVC system is a revolutionary product 

design replacing the traditional vertical rods 

while providing a more secure protection for 

the opening, and streamlined aesthetics.

www.seclock.com

CE ANSI GRADE 1 CYLINDRICAL LOCKSET

TownSteel is pleased to announce the new and 

innovative CE Series ANSI Grade 1 Cylindrical lockset. 

The CE Series incorporates durability with architectural 

design. Features of our patent pending lock include over 

3,000 inch lbs. of torque and low projection rose. The 

CE Series cylindrical locks are designed to last! 

www.townsteel.com

AKRONLINE

Allowing you to do business 

with Akron Hardware 

wherever you are. Place 

orders, check product availability, and 

monitor your account—all with the same 

industry leading service you have come to 

expect from Akron Hardware.  

www.akronhardware.com.

ADA POCKET/SLIDING DOOR LOCKSET

Accurate Lock and Hardware has just

expanded its line of sliding and pocket door 

hardware with the new 7200P pulls. Pair them 

with the 7200ADA thumb turn and 2001SDL  

sliding door lock to offer an aesthetically 

pleasing solution for sliding/pocket doors  

requiring ADA compliance. For details visit: 

www.accuratelockandhardware.com/ADASDL.html

NEW PRODUCT CATALOG & PRICE BOOK AVAILABLE

Security Lock Distributors proudly stocks and supports 

all Kaba Access Control products. SLD 

is pleased to present the 2012 buyer’s 

guide and price book for all electronic and 

mechanical products. To obtain your hard 

copy version, call 1-800-847-5625!

www.seclock.com

http://www.seclock.com/
http://www.accuratelockandhardware.com/ADASDL.html
http://www.seclock.com/
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25th Anniversary  

1987-2012

ACOUSTIC WOOD DOOR & 
STEEL FRAME ASSEMBLIES

Tested as a unit, AMBICO 

acoustic door and frame 

assemblies set the 

global standard for STC 

performance. Doors and 

frames are supplied with 

acoustic perimeter and 

bottom seals. Selection of 

face veneers with factory 

finishing options and 

matching wood edges. 

90-minute fire rating 

available. AMBICO doors 

and frames carry a 5-year 

warranty.

www.ambico.com

25TH ANNIVERSARY CATALOG NOW AVAILABLE

Midwest Wholesale has added 

numerous new lines to our offering 

including National Guard, HID, BEA, 

GRI, and Linear/IEI. To receive your 

free copies, please send a request to 

hdwsales@midwestwholesale.com.

www.midwestwholesale.com

SOFTWARE FOR DISTRIBUTORS

The Comsense Opening Suite for 

Windows, including Specwriter, Elevations, 

Advantage, and Enterprise, is our complete 

business system designed specifically for 

Architectural Door, Frame, and Hardware 

distribution. Choose from over 100 supported 

manufacturer price books to ensure your 

projects and inventory are priced accurately 

and efficiently.

www.comsenseinc.com

PRODUCTS ON THE SHELF

Here at Boyle & Chase we agree and understand it is crucial to maintain 

a healthy inventory during these harsh economic times. So, in addition to 

putting product on the shelves, we will continue to maintain the highest level 

of product support, technical support, customer service and order accuracy.

www.boyleandchase.com

NOW STOCKING STANLEY

Top Notch is now stocking 

Stanley Security Solutions 

Commercial Products! Call 

a Top Notch Sales Team 

Member for Precision, 

Stanley Door Closers 

and Stanley Commercial 

Hardware, 800-233-4210.

www.topnotchinc.com.

MAJOR BRAND LOCKSETS  
ELECTRIFIED

Electra Mod Series, SDC 

electrified, failsafe and 

failsecure cylindrical lock 

brands includes, Schlage, Yale, 

Sargent, Best, SDC and Dorma. 

Most brands available through 

SDC shipQUICK inventory, 

or distributor’s may provide 

mechanical locksets to SDC 

for electrification. REX output 

standard with SDC and optional 

with select brands.

www.SDCsecurity.com

http://www.ambico.com
mailto:hdwsales@midwestwholesale.com
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SPALDING Hardware

r e c r u i t i n g  T H E  N E X T  G E N E R AT I O N :

Do members of 

your company 

have ideas 

they’d like to 

share to help our 

industry improve 

employee recruit-

ment and  

retention? 

Contact Jess 

Madden at 

jmadden@

dhi.org or call 

703/766-7033!

ONE OF THE GREATEST CHALLENGES FACED BY THIS INDUSTRY IS THE NEED TO RECRUIT AND 
retain the next generation of employees. In the U.S., a high rate of unemployment means plenty of potential applicants for any 
job opening. But how do you decide who to choose, and more importantly, how do you get that person engaged in this industry 
so that it becomes a career path rather than just another job to work until something better comes along? 

To find out, D&H is conducting a series of interviews with various DHI member companies. Each company has its own set of 
ideas and standards that it has developed through years of trial and error. Our hope is that this project will offer readers new 
ideas and perspectives that they can use to improve employee recruitment and retention in their companies. 

In our second installment, we talk to the owner and managers of Spalding Hardware, as well as two of their younger employ-
ees who are members of the next generation our industry is so eager to recruit. With two office locations in Alberta, Canada, 
doing business throughout North America, it’s vital that they have a solid team of employees working to ensure quality customer 
service and timely, accurate delivery of their products. And after 60 years in the industry, they’ve developed very clear ideas of 
what type of employee works best in their company, how to weed out the good from the bad, and how to retain the best ones.

Meet Spalding Hardware's staff who participated in the 
following D&H interview. Names are listed in the order 
they appear in the interview.

John W. Manes, DAHC, EHC, FDHI is the President 

and CEO of Spalding, based in the Calgary office, 

and has been in the industry 29 years.

Ed Toy, DAHC is the Executive Vice President 

and Managing Partner in the Edmonton Office 

and has been in the industry 27 years.

Dan Molineaux, AHC is the Vice President of 

the Commercial Division in the Calgary office 

and has been in the industry 22 years.

D&H: What qualities do you look for in a 
potential employee? 
John W. Manes, DAHC, EHC, FDHI: There 
are some obvious qualities like honesty, integ-
rity, a strong work ethic and reliability that we 
are always looking for in a potential employee. 
Beyond that, it depends on the position. For 
sales personnel, strong social and communica-
tion skills are a must. Technical positions call 
for more analytical personalities who may be 
more introverted, but they still need to be able 
to work within the team environment.
Ed Toy, DAHC: It’s dependent on the 
position, but these are the key qualities:

■ Team player
■ Open-minded
■ Computer literate
■ Comfortable learning new technologies
■ Able to work under minimal supervision
■ Aptitude for learning and growth
■ Good communication skills

Dan Molineaux, AHC: Education, training 
and previous work experience. Anyone 
with some sort of construction, design or 
architectural background is a good starting 
point, even if they have no experience in 
hardware or access control. Also, someone 
who is looking for a career as opposed to a job.
D&H: What types of things would you 
consider to be “red flags” on an application 
or in an interview?
John W. Manes, DAHC, EHC, FDHI: While 
all of these items may have a reasonable 
explanation, we flag the following:

■ Many jobs within a short period 
■ Large unexplained gaps in the career 

timeline
■ Over-hyped duties on lower-level positions
■ Out-of-date references
■ Spelling or grammar errors on the CV or 

resume
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Ed Toy, DAHC: These red 
flags are not in any particular 
order of importance:

■ Indirect answers to direct 
questions

■ Poorly groomed for interview
■ Inappropriately dressed for 

interview
■ Poor communication skills
■ Poor attitude
■ Late for interview without 

apology or reasonable 
explanation

■ Questioning pay and benefits 
before the position is fully 
explained 

■ Inflexible
Dan Molineaux, AHC: 

■ Inappropriate appearance
■ Previous work history 
■ Education – Someone over-edu-

cated for this position is prob-
ably just putting in time until 
something better comes along.

D&H: Recruiting the younger 
generation in particular is a key 
issue for this industry. What advice 
would you offer?
John W. Manes, DAHC, EHC, FDHI: 
It is clear that the priorities of the 
younger generation are not the same 
as the workers who have dominated 
our ranks for years. While they 
can definitely be talented, their 
motivations are sometimes difficult 
to figure out. The best advice I 
can offer is to keep an open mind. 
Without compromising on your 
core principals, consider being more 
flexible about some of the rules 
and regulations of the past to allow 
them to grow and learn in their 
own way within the organization.
Ed Toy, DAHC: What motivates 
the younger generation is not 
necessarily what motivated me 
when I was entering the work 
field. The younger generation has 
grown up in an age of instant access 

to information, gratification and 
technology. They demonstrate a 
maturity beyond their years and are 
much more vocal and demonstrative 
regarding hot issues like the 
environment than the Baby Boomers 
were at the same age. They seem to 
be less patient on a career path than 
the Boomers, and if statistics are 
accurate, today’s younger generation 
will change careers approximately 
15 times from the time they enter 
the workforce until retirement. 
The expectation of a career path 
with one or two industries or long-
term employment with the same 
company is no longer the norm 
with the younger generation. 

We need to understand that 
competition to recruit the younger 
generation is no longer local or 
national—it’s become global.

The younger generation lives in 
a world of technology that we need 
to understand. We need to ensure 
that the work environment is chal-
lenging, rewarding and embraces 
today’s technology to attract and 
retain the younger generation. 
Dan Molineaux, AHC: Don’t 
expect them to think the same 
way or do things the way we 
did them when we were their 
age. Know the characteristics 
of a typical Generation X 
and Generation Y person.
D&H: Do you allow your 
employees access to social media 
while at work? Why or why not?
John W. Manes, DAHC, EHC, FDHI: 
A few years ago, we restricted 
access to social media sites on 
our company Internet, and we 
experienced a small revolt! The 
reality is that people will access this 
stuff on their personal equipment 
whether you allow it or not. 
Before the Internet, people made 
personal phone calls, and we didn’t 

remove their phones. We do have 
a computer use policy that every 
employee must sign that addresses 
what is considered abuse so we can 
deal with that if it becomes an issue.
Ed Toy, DAHC: Yes, social media 
is here to stay, whether we like 
it or not. It can be an important 
advertising tool when used 
properly and not abused. We do 
have a formal policy for use of 
company computers which does 
allow access to social media during 
breaks, lunch and after hours.

The use of social media is an impor-
tant communication tool among the 
younger generation today. If you 
disallow the use of social media in the 
workplace, you have effectively cut off 
a major communication tool, which in 
turn can make for an unhappy work-
force. An unhappy workforce is not a 
productive workforce. 

It’s also about trust between 
management and employees. If an 
individual is abusing work time 
on the computer, it will show up 
eventually in the quality of work 
and deliverables. The bottom line is 
deliverables—work being on time 
and done well.
Dan Molineaux, AHC: Yes, it 
can be a tool for them to do their 
job. That’s the way younger 
people communicate. Not letting 
them use social media now 
would be like not letting them 
have a phone 20 years ago.
D&H: What do you think is the key 
to employee retention?
John W. Manes, DAHC, EHC, FDHI: 
The basics really haven’t changed. 
Honesty, setting reasonable 
expectations, and communicating 
regularly are all key. Again, with 
the younger generation, we need 
to remember that we were all in 
their shoes once and treat them 
accordingly. 
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Ed Toy, DAHC: In no particular 
order, I would say:

■ Healthy work environment 
■ Flexible work hours
■ Ability to work offsite

(i.e. , home office) 
■ Open communication and trust 

between management and 
employees

■ Recognizing employee mile-
stones and achievements

■ Allowing employees to take 
ownership of their work and 
have input into the day-to-day 
operations

■ Offering a challenging work 
environment that is not static or 
boring

■ Recognizing the importance of 
family

Dan Molineaux, AHC: Give 
employees the necessary tools, 
training and environment to do 
their job, and as long as their 
salary and benefits are competitive 

within the industry, you should 
be able to hang on to them.
D&H: What message do you feel 
our industry needs to send your 
generation to help recruit them?
Josh Manes: Our industry has 
really reinvented the way we look 
at the architectural opening. With 
recent advances in access control, 
biometrics and automatics, we 
are constantly reshaping the way 
the world approaches doors and 
hardware. Potential newcomers to 
the industry need to know that this 
is “not your grandfather’s hardware 

industry.” Technology is a driver 
for the new workforce, and seeing 
the potential for innovation and 
creative thinking in traditional 
products will attract younger minds.
Matt Vieweger: The number-one 
message that needs to get to the 
younger people who are considering 
this industry for a career is that 
hardware is not boring. Especially 
lately, the speed of innovation and 
new ideas within the industry has 
ramped up, and I don’t see that 
slowing down any time soon. 
D&H: What perks and benefits 
do you feel are most important 
for recruiting and retaining your 
generation?
Josh Manes: Like any generation, 
different personalities are motivated 
by different things; it’s hard to paint 
my generation with a broad brush. 
However, by and large, I believe 
that this generation values balance 
more than anything. This is a driven 

generation, and technology has 
made us efficient to the point of 
requiring constant challenges and 
a dynamic workplace to remain 
engaged. Also, self-validation is 
different for this generation; while 
this is not a lazy workforce, they 
value “working smart,” finding out-
of-the-box solutions to problems 
instead of attacking things head 
on with a “work hard” approach. 
Newer employees will not move a 
mountain to try to impress their 
employer; they will build a tunnel 
through it in the most efficient 

way possible. While not extremely 
motivated by rate of pay, this 
generation does value monetary 
gain. Above all else, this generation 
values their leisure time; we fit into 
neither the “live to work” nor the 
“work to live” category, and effective 
balance requires a clear separation 
between work and free time.
D&H: Do you think online social 
network groups like LinkedIn, 
Twitter and Facebook are useful 
tools for doing business in this 
industry?
Josh Manes: I believe that as this 
generation has more control over 
the content and the networking 
behind the social media groups, 
this will be a growing tool. The 
social media landscape of the 
industry is definitely changing, 
but it will take time. Currently, it 
seems like decisions for content 
and the establishment of these 
tools are being made from the top 
down, often by those who either 
do not understand or undervalue 
the tremendous benefits of 
online networking. Not only for 
doing business, these groups 
are probably the most effective 
tool for recruiting employees 
from outside the industry.
Matt Vieweger: Social networks 
have not been used in a manner 
that makes our business look 
interesting. In order to use the 
services effectively, companies 
need to consistently produce 
original content that engages the 
community and keeps people 
coming back to see what the 
company is up to. Too many 
businesses try to “sell” through 
these channels and fail. They are 
tools to create a feeling around 
your brand and stay connected to 
the community around it.  

The Next Generation

Josh Manes is the Operations Manager in the Calgary office. 

He is 26 years old and has been in the industry 10 years.

Matt Vieweger is the Access Control Systems Integrator in the Calgary 

office. He is 35 years old and has been in the industry five years.
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Do you know a DHI member you would like to nominate as 
the FACE OF DHI? Submit your nominations to Paige Purdum 
at Ppurdum@dhi.org, and we’ll take care of the rest!

A barcode scanner 
application is required 
to read the QR code. 
To get the app, start a 
search and download 
an app for “Barcode 
Scanner” compatible 
with your Smart Phone.

Why DHI
Membership IS

Important!

YOU are the Face of DHI!

Want More Information? 
Contact DHI’s Member Services 
Department at 703/222-2010 or 
membership@dhi.org.

Go to www.dhi.org 
to see what DHI is doing for 
you, your company AND the 
openings industry.

“DHI has been able to help 
me actually find the current 
job that I have.”

Kim McCallum, Ontario, Canada

DHI members, by and large, all seem to 
have two things in common: first, they are incredibly 
passionate about this industry and the work they do, 
and second, this industry was not their first choice. 
Rachel Smith is no exception. “After graduating college 
with a degree in biochemistry, I started out my career 
in the water treatment industry,” she recalls. “My 
career in drinking water treatment was rewarding, 
but my father, Morris Karpen, had been in doors and 
hardware most of my life. I grew up witnessing his 
passion for the industry, so when an opportunity came 

for me to join his business, I knew it was a challenge I wanted to try my hand at.” 
Twenty-five years later, she has no regrets about her choice. “I’ve loved every 

minute of it,” she says. “I became an engineer because I enjoy solving problems, 
and the door and hardware industry is certainly a problem-solving industry.” 

Over the years, Rachel has seen first-hand how important education is to being 
successful in this industry, so when she’s not busy solving problems for customers, 
she often volunteers her time with DHI. She has served as an instructor, conference 
exhibitor, committee member, chapter officer, advertiser and author of several 
articles in Doors & Hardware. “Customers want to deal with people they find 
knowledgeable and who will be able to help with any complications,” she says. 
“I think what DHI does really well in education is we have a place we can go for 
technical education within the industry. It is so hard to take the time within our 
own organizations to train new hires. It takes me almost a year to teach somebody 
enough to be an extremely valuable member of our team if they come from outside 
the industry. But DHI, with its correspondence course, its online course, some of the 
basic courses…I can bring somebody up to be knowledgeable within the industry in 
three to six months, depending on the timeframe of when classes are being offered.”

In addition to education, Rachel believes that having a good mentor can make 
a tremendous difference in a young person’s career and feels fortunate to have had 
her father as a mentor. “His impact on my career was huge,” she says. “Not only did 
he teach me about doors and hardware, but he taught me about customers and the 
importance of truly listening to them and making their satisfaction a priority. It’s 
not about just getting the job done. In the end, it’s about giving customers a positive 
buying experience and making sure they receive a quality product. I credit my 
father’s example and advice for helping me succeed in the industry.”•

Rachel Smith
Karpen Steel Custom Doors & Frames
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ACH OF THE CODES AND STAN-
dards that we typically refer to 
for requirements pertaining to 

door openings contains slightly different 
language regarding mounting heights 
of operating hardware. Generally, hard-
ware must be mounted between 34" and 
48" above the finished floor or ground, 
with exceptions for: (a) locks used only 
for security purposes, and (b) operating 
hardware on doors leading to swimming 
pools. But it’s important to understand 
how the standards differ in order to 
fine-tune the requirements for a specific 
project depending on the code or stan-
dard in use. 

The International Building Code (all 
editions to date) requires operating hard-
ware for most egress doors to be mounted 
between 34" and 48" above the finished 
floor (AFF). Locks used only for security 
purposes and not used for normal opera-
tion are excluded. Beginning with the 
2006 edition, there is an exception for 
doors and gates leading to swimming 
pools, spas and hot tubs: release devices 
for operable hardware may be mounted 
54" maximum above the finished floor. 

The language pertaining to “locks 
used only for security purposes” isn’t 
very specific, which leaves this up to 
interpretation by the Authority Having 

Jurisdiction (AHJ). The IBC Commentary 
gives an example of an unframed glass 
door at the front of a tenant space in 
a mall, with a lock in the bottom rail. 
Deadbolts mounted at other heights may 
be accepted by the AHJ, depending on the 
occupancy type.

The exception in the IBC for pool doors 
is meant to address the requirements in 
some codes that call for pool doors and 
gates to have latching hardware mounted 
between 48" and 54" AFF so that a small 
child cannot operate it. Check your state 
or local codes to determine whether doors 
to indoor pools require a special mount-
ing height or if there are other require-
ments for this hardware.

IBC 2009:
1008.1.9.2 Hardware height. Door 

handles, pulls, latches, locks and other 
operating devices shall be installed 
34 inches (864 mm) minimum and 48 
inches (1219 mm) maximum above the 
finished floor. Locks used only for security 
purposes and not used for normal opera-
tion are permitted at any height. 

Exception: Access doors or gates in 
barrier walls and fences protecting pools, 
spas and hot tubs shall be permitted to 
have operable parts of the release of 
latch on self-latching devices at 54 inches 

Mounting Heights 
for Door Hardware

E
BY LORI GREENE, AHC/CDC, CCPR

DECODED:

From the well-known blog 

idighardware.com, 

Lori Greene brings some 

much-needed clarity to 

codes.
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(1370 mm) maximum above the finished floor or ground, 
provided the self-latching devices are not also self-locking 
devices operated by means of a key, electronic opener or 
integral combination lock.

The ICC Standard A117.1 – Accessible and Usable Buildings 
and Facilities (2009) contains virtually identical language 
to the first paragraph from the IBC, although it does not 
currently include an exception for swimming pool doors 
and gates. The IBC 2009 Commentary addresses this by 
stating that “the 54-inch (1372 mm) maximum height is 
intended to override the maximum 48-inch (1219 mm) reach 
range in ICC A117.1.”

The 2010 ADA Standards for Accessible Design (effective 
03/15/2012) include an important change relative to the 
mounting height of hardware. In the previous edition of 
the ADA standard, section 4.13.9 included this statement: 
“Hardware required for accessible door passage shall be 
mounted no higher than 48 in (1220 mm) above finished 
floor.” The standard did not define the low limit of the 
hardware mounting height; it only required a mounting 
location of 48" or less above the floor. This could be inter-
preted to mean that hardware mounted very low would 
be acceptable on an accessible door, even though hardware 
in that location may be impossible for someone using a 
wheelchair to operate. 

The 2010 standard contains language very similar to the 
IBC, requiring operable hardware to be mounted between 
34" and 48" AFF, and also includes the exception for swim-
ming pools. Instead of an exception for locks used only 
for security purposes, the ADA attempts to more clearly 
define locations where existing doors may have hardware 
mounted outside of the 34" to 48" range: “Existing locks 
shall be permitted in any location at existing glazed doors 

without stiles, existing overhead rolling doors or grilles, and 
similar existing doors or grilles that are designed with locks 
that are activated only at the top or bottom rail.”

NFPA 101 – The Life Safety Code requires the releasing 
mechanism for any latch, other than existing installa-
tions, to be located between 34" and 48" AFF. When an 
existing security device is allowed on individual living 
units and guest rooms of residential occupancies, that 
device must be located not more than 60" AFF. Existing 
panic hardware may be mounted between 30" and 48" 
AFF, and the releasing mechanism for other latching 
hardware may be mounted below 48" AFF. The low 
limit for existing hardware is not specifically called out 
in the newer editions of NFPA 101, and older editions of 
NFPA 101 only included a maximum mounting height 
of 48" AFF as well.

For recommended mounting locations of hardware, 
consult the Steel Door Institute (SDI) publication ANSI/
SDI A250.8 – Recommended Specifications for Standard 
Steel Doors and Frames. Table 5 includes recommended 
locations for most products. Hardware not included in 
the table should be mounted per the manufacturer’s 
instructions. 

It’s important to check your local codes for differing 
requirements. For example, in Massachusetts, the range 
for accessible hardware is 36" to 48" AFF instead of 34" 
to 48". The AHJ should be consulted for official interpre-
tations when necessary.  

About the Author: Lori Greene, AHC/CDC, CCPR, FDAI, is the Manager 
of Codes & Resources for Ingersoll Rand Security Technologies. She can be 
reached at lori_greene@irco.com.

Courtesy of the Steel Door Institute

Table 5 – Hardware Locations

Locks, Latches, Roller Latches and Double 
Handle Sets 38" – 42" (965 mm – 1067 mm) Centerline of Lock Strike from Bottom of Frame
Rim and Mortise Panic Devices

Cylindrical and Mortise Deadlocks(1) 48" (1219 mm) to Centerline of Strike from Bottom of Frame

Push Plates Centerline 45" (1143 mm) from Bottom of Frame

Pull Plates Centerline of Grip @ 42" (1067 mm) from Bottom of Frame

Combination Push Bar Centerline of 42" (1067 mm) from Bottom of Frame

Hospital Arm Pull
Centerline of Lower Base is 45" (1143 mm) from Bottom of Frame with  
Grip Open at Bottom

Hinges

Top Up to 11¾" (298.5 mm) from Rabbet Section of Frame to Centerline of Hinge

Bottom Up to 13" (330.2 mm) from Bottom of Frame to Centerline of Hinge 

Intermediate Equally Spaced Between Top and Bottom Hinges
(1) Cylindrical and Mortise Deadlock strikes shall Be located at 48" (1219mm) from the bottom of the frame unless otherwise specified.
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I previously wrote how shopping will never replace baseball 
as my favorite pastime. My wife reminded me that I left off the following 
disclaimer:

Mr. Berger has been seen frequenting hardware stores, home centers, lumber 
yards, card dealers, liquor stores and supermarkets. 

As usual, she is correct. However, I do treat all of those visits as exit door inspec-
tion opportunities, and these photographs represent the fruit of those labors.

It’s amazing how many retailers use “The customers come first” as a motto. 
That seems to be forgotten when it comes to safety. 

Some of these pictures were taken in New York City, where space is always 
a premium. But that’s the most important reason to use your space efficiently 
and plan for safety, not an excuse to ignore common sense and put customers, 
employees and firefighters at risk.

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

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 Mark Berger

3. Book Store
I’m not the biggest Kindle fan, but this 
blocked exit door (including a keyed 
jimmy-proof lock) could be featured in 
the next Amazon add: “Kindle – Buying 
digital books won’t put you at risk of 
dying in a bookstore fire.”

1. Supermarket
Low prices…great selection…blocked 
exits. I’m sure the partition three feet 
away from the door was not on the 
original building plans. They probably 
would have wanted four feet so they 
could fit the floor waxing machine in and 
completely block the exit door.

2. Clothing Store
Notice how full the racks are to the right 
and left of the exit. Let’s hope that the 
rack blocking the door, which doesn’t 
appear to have too much merchandise, 
will be removed once the blouses or 
dresses are gone.

Mark Goes Shopping… Again

1

2

3

Photos Courtesy of Mark Berger
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4.  What’s Behind 
the Curtain?

Merchandising is an 
art. Making a store look 
like a home is especially 
important when selling 
home furnishings. So 
who wants to actually 
see the exit door? Let’s 
hide it with a curtain.

6. Drug Store
They have the exit 
sign, they have the 
strobe, they have 
the emergency 
fire alarm pull…
they also have 
the locked slide 
bolt and a floor 
which somehow 
was lowered by 
eight inches or so, 
creating a step to 
the exit door.

5. Furniture Store
And once you pull the curtain back…surprise! 
It’s an obstacle course on the way to the exit 
door. Was there an illegal slide bolt above the 
panic bar? I don’t know. I was afraid that if I 
tried to get closer, I’d knock something over and 
have to pay for it.

6

4

5



Registration Information
One Package, One Great Price, One Phenomenal Event!
You’re coming to the convention; you deserve to experience it all. Now registration 
is easier and more affordable than ever. No need to review and understand a variety 
of registration options—it’s very simple!

All Events Access
Advance Registration (by September 17): $150 Member/$300 Non-Member*
On-Site Registration (after September 17): $200 Member/$350 Non-Member*

Participate in all the convention activities, including the hallmark Forum for the Future Luncheon 
and Workshop Sessions, the all new ChannelExChange and SolutionSessions, as well as the 
one and only DHI Exposition. Your registration provides admittance to the very popular and highly 
topical Forum for the Future Kick-Off Luncheon on Wednesday, October 17, the Forum Workshops Sessions on Thursday, October 18, 
and 10 full hours of exhibit hall time, including the Opening Reception, SolutionSessions, Networking Luncheon and Closing Reception.  

CoNEXTions Company Discount
Available to distributors and sales agents only, use the CoNEXTions Company Discount to bring your entire offi ce to the show. 
Register between six and 12 employees and save $35 per person. For the greatest savings, bring 13 or more employees, and 
pay just $100 per person. By using this company discount, all of your registered employees, will receive All Events Access to 
participate in the Forum for the Future Luncheon, 10 exclusive exhibit hours, ChannelExChange, SolutionSessions and the Forum 
Workshop Sessions. 

Advance Registration (by Sept. 17) On-Site Registration (after Sept. 17)

Member Non-Member Member Non-Member

6–12 Employees $115 $265 $165 $315

13 or More Employees $100 $250 $150 $300

Call DHI Member Services at 866/977-3667 to register. All attendees must be registered at the same time to receive the discount.

Spouse Tradeshow Registration – $50 
This allows a spouse attendee to participate in two days of exposition activities, with full access to the tradeshow fl oor, Opening 
Reception, SolutionSessions, Networking Luncheon, and Closing Reception. Spouse registration is available only to spouses 
outside the industry and must be purchased in conjunction with an All Events Access registration.

Optional Events
Door Security & Safety Foundation Golf Tournament – $165 (Monday, October 15 – Must register by August 10)
Door Security & Safety Foundation Fundraising Dinner – $165 (Tuesday, October 16)
For more information on the Foundation fundraisers, please visit www.dhiCoNEXTions.org.

Deadlines
Advance registration and pricing are available through September 17 at www.dhiCoNEXTions.org or by calling DHI Member 
Services at 866/977-3667.  After September 17th, on-site registration fees will apply, and all fees are non-refundable.  On-site 
registration opens at the MGM on Tuesday, October 16.

Note: Registration pricing does not include costs for housing, travel or optional events.
*Non-Member All Access Registration rates include DHI membership through June 2013.

REGISTER 
NOW! 

Visit www.dhiCoNEXTions.org 

to begin your participation 

in the ChannelExChange 

and avoid on-site 

registration lines.

Housing Information
MGM Grand Hotel & Casino
3799 Las Vegas Boulevard South, Las Vegas, Nevada 
$139 Single/Double

Stay where all the DHI action is! Known as “Maximum Las Vegas,” it’s 
easy to see why the MGM Grand Hotel and Casino will be home to all 
things DHIndustry Convention in 2012.

Located right on the Strip, this hotel is sure to bring you the ultimate Las Vegas 
experience with some of the best entertainment options the city has to offer, 
including Kà by Cirque du Soleil, the brand new Brad Garrett’s Comedy Club 
and a variety of nightclubs and lounges, as well as award-wining restaurants 
like Craftsteak by Chef Tom Colicchio and Emeril Lagasse’s New Orleans 
Fish House. The excitement continues on the casino fl oor with gaming 
classics like blackjack, poker and slot machines. 

DHI is excited to offer our lowest headquarters hotel rate in 15 years! Newly 
renovated rooms are available for just $139 a night, with no resort fees. 

The MGM Grand houses more than 5,000 deluxe guestrooms and suites with views of 
the 6.5-acre Grand Pool Complex, the Spring Mountains and the famous Las Vegas 
Strip. Each room features amenities for ultimate comfort and elegance. Activate the 
automatic blackout shade and sheer system before relaxing on an ultra-comfortable 
double pillow-top mattress. Enjoy thick cotton towels in your Carrera marble bathroom, 
roomy closets, laptop-size safes and fl at-screen TVs. Grab a drink or a snack from your 
mini bar, and stay connected with free high-speed Internet.

Want to get right to the action when you arrive at the MGM? Save time by checking in 
to your room at the MGM Grand reservations desk while you wait for your luggage at the 
airport. This one-of-a-kind service makes check-in fast and convenient. 

Room Rates/Taxes: 
In order to take advantage of the DHI rates, be sure to 
book your reservation by Monday, September 17, 2012. After this date, the 
offi cial DHI block will be released, and the hotel may charge signifi cantly 
higher rates. Room rates are subject to 12% hotel room tax per night (subject 
to change). Resorts fees have been waived for DHI guests. 

Changes/Cancellations: 
Changes and cancellations to guestroom reservations should be 
made directly with the MGM Grand at 800/929-1111. Room 
reservations must be cancelled at least 48 hours prior to your 
scheduled date of arrival to avoid a fee equal to one night’s room 
and tax.

RESERVE YOUR ROOM 

TODAY!

Visit www.dhiCoNEXTions.org or 

call the MGM direct at 800/929-1111. 

Be sure to mention the DHI 

convention or use code DHISB2 

for the best rates!

Housing Deadline: 

Monday, September 17

OCTOBER 17-18
MGM Grand Hotel  |  Las Vegas

Register Online at www.dhiCoNEXTions.org! CoNEXTions 2012   |  October 17-18, MGM Grand Hotel
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By Jason Bader

Is VMI Right for You?

s h e l f  l i f e
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T 
HE THOUGHT OF SOMEONE 
else managing the replenish-
ment of inventory at no cost 

to you sounds like a pretty good 
plan. Those inventory planners and 
buyers are expensive folks—not as 
expensive as sales reps, but they do 
add a nickel or two to the payroll. 
Beyond the payroll expense, figur-
ing out what to buy can be three 
parts art and one part science. A 
friend of mine once suggested that 
purchasing inventory in a distribu-

tion company is “a thousand little 
decisions done right each day.” 
No disrespect, but it sounds like 
someone was trying to justify his 
existence. All kidding aside, replen-
ishment is a challenge we would all 
rather do without. 

In order to prepare for this article, 
I solicited the opinions of several 
distribution experts. In addition, 
I surveyed and interviewed many 
distributors who currently partici-
pate in Vendor Managed Inventory, 

or VMI, relationships. This is a 
culmination of what they told me. 

VMI comes in many different 
forms and relationships. Essentially, 
inventory levels are managed by the 
preceding link in the supply chain. 
Some VMI relationships constitute 
manufacturers managing inventory 
levels in their distributor custom-
ers. Some distributors manage the 
inventory levels of their customers. 
For the purposes of this article, I 
have focused my attention on the 
manufacturer-distributor relation-
ship from the perspective of the 
distributor. 

There are a couple of different 
ways to develop a VMI relation-
ship. A manufacturer can use a 
proprietary system that analyzes 
your transactional data in order 
to recommend orders. The great-
est challenge with these types of 
systems is getting the data into a 
common format. Many participants 
said that this was the greatest 
challenge in the whole process. 
Another option is to go through 
a VMI service provider. Several 
participants indicated that this was 
a much easier way to go because the 
data translation between manufac-
turer and distributor was handled 

Photo Credit: Young Techies from Brand X Pictures 
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by the provider. In this relationship, 
the service provider fee is typically 
covered by the manufacturer, so 
there is very little downside to a 
distributor. It was also noted by 
those who had used both a service 
provider and a proprietary system 
that service providers tend to be 
more adept at understanding inven-
tory replenishment in a distributor-
ship. As we all know, manufactur-
ing and distribution are two very 
different animals. 

The	Benefits

The most commonly suggested 
benefit derived from VMI is the 
ability to return product without 
the usual hassle. One person I spoke 
with described a complete change 
of demeanor by his rep with regard 

to returns. Prior to entering into the 
relationship, the rep was very reluc-
tant to accept returns, even though 
the distributor was well within 
the stated policies. It was always a 
hassle to get a return authorization 
signed. Since they have entered into 
a VMI relationship, however, the rep 
almost welcomes the return transac-
tion. According to this distributor, 
that made the program worth its 
weight in gold. My suspicion is that 
it has something to do with how it 
affected that rep’s sales commission, 
but you didn’t hear it from me. 

The most commonly touted 
benefit is usually better inventory 
turns. A liberal return policy will 
help this a great deal. The fact that 
you don’t have to make freight 
minimums anymore is another huge 
factor. Most manufactures dispense 

with the normal freight minimums 
for VMI customers. This really helps 
when you need to do non-stock 
specials or have high volatility. Can 
you achieve solid inventory turns 
without VMI? Sure, but it makes 
it a lot easier when the supplier is 
a partner in achieving mutually 
agreed-upon goals.

From a customer service stand-
point, many participants suggested 
that they experienced fewer stock-
outs and better overall flow of mate-
rial. One participant shared that he 
was always the victim of shortages 
due to product allocation. After 
VMI, those shortages disappeared. 
Although the manufacturer never 
publically stated it, he believes that 
his company has now been given 
priority status on products subject 
to allocation. Some people believe 

Advance Your Business!
Our industry runs on relationships, and nothing helps 
develop them like our annual industry convention, 
CoNEXTions! Meet with your current channel partners and 
new prospects in private, pre-scheduled meetings during 
ChannelExChange. You’ll interact with people who can 
change the way you do business.

Participate in ChannelExChange and stay connected this 
October in Las Vegas. There is simply NO BETTER WAY 
of accomplishing so much to further your company’s 
business objectives.

FACE TIME…It Really Does Matter 

    OCTOBER 17-18  MGM Grand Hotel  |  Las Vegas
www.dhiCoNEXTions.org
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that this is a reward for helping 
a manufacturer to plan better. 
Although there is a possibility for 
manufacturers to use your data to 
improve their production, it is fairly 
unlikely. Your business would have 
to be a significant portion of their 
overall volume in order to move 
production planning. 

Cash flow improvements are a 
distinct possibility. Some manu-
facturers offer incentives for VMI 
customers. These could come in the 
form of rebates or special payment 
terms. They should. Much of the 
benefit occurs at the manufacturer 
level. Let’s face it: once you go on 
VMI with a supplier, it makes it very 
difficult for competitive products to 
earn a seat at your table. 

Many people believe that there 
is a potential labor reduction by 
entering into a VMI relationship. 
Unfortunately, this is not often the 
case. VMI is not a “set it and forget 
it” type of program. You still have 
to watch and approve the orders as 
they are generated. Many partici-
pants suggested that they still have 
to tweak orders on a regular basis. 
I guess this is a good segue into the 
challenges of this type of program. 

The	Potential	Challenges

As I mentioned previously, data 
translation is one of the biggest chal-
lenges to any VMI relationship. The 
two partner systems have to be able 
to communicate. I can walk around 
the country and find many differ-
ent item codes for the exact same 
product. Many people overcome this 
challenge by using the UPC code 
as a common denominator. This 
requires the distributor to enter this 
field into its master item records—
not a very difficult task, but a signifi-
cant time consideration. VMI service 

providers can really help smooth out 
this translation. 

Reporting can also be a real chal-
lenge. First, the distributor has to be 
able to create a transactional report 
that accumulates usage. Second, the 
manufacturer must be able to assim-
ilate this report into its system and 
populate the proper fields. Any time 
two databases try to communicate, 
bits can get lost in translation.

One participant suggested that he 
had difficulty with rapid changes 
in sales usage. As sales picked up, 
the system always seemed to be in 
catch-up mode. Highly volatile items 
can be difficult to predict. When the 
replenishment recommendation is 
one step removed from the distribu-
tor, the challenge is magnified. 

Overstocking of material has 
always been one of the biggest fears 
around VMI. Once you hand the 
reins over to the manufacturer, look 
out; here come the 40-foot trailers. 
While some participants experi-
enced overstocking in the beginning 
of the relationship, simple adjust-
ments leveled off the optimistic flow 
of inventory. Holding partners to 
some specific performance metrics 
can help offset this challenge. 

On the opposite side of the spec-
trum, some distributors experienced 
problems with programs that tried 
to manage the inventory too tightly. 
Setting up unrealistic parameters, 
such as eight or more annual turns, 
caused inventory shortages in many 
key products. This is why inventory 
turn goals must always be balanced 
with customer fulfillment goals.

The	Advice

The best recommendation I heard 
was: Make sure that you have a 
good relationship with a supplier 
before you even consider entering 
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into a VMI program. Several partici-
pants agreed that you should only 
attempt this type of program with 
someone you have been involved 
with for a long time. It should be a 
trusted partner with a track record 
of successful VMI implementations. 
If they are not doing a great job for 
you now, VMI will not necessarily 
make them better.

Before you sign on the dotted 
line, make sure to establish clear 
performance metrics. Set realistic 
goals for inventory turns. Make sure 
to balance them with a clear expecta-
tion on customer service fill rates. 
Define what you consider dead stock. 
Believe me, there are many different 
opinions on the date of death. Make 
sure you agree on what constitutes 
surplus stock. If you don’t, you might 
be shopping for a new warehouse. 

Take time to plan out a VMI 
implementation. It takes a while to 
get things right. Start with a small 
sample size, and work up to more 
complicated lines. You need to build 
confidence within your purchasing 
team; this may be seen as a threat to 
their jobs. Be sensitive to this, and 
manage the fear of change. It should 
be noted that a vast majority of the 
distributors I spoke with had fewer 
than five VMI relationships. Nobody 
is losing their job over this. 

Before you head down the trail, 
get advice from your industry peers. 
Most of you work with the same 
vendors. Ask for recommenda-
tions and references. Make sure 
you check out service providers 
before agreeing to sign on with 
a manufacturer. Many of them 
have exclusive relationships with a 

particular provider. According to 
the participants I spoke with, there 
can be a vast difference between 
companies. If they think “fill rate” 
refers to the speed at which beer 
flows from a tap, you might want to 
look elsewhere. 

Is VMI right for you? I hope that 
I have given you plenty of informa-
tion to chew on. Only you know the 
right answer for your situation. I can 
only answer this question like any 
good consultant: It depends.  

About the Author: Jason Bader is the Principal 
of The Distribution Team. He can be reached at 
jason@distributionteam.com.

FACE TIME…It Really Does Matter 
Advance Your Career!
Your profession relies on relationships and personal 
interactions, and nothing helps develop them like our annual 
industry convention, CoNEXTions! You’ll meet people who can 
positively impact your life. You’ll share insights with experts 
in your fi eld. In other words, you’ll experience everything you 
miss when you operate primarily in a world of voicemail, email 
and texts.

Stay connected this October in Las Vegas, and spend some face 
time with your industry peers. There is simply NO BETTER WAY 
of accomplishing so much to advance your professional status.

OCTOBER 17-18  MGM Grand Hotel  |  Las Vegas
www.dhiCoNEXTions.org
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By Mark Sanborn

The Power of Practice

“Practice won’t make you perfect, but it will make you better.”—Mark Sanborn
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D 
ID YOUR BOSS ASK YOU
to start this workday spend-
ing some time practicing 

your job? (I’m guessing “No.”)
Did you make time this morning 

to practice the skills upon which 
your livelihood (and your potential 
encores) depends? (Between getting 
the kids off to school, battling traffic, 
and the pile of papers on your desk, 
again I’m guessing “No.”)

Let’s face it: “Practice” conjures 
up images of artists, athletes and 
actors—not people in the workaday 
world. So where does that leave the 
rest of us? Very few people in the 
world of work practice. The closest 
they come is a kind of “practice in 
process”—hoping that the more 
they do their job, the better they’ll 
get. And, if they’re lucky, practice in 
process does help more than it hurts.

But if we’re going to become 
remarkable performers, we’re going 
to have to learn a different way to 
practice. Instead of just practicing in 
process, we need to learn to practice 
prior to performing.

Ask any artist, athlete or actor: 
Practice is the key to remarkable 
performance. Without it, your 
performing days—not to mention 
your encores—may be numbered.

Deliberate	Practice

If you think that the term 
deliberate practice suggests that we’re 

talking about something beyond 
normal practice, you’re right. 
Researcher and senior editor at 
Fortune magazine Geoffrey Colvin 
differentiates between practice 
and deliberate practice this way: 
“Simply hitting a bucket of balls is 
not deliberate practice, which is why 
most golfers don’t get better. Hitting 
an eight-iron 300 times with a goal 
of leaving the ball within 20 feet 
of the pin 80 percent of the time, 
continually observing results and 
making appropriate adjustments, 
and doing that for hours every 
day—that’s deliberate practice.”

Given that example, it’s not hard 
to figure out why the crowd is small 
at the top of any given mountain. 
The following study, cited by 
Colvin in a Fortune article, serves to 
confirm that the more one practices, 
the better one gets: In the study, a 
group of 20-year-old violinists were 
divided into three groups: good, 
better, and best (as judged by music 
conservatory teachers). Those judged 
“best” had averaged 10,000 hours 
of deliberate practice since taking 
up the violin. Those judged “better” 
averaged 7,500 hours. And those 
judged “good” averaged 5,000 hours.

Because there are no perfect 
violinists—or salesmen, execu-
tives, teachers, or parents for that 
matter—we again find evidence for 
our thesis that practice doesn’t make 
one perfect, but deliberate practice 

does make one better.
Is the inability to obtain perfec-

tion good news or bad news? That 
depends on your perspective. Let 
me suggest a realistic but positive 
perspective: No matter how good you 
become, you can always get better. That 
keeps work and life interesting and 
challenging. If your current condi-
tion of performance was as good 
as it would ever get, the balance 
of your days would be pretty 
monotonous.

Learn	to	Practice,	and		
Practice	to	Learn

Deliberate practice means 
incorporating new insights and 
understanding daily as you practice. 
In other words, deliberate practice 
requires learning and building on 
the fruits of that learning.

Here are four learning tactics to 
fuel your practice. They are free, 
time-tested, and can be applied by 
anyone who is striving to become a 
remarkable performer:

1.  Read. Surveys periodically tell 
us how many Americans are and 
are not reading books, and the 
trends are not always encourag-
ing, especially among young 
people. But since the advent of the 
Internet, book-reading statistics 
don’t tell the whole story, since 
so many people read online 
these days. Given the unlimited 
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amounts of information available 
online, there is little justification 
for anyone not being a reader. Nor 
is there any reason for anyone to 
be without the information that 
would fuel his or her ascendancy 
to remarkable-performer status. 
 What performance do you 
want to improve? Begin by 
searching books, magazines, the 
Internet or anywhere you can 
find ideas that will help make 
your performance remarkable.

2.  Observe. There is a big difference 
between looking and observing. 
Every waking moment we see 
people, places, things and actions. 
But how many of them do we 
observe for the purpose of learn-
ing from them? My friend Jim 
Cathcart says, “To know more, 
notice more.”

3.  Learn from the best. One of 
the early legends of speaking, 
Cavett Robert, used to say in jest, 
“People say I plagiarize, but if I 
do, I steal from the very best.” 
 Who are your mentors—either 
personal or long-distance? How 
many videos do you study in 
order to learn from those you 
admire? What kind of notebook 
or journal do you keep in which 
you write down serendipitous 
lessons learned throughout the 
day? Learning comes from careful 
observation, not casual looking.

4.  Play. If you think of practicing 
your craft as “play” rather than 
“work,” you’ll find the process 
much more enjoyable. Play is 
the application of the principles 
you’ve learned. And play casts 
failure in a whole new light.

I seldom encounter business 
professionals who make time to 
practice their craft. While many 
learn from “practice in play” (gain-
ing insights from doing one’s work 
rather than practicing in advance 
of performance), the remarkable 
performers are always those who 
know the importance of practice 
and make it a priority.

About the Author: Mark Sanborn, CSP, CPAE 
is president of Sanborn & Associates, Inc., an idea 
studio for leadership development. He is an award-
winning speaker and the author of the bestselling 
books The Fred Factor: How Passion in Your 
Work and Life Can Turn the Ordinary into the 
Extraordinary, You Don’t Need a Title to Be 
a Leader: How Anyone Anywhere Can Make 
a Positive Difference, and The Encore Effect: 
How to Achieve Remarkable Performance 
in Anything You Do. His book Up, Down or 
Sideways: How to Succeed When Times are 
Good, Bad or In Between was released in October 
2011. To obtain additional information for growing 
yourself, your people and your business (including 
free articles), visit www.marksanborn.com.

• Exhibitor & Sponsor Discount 
Packages Available!

• All-New 2012 Convention 
Program, Doors & Hardware 
magazine — September & 
October issues.

http://www.youtube.com/markhsanborn#p/u/6/ZmlmnGDfcpE
http://www.youtube.com/markhsanborn#p/u/4/4GKQ9kTnSg4
http://www.youtube.com/markhsanborn#p/u/4/4GKQ9kTnSg4
http://www.youtube.com/markhsanborn#p/u/4/4GKQ9kTnSg4
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http://www.youtube.com/markhsanborn#p/u/26/W9ptipL2CZA
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http://www.marksanborn.com
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PEOPLE

O’Leary	Hired	as	
Northeast	Regional	
Sales	Manager	
at	Secura	Key

John O’Leary was 
recently hired 
as Northeast 
Regional Sales 
Manager at 

Secura Key, a supplier of security 
access control products. In his new 
position, O’Leary will be respon-
sible for access control sales in 
the Northeast U.S., and he will be 
responsible for building relation-
ships in the distribution channel.

Previously, O’Leary worked at TAPit 
New England in sales and marketing 
of assistive technology, hardware and 
educational software designed for 
students with significant physical or 
learning disabilities. O’Leary had previ-
ous sales positions in printing, graphic 
design, specialty paper, conversion and 
coatings, where he specialized in creat-
ing new business partnerships within 
underdeveloped markets and generat-
ing additional revenue within existing 
client bases by revitalizing untapped 
house accounts and developing and 
maintaining distribution accounts.

O’Leary has a B.A. in English/
Technical Writing from the University 
of Maine, and he has completed 
numerous sales training and busi-
ness development courses. He 
will be based in Gloucester, MA. 

For more information, visit 
www.securakey.com.

CORPORATE CORNER

ASSA	ABLOY	Door	Brands	Achieve	
GREENGUARD	Certification
The GREENGUARD Environmental 
Institute announced recently that 
ASSA ABLOY Group door brands 
achieved both GREENGUARD 
Indoor Air Quality Certification and 
Children & Schools Certification. 

GREENGUARD Certified door and 
frame products can help building 
and design teams comply with 
new, mandatory VOC testing stan-
dards set forth in CALGreen and 
International Green Construction 
Code, as well as meet and exceed 
emissions criteria in various rating 
programs such as LEED® and CHPS.

“We can now assure our custom-
ers that our doors meet some of the 
world’s toughest chemical emissions 
criteria,” says Aaron Smith, director 
of sustainable building solutions at 
ASSA ABLOY Door Security Solutions. 
“Our pursuit of GREENGUARD 
certification showcases our indoor 
environmental stewardship and 
illustrates our promise to help others 
create healthier built environments.”

For more information about ASSA 
ABLOY, visit www.assaabloy.com.

WDMA	Code	Change	Proposals	Adopted	
at	International	Code	Council	Hearings

Several beneficial code changes 
proposed by the Window and Door 
Manufacturers Association (WDMA) 
were adopted at the International 
Code Council (ICC) hearings in May. 
The association gained approval of 

several code changes for the upcom-
ing International Building Code (IBC). 
All three of the amendments proposed 
by WDMA earned broad approval and 
will go into the 2015 edition of the IBC, 
pending final ICC action this fall. 

WDMA’s amendments clarify and 
improve IBC requirements for labeling 
smoke partition doors and fire-rated 
doors, the use of steel and fiberglass-
faced insulating residential entry 
doors, and egress requirements appli-
cable to window replacement.

The WDMA proposal for smoke 
partition doors clarifies that the “S” 
letter labeling designation, indicating 
compliance with applicable smoke 
protection requirements, is permitted 
to be used on doors that are smoke 
partition only and not necessarily fire 
rated. The result will be a broad and 
consistent treatment of labeling for 
smoke partition and fire-rated doors.

WDMA’s amendment for residential 
entry doors added aluminum, steel, 
and fiberglass-faced doors to the exist-
ing fire safety requirements covering 
insulated doors, allowing the use of 
them without the need for special 
approval by a state or local jurisdiction.

For more information, visit  
www.wdma.com.

Knell’s	Acquires	G&A	Lock	Service,	Ltd.
William Knell & Company Limited 
(Knell’s), a supplier of industrial sup-
ply and door and hardware products 
in the Waterloo region, proudly 
announces that it has acquired the 
locksmith and security services com-
pany, G&A Lock Service, Ltd (G&A).
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The acquisition of G&A bolsters Knell’s Door & Hardware’s service capabilities. 
The companies existing 46-year relationship of working together will make the 
transition seamless and will enable Knell’s to offer onsite, 24-hour service to gen-
eral contractors, property managers and business owners.

Collectively, the two companies have offices in Kitchener, Waterloo, and 
Guelph and have a combined workforce of almost 80 people. G&A Lock will  
continue to operate under the G&A brand as a subsidiary and division of Knell’s.  

The acquisition is the latest step in Knell’s rapid growth over the past 10 years. 
Over that time, the company has greatly expanded its product lines to include 
commercial wood and metal doors, hardware and electronic control systems. 
Along with these changes, the company has invested in building new systems and 
processes. The company continues with the implementation of new Enterprise 
Resource Planning software (ERP) and a fully integrated architectural detailing 
system, complete with Building Information Modeling (BIM) capabilities. 

Knell’s launched its new brand the first week of May. The acquisition of  
G&A by Knell’s closed effective May 30th, 2012. 

For more information about G&A Lock, please visit our website at  
www.galock.ca.
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        Dealer Program! The completely concealed hinge system...
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assembly and multifaceted scope of application for high 
quality residential and heavy duty doors.

1-888-680-9990
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Kara Burgess 
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Call: 703/766-7026
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Building Relationships, Careers, and Business!
Privately owned company with over 800 employees and 80 years

of success and sales over $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 markets and new markets. Current operations include:

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

• commercial entry doors • integrated security systems
• finish hardware • loading dock equipment
• automatic pedestrian doors • 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
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Where can you find all of these fine 
brands from ASSA ABLOY under one roof?

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

midwestwholesale.com

Missouri 
  

800 821 8527
Florida 

  
800 659 8527

California 
 

888 707 8527
Pennsylvania 

 
800 821 8527

Texas 800 821 8527

Give us a call today so we can provide you
with door hardware solutions from ASSA ABLOY.
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800-847-5625 
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OUR INDUSTRY-LEADING LOGISTICS KEEP YOU ON TASK

For what, when and where you need it.

1.75 million total SKUs in stock. Over 500 years of expertise. 99% same-day shipping. 

We’ve combined the largest in-stock inventory, best-in-class technical sales department, and an online library of more  
than 700,000 guides and templates into the most complete hardware logistics program in the industry.

Electrical and Mechanical Locking Hardware • Exit Devices • Door Closers 
All keyways, designs, finishes, functions and voltages always in stock.

It’s no wonder contract hardware suppliers turn to us for all their Ingersoll Rand security needs.

Chicago Warehouse

Need it.

Got it.
Access it.

Stocking all Electrical and Mechanical Ingersoll Rand 
Security Technologies Brands and Products. 
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