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Finding Balance  
 in the Midst of Tragedy

By Jerry Heppes, Sr., CAE

i n  T O U C H

T 
HIS IS THE FIRST OPPORTUNITY I’VE HAD� 
to write a column since the terrible events that 
took place in Newtown, Connecticut. I am 

still at a loss to digest such a horrific event and will 
keep the families in my prayers. As a father of five 
children, the prospect of losing a child at such a 
young age is hard to fathom. 

I recently read an interesting article in 
Architectural Record about the impact the Newtown 
shootings will have with respect to school 
design. Many products and changes to codes and 
standards come out of tragedies, so one wonders 
how the construction industry might react. The 
bottom line is that our products and knowledge 
will clearly be discussed in this dialogue, illustrat-
ing the seriousness of what we do every day. The 
frustration that we experience in the construction 
industry and the standard to which we hold 
ourselves become a bit more “tangible” when 
tragedy hits.

In a piece titled “After Newtown, Architects 
Weigh School D�esign Changes,” author C.J. 
Hughes interviews an architectural curator named 
Thomas Mellins about how glass has become the 
material of choice in many buildings, particularly 
schools:

For his part, Mellins doesn’t rule out that the shoot-
ings may result in design changes; he just hopes law 
enforcement talks to architects early in the design 
process. But, Mellins says, “I don’t think safety 
concerns translate into a simple and direct agenda, 
like build this way; don’t build that way.”
As our industry knows only too well, there is 

nothing simple or direct about creating a safe and 
secure environment. But when done well, it has 
the appearance of simplicity. In the battle between 
convenience and security, convenience must 
appear to carry the day, with security measures 
remaining largely invisible until needed. Parents 

want to ensure their children’s safety, but as the 
article correctly points out, no one wants to see 
our schools overhauled into prisons. What a chal-
lenging dilemma. 

While fortress-like buildings with thick concrete walls, 
windows with bars, and special security vestibules 
may be more defensible than what is currently in 
vogue, they are hardly the kind of places that are 
optimal for learning. Edmund Einy, a principal at 
GKKWorks, says that what’s been done so far in 
many urban schools in the name of safety—such 
as slapping bars on the windows—has had a perni-
cious effect on students’ morale and performance…. 

“There’s not much more we can do,” he says. “What 
are we going to do, put kids in prisons?”
In the midst of such an unthinkable tragedy, 

there is an instinctive desire to prevent such a 
thing from happening again, and that desire can 
sometimes cause us to push for new solutions, 
some more extreme than we would normally 
consider prudent. Perhaps that is advancement, 
but it is a shame that it requires a tragedy for our 
products’ role to be front and center. It is at these 
times that our industry should be a voice of not 
just compassion, but also reason; no one under-
stands the solutions better than we do.

One of our leaders shared with me a communi-
cation that was authored by Thanasis Molokotos, 
president and CEO of ASSA ABLOY, and 
forwarded to the company’s distribution partners. 
The letter was compassionate and respectful but 
also addressed the heavy responsibility we bear:

These tragic incidents are a stark reminder of the 
great responsibility we carry as an industry to 
constantly develop and advise on better solutions 
that keep people conveniently safe and secure. This 
is something that we will need to keep increasingly 
focused on, as the memory of the lost innocent lives 
will stay with us a long time.  
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Door Installation
for Extreme Weather Conditions

In the aftermath of  
Hurricane Sandy, front 
door damage is seen at the 
sandbagged front entrance 
of an office building along 
Water Street in the Lower 
Manhattan Financial District.

BY DEAN LEWIS

AS THE EAST COAST CONTINUES ITS RECOVERY FROM THE  

devastation of Hurricane Sandy, it is timely to review how special 
care in door installation can help withstand storm winds and 
rain, especially in hurricane-prone coastal areas. There are three 
key considerations: structural resistance to high wind pressures, 
ability to withstand impact from wind-borne debris, and resis-
tance to water penetration from wind-driven rains. 

While doors can be designed to stand up well to these 
onslaughts, even the most robust product will not deliver the engi-
neered level of protection if the quality of its installation does not 
equally address the extreme conditions for which it was designed.

h o w  T O
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This is particularly true of water 
penetration, which has been cited as 
a major failure for window and door 
installations exposed to extreme 
conditions. 

To address this concern, the door 
frame must join together with the 
exterior facing material, sheathing, 
and the water-resistive barrier 
(WRB) to form a unified, fully 
integrated “drainage plane”—a 
pathway from roof to ground for 
rainwater to move down and away 
from the building. Two differ-
ent weather barrier systems are 
commonly used to provide this 
drainage plane: membrane/drain-
age systems and surface barrier 
systems.

A membrane/drainage system 
utilizes a WRB (e.g., building 
paper, building wrap, sheathing 
or other water-shedding material) 
as a weather barrier behind the 
exterior surface of the wall. Walls 
sided with some types of exterior 
insulation and finishing systems 
(EIFS), stucco and brick or stone 
veneer are considered membrane/
drainage systems. Walls built with 
a membrane/drainage system may 
allow incidental water to enter 
behind the outer-most cladding of 
the building, but they control and 
divert this water back out to the 
exterior.

A surface barrier system utilizes 
the outermost surface of the wall as 
its sole barrier to shed and control 
water penetration. Walls considered 
to be surface barrier systems are 
typically solid [e.g., single-width 
masonry, poured concrete walls, 
concrete block (CMU) and others] 
and do not include wall cavities.

To help define appropriate instal-
lation methodology, the American 
Architectural Manufacturers 
Association (AAMA), along 

A man stands in front of a 
small Manhattan apartment 
building at 8th Avenue and 
15th Street that had its 
facade blown off during 
the highest gusts of wind 
from Hurricane Sandy.
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with the Fenestration Manufacturers Association (FMA) and the Window and D�oor 
Manufacturers Association (WD�MA), developed robust guidelines that go beyond 
normal installation practices by specifically addressing installations subject to hurri-
cane-force wind and water exposure.

Specifically addressing doors for installations subject to extreme wind/water climate 
exposure are FMA/AAMA/WD�MA 300-12, Standard Practice for the Installation of 
Exterior Doors in Wood Frame Construction for Extreme Wind/Water Exposure; and FMA/
AAMA/WD�MA 400-12, Standard Practice for the Installation of Exterior Doors in Surface 
Barrier Masonry Construction for Extreme Wind/Water Conditions. Both build upon the 
standard for installation under normal climatic conditions: ASTM E2112, Standard 
Practice for Installation of Exterior Windows, Doors and Skylights.

FMA/AAMA/WD�MA 300 addresses three scenarios for integrating side-hinged or 
sliding doors with a membrane drainage plane—perhaps the most common configu-
ration for residential and light commercial buildings. FMA/AAMA/WD�MA 400-12 
covers door installations in surface barrier systems. 

Installation	Tips

FMA/AAMA/WD�MA 300 provides detailed recommendations for installing doors with 
integral or applied mounting flanges, exterior casing (brick mold) and box framing  

Some of these doors leaked after Hurricane 
Irene, as they were not ordered with 
upgrades to meet the wind-driven rains for 
that type of exposure.

Photos Courtesy of AAMA
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(non-flanged). It illustrates the proper 
way to cut, wrap and seal the WRB 
intorough openings and/or integrate 
it with a door mounting flange. 
However, in all cases, products 
need to be flashed and installed in 
accordance with the manufacturer’s 
written installation instructions.

Aside from these specifics, there are 
some general recommendations that 
will prove useful in installing doors 
that are resistant to severe risk of wind 
and water intrusion.

 ■ In all cases, make sure the entire 
perimeter joint has been sealed, 
creating an air-/water-tight con-
dition. Special caution needs to 
be used when sealing the inte-
rior corners.

 ■ Make sure the rough opening is 
plumb, level, square and true, 
with no more than ¼" deviation 
from square, height and width 
and ⅛" deviation from plumb.

 ■ Sill conditions in wood frame 
construction, which can consist 
of a concrete slab or wood frame 
flooring (subfloor), must be level 
to ensure a continuous flat sur-
face to support the door.

 ■ Sill pan flashing is recom-
mended to promote drainage to 
the exterior. It is critical that the 
perimeter interior air and water 
seal between the door and the 
sill pan flashing is able to with-
stand the wind pressure load 
without air and water leakage.

 ■ Inspect the WRB to ensure 
that it is properly installed and 
that any tears, penetrations or 
defects within 12" of the rough 
opening area are sealed.

 ■ Treat concrete or wood sill areas 
with a water-resistant coating 
(such as liquid-applied flashing) 
to prevent absorption of liquid 
water, including around nails or 
fasteners.

 ■ Pre-drill fastener holes in the 
sill, and apply appropriate 
sealant into the drilled hole. 
Install the fasteners and seal 
over the fastener head, ensuring 
a water-tight condition. 

 ■ When a bead of sealant is 
applied between the door sill 
and the sill condition, leave at 
least two 2" gaps at the sill to 
allow drainage from the sill pan.

 ■ At the interior, apply a bead of 
sealant and/or low-expansion 
aerosol foam sealant between 
the exterior door and the rough 
opening on all sides to form a 
continuous air seal.

 ■ After installation, verify that 
drainage holes are free from any 
obstructions.

Installation	Training

While installation standards such 
as FMA/AAMA 300 help provide 
direction, and manufacturers strive 

to provide product-specific instal-
lation instructions, these can vary 
in methods and thoroughness. 
Installers have had to rely on expe-
rience and knowledge to figure out 
the details, which results in incon-
sistency in final installed quality. It 
is only through increased training 
and certification and an attention to 
detail, both in the creation of prod-
uct-specific instructions and in the 
installation itself, that doors will be 
able to deliver the level of protection 
they were engineered to in extreme 
weather conditions.  

About the Author: As AAMA’s educational and 
technical information manager, Dean Lewis is 
responsible for developing strategy for expanding 
AAMA’s educational programs, as well as devel-
oping and reviewing educational course content, 
including FenestrationMasters™, AAMA’s pro-
fessional certification program. Lewis has served 
on the AAMA professional staff since 1999 and 
has more than 25 years’ experience in technical 
training, publishing and certification in the 
industrial and military sectors. All AAMA stan-
dards are available online by visiting the AAMA 
Publication Store at www.aamanet.org/store. 

Ohio’s oldest, continuously-operated public market, Findlay Market uses aluminum 
storefront and entrances, offering undiminished structural integrity over a long service life 
of a building. 

Photo Courtesy of A
AM

A
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any factors affect the proper installation and operation of doors. The most 
critical of these are edge clearances. Edge clearances are the distances 
between the door and frame at the head, the jambs, and between the leaves 
of a pair of doors. When edge clearances are correct, doors and hardware 
function as designed. 

Edge clearances are not only essential for the form, fit and function of 
every door opening system, they are essential for life safety. The National 
Fire Protection Agency (NFPA) specification 80-2007¹ requires that edge 
clearances be ⅛" plus or minus ¹/₁₆" for steel doors. These are the same 
edge clearances specified by the Hollow Metal Manufacturers Association 
(HMMA) for all openings, as documented in Tolerances and Clearances for 
Commercial Hollow Metal Doors and Frames (ANSI/HMMA 841-07).

D�oor and frame manufacturers design and build their products to meet 
these stringent tolerances. These same tight tolerances must carry over to 
installation. When installers follow the proper industry-accepted practices, 
they can achieve these critical edge clearances. The first and most important 
thing a qualified installer can do is to follow proper installation practices.

Luckily, there is an easy way to learn the proper methods of installation 
for steel door frames. These are detailed in the HMMA document Guide 
Specification for Installation and Storage of Hollow Metal Doors and Frames 
(NAAMM HMMA 840-07). This is a fabulous resource for instructions and 
information regarding acceptable tolerances and installation techniques, and 
it is available online.

By David Taylor

How to Fix  
EDGE CLEARANCES
on STEEL DOORS

“This door doesn’t fit!”

M

h o w  T O
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When a door binds or even 
touches at the head, a jamb or 
another door leaf, it has an edge 
clearance problem. Less severe, but 
also important, is when the clear-
ances are not uniform around the 
door, creating an aesthetic problem 
and reflecting poorly on the work-
manship of the whole job. In either 
case, the installer must correct the 
installation errors to achieve correct 
edge clearances. 

The first thing to check is that the 
frame is square, true and plumb. 
This can be done with a series of 
measurements at the top, middle 
and bottom of the frame and by 
using a framing square or other 
tools specifically designed to check 
door openings. These troubleshoot-
ing techniques were the subject of 
our article “Troubleshooting D�oor 
and Frame Issues from Your D�esk” 
in the November 2011 issue of  
Doors & Hardware magazine. 

If you can adjust the frame to fix 
the problem, then great! But what 
do you do if the frame is installed 
improperly and not easily fixed? 
Before tearing out a frame, think 
about using shims. You may be able 
to use shims under the hinge leaves 
to correct the clearance issues. 

Shims are permitted by NFPA 80 
as long as they are made of steel. 
Shims are typically ¼" x 4" and 
come in varied metal thicknesses 
to suit the condition. Installers can 
cut their own shims, or they can 
use purchased shims. Either way, 
the shims should be made from 
corrosion-resistant zinc-coated steel 
so they can be used on both exterior 
and interior openings.

The idea behind using shims is 
to change the position of the hinge 
relative to both the door and the 
frame. By being clever, you can 
change the axis and position of the 
door swing relative to the hinge 
jamb of the frame. See Figure 1 and 
its accompanying description to get 
a feel for how this works. Once you 
use these techniques a few times, 
you will develop the experience 
necessary for placing the shim, 
selecting shim thickness, and decid-
ing how many shims to use.

Fix	These	Common	Conditions

You can use the adjustments 
described in Figure 1 to remedy the 
following four specific field condi-
tions. Be aware that shims must be of 
equal size and correct thickness. If the 
shims are too thick, the door might 
suffer a condition known as “hinge 
bind.” Hinge bind is when the door 
does not close quite far enough for 
the latch to engage. This is especially 
evident when weatherstripping is 
applied to the hinge rabbet and you 
need to slam the door or press it 
closed with extra force to latch it.

“OOPS! The clearances are not right!”

Figure 1 shows a hinge and a hinge reinforcement in a metal door frame, as 
well as the possible locations that shims can be placed to adjust clearances. 

■ Using shim A only will move both the door and centerline of the hinge 
barrel in the -X direction.

■ Using shim B only will move the door in the -X direction.

■ Using both shims A and B will move the door in the -X direction by a 
greater amount than using them individually.

■ Using shim C only will move both the door and centerline of the hinge 
barrel in the +X direction.

■ Using shim D only will move the door in the +X direction.

■ Using both shims C and D will move the door in the +X direction by a 
greater amount than using them individually.

Illustrations Courtesy of HMF Express, LLC
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Refer back to the positions A, B, C and 
D� that are referenced in Figure 1 as you 
read through the following conditions.

As you become familiar with these tech-
niques for using shims, you will be able to 
help contractors solve many of their instal-
lation problems. By procuring high-quality 
material and providing knowledgeable 
service, you can make sure that the doors 
and frames you supply meet the necessary 
requirements for a safe and functional 
opening. 

Your efforts to learn about and commu-
nicate proper installation techniques will 
improve the satisfaction of your custom-
ers, the end users, the installer and every-
one else involved in the project.  

About the Author: David Taylor is the Sales and 
Product Development Manager with HMF Express, 
LLC, a custom and quick-ship hollow metal manufac-
turer with production facilities in Wilmington, NC, 
and Atlanta, GA. David also serves as the chairman of 
the Hollow Metal Manufacturers Association Technical 
Committee. To learn more about field troubleshooting, 
installation and product application, you can see 
David’s material at www.hmfexpress.com, call 866/452-
1845, or email Dtaylor@hmfexpress.com. To share your 
tips and product knowledge with the community, Tweet 
to @HMFExpress or post to Facebook: HMF-Express.

Endnote
1.  See NFPA 80 – 2007, Para. 6.3.1.7 for further information.

Condition:  Gap too wide 
at lock edge

■ Place equal-sized shims in position 
C between each jamb hinge rein-
forcement and the hinge leaf. 

■ Make further adjustments by 
placing equal-sized shims in  
position D behind each door  
hinge leaf.

Condition:  Gap too narrow 
at lock edge

■ Place equal-sized shims in position 
A between each jamb hinge rein-
forcement and the hinge leaf. 

■ Make further adjustments by 
placing equal-sized shims in  
position B behind each door  
hinge leaf.

Condition:  Out-of-square hinge or 
strike jamb toed out

■ This condition can be improved by 
placing shims in positions C and/
or D behind the jamb hinge leaf 
and/or the door hinge leaf at the 
bottom hinge. Start with the jamb 
hinge leaf, and continue to the 
door hinge leaf if needed.

■ Make further adjustments by 
placing a shim in position A 
behind the top hinge. The effect 
of this will be to rotate the door at 
about the middle hinge. 

■ If the strike jamb is toed out, 
you may try placing shims in  
positions C and D at the middle 
hinge as well.

Condition:  Out-of-square hinge or 
strike jamb toed in

■ This condition can be improved 
by placing a shim in position A 
behind the bottom hinge leaf and 
possibly the middle hinge leaf as 
well. 

■ Make additional fine adjustments 
by placing thin shims in positions 
C and D at the top hinge.

Fi
gu

re
 2

Fi
gu

re
 4

Fi
gu

re
 3

Fi
gu

re
 5

(Figure 5)(Figure 4)

(Figure 3)

(Figure 2)



POINT. 
CLICK.
DONE.

WWW.HARDWARESUPPLIERS.COM

WEB
WAREHOUSE

Order hardware. Check price and availability. Manage your account.
The full HSI experience, available anytime, anywhere. 
Log on today and click a few things off your to do list.

Hardware Suppliers of America  |  800-334-5625  |  www.hardwaresuppliers.com



16	 DOORS	&	HARDWARE £ FEBRUARY 2013

Photo courtesy of Ingersoll Rand.

MOST DOOR CLOSERS ARE ADJUSTABLE, with many different func-
tions controlling the opening and closing cycles, as well as the hold-open 
function. This article will help you determine what type of door closer 
adjustment valve you have and how to adjust it.

There are many types of closer adjustment valves: independent, dual, 
single and self-adjusting. I will cover the most common ones first and end 
with the least common.
1. SINGLE VALVE – This is a single adjustment screw that adjusts the 
sweep (closing cycle) function. The latch force is changed by adjusting the 
forearm of the closer, very similar to how you would adjust the door closer 
on a house storm/screen door. Read the instructions that come with the 
closer for proper adjustment to ensure, for example, that you don’t mistake 
a single valve for a dual valve.

2. INDEPENDENT VALVES – The closers with these have three (but some-
times four or five) valves: sweep, latch, backcheck and backcheck selection/
position, and optional delayed action.

To adjust an independent valve closer, start with the backcheck selection 
valve. On some brands, you must adjust this before mounting the closer to 
the door, as the valve will be inaccessible when the closer is mounted. Ask 
yourself, “Will I be mounting the closer to the push side or to the pull side 
of the door?” If it’s the push side, close the backcheck selection valve/posi-
tion adjustment. If it’s on the pull side, open the valve three full turns.

If the closer has a spring tension adjustment nut, adjust it to fit the envi-
ronment (especially if there is stack pressure forcing the door open a little, 
as is commonly seen in high-rise buildings). Make sure the door closes and 
complies with the AD�A codes, as well as fire and life safety codes for the 
jurisdiction.

Next, make the sweep adjustment. The door should require three to five 
seconds to move from a 90 degree open position to three inches from the 
latch jamb. This is how most maintenance personnel and locksmiths will 
adjust the closer.

Then set the latch speed adjustment. You don’t want it to slam, and you don’t 
want it to be so slow that it won’t latch the door.

BY JESS DEY

Door Closer
How to Adjust a

h o w  T O
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Last, make the backcheck adjust-
ment. When setting the backcheck, do 
not set it too firmly, as this may cause 
damage to the closer and frame. You 
want a light to moderate dampening 
effect to slow the door down and 
prevent it from bumping into the wall 
or people who may be on the other 
side of the door when it is opened.
3. DUAL VALVES – There are two 
different types of dual valves. One 
is a two-function on one screw 
(commonly seen on a traditional/
potbelly closer such as Norton, Yale 
and LCN), and the second type 
is the knob-within-a-knob type 
(Russwin traditional #26 and #52). 
A dual valve can be frustrating to 
adjust. They are not that common 
these days, and many people 
mistakenly think they broke their 
closer while adjusting it.

To adjust the two-function one-
screw, completely close the valve, 
and take note of the position of the 
allen wrench/screwdriver (or special 
socket tool if it is an older, slim, 
storefront-style closer). Then open 
the door (it will stand still). Turn 
the valve screw a half turn at a time 
counterclockwise until the speed is 
set; then turn the screw ¼ of a turn 
clockwise to set the latch.

On the knob-within-a-knob type 
dual valve, you will notice a brass 
nut between the knobs (a large nut 
between the closer body and the larger 
knob, and a smaller one between the 
large knob and the smaller knob). 
NOTE: D�o not over-tighten or forget 
to retighten these, as many old, tradi-
tional closers have been known to leak 
from the dual valve. This happens 
when the brass compression nut fails 
to seal around the valve.

First, loosen the small brass nut 
between the small knob and the large 
knob with a wrench. Adjust the sweep 
speed by turning the smaller knob on 

the end of the valve. After the door 
closes at a reasonable pace, tighten 
the brass nut, but do not over tighten it! 
To adjust the latch speed, loosen the 
large brass nut between the body of 
the closer and the large knob. Turn 
the knob until a reasonable setting is 
found, and then tighten the brass nut.
4. SELF-ADJUSTING – This is 
the least common type of closer. 
One manufacturer did succeed in 
designing a door closer that the user 
must set up initially. Then the closer 
will maintain the adjustment with an 
on-board computer to compensate for 
changes in door closing cycles due to 
wind, temperature, etc. The Norton 
Trinity 9000 series does not have a 
wide range of speeds to adjust (faster 
than normal or slower than normal 
for a door closer) like you would see 
with a hydraulic regulation screw. 
The narrow range of adjustment is 
a result of the adjustment setting 
screws that are on a computer module 
mounted above or below the closer 
body (depending on how the Trinity is 
mounted to the door). This closer has 
four set-up adjustments: sweep, latch, 
backcheck, and backcheck position.

On three of the setting screws, 
there are numbers or four dots, with 
1 being slowest and 4 being fastest. 
One screw (backcheck position) has 
two dots or numbers. One setting 
is for the push side or parallel arm 
installations, and the other is for the 
pull side, regular arm and top jamb 
installations.

The initial set-up is similar to the 
adjustment method for independent 
valve door closers. However, this 
type of closer has a narrower range 
of settings.

Adjusting	the	Spring

Is the door too hard or too weak to 
close? The springs in the closer may 

need to be adjusted. When adjust-
ing a spring on a surface or a floor 
closer, it is important to be careful of 
the strength of the spring, as it can 
break and cause damage or personal 
injury. There are four different types 
of spring adjusters that are found on 
a door closer. Here are some tips for 
adjusting the different types, from 
most common to least.
1. SPRING TENSION NUT/SCREW 
– These are most common on surface-
mounted closers and offer a wide 
range of sizes, from 1 (AD�A) to 6. 
The spring inside the closer is actu-
ally a coiled compression spring. 
When the door is opened, the spring 
is compressed between the piston 
and the adjustment washer inside. 
Making adjustments is as easy as 
turning the screw clockwise to 
increase tension and counterclock-
wise to decrease it. Some brands have 
made the process of adjusting the 
spring easier by including a spring 
tension indicator on the end of the 
closer (LCN) or on the spring tube 
section of the closer (Norton/Yale).
2. RATCHET GEAR – These are 
typically seen on older surface-
mounted closers, LCN 204 and over-
head concealed closers. This type 
of adjustment is also common on 
traditional “potbelly” door closers. 
They are adjusted by engaging a 
special hook spanner wrench on the 
teeth, rotating the gear (ratchet), and 
engaging the dog (the hook on the 
underside of arm) to set the spring 
tension. The internal spring is a 
helical torsion spring. It resembles 
a heavy-duty spiral band or clock 
spring. Note that spring tension 
adjustment does not cover a wide 
range. It will only bring the closer 
up one size maximum when it’s at 
the strongest setting.
3. DISK ADJUSTER – Typically found 
on Rixson floor closers #27, #28 and 
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#30, the adjustment disk looks like 
a disk with four holes in the middle 
and five screws around the edge. The 
spring inside a Rixson floor closer is a 
helical coil torsion spring that is often 
adjusted improperly and can cause 
damage to its surroundings and injury 
to the person performing the adjust-
ment. There is a proper way to adjust a 
Rixson spring, but it requires a special 
tool with four studs that fit the holes in 
the disk on the closer. 

First, remove the dress plate screws 
and the dress plate. Align the studs 
on the tool with the holes on the disk. 
Kneel down on one knee as if to tie 
your shoe, and step on the tool, keep-
ing weight on it. While maintaining 
a firm grip on the tool and keeping 
your weight on it, loosen the five 
screws that are around the edge of the 
disk, but do not remove them. Slowly 
rotate the disk to decrease or increase 
the tension. Tighten the five screws 
around the disk, and remove the 
tool before testing the door. Repeat 
as necessary to find the appropriate 
tension for the closer. Last, remove 
the tool, and reinstall the dress plate 
on the closer.

On the 30/40 series Rixson double-
acting door closer, you will find 
two spring tension disks. The one 
farthest from the spindle shaft is the 
right-hand (RH) door swing tension, 
and the one nearest the spindle is the 
left-hand (LH) one. An easier method 
to remember which disk is for which 
swing direction is to stand so that the 
door closer spindle shaft is to your 
left. These have two screws each, and 
adjusting them is the same process as 
for the Rixson #27 and #28.

There are also two valves. When 
adjusting them, the valve on the push 
side of the closer is the sweep, and the 
valve on the other side is the back-
check. It’s best to adjust these so that 
you have a smooth, even pace for both 

valves since it is a double-acting door 
closer. The valve that is the sweep for 
the LH swing becomes the backcheck 
for the RH swing. As a result, if the 
backcheck is too tight in one direction, 
it will really slow the door’s closing in 
the opposite direction.

The #27 and #28 Rixson floor 
closers may or may not have a hold-
open function. Most are NHO (non-
hold-open), but there are also AHO 
(automatic hold-open) and SHO 
(selective hold-open) types. NHO 
and AHO types will not have any 
screws to allow the user to disable 
or enable the hold-open feature. 

However, SHO types do have a 
screw near the spring tension disk 
that can be adjusted to disable and 
enable the hold-open function, but 
it is easier to turn on than to turn 
off due to the hold-open mechanism 
located inside the closer. When it’s 
being turned off, you are retracting 
a small spring and pulling the hold-
open mechanism away from the 
spindle shaft inside the closer. When 
you turn it on, you are extending the 
hold-open mechanism toward the 
spindle and allowing it to engage.
4. PORT (#2530 series D�or-O-Matic 
Invisible D�oorman floor closers) 
– The compression spring adjust-
ment on this style is much like a 
surface-mounted closer, using a 
spring tension nut/screw. The steps 
for adjustment are similar to those 
for an overhead garage door torsion 
spring but on a smaller scale. This 
is not a wide-range adjustment, 
so adjusting a floor closer may be 
necessary, especially if there is stack 
pressure at the doorway.

The port style spring is another 
risky one to adjust. I do not recom-
mend adjusting this one unless you 
know exactly what you are doing 
and follow the recommended proce-
dure as follows: 

1. Remove the floorplate.
2. Wipe off the surface of the closer, 
especially around the ports. It may 
sound strange, but this is important, 
since dirt from your shoes or dirt 
that has collected under the floor-
plate of the closer can fall into the 
open port during the adjustment, 
and the dirty oil will then clog the 
hydraulic circuit internally.
3. Carefully unscrew the covers of 
both ports, and put them in a safe 
place (there may be two ports on the 
closer—one is covering the sweep 
and latch adjustment screws; the 
other is for the spring).
4. Using a rod of no less than six 
inches with the same diameter hole 
as the nut, insert the rod into the 
hole on the nut, and while facing the 
door pivot, turn the nut to the left 
to decrease tension or to the right to 
increase tension.
5. Test the door.
6. Make sweep/latch adjustments, 
and retest the door action.
7. Inspect the o-rings on the port 
covers, and screw them back in.
8. Reinstall the dress plate.

A properly adjusted door closer 
can mean the difference between 
a building being secured or 
unsecured against everything from 
unauthorized access to smoke and 
fire damage. Be sure to always use 
caution when making adjustments, as 
failure to do so can result in personal 
injury and damage to the closer.  

About the Author: Jess Dey (aka the Door 
Closer Doctor) is a 27-year-old woman living 
in NJ who has a disability called Asperger’s 
syndrome, a mild form of autism. She has had a 
lifelong interest in door closers and can be found 
answering technical questions about closers on 
YouTube (JLD902), as well as Flickr and many 
blogs that cover door hardware. Have questions/
concerns about your door closer? Contact Jess 
Dey at: Skype: doordoctor2, Yahoo!: jld902@
verizon.net, AIM: JLD902@aim.com, Hotmail: 
thedoordoc@hotmail.com, Gmail: jld902@gmail.
com, Twitter: @doorcloserdoc.
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Many different trades are dependent upon the approved submittal data to 
coordinate their preparation of doors, frames, floors, ceilings, walls and other 
areas of the building. (One example of this is a terrazzo pan for floor clos-
ers, which must be coordinated in the early stages of construction.) Proper 
submittal information minimizes conflicts and reduces errors that can result 
in back-charges, restocking fees and unnecessary freight charges.

Following the requirements of the specification is paramount to the 
submittal review process being a positive one. There are “rules of engage-
ment” when it comes to hardware submittals, examples of which may seem 
elementary to most but are often overlooked. Take, for instance, the architec-
tural specification’s hardware set number. When you review the submittal, 
the heading number will need to reference the original hardware set number 
in parentheses, no matter what heading number the submitter uses. 

Fundamentally, the person reviewing the schedule should not have to 
search for information. Confusing cross-references can be a cause for rejec-
tion. The same goes for the format. If the specification calls for a vertical 
format or a horizontal format,1 that format becomes a requirement for the 
process. 

When reading a specification, you will see that there are usually require-
ments for elevation drawings, wiring point-to-point diagrams, and electron-
ics coordination meetings. These items are required so that all of the trades 
that handle a submittal can see what and where the requirements for access 
control, or even just magnetic holders, belong. Many times this is where 
different trades come together. If the electrical wiring has not been pulled, 
there will not be a connection point for the electronic items specified. The 
elevation drawings, if called for, are required at the time of the submittal and 
are one of the most overlooked items in specifications. The point-to-point 
diagrams (color coordination of wiring components in detail) are required 
once the submittal has been reviewed and approved. 

Finish Hardware Submittal

By Sara Gilliam, AHC, CSI

How to 
Review a

L ET’S BEGIN BY UNDERSTANDING what a finish hardware 

submittal is. A finish hardware submittal is a specification that 

has been sized, handed and expanded upon in a way that makes 

the referenced openings clear, concise and coordinated.
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It stands to reason that not all errors will be caught 
100% of the time, since there is so much to cover. 
However, at a time when so many of the hardware items 
have wires, these documents assist in finding where the 
missing links are, and they bring everything together 
from a coordination standpoint.

When reviewing a submittal, you might not be 
concerned about how many feet a power supply can be 
located from the electronic load, but it could affect the 
finish hardware submittal and should be questioned. 
Or maybe it is a question of who is providing the power 
supplies. As a submittal reviewer, you should consider 
that the specification could have them covered in more 
than one location. 

Equally important are the operation descriptions. 
Regardless of whether or not they are required by the 
specification documentation, they should be included 
in the submittal package at the end of the hardware set 
they reference. It is important that each person reading 
the contract documents be instructed on the intent for 
the operation of each opening. 

Keying is another specification requirement 
frequently overlooked. The keying diagram or sched-
ule is not something that the person reviewing the 
submittal expects to see, but he or she does expect to 
see that the supplier has requested a key meeting and 
understands the keying criteria of the specification 
documents, as well as expansion requirements and 
keyway selection. A submittal reviewer will look for the 
miscellaneous set at the end to see the quantity of key 
blanks that are being supplied and if keying records/
bitting lists and a key cabinet are required, as well as 
instructions for delivery of those items to the owner. 

When beginning a submittal review, the reviewer 
will have a set of floor plans, the original specifica-
tion, addenda and the submittal package, including 
cut sheets. The process begins with checking off each 
opening and reviewing the opening for the most accu-
rate response possible. Questions are reviewed and 
answered, and the cut sheets are checked. 

The cut sheets are extremely important to the review 
process. It is common to denote specific items on the 
cut sheets using circles, arrows or “clouds.” As seen in 
Figure 1, if the clouding is too extreme and the docu-
mentation cannot be read, the cut sheets do little good to 
the reviewer. 

When preparing a cut sheet package, review it objec-
tively. Lack of clouding, highlighting or arrows can have 
the same effect as severe clouding, any of which could 

be cause for rejection. The person reviewing the submit-
tal should not have to search for the information being 
submitted for review; it should be easily distinguishable. 

A good submittal package should include coordinated 
information describing the opening and the “to” and 
“from” locations, door sizes and materials, labeling 
information, hardware sets in the specified formatting, 
operation descriptions, appropriate cut sheets and eleva-
tion drawings. If the specification calls for a wall stop 
or floor stop, a good submittal package will show which 
one is appropriate for each opening.

Remember, the specification documentations are 
being interpreted by another individual who is prepar-
ing the submittal package. Whether detailing the project 
or preparing the submittal package, it is vital that 
members of our industry ensure that the appropriate 
questions are asked when there are inconsistencies or 
when incorrect information is provided.  

About the Author: Sara Gilliam, AHC is a Door Openings Consultant for 
Door Security Solutions of Mid Continent, a division of ASSA ABLOY. 
She can be reached at sgilliam@dssmidcon.com.

Endnote
1.  The Door and Hardware Institute does not endorse the use of the horizontal format in the 

preparation of hardware submittals.

Figure 1

Illustration Courtesy of Door Security Solutions of Mid Continent

mailto:sgilliam@dssmidcon.com
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S DESIGN PROFESSIONALS,� WE 
should all understand the importance of 
drawings and specifications in a set of 
construction documents—the differences 
between them, as well as their comple-
mentary nature. We know that drawings 
show the size and location of building 
elements, and usually the quantity. We 
also know that specifications establish 
the quality of the products, materials and 
systems indicated on the drawings. This 
article addresses the code-related require-
ments that are typically provided in the 
specifications.

The building code establishes require-
ments which, by their nature, can be 
addressed in the construction documents 
in the drawings, in the specifications, 
or more likely, both. D�rawings are best 
suited for showing the following:

■ D�imensional requirements (e.g., cor-
ridor widths, parapet heights, founda-
tion depths, stair risers and treads)

■ Location requirements (e.g., exits, fire-
resistive construction, safety glazing)

■ Quantity requirements (e.g., number 
of exits, floor area, plumbing fixtures, 
ventilation area)

Specifications, on the other hand, are 
best suited for establishing the following 
qualitative requirements:

■ Material/product characteristics (e.g., 
conformance to third-party standards, 
minimum thickness)

■ Performance requirements (e.g., 

opening force for doors, flame spread, 
minimum activation temperature for 
smoke vents)

■ Installation requirements (e.g., fas-
tener spacing and number, confor-
mance to third-party standards, spe-
cial inspection coordination)

There are some requirements that may 
either be indicated on the drawings or 
in the specifications—a situation that 
demands close coordination so that dupli-
cate or, even worse, conflicting informa-
tion is not provided. 

Standards

The closest tie between the building 
code and specifications are the many 
standards that are referenced in the build-
ing code. But many specification sections, 
even those provided by master guide 
specification publishers, do not state a 
specific revision date of a referenced 
standard. On the other hand, the building 
code is very specific about which revision 
of a standard is referenced.

For example, the masonry section 
may specify that facing brick conform 
to ASTM C 216. According to ASTM 
International, the most current revision 
of ASTM C 216 was published in 2012 
(ASTM C 216-12). However, when you look 
up ASTM C 216 in Chapter 25 of the 2012 
edition of the International Building Code 
(IBC), you will find that the standard 

Code Compliance

By Ronald L. Geren, AIA, 
CSI, CCS, CCCA, SCIP
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referenced is the 2007 revision—not 
the first revision of 2007, but the 
second revision, as identified by the 
lowercase “a” (ASTM C 216-07a). 
Therefore, when complying with the 
code, the specific standards refer-
enced in specifications need to be 
verified with the adopted building 
code. To ensure that correct editions 
of referenced standards are speci-
fied, there are a few methods that 
the specifier can employ.

The first is to review all speci-
fication sections and to insert the 
specific revision date used by the 
building code for each occurrence 
of a standard’s designation (see 
Figure 1). This can be very tedious 

and time-consuming for the speci-
fier—especially if he or she prepares 
specifications for projects in juris-
dictions that have adopted various 
editions of a building code.

Another method is a slight modi-
fication of the first. The specifier 
could insert a “References” article in 
Part 1 of each section that lists all of 
the reference standards used within 
the section. In that article, the revi-
sion dates can be added, thereby 
eliminating the need to add the revi-
sion dates to each occurrence within 
the section.1 Again, this is a little 
time-consuming and requires modi-
fications if different building codes 
are used. To simplify this process 

further, a statement can be used in 
lieu of a list of references and their 
applicable revision dates that points 
to the adopted codes as indicated 
in D�ivision 01 or the drawings, as 
applicable (see Figure 2).

Finally, the best solution is to leave 
the specification sections as they are 
written (without dates) and address 
the revision dates in D�ivision 
01—specifically in Section 01 42 00, 
References. The References section 
in many guide specifications usually 
states that publication dates for 
standards used are those in effect as 
of date of the contract documents. 
However, this may allow the use of 
revised standards not recognized 

Figure 1. One option is adding a date (highlighted) for a standard at 
each instance in which the standard is used in the specification text.

Figure 2 shows two alternatives to providing dates at each standard reference. The top example 
provides a “References” article that lists all references used in the specification. Dates (highlighted) are 
only provided once. Note that the last standard does not have a date; this is because it is a standard not 
required by the building code and can be covered by a general statement in Division 01. The bottom 
example provides a blanket statement in a “References” article that directs the reader to Division 
01 or the drawings for a list of applicable codes; however, the drawings are the preferred location.

A. Concrete Brick: ASTM C 55-06e01, Grade S,  
normal weight units.

   1.02 REFERENCES

A. ASTM International (ASTM):
1. C 55-06e01 – Standard Specification for Concrete Building Brick.
2. C90-08 – Standard Specification for Loadbearing Concrete Masonry Units.
3. C270-08a – Standard Specification for Mortar Unit Masonry.
4. E514 – Standard Test Method for Water Penetration and Leakage Through Masonry.

   1.02 REFERENCES

A. Reference Standards: Comply with standards in effect as of the date of the 
contract documents except for those having different revision dates as referenced 
in the codes indicated (in Section 01 42 00 “References”) (on drawings).

Illustrations Courtesy of RLGA Technical Services, LLC
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by the adopted codes. To ensure 
complete compliance with applicable 
codes, a paragraph can be provided 
that clarifies how dates will be 
determined (see Figure 3).

Products	and	Materials

Closely tied to reference standards 
are the many products and materi-
als regulated by the building code. 
Building codes incorporate require-
ments for building materials for 
purposes relating to load capacity, 
durability, energy efficiency and 
combustibility, as well as a few 
others. But how you specify materi-
als to comply with the building code 
really depends on the method used 
to specify.

For proprietary specifications, 
products and materials are selected by 
the design professional and are identi-
fied by product name, model number, 
trade name or all of these. This is 
the easiest approach, and the design 
professional can almost guarantee 
that the product specified is the one 
that will be submitted and installed. 
But proprietary specifying requires 
thorough research to ensure that the 
product or material, if regulated by 
the code, is in compliance with it.

Since the building code uses refer-

ence standards, using the reference 
standard method of specifying 
provides a better chance of getting 
a product that complies with the 
code. Considering that standards 
establish minimal thresholds for 
conformance, this opens the door to 
many products that may be unsuit-
able or not desired by the design 
team. However, the Construction 
Specifications Institute’s (CSI) Project 
Delivery Practice Guide states that 
“more than one [specifying] method 
may be necessary in the same speci-
fication.” Therefore, a semi-propri-
etary specification using reference 
standards, and possibly including 
some descriptive and performance 
requirements, as well as a list of 
acceptable manufacturers, might be 
the most likely method of complying 
with the code, which could still be 
able to limit the products or materi-
als to those that are appropriate. 

Research	Reports

Research reports (sometimes 
called “evaluation reports”) are 
generally prepared by evaluation 
services associated with publishers 
of model building codes, or other 
approved agencies, and are avail-
able to help select products that the 

building official will approve as 
being in compliance with the build-
ing code. Code officials like these 
reports because they know that the 
products, which have evaluation 
reports and are used on a project, 
comply with the building code. 

When the International Code 
Council (ICC) was formed and 
created its Evaluation Service (ICC-
ES), the evaluation reports from 
all three former model codes were 
incorporated into and maintained 
by ICC-ES. Therefore, many of the 
reports found on the website are for 
the “legacy codes” and not specifi-
cally for the international codes. On 
ICC-ES’s website, it states that all 
reports are considered valid, even 
if reexamination dates have passed. 
The ICC-ES will reexamine those 
reports as time permits and in accor-
dance with their rules of procedure. 
Because of this, code officials may 
accept a report on a code other than 
the one adopted by the jurisdiction.

However, over-reliance on evalua-
tion reports can hinder the product 
selection process—not all products 
regulated by the building code have 
an evaluation report prepared by 
ICC-ES. As an example, MasterSpec’s 
Section 09 29 00, Gypsum Board, 
lists eight manufacturers of gypsum 

Figure 3. This is an example of paragraphs that can be added to Section 01 42 00, References, that 
addresses dates for reference standards used throughout all sections within the specifications.  
The list of codes can be provided in this section or on the drawings; however, the drawings are the 
preferred location.

   1.03 REFERENCES STANDARDS

A.  Applicability of Standards: Unless the contract documents include more stringent requirements, 
applicable construction industry standards have the same force and effect as if bound or copied 
directly into the contract documents to the extent referenced. Such standards are made a part of 
the contract documents by reference.

B. Publication Dates: Comply with standards in effect as of date of the contract documents except 
for those having different revision dates as referenced in the codes (listed below) (indicated on 
drawings).
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board in each of the three types 
(interior, exterior and tile backing). 
But looking at ICC-ES’s website, you 
will find reports for only six manu-
facturers, and most of those are for 
specialty gypsum products. There is 
no requirement in the building code 
that states that products must have 
evaluation reports. Using gypsum 
board as an example, the 2012 IBC 
only requires that the various types 
of gypsum board comply with the 
ASTM International standards 
listed in Table 2506.2. Therefore, 
the manufacturer should have 
test reports from approved testing 
agencies available for submission to 
the building official for approval in 
accordance with Section 1703.4.

Where	to	Place	Information

There are times when the design 
professional is directed by code 
officials to place notations on draw-
ings that logically should be located 
in the specifications. Whether right 
or wrong, the frequently provided 
reason is that plans examiners and 
building inspectors do not have the 
time to search for information in 
both the drawings and specifica-
tions. This is more of an excuse 
for not understanding the comple-
mentary nature of drawings and 
specifications—plus the available 
standards used to organize them—
rather than a time issue.

However, burying code-related 
information in the documents does 
not help the situation. Coordinating 
the drawings and specifications 
through the use of reference 
keynotes, as described in Module 
7 of the National CAD� Standard 
and Uniform D�rawing System 
(NCS-UD�S), will help tie informa-
tion shown on the drawings to a 
specification section.  

Therefore, instead of indicating in 
some general note on the draw-
ings that the roofing requires a 
Class B rating, you should use a 
reference keynote, such as “07 54 
19.A01 – Roof Membrane”; this 
directs the user to Section 07 54 19, 
Polyvinyl-Chloride Roofing, where, 
in the Quality Assurance article, 
you provide the requirements for 
exterior fire-test exposure.

Coordination

Code compliance is not just a 
designer responsibility, nor is it 
just a specifier responsibility; it 
is both. As in any other aspect of 
preparing construction documents, 
compliance with the building 
code is something that needs to 
be coordinated between drawings 
and specifications. For the specifier, 
this requires an understanding of 
what building code is applicable to 
the project, what code compliance 
strategy the design team is taking 
(e.g., construction type, separated 
vs. non-separated uses, etc.) and 
what products and materials will be 
used to comply with the code. Once 
these issues are understood, then 
the methods used to convey code 
compliance information through the 
specifications will require ongoing 
communication between designer 
and specifier.  

About the Author: Ronald L. Geren, AIA, CSI, 
CCS, CCCA, SCIP is a Certified Construction 
Specifier, a Certified Construction Contract 
Administrator, and the principal of RLGA 
Technical Services located in Scottsdale, Arizona, 
which provides specifications and code con-
sulting services to architects, engineers, owners 
and product manufacturers. A 1984 graduate of 
the University of Arizona, Ron has more than 
28 years of experience with military, public and 
private agencies.

Endnote
1.  This is the method recommended by the Door and Hardware Institute.
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HAT DO WE MEAN WHEN WE TALK 
 about product literature? What does 
that comprise?

Well, what we are really talking about 
is product technical data sheets, mate-
rial safety data sheets (MSD�S), manu-
facturers’ catalogs, graphics, master 
guide specification sections and other 
ancillary documentation.

This information is important to 
design professionals—i.e., architects, 
engineers, designers, specification writ-
ers, estimators, etc. D�esign professionals 
use the technical literature to choose 
the products that they wish to specify 
for the project at hand. Very often, the 
technical literature, and in particular 
the manufacturer’s catalog or the tech-
nical data sheet, will be a design profes-
sional’s first introduction to the product, 
and as we all know, first impressions 
carry a lot of weight, especially in the 
construction industry. Items such as 
MSD�Ss are standard throughout the 
industry. The use of graphics and how 
a manufacturer’s catalog is put together 
are a question of individual taste and 
can vary dramatically depending upon 
the type of product being shown.

From a design professional’s perspec-
tive, however, the two documents that 
are most important are the technical 
data sheets and the master guide speci-
fication sections. Let’s look first at the 
master guide specification section.

In North America (Mexico excluded), 
the construction specification writing 
business follows specific rules. That is, 
when we write specification sections, 
we follow the recommendations of the 
Construction Specifications Institute (CSI) 
in the USA, and its sister organization, 
Construction Specifications Canada (CSC) 
north of the border (or east if you happen 
to be reading this in Alaska). Specification 
sections are numbered following the 
recommendations of the most current 
version of CSI/CSC MasterFormat™. 
When writing the actual sections, we 
use a consistent structure to ensure that 
procedural information, technical prod-
uct-related information, and information 
related to how products and materials are 
to be included in a construction project 
are always found in the same part of the 
specification section. The tool that we 
use to help us with this task is CSI/CSC 
SectionFormat™. 

The Importance of 
Product Literature

By Thomas Dunbar, FCSC, RSW, CSI

W
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Finally, when we want to ensure 
that each page of each section 
throughout the project manual has 
a consistent look, we turn to the 
CSI/CSC PageFormat™ document. 
Only here is there a minor differ-
ence between documents intended 
for the USA and those intended for 
Canada. In the USA, the standard 
article and paragraph numbering in 
a specification section is an alpha-
numeric system, while in Canada, it 
is an all-numeric system. Of course, 
the specification content from 
one country to the next may vary, 
depending upon the standards used 
to reference quality and of course 
whether the project is in a location 
where metric units of measurement 
are expected.

Both CSI and CSC recommend 
the same basic writing styles for 
construction specification sections. 
They recommend using the impera-
tive mood of the language, concise 
sentences, and the same spelling 
and grammar that is used in any 
other document. They also recom-
mend the avoidance of “legalese.”

When writing master guide speci-
fication sections that are based on a 
specific product, it is recommended 
that when the manufacturer is 
developing these specification 
sections, they be written as generi-
cally as possible, even though they 
may be based on a particular manu-
facturer or manufacturer’s product. 
The reason for this is that, from the 
design professional’s perspective, 
it is in the best interest of his or her 
client to have a more generic speci-
fication section since it promotes a 
more open bidding environment. So 
even if a manufacturer’s guide spec-
ification section is liberally seeded 
with proprietary information, 
chances are that the better specifiers 
are going to delete that information 

to make the section more generic. 
If this is intended as a tool to make 
specifiers’ jobs easier, then why add 
extra information that they have to 
delete? They already know where 
they got the master section from 
and have probably already decided 
to use the product by this stage in 
the section development.

Let’s now look at the technical 
data sheet. The purpose of the 
technical data sheet is to make the 
reader aware of all of the charac-
teristics and criteria related to the 
product. It doesn’t matter whether 
the product is a lockset, an air 
conditioning unit or a window, 
there is some basic information that 
is available for everything.

The most common format for 
structuring a technical data sheet 
was originally developed by CSI. 
Although CSI no longer holds 
the copyright on the format (it is 
now owned by Reed Construction 
D�ata, Inc.), the system is prevalent 
throughout North America and has 
become the de facto standard in the 
industry. CSC holds the copyright in 
Canada. The system is broken into 
10 parts as follows:

1. Product Name: List the name 
of the product in this area.

2. Manufacturer: The manufac-
turer’s name, address, contact 
information, website, etc. 
goes here.

3. Product Description: Here 
you can give a basic descrip-

tion of the product, what it is 
used for, what the product’s 
benefits and limitations are, 
types and sizes, etc.

4. Technical Data: In the area 
for technical data, you can 
include all of the technical 
characteristics, including 
any reference standards that 
the product meets and any 
special approvals that the 
product has received, as well 
as information about sustain-
ability, recycled content, etc.

5. Installation: A brief descrip-
tion of how the product 
should be installed and 
whether any special tools are 
required for the installation 
can be included here.

6. Availability and Costs: 
Although costs are difficult 
to predict, in some cases it 
is useful to show cost com-
parisons with similar types of 
products or those with similar 
functions. There may be differ-
ences in cost based on material 
types that can be expressed in 
percentages rather than actual 
dollar amounts. If there are spe-
cial scheduling needs related 
to ordering or fabricating the 
product, they can be included 
in this location as well.

7. Warranty: Any warranty lim-
itations or bonuses should be 
included in this location.

8. Maintenance: If special tools 
or special maintenance is 

“...if a manufacturer’s guide specification section 
is liberally seeded with proprietary information...
specifiers are going to delete that information to 
make the section more generic.”
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required for the product, 
then list them in this location.

9. Technical Services: Here is 
the perfect place for manu-
facturers to let potential 
clients know how to get in 
touch with them in different 
regions of the country.

10. Filing System: This area 
allows the manufacturer to 
show where its product fits 
into construction format 
and classification systems 
such as MasterFormat™, 
UniFormat™, or 
OmniClass™.

The big question is why all of this 
matters and why you, as a manu-
facturer, should care about formats. 
The answer, of course, is easy. It’s all 
about the almighty dollar.

When design professionals look 
for product information, it saves 
time if the particular information is 
found in a location in the technical 
data sheet where they expect to find 
it. As we all know, time is money. 
If design professionals have several 
technical data sheets to compare 
products, it is easier if the informa-
tion is formatted the same and they 
are comparing apples to apples. 
If they have to compare quality 
related to reference standards, it is 
simpler if the technical data is easier 
to find. If a manufacturer is asking 
to have its product accepted as a 
substitution for a product previ-
ously specified, then it is easier for 
design professionals to make the 
decision if the information is both 
easy to find and laid out in a struc-
ture that they are familiar with.

To go back a minute to the master 
guide specification section, a good 
specification section is more likely 
to be included in the project manual 
than a bad one.

As you know, much of the project 
manual is written under the duress 
of last-minute time restrictions, 
so when it comes right down to it, 
design professionals and specifiers 
are just like everyone else. If there 
is an easier or quicker way to do 
something and still get the same 
end result, then that is the way they 
are going to do it. So if, for example, 
we are looking at locksets, there are 
many, many manufacturers who 
make them. Some are high-quality, 
and some are not so high, but they 
are all locksets. If all other things 
are equal from a technical and qual-
ity perspective, design professionals 
and specifiers are going to choose 
the product that is most easily incor-
porated into the project manual 
with the least amount of work. So a 
master guide specification section 
for a product that is written generi-
cally and to industry standards is 
what they will be looking for.

The well-written technical data 
sheet and master guide specifica-
tion section are invaluable tools 
developed by manufacturers for use 
by design professionals and can be a 
selling tool when design profession-
als and specifiers make their most 
crucial decisions. Make sure that 
your technical literature is a help and 
not a hindrance to the process.  

About the Author: Thomas Dunbar, FCSC, 
RSW, CSI is an independent specification writer 
and President of TD Squared who specializes in 
education for the construction industry and the 
production of technical literature and master 
guide specifications for manufacturers and other 
construction-related associations and organiza-
tions. Tom is a past-president of Construction 
Specifications Canada. For more information on 
Tom and TD Squared, read the company profile 
at www.SpecCoach.com.
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Exporting
ow, more than ever, U.S. companies 
should be looking for ways to increase 

their business overseas. With the U.S. economy and 
construction starts still floundering, why do many 
manufacturers still drag their feet when it comes to 
selling their products internationally? Is there even a 
market for high-quality, U.S.-manufactured products 
outside of North America? Of course, these are ques-
tions that have to be answered before companies 
should invest time, effort and resources into develop-
ing overseas markets for their products.

Why export in the first place? Isn’t the market right 
here at home big enough? Unfortunately, we all know 
that markets in North America have been shrinking, 
while at the same time, markets overseas (especially 
in Asia, the Middle East and even Latin America) have 
been growing at a much faster clip. By exporting, U.S. 
companies can: 

1.  Increase Profits – Studies show that companies 
that export grow faster and are more profitable 
than companies that do not export.

2.  Spread Overhead Costs – Incremental sales 
have obvious benefits of spreading all overhead 
costs, from research and development to rent 
and utilities.

3.  Smooth Seasonal Fluctuations – Export sales 
often operate on different seasonal patterns than 
the U.S. market. This permits filling in slack 
periods in production with products for export.

4.  Create New Markets – As new markets are 
opened, repeat orders begin to appear in areas 
not previously serviced.

5.  Cushion Declines in the U.S. Market – It has 
been my experience that, more often than 
not, when the U.S. market is in decline, other 
markets around the world are improving, and 
vice versa. Exporting can act as a natural hedge 
against these fluctuations.

6.  Increase Competitiveness – As a company 
becomes more aware of the competition in other 
markets, it can be more proactive in making 
necessary modifications to its current product 
line and introduce new products. Competing 
overseas also can help a company better combat 
foreign competitors coming into the U.S. 
market. 

7.  Realize Possible Tax Advantages – The U.S. 
government oftentimes will offer tax incentives 
to export. If your company is thinking about 
getting into the export business, it is a good idea 
to contact a local government agency, like your 
Chamber of Commerce, to inquire about avail-
able tax incentives.

8.  Extend Product Life Cycles – When companies 
export to new markets, many times this enables 
them to prolong the life cycle of current models 
and may even allow them to dispose of models 
that have become obsolete in the U.S. market.

Some U.S. sales managers may think that foreign 
countries simply cannot or will not buy our products. 
I know this will show my age, but I can still remember 
being in the first Wal-Mart store in Mexico City back in 
the early ‘90s and listening to a U.S. presidential debate. 
D�uring that particular debate, Ross Perot was making 
his argument against the North American Free Trade 

By Mark S. Unglaub, AHC/CDC
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Agreement (NAFTA), saying that Mexicans wouldn’t be 
able to buy our products and that there would be a “big 
sucking sound” of jobs flowing down to Mexico. I looked 
down the line of 30 cash registers and saw that all of 
them had at least 10 customers in line waiting to make 
their purchases. Soon afterward, I made my first sale to 
Home Mart in Mexico (their equivalent of Home D�epot 
at that time), which turned out to be one of my largest 
orders ever. There is a market overseas. It is our job to 
find the customers and make the sales.

Why do so many U.S. companies not make the effort 
to develop international business? I believe the main 
reasons are as follows: 

1.  Failure to develop an international marketing plan
2.  Insufficient commitment by top management to 

overcome initial difficulties involved with exporting
3.  Lack of care in selecting proper international dealers
4.  “Chasing orders” instead of developing long-term 

business strategies
5.  Neglecting export business when the U.S. economy is 

booming
6.  Failure to treat international dealers on par with their 

U.S. counterparts
7.  Unwillingness to modify products to meet foreign 

preferences
8.  Resistance to printing installation, warranty and basic 

product information in native languages
9.  Rigidity in pricing and discounts
10.  Inability of management to look past short-term 

hardships for long-term goals
What are some of the difficulties that companies run into 

when doing business overseas? For those of us involved 
with international business, it is expensive to travel around 
the world promoting our product lines, and even dangerous 
in some locations. Obviously we need to remember that our 
lives are more important than selling a piece of hardware. 
However, I have found that, for the most part, newspapers 
and the nightly news tend to overplay dangerous situations 
so they will sell more newspapers or make the headlines. 

Some other hurdles to overcome include:
1.  Language and cultural barriers
2.  Tariffs
3.  Longer lead times due to distance, and additional 

export/import document requirements
4.  The need for longer-than-normal payment terms 

(consider adding 30-60 days to normal payment terms)
5.  Legal limitations when not getting paid (Insist on 

cash in advance or letters of credit if you do not know 
the customer well.)

Sometimes companies are unsuccessful in their 
attempts to export simply because they don’t do a thor-
ough enough job of investigating a market before start-
ing an advertising campaign. Here are some humorous 
examples of how some companies got off on the wrong 
foot in their attempts to export:

1.  Chevrolet had a hard time getting its Nova brand to 
take off in Mexico until someone pointed out to the 
marketing department that “No va” in Spanish means 
“No go”—or in other words, it doesn’t work!

2.  The Parker Pen Company had a successful market-
ing program in the United States that included the 
phrase, “To Avoid Embarrassing Moments.” When 
Parker Pen decided it was time to start up that same 
advertising program in Mexico, it must not have used 
a knowledgeable translator, because the slogan was 
translated into Spanish as “Para Evitar el Embarazo,” 
which means “To Avoid Pregnancy”!

3.  The now-defunct airline Braniff must have used the 
same translator Parker Pen did to translate Braniff’s 
advertising campaign promoting the fact that all 
of their seats were made of leather. “To be seated 
in leather” was translated to “Sentado en cuero,” 
which literally means “To be seated in the nude”! 
Come to think of it, maybe that did help to increase 
business….

In the door hardware business, more than in most 
businesses that I am aware of, personal relationships 
and trust are very important. When doing business 
overseas, one way to gain the trust of your customers 
quickly is to know their language—at least some of it. 
I feel fortunate to be fluent in Spanish, as our country 
lags way behind in teaching our students how to 
become fluent in a foreign language. I cannot emphasize 
enough how this has helped me throughout my career 
when working in Spanish-speaking countries. However, 
even if you only know some of your foreign customers’ 
languages, there are certain rules you should follow to 
avoid misunderstandings:

1.  Watch their eyes for signs of bewilderment. If 
you notice that your foreign customers’ eyes seem 
to glaze over, they are probably not understand-
ing what you are saying, and you will need to 
speak slower or rephrase your sentences.

2.  Summarize your thoughts. D�uring your sales 
presentations, from time to time stop your conver-
sation and restate what you just said to make sure 
that your foreign customers have understood 
your train of thought up to that point.

continues on page 55
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EATHERSTRIPPING IS NOT YOUR GRANDFATHER’S STODGY 
old door trim accessory anymore. In addition to the tradi-
tional use of sealing an exterior opening from hot and/or cold 
air, today’s gasketing product offerings accomplish many 
additional tasks. For example, smoke infiltration, the real 
killer in fires, can be significantly reduced with gasketing on 
interior doors. As a matter of fact, the International Building 
Code (IBC) requires it on swinging doors. What about acous-
tical seals, especially on schoolroom doors? There’s a LEED� 
(Leadership in Energy and Environmental D�esign) credit for 
schools, IEQ Credit 9, that requires an STC rating of 30 for 
classroom doors and 40 for music rooms. These ratings are 
extremely difficult to obtain for operable doors without using 
an appropriate acoustical seal. What about security? Security 
is a big issue on everyone’s mind today. Stainless steel over-
lapping astragals on pairs of doors prevent tampering with 
the panic exit devices from the exterior. We’ll look at each 
of these to explain how specifiers and distributors alike can 
match today’s modern products with their applicable codes.

First let’s revisit the traditional, but nonetheless important, use 
of gasketing: sealing the gap around an exterior door to prevent 
incursion from the outside elements. These gaskets are secured to 
the frame and incorporate a sealing material (vinyl, neoprene, sili-

Modern
Weatherstripping

By Chuck Smith, FDHI
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cone, nylon brush) to contact the door 
and create an air-tight opening. This 
system not only increases comfort but 
also reduces energy costs, a critical 
feature given the current emphasis on 
energy conservation.

There’s a LEED� credit for seal-
ing exterior doors. Energy and 
Atmosphere (EA) Prerequisite 2 
will earn you one EA credit for 
achieving the desired reduction 
of environmental and economic 
impacts associated with excessive 
energy use.

An added feature of a nylon 
brush seal mounted into an angled 
retainer is that the seal adds virtu-
ally no additional closing force 
required for the door to self-close 
and positively latch.

Another important life safety 
application of gasketing involves 
protection from smoke inhalation. 
It’s important for interior doors in 
hospitals, nursing homes, schools, 
etc. to be able to compartmentalize 
smoke to allow a safe and smoke-
free means of egress for building 
occupants. Everyone today is 
familiar with the term “positive 
pressure” and its role in the testing 
of fire door assemblies. Known as 
NFPA 252 or UL10C, this standard 
requires a neutral pressure level 
at no more than 40" above the 
threshold, causing positive pressure 
against the door assembly above 
40". Most hollow metal doors do 
not require a fire seal to satisfy this 
standard. These doors are known as 
Category A doors, meaning no edge 
seal is required. However, most 
wood doors, classified as Category 
B doors, do require an edge seal, 
usually an intumescent product, 
either built into the door when 
manufactured or applied in the field 
upon installation to meet NFPA 252 
and IBC requirements. 

Category A doors also require 
smoke seals to prevent ambient 
smoke leakage. These fire door 
assemblies in corridors and smoke 
barrier walls are required to be 
tested in accordance with UL1784. 
The letter “S” on their fire rating 
label indicates compliance “when 

listed or labeled gasketing is also 
installed.” 

Another use of gasketing is sound 
protection. You hear a lot these days 
about Sound Transmission Class, or 
STC, ratings. A simple STC rating by 
itself can be misleading because the 
requirement is for the door assem-
bly to be “operable.” It’s possible to 
test a very expensive acoustical door 
in a totally sealed (non-operable) 
wall and get an STC rating of 50 or 
higher—a very exclusive neighbor-
hood in the STC world. However, 
the key to effectively judging how 
the assembly performs is to test 
the same door with an acousti-
cal seal, including an adjustable 

perimeter seal and mortised auto 
door bottoms, in a real-life operable 
state. Then you get an STC rating 
that’s meaningful. It’s misleading 
to show an acoustical seal with an 
STC rating without knowing what 
type of door was tested. Identical 
gasketing sets could rate at 50 or 

30, depending entirely on the door 
construction.

How	does	sustainability	and		
LEED	fit	in	with	weatherstripping?		
Glad	you	asked.

The LEED� Green Building Rating 
System, developed by the U.S. Green 
Building Council, is recognized 
as the leading national standard 
for developing high-performance, 
sustainable buildings. Under this 
system, buildings are awarded 
credit points for compliance in 
seven key areas of human and envi-
ronmental health: sustainable sites, 
water efficiency, energy and atmo-

Courtesy of Circle T/National Guard Products, Inc.

Adjustable acoustical seal

Heavy-duty mortised automatic door bottom

HINGE JAMB

FRAME STOP

FRAME STOP

Intumescent

Adjusting Range
1¼" ¼"

neoprene

HEAD &  
LATCH JAMB

DOOR

DOOR

7/8" Max.
Drop

2"

13/16"

Mortise required
1" x 2¹/8"
15/16"



34	 DOORS	&	HARDWARE £ FEBRUARY 2013

sphere, materials and resources, 
indoor environmental quality, 
innovation in design, and regional 
priority.

Specifying gasketing on all exte-
rior doors saves building owners 
hundreds of dollars per door 
opening in yearly energy costs. 
Proper gasketing also helps the 
building envelope reduce the envi-
ronmental and economic impacts 
associated with excessive energy 
use, qualifying it to meet Energy 
and Atmosphere Prerequisite 2: 
Minimum Energy Performance, and 
earn EA Credit 1: Optimize Energy 
Performance.

Both thresholds and gasketing 
are most often manufactured from 
metals (aluminum, architectural 
bronze, stainless steel) containing 
both post-consumer and pre-

consumer recycled material. The 
percentage of recycled materials 
in these products qualifies toward 
LEED� MR Credit 4: Recycled 
Content, which requires increased 
use of building products with 
recycled content, thereby reducing 
the impacts from extraction and 
processing of virgin materials.

LEED� MR Credit 5: Regional 
Materials previously allowed credit 
for material that was manufactured 
within 500 miles of the project site. 
Revisions to this LEED� credit now 
require the product material to have 
been extracted, harvested or recov-
ered and also manufactured within 
500 miles of the project site. In our 
global economy, raw materials are 
generally sourced from multiple 
locations, making it difficult to 
accurately identify a single extrac-

tion point. As a result, it has become 
increasingly difficult to verify that 
products qualify for this credit.

LEED� for Schools IEQ Credit 9: 
Enhanced Acoustical Performance 
requires the design of classroom and 
other core learning spaces to comply 
with the STC requirements of ANSI 
Standard S12.60-2002. This standard 
requires entry doors into classrooms 
and other core learning spaces to 
have laboratory STC ratings of 30 
or more in their operable condition. 
Interior entry doors into or between 
music rooms must have an STC 
rating of not less than 40. The use 
of properly installed gasketing will 
help achieve these STC ratings on 
the operable door assembly. 

The future trend in green build-
ing codes will require a certified 
Environmental Product D�eclaration 

We Know Insurance Details! 
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(EPD�) based upon a Life Cycle 
Assessment (LCA) of a product’s 
long-term environmental impact. 
This assessment begins with the 
extraction of raw materials and 
continues through the manufac-
turing process, its packaging, 
delivery, use in the building, and 
eventual disposal or recycling. The 
Builders Hardware Manufacturers 
Association (BHMA) has partnered 
with UL Environment to establish 
product category rules for all types 
of hardware, including thresholds 
and gasketing. 

BHMA also developed and 
continually revises the ANSI perfor-
mance standards for builders hard-
ware. ANSI/BHMA A156.21 tests the 
load capacity of thresholds to 1,000 
lbs. and requires they not take and 
retain a permanent deflection. 

The ANSI/BHMA A156.22 
standard for gasketing includes 
several tests covering performance 
in extreme heat and cold for all 
gaskets, an adhesion test for 
self-adhesive gaskets, a battery of 
environmental testing for intumes-
cent materials, and a cycle test for 
automatic door bottoms. Additional 
tests for specific ratings include 
a demanding air leakage test for 
energy performance-rated gaskets, 
an ambient and elevated air leak-
age test for smoke-rated gaskets, 
and an STC test for acoustical-rated 
gaskets. Thresholds approved by an 
authorized testing laboratory may 
be listed in the BHMA Certified 
Products D�irectory, available online 
at www.buildershardware.com.

D�o not be intimidated or allow 
your eyes to glaze over. These new 

trends in our industry create vast 
marketing and sales opportuni-
ties for distributors who work to 
raise awareness among architects 
and building owners about the 
new building options available to 
improve building performance. Go 
get ‘em!  

About the Author: Chuck Smith, FDHI is 
President of National Guard Products and a 
former DHI president. The recipient of last 
year’s Founders Award, he has been in the 
industry for 40 years.
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n the late 1800s, the United States experienced a shift from an 
agrarian economy to one more driven by manufacturing and 
service industries. The movement of workers from farm to factory 
included more workers working for others and an increase in 
work-related injuries. The only remedy for a worker injured on 
the job was to file a claim against his or her employer. Common 
law defenses such as contributory negligence, negligent act by 
fellow employee, and assumption of risk were successfully used 
by employers to avoid paying injured workers. This system placed 
a large economic burden on society as the problem of injured 
workers continued to grow. The solution came with the passage 
of the workers’ compensation laws in 1911. These laws are the 
foundation of the Workers’ Compensation System and the no-fault 
concept, as employers assume the cost of occupational injuries 
without regard to negligence; the Workers’ Compensation System 
became the workers’ sole remedy for an injury.

In the 1940s, the Workers’ Compensation System began using 
experience rating to properly assign risk among businesses in the 
same industry. The goal of experience rating is to have businesses 
with higher workers’ compensation injuries pay a greater share of 
the cost of insurance, while those with fewer injuries pay a reduced 
cost for insurance. Experience rating is a systematic method of 
comparing the actual incurred loss experience of a business to the 
normal expected loss for the entire group of businesses in that 
industry. An experience modification value of 1.00 indicates aver-
age loss experience. A value below 1.00 indicates a lower than aver-
age loss history and produces a credit or a reduction to premium. 
A value above 1.00 indicates a higher than average loss history and 
produces a debit or increase to premium. 

The NCCI (National Council on Compensation Insurance) is a 
rating service organization that compiles the data necessary to 
establish a workers’ compensation experience rating. Experience 
rating is mandatory in all states for qualified businesses. 

By Eric Wolfrey, CLCS

The Workers’ Comp 
Experience Rating Plan Is 
Changing

I
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Businesses qualify when the work-
ers’ comp premium is above the 
minimum set by each state. While 
the experience rating system has 
done a nice job of consistently 
achieving the desired result of 
producing experience modifications 
that reflect the true relative experi-
ence of insured companies in the 
rating plan, studies have shown 
that more businesses have experi-
ence modification values near 1.00 
than in the past. Actuarial studies 
suggest that this is not an ideal 
balance and has safer, less risky 
businesses bearing more of the 
cost than is equitable. It is believed 
that this shift over time is due to 
the average costs of workers’ comp 
claims increasing, while the split 
point has not changed since it was 
established. The NCCI rating plan 
has changed only a few times over 
the years. The last change occurred 
in 1998, and the split point has never 
changed since it was introduced 20 
years ago, despite the fact that the 
average cost of a workers’ compen-
sation claim has tripled. 

An important component of 
the rating plan, the split point is 
currently set at $5,000 and is the 
cutoff between a primary loss and 
an excess loss. A primary loss is a 
loss below the split point and is a 
measure of frequency. An excess 
loss is a loss above the split point 
and reflects severity. The split point 
also helps ensure that a severe 
loss does not skew the numbers 
or carry too much weight in the 
rating or cause the experience 
modification value to climb an 
inordinate amount. This helps keep 
the premium being charged in line 
with the risk. Actuarial studies have 
shown that frequency or primary 
loss history is a better indicator of 
future losses compared to excess 

or severe loss history. In other 
words, we can predict with greater 
certainty the probability of future 
losses by looking at frequency or 
primary losses (below split point)—
the logic being that businesses that 
have more losses in the past will 
tend to have more losses in the 
future, but it is very hard to predict 
the amount of a future loss based on 
the amount of past losses. 

This does not take large losses 
out of the equation; it simply gives 
more weight to the frequency of 
those losses. A company with ten 
$5,000 losses over the past three 
years would typically have a higher 
experience modification and is a 
greater risk than a company with 
one $50,000 loss over the same time 
period. While both companies have 
$50,000 in losses over the same 
period, actuarial studies tell us that 
the first company is more likely to 
suffer a loss in the future, although 
it is hard to determine the severity 
or amount of the future loss. The 
simple fact of having more losses 
than the average of the entire group 
of businesses in that industry is a 
strong indication that this trend 
will continue into the future, and a 
higher premium should be charged 
to equitably spread the cost of the 
workers’ compensation coverage 
among that industry group. 

In order to keep the plan equitable 
to all companies involved and to 
properly assign the cost of risk, the 
split point will begin a phased-in 
increase, basically tripling in value 
to better reflect the increase in cost 
of an average workers’ comp claim. 
Changes to the plan become effec-
tive with each state’s rate/loss filing 
date. Several states had a filing 
or change date of January 1, 2013, 
with the split point increasing from 
$5,000 to $10,000. NCCI submitted 

the following three-year transition 
period to state insurance depart-
ments, where it is the licensed rating 
organization: year one, increase 
the primary/excess split point from 
$5,000 to $10,000; year two, increase 
the primary/excess split point to 
$13,500; year three and beyond, 
increase the primary/excess split 
point to $15,000 plus inflationary 
index. Also included in the changes, 
the proposed formula implements a 
hard minimum modification factor 
of 1.10 when there is a debit, rather 
than the 1.00 currently in place. This 
will more fully account for differ-
ences across state lines in claim 
severities. 

The proposed changes are 
expected to restore balance and 
equity to the plan. NCCI estimates 
that more than 47,000 employers 
countrywide could find their expe-
rience modification increased by 
0.10 points or more, and conversely, 
tens of thousands of employers 
could find their modification 
decreased by varying amounts. 
In general, individual employers 
receiving experience modification 
credits will see the credit become 
larger, and those receiving debits 
will see the experience modification 
debits become larger. Exceptions are 
possible, especially for employers 
with experience modification values 
near 1.00. In general, but not always, 
those companies that are better than 
average risk and receiving a credit 
will pay less, and those that are 
higher than average risk and receiv-
ing a debit will pay more. 

It is important to understand how 
this change can affect your business. 
The new formula may positively or 
negatively affect your experience 
modification, even without any 
changes to your loss experience. 
Your ability to bid on certain proj-
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ects requiring an experience modi-
fication below a certain level may be 
negatively impacted. It is important 
to explain to your contractor, should 
your modification increase, that 
the increase does not necessarily 
reflect a degradation of your loss 
experience and may simply be a 
result of the new experience rating 
formula. A strong commitment to 
safety and risk management, as 
well as reviews of past experience 
modification worksheets for accu-
rate loss numbers and payroll, is 
more critical than in the past. Open 
claims should be reviewed as well 
for accurate loss and reserve infor-
mation. If any claims can be closed 
or reduced, have the carrier do so 
as far in advance of policy renewal 
as possible, preferably six to eight 
months prior to renewal and no 
later than the valuation date (the 
date when loss history, including 
reserves, is “frozen” to calculate the 
experience modification), if possible. 

Last of all, for now, remember 
that the experience modification is 
just one factor used in determining 
your final workers’ compensation 
premium, and a change in your 
modification from 1.00 to 1.10 does 
not mean that your premium will 
increase 10%. In an effort to help 
temper increases to experience 
modification, one factor of the 
formula, the D�-ratio, which is used 
to determine expected primary 
losses, is expected to increase by 
50% or more as determined by 
each state. Increasing the D�-ratio 

is intended to help keep the 
experience modification increases 
under the new formula from being 
excessive. 

According to NCCI, the filing/
change should cause experience 
modification to increase by 0.02 
points or more for 17.8% of compa-
nies, 0.05 points or more for 13.5% of 
companies, and 0.10 points or more 
for 7% of companies. Based on these 
projections, more companies should 
see a decrease in their modification 
than those that see an increase. 
Keep in mind that this change will 
occur over several years as the split 
point changes are filed and are only 
part of the formula used to deter-
mine workers’ comp premiums. 
Changes to loss history as the losses 
from four years ago roll off and the 
most recent full year is included, as 
well as changes to workers’ comp 
rates, are all part of determining 
premiums. Check with your insur-
ance professional to make sure you 
are doing all you can today and in 
the future to hold down the cost of 
your insurance. 

About the Author: Eric Wolfrey, CLCS is with 
TISC (Telcom Insurance Services Corp.), the 
DHI-sponsored insurance and risk-management 
program. If you have questions or would like 
more information, contact Eric at 301/220-3201 
or ewolfrey@tiscinsagency.com. 

The new formula may positively or negatively  

affect your experience modification, even  

without any changes to your loss experience.
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ISTRIBUTORS HAVE BEEN CONCERNED� ABOUT UNPROFITABLE 
accounts for nearly 50 years (the first rigorous analysis of the topic,  
Marketing Productivity Analysis, by Charles Sevin, was published in 1965). 
The inescapable conclusion then, as now, is that distributors lose money on 
about one-third of their customers.

Until fairly recently, the unprofitable customer concept was simply that—a 
concept. With the advent of more sophisticated technology and computer 
programs (especially Excel), there is now the ability to precisely measure 
which customers are and are not profitable and why. Alas, such sophisticated 
analysis has frequently led to automatic, ham-handed efforts to deal with 
the unprofitable customer problem by simply eliminating large numbers of 
customers.

This article suggests that customer elimination programs have the poten-
tial to do far more harm than good. It does so by exploring two aspects of the 
customer profitability relationship: 

■ Customer Elimination Economics – an examination of the sales, margin 
and expense impacts associated with eliminating customers

■ Customer Strategies – some specific suggestions for ensuring that the 
firm drives maximum profit from its customer set

Customer	Elimination	Economics

Calculating customer profitability is a relatively simple process.  
Improving profits based on that customer analysis is much more compli-
cated. Measurement is a lot different than improvement.

In determining customer profitability, it is necessary to tie costs to custom-
ers in a meaningful way. For example, if the firm’s total delivery costs are 
divided by the number of deliveries, it is possible to approximate the cost of 
making a delivery. This basic calculation can be modified for distance, size of 
the delivery and the like, but the underlying process remains the same.

After that, the cost per delivery is applied to the number of deliveries made 
to a specific customer, and the total delivery expense for that account can be 
estimated. Similar approaches can be taken for other cost categories, such as 
sales commissions, order picking and returns processing.

Brilliant Strategy or a Fool’s Game?

d

Customer Elimination:

By Dr. Albert D. Bates
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In almost every instance, about 40.0% of total costs 
can be assigned to specific customers. These are what 
are referred to as direct costs. The remaining 60.0% are 
indirect costs. They are incurred for the overall benefit 
of the firm and cannot be traced to individual custom-
ers. These include the salaries of the administrative 
staff, rent and utilities associated with the warehouse, 
and a wide range of other overhead expenses not associ-
ated with a specific customer. 

When customers are eliminated, the direct versus 
indirect cost analysis is no longer applicable. It must be 
replaced with a different managerial accounting concept 
with cumbersome titles—escapable versus inescapable 
costs. Simply put, escapable costs are those that will 
go away when the customer is eliminated. Inescapable 
costs will not. To make matters more complex, some 
costs are partially escapable and will merely be reduced. 

From an expense perspective, 20.0% of the expenses 
associated with customers are fully escapable when 
customers are eliminated. Another 20.0% are partially 
escapable. The remaining 60.0% are entirely inescapable.

This issue is highlighted in Exhibit 1. The Current 

Results column represents the performance of the typical 
D�HI member. In the Customer Elimination column, the 
firm has chosen to rid itself of a set of customers that 
represent 10.0% of its sales volume. Since unprofitable 
customers are also typically low-gross-margin ones, the 
firm has only sacrificed 5.0% of its margin dollars. 

In addition, unprofitable customers are almost always 
high-expense customers. It is assumed that when 10.0% 
of sales go away, a full 15.0% of the fully escapable 
expenses, such as sales commissions, can be eliminated. 
The partially escapable expenses are another matter 
entirely. The reduction in delivery costs, order picking, 
sales force travel and the like are modest in relation-
ship to the sales eliminated. In the example, these costs 
decline by only 7.5%—about half the decline for the 
fully escapable expenses.

As can be seen in the After Elimination column, when 
customers representing 10.0% of sales are eliminated, 
both dollar profit and profit as a percent of revenue 
decline. The company is doing less work and may have 
fewer accounts, but it also has less profit. Large customer 
cuts simply don’t drive higher profits.

Current Customer After Percent
Income Statement--$ Results Elimination Elimination Change
Net Sales $11,500,000 1,150,000 $10,350,000 -10.0
Cost of Goods Sold 8,165,000 983,250 $7,181,750 -12.0
Gross Margin 3,335,000 166,750 $3,168,250 -5.0
Expenses   
Fully Escapable Expenses 635,000 95,250 $539,750 -15.0
Partially Escapable Expenses 635,000 47,625 $587,375 -7.5
Inescapable Expenses 1,905,000 0 $1,905,000 0.0
Total Expenses 3,175,000 $3,032,125 -4.5
Profit Before Taxes $160,000 $136,125 -14.9

Income Statement--%
Net Sales 100.0 100.0
Cost of Goods Sold 71.0 69.4
Gross Margin 29.0 30.6
Expenses   
Fully Escapable Expenses 5.5 5.2
Partially Escapable Expenses 5.5 5.7
Inescapable Expenses 16.6 18.4
Total Expenses 27.6 29.3
Profit Before Taxes 1.4 1.3

Exhibit 1
The Impact of Eliminating Customers

for the Typical DHI Member
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Customer	Strategies

Customer profitability analysis can be helpful if used 
properly. Two specific actions prove to be most benefi-
cial in working with customers: (1) focusing on the least 
profitable 2.0% of customers, and (2) and developing a 
meaningful customer profitability plan.
The Bottom 2%: Most analyses suggest that about 2.0% 
of customers can never be made profitable. These are the 
ones that do not generate enough gross margin to even 
cover the direct costs of servicing them. They also don’t 
really care if their suppliers make a profit or not.

The easiest approach is to simply let such custom-
ers fire themselves. This can best be accomplished by 
systematically increasing prices until they cover the 

direct costs of servicing the account. “Systematic” can 
be interpreted either as “slow but steady” or “fast but 
steady.” In either case, driving more margin is almost 
the only way to overcome large-loss customers.

Eventually, problem accounts either become profitable 
or choose to become problems for some other supplier. 
Since these customers are dramatically unprofitable, 
their self-elimination actually does increase profit. 
Unfortunately, that is not true for the remaining custom-
ers that are not covering their full costs. 
A Meaningful Customer Plan: The real challenge in 
customer profitability is that with one-third of the 
customers unprofitable and yet only 2.0% worthy of 
firing themselves, the firm is left with a substantial 
challenge

Getting the remaining group to profitability will 
require some price increases coupled with a large dose 
of service modification. This group almost always places 
too many small orders too frequently. This practice 
not only increases the costs of servicing an account, it 
increases the customer’s own costs as well. 

Over time it is possible to explain to customers how 
placing fewer well-planned orders and deliveries 
improves profitability for everybody in the channel. It 
is a slow process, but one that inevitably leads to much 
higher profit. It is also a process that needs to be led by 
the sales force—the group on the front line in dealing 
with customers. 

Moving	Forward

D�istributors have a wonderful array of new analytical 
techniques at their disposal, of which customer profit-
ability analysis is only one. Unfortunately, the analytical 
techniques available often outpace the capability to use 
those techniques fully. Obtaining maximum impact 
requires understanding that they must be used as aids 
to management judgement, not replacements.  

About the Author: Dr. Albert D. Bates is founder and president of 
Profit Planning Group. His latest book, Triple Your Profit!, is available at 
www.tripleyourprofitbook.com, as well as Amazon and Barnes & Noble.

©2012 Profit Planning Group. DHI has unlimited duplication rights for this manuscript. 
Further, members may duplicate this report for their internal use in any way desired. 
Duplication by any other organization in any manner is strictly prohibited.

The More You Cut, the Worse It Gets

Unless some reductions can be made in overhead 

expenses, the more customers (and their sales) that are 

eliminated, the lower the profit level earned by the firm. 

The following table indicates the profit generated 

by the typical DHI member when up to 30.0% of the 

sales from problem customers are eliminated. It rests 

on the same assumptions as in Exhibit 1—namely: (1) 

there is a positive impact, in that gross margin dollars 

disappear half as fast as sales, (2) there is another 

positive impact in that some expenses disappear 50.0% 

faster than sales, (3) the positive impacts are offset by 

the inevitability that some expenses disappear more 

slowly than sales, and (4) some expenses cannot be 

eliminated at all. It is a cautionary tale that suggests 

that the scalpel is always better than the meat axe.

Customer Elimination on
the Typical DHI Member

Percent of
Sales Total Firm

Eliminated Profit

0.0 % $160,000
5.0 148,063

10.0 136,125
15.0 124,188
20.0 112,250
25.0 100,313
30.0 88,375

The Impact of
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L 
AST MONTH I RAN THROUGH A QUICK HISTORY OF 
the Forum for the Future leading up to market convergence 
between the contract hardware and electronic access control 

distribution channels. Unless you have been hiding under a rock, 
you have seen examples where access control and security folks 
have been dabbling in our core business. The idea of the history 
lesson was actually to provide a perspective on the direction of the 
tide instead of simply discussing the size of the waves.

The D�HI Board of Governors recognized that large-scale change 
has created a path forward for those distributors who choose to be 
predators in this convergence rather than prey. It started with the 
Forum back in October, where we presented our research findings 
and also did a workshop providing some tools to support growth in 
this new market. You can access the video and printed material from 
these presentations on the D�HI website.

If you are among the distributors choosing to grow, attending the 
Summit in April is the next step. Information about the program 
session to be presented is on the D�HI website, but now I want to dive 
into one aspect from a strategic perspective: managing your critical 
suppliers. 

The comments and perspectives that follow are solely my own, 
and I do not speak for D�HI, the board or the major suppliers in the 
industry. 

D�uring October’s Forum, I spent a fair amount of time on the 
show floor speaking with suppliers. These were off-the-record 
conversations, and I noticed some very interesting similarities and 
differences between how they view the market.

Are You Aligned 
with Your Suppliers?

Mike Marks and the team at  
Indian River Consulting Group  

have been the principle researchers 
for the DHI Forum for the Future,  

and they are leading the  
Executive Summit in Las Vegas  
for DHI in conjunction with the  

ISC West show in April.
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The similarities were unsurpris-
ing—they all needed to find growth. 
One of the core differences between 
manufacturers and distributors is 
their perspective on growth. While 
distributors want and need growth, 
it won’t kill them to stay flat. The 
reality for distributors is that they 
need to grow fast enough to not 
lose a major supplier. Everything 
else is gravy, unless they are owned 
publically or by a private equity 
firm. Manufacturers are in a very 
different situation. They either grow 
or die. They need to utilize their 
production capacity, innovate with 
new products to replace old ones, 
and add new capacity. The math 
is compelling, and they have no 
choice.

All of the manufacturers I spoke 
with were heavily invested in the 
contract hardware distribution 
industry as a primary path to 
market, both economically and 
emotionally. Obviously there is a lot 
of history there, and as an outsider, 
I noticed that there is a strong sense 
of community. By that I mean that 
everyone knows everyone else 
through prior employers and acqui-
sitions. I was impressed with the 
level of trust between individuals.

My real interest in these conversa-
tions was to explore their views on 
market convergence between elec-
tronic access control and contract 
hardware. Since they all had to have 
access to market, they all had busi-
ness going through the security and 
access control market channels. This 
is the area where there were major 
differences in perspective.

One perspective is that most 
contract hardware distributors will 
have a long-term but shrinking role 
in the future. As lifestyle businesses, 
they are very good at doing one 
thing, but innovation and profes-

sional business management skills are 
a challenge. As the markets converge, 
more and more of the hardware will 
be captured by the new channel, and 
the traditional contract hardware 
distributor will simply become more 
concentrated on the door component 
of the project. While this is not flat-
tering to the current industry view, I 
had one senior executive tell me that 
it has already occurred, but few have 
noticed.

The other perspective is almost 
the opposite of the views I just 
shared. There were several manu-
facturers, some quite large, who 
spoke to me about their “A Level” 
(my emphasis) distributors. These 
are firms who have successfully 
entered the security and electronic 
access control market to comple-
ment their traditional contract 
hardware distribution businesses. 
What they really like is the align-
ment. When I dove into this subject, 
it turned out that most electronic 
access control and security 
distributors are very supplier- or 
brand-agnostic. In contract hard-
ware terms, there is no loyalty. A 
manufacturer will bring them an 
opportunity that they develop, 
and the distributor will swap out 
another supplier in the bid package. 
These examples were described 
using some colorful language. On 
the other hand, these same suppli-
ers spoke about how a contract 
hardware distributor is much more 
aligned and trustworthy.

My takeaway from these discus-
sions was that there are many 
manufacturers who would rather 
run their electronic access control 
products through a contract hard-
ware distributor instead of the other 
channels as long as they still have 
full access to the market. This is the 
core strategic rub, because to solve 

this challenge for manufacturers, 
contract hardware distributors must 
provide them with access to the 
end-user market. There are no guar-
antees, but there appears to be a 
strong economic case that a contract 
hardware distributor with end-user 
access would win a lot of the ties 
with the electronic access control 
distributors.

D�uring the show, I looked at 
these conversations as simply more 
research and confirmation of our 
core findings. I continue to suffer 
from terminal curiosity. The reason 
that I am writing about them today 
is that this manufacturer frustration 
was so high that the Summit agenda 
has changed. Several suppliers have 
approached D�HI and asked to spon-
sor one-on-one sessions with the 
distributors who decide to attend the 
Summit. What was originally a two-
day session in conjunction with the 
ISC West show has now turned into a 
three-day session with the addition of 
ChannelExChange—private meetings 
between channel partners and pros-
pects. Obviously the manufacturers 
are trying to figure out where they 
get growth in this evolving market 
convergence. As I started asking 
questions around this expansion to 
three days, I got two very interest-
ing responses from suppliers. I’ve 
reworded them a bit for anonymity. 

 ■ I am trying to figure out where 
to place my bets on the market, 
and contract hardware dis-
tributors who show up at the 
Summit demonstrate to me that 
they are going to be a predator 
and not prey in this transition.

 ■ I already know who my “A 
Level” distributors are. What I 
want to do is find the B players 
who are going to become A’s 
and spend some time speaking 
with them.
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I know that for many contract 
hardware distributors, attending the 
Summit is probably not a good idea. 
There is the cost, the time away 
from the business, and the risks of 
entering a new market, when all you 
want to do is last another couple of 
years and retire. 

However, for those who are 
considering the choice to take the 
risk for growth, I would suggest a 
formal preparation for these supplier 
meetings. First and most important, 
do not go to the meeting and ask 
what they are going to do for you or 
if you can get an extra 5% discount. 
Suppliers who are interested in these 
discussions are going to invest to 
grow and develop their own market. 
They are in the Summit discussions 
with distributors to figure out where 
and how to invest. 

What you want to do is demon-
strate to them that you are a 
business that is worth investing in 
from a strategic perspective. A core 
part of our consulting practice is 
doing channel design and channel 
management work for manufactur-
ers. A key element of that is helping 
them evaluate their distributors. 

I have listed the outline of our 
basic evaluation model. You may 
want to consider using parts of it to 
educate your supplier around your 
strategic intent. This is intended 
to be helpful, but don’t forget that 
simply showing up at the Summit is 
itself a significant statement about 
your intent.
Financial Ability: Using data over 
several years from the D�HI Profit 
Report (compared to the industry), 
what are your total sales and reve-

nue growth rates? What are your 
return on sales and your ability to 
do an acquisition? This is where you 
would speak about the customers 
you serve and plans to grow your 
end-user segment.
Best Practices Utilization: Consider 
sharing your sales practices, opera-
tions practices, human resources 
practices and business management 
practices. Specific examples are 
important.
Business Acumen: D�escribe the 
experience and leadership practices of 
your executives, the role of vision in 
your firm, and how you are building 
for the future, including your invest-
ment capability and risk tolerance. 
Explain your position, if you have 
one, with respect to self-directed 
sales reps and their transition to 
management-directed sales reps.

Find out how DHI members succeed with:
	 -	 An	enhanced	competitive	edge

	 -	 Comprehensive	career	development	opportunities

	 -	 Extensive	networking,	both	nationally	and	locally
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Willingness to Play: This is focused on the specific 
interests of the supplier you are speaking to about 
future plans. D�escribe your process for launching 
and supporting a new product, how closely you can 
and will support a supplier-initiated marketing plan, 
and your position with respect to carrying competing 
lines.

Obviously you are attending the Summit to gain 
your own insights and develop plans to effectively 
enter the end-user market space. Having suppliers 
who are interested in and invested in helping you be 
successful is a big plus. Many of you will be amazed 
when you see the ISC West show displays of your 
key suppliers. They are already serving this end-user 
market and distribution channel, and their insights 
and support will be a core part of your success in 
market entry.

Last month I wrote about the Forum research and 
the growth track created by the D�HI board. This 
month was obviously about the key suppliers and 
their role in your success. Next month I will share 
specifics on the market size in dollars, as well as the 
structure and pathways to approach it. It is much 
easier to sell a map than a compass. People want to 
buy maps because they are easy—you don’t have to 
think; just follow the instructions. The D�HI board 
had us do the research that created the compass. The 
Forum and events that follow with teach you how to 
use it.

The path you choose will be your own. It will be a 
series of choices that involve risk taking and being 
uncomfortable. The first choice is your decision to 
attend the Summit or wait to hear about it later. You 
will have companions on the journey either way you 
choose, but my guess is that you will have fewer 
companions if you come to the Summit, as most will 
decide to stay at home.

Just like our moms always told us, you get to choose 
the kind of people to associate with in this world, and 
it will change you.  

About the Author: Mike Marks is the co-founder of Indian River 
Consulting Group. He can be reached at mmarks@ircg.com.
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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!

Photos Courtesy of Mark Berger

pBlocked by Packages

I was out of town for a field 
review and stopped for a cup 
of coffee with the dealer. We 
found ourselves with a few extra 
minutes, so I asked him to clock me 
and see how long it would take to 
photograph an illegally locked or 
blocked door. It took 47 seconds. I 
especially like the sign on the door 
next to the exit that reads “Not an 
Exit.” Because it’s blocked, the exit 
isn’t an exit either.

pExit Door with Jimmy-Proof 
Lock Great lettering on the door. Too 
bad using this as an exit is complicated.

SOME PEOPLE CLAIM I HAVE AN OBSESSION WITH 
blocked exits. They are right. I’m uncomfortable when 
I enter a public space and have to fear for my life in the 

event of an emergency. We need to educate building 
owners, facility managers and the general public about 
just how dangerous this can be. 

By Mark BergerBlocked Exits

tFollow the Arrow

Ever walk around an airport 
and hit a dead end? Yup. 
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ttKey in Lever Exit

What were they thinking? Code 
said single-motion egress was a 
requirement, but an exit device 
could not be used on this inswing 
door. So instead of a passage 
lockset, here’s a locked one.

tSlide-Bolted Exit

What would a photo essay about 
blocked exits be without at least one 
picture of slide bolts? I especially like 
the sign on the door instructing staff 
to keep it clean.

ttWait—Is That an Exit?

How many signs are needed to 
indicate that this is an exit? Would a 
code official sign off on the retract-
able stanchion blocking the door?

tWhich Other Door?

Sometime signage can be 
confusing—like two doors next to 
each other, each blocked, each telling 
you to use the other one. And yes, 
the sign above the doors says “Exit.”
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Don’t miss out on the only opportunity in 2013 to attend 
the national classes!
We’ve assembled the fi nest line-up of nationally recognized, highly credentialed volunteer instructors to make this one-time event 
in 2013 the most valuable face-to-face learning experience available in our industry.

Course Numbers and Titles Duration Start Date

COR103 – Understanding Construction Documents 1 day Friday, May 3rd

COR113 – Architectural Hardware and Applications 3 days Tuesday, April 30th

COR120 – Door and Frame Applications 2 days Sunday, April 28th

COR125 – Takeoff and Estimating 2 days Saturday, May 4th

COR133 – Electrifi ed Architectural Hardware 5 days Tuesday, April 30th

COR140 – Using Codes and Standards 3 days Thursday, May 2nd

COR147 – Introduction to Specifying Doors and Hardware 3 days Sunday, April 28th

COR153 – Installation Coordination and Project Management 2 days Sunday, April 28th

COR160 – Material Purchasing Concepts 1 day Tuesday, April 30th

COR165 – Professional Sales 1 day Wednesday, May 1st

AHC200 – Masterkeying 1 day Sunday, May 5th

AHC205 – Detailing Hardware 3 days Thursday, May 2nd

AHC220 – AHC Exam Prep 3 days Sunday, April 30th

CDC300 – Using Door and Frame Standards 1 day Monday, April 29th

CDC305 – Detailing Doors and Frames 2 days Tuesday, April 30th

CDC315 – CDC Exam Prep 2 days Wednesday, May 1st

DAI600 – Fire and Egress Door Assembly Inspection 4 days Sunday, April 28th

EHC400 – Drawings for Electrifi ed Hardware Systems and Access 
Control Systems 

3 days Sunday, April 28th

EHC420 – EHC Exam Prep 2 days Wednesday, May 1st

ELT500 – Aftermarket Sales and Building Renovations 1 day Thursday, May 2nd

ELT505 – Effective Management of Employees 1 day Friday, May 3rd

ELT510 – How to Develop and Retain Customers 1 day Saturday, May 4th

Class sizes are limited. All prerequisite courses must be fulfi lled. Course offerings subject to change without notice. Contact DHI before registering.

FOR MORE INFORMATION, VISIT WWW.DHI.ORG OR EMAIL EDUCATION@DHI.ORG.

Instructor-Led Online Courses 
Convenient Industry Training at Its Best! 
Harnessing the power of the Internet allows us to bring several of our most important training 
courses right to your computer. Live instructors use streaming audio and video tools to create a 
one-on-one student-to-instructor experience that is not possible in a traditional classroom setting. 

Online courses are more affordable because they eliminate the cost of travel, accommodations, and meals. They’re accessible to 
anyone with a computer and convenient since they can be attended from the comfort of your home or offi ce.

DHI online classes are recorded and available for enrolled students to play as podcasts the day after each 
class. If you miss a class or would like to review the class content again throughout the week, you have the 
opportunity to download, save and review the podcast at your convenience!

“I think spanning AHC207 over the course of several weeks is the best way for students to benefi t from this advanced class. 
Information needs time to sink into the brain. This is how our brain learns, in addition to practicing.“  – Buthayna Taha, AHC

—  2013 SCHEDULE  —
AHC207 – Advanced Detailing Hardware Begins January 24, 2013*

EHC400 – Drawings for Electrifi ed Hardware Systems Begins January 30, 2013*

COR140 – Using Codes and Standards Starting in May 2013**

DAI600 – Fire and Egress Door Assembly Inspection Starting in September 2013***

AHC215 – Writing Hardware Specifi cations Starting in October 2013*

* These online instructor-led courses consist of seven live bi-weekly two- to three-hour long sessions over a 12-week period. 
Students will be tasked with completing written class assignments and submitting their work for review and comment by the 
instructors between class sessions. 

** These online instructor-led courses will meet twice a week (Tuesdays and Thursdays) for two to three hours per meeting over a 
four-week period for a total of eight live meetings. 

*** These online instructor-led courses will meet twice a week (Tuesdays and Thursdays) for two to three hours per meeting over a six-
week period for a total of 12 live meetings.

DHI ONLINE 
EDUCAT ION

FOR MORE INFORMATION 
For details, including course description, syllabus, start date, and pricing for each online instructor-led course, visit the 

Education section of the DHI website at www.dhi.org or email education@dhi.org. 

Registration will open approximately 60 days before the start of each online instructor-led course. All educational prerequisites are required to be fulfi lled 
prior to start date of online instructor-led courses. Course offerings and start dates subject to change. 

ndustry Education
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DHI 2013 SPRING SCHOOL
April 28th – May 5th
National Conference Center, Lansdowne, VA 

Don’t miss out on the only opportunity in 2013 to attend 
the national classes!
We’ve assembled the fi nest line-up of nationally recognized, highly credentialed volunteer instructors to make this one-time event 
in 2013 the most valuable face-to-face learning experience available in our industry.

Course Numbers and Titles Duration Start Date

COR103 – Understanding Construction Documents 1 day Friday, May 3rd

COR113 – Architectural Hardware and Applications 3 days Tuesday, April 30th

COR120 – Door and Frame Applications 2 days Sunday, April 28th

COR125 – Takeoff and Estimating 2 days Saturday, May 4th

COR133 – Electrifi ed Architectural Hardware 5 days Tuesday, April 30th

COR140 – Using Codes and Standards 3 days Thursday, May 2nd

COR147 – Introduction to Specifying Doors and Hardware 3 days Sunday, April 28th

COR153 – Installation Coordination and Project Management 2 days Sunday, April 28th

COR160 – Material Purchasing Concepts 1 day Tuesday, April 30th

COR165 – Professional Sales 1 day Wednesday, May 1st

AHC200 – Masterkeying 1 day Sunday, May 5th

AHC205 – Detailing Hardware 3 days Thursday, May 2nd

AHC220 – AHC Exam Prep 3 days Sunday, April 30th

CDC300 – Using Door and Frame Standards 1 day Monday, April 29th

CDC305 – Detailing Doors and Frames 2 days Tuesday, April 30th

CDC315 – CDC Exam Prep 2 days Wednesday, May 1st

DAI600 – Fire and Egress Door Assembly Inspection 4 days Sunday, April 28th

EHC400 – Drawings for Electrifi ed Hardware Systems and Access 
Control Systems 

3 days Sunday, April 28th

EHC420 – EHC Exam Prep 2 days Wednesday, May 1st

ELT500 – Aftermarket Sales and Building Renovations 1 day Thursday, May 2nd

ELT505 – Effective Management of Employees 1 day Friday, May 3rd

ELT510 – How to Develop and Retain Customers 1 day Saturday, May 4th

Class sizes are limited. All prerequisite courses must be fulfi lled. Course offerings subject to change without notice. Contact DHI before registering.

FOR MORE INFORMATION, VISIT WWW.DHI.ORG OR EMAIL EDUCATION@DHI.ORG.

Instructor-Led Online Courses 
Convenient Industry Training at Its Best! 
Harnessing the power of the Internet allows us to bring several of our most important training 
courses right to your computer. Live instructors use streaming audio and video tools to create a 
one-on-one student-to-instructor experience that is not possible in a traditional classroom setting. 

Online courses are more affordable because they eliminate the cost of travel, accommodations, and meals. They’re accessible to 
anyone with a computer and convenient since they can be attended from the comfort of your home or offi ce.

DHI online classes are recorded and available for enrolled students to play as podcasts the day after each 
class. If you miss a class or would like to review the class content again throughout the week, you have the 
opportunity to download, save and review the podcast at your convenience!

“I think spanning AHC207 over the course of several weeks is the best way for students to benefi t from this advanced class. 
Information needs time to sink into the brain. This is how our brain learns, in addition to practicing.“  – Buthayna Taha, AHC

—  2013 SCHEDULE  —
AHC207 – Advanced Detailing Hardware Begins January 24, 2013*

EHC400 – Drawings for Electrifi ed Hardware Systems Begins January 30, 2013*

COR140 – Using Codes and Standards Starting in May 2013**

DAI600 – Fire and Egress Door Assembly Inspection Starting in September 2013***

AHC215 – Writing Hardware Specifi cations Starting in October 2013*

* These online instructor-led courses consist of seven live bi-weekly two- to three-hour long sessions over a 12-week period. 
Students will be tasked with completing written class assignments and submitting their work for review and comment by the 
instructors between class sessions. 

** These online instructor-led courses will meet twice a week (Tuesdays and Thursdays) for two to three hours per meeting over a 
four-week period for a total of eight live meetings. 

*** These online instructor-led courses will meet twice a week (Tuesdays and Thursdays) for two to three hours per meeting over a six-
week period for a total of 12 live meetings.

DHI ONLINE 
EDUCAT ION

FOR MORE INFORMATION 
For details, including course description, syllabus, start date, and pricing for each online instructor-led course, visit the 

Education section of the DHI website at www.dhi.org or email education@dhi.org. 

Registration will open approximately 60 days before the start of each online instructor-led course. All educational prerequisites are required to be fulfi lled 
prior to start date of online instructor-led courses. Course offerings and start dates subject to change. 
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1.  A lock that unlocks during a fire alarm for stairwell reentry is called “fail —————.”
3.  The required clear width of an egress door is 32 inches, measured from the face of the door to 

the ————— on the frame.
7.  An access-controlled egress door requires a ————— to detect an approaching occupant, 

as well as a manual push-button override.
9.  According to NFPA 101, a building is ————— when there are more than 10 people inside.
10.  An additional hinge is required for every ————— inches of door height on a fire door.
11.  The ————— may modify code requirements if a hazard exists.
12.  In NFPA and ICC publications, a vertical ————— indicates a change from the 

previous edition.
13.  In positive pressure testing, the neutral pressure plane is located approximately ————— 

inches above the floor.
16.  According to the 2009 edition of the IBC, panic hardware is required for Educational and 

Assembly occupancies with an occupant load of ————— or more.
18.  The International Code Council is responsible for developing the widely-used building code 

called the ————— .
20.  In 1942, 492 people died in the Cocoanut ————— nightclub fire, in part due to locked/

blocked exits.
23.  3/4 inch is the maximum ————— allowed under a fire door.
27. The Means of Egress chapter in the IBC is chapter ————— .
29.  In NFPA 80-2007, chapter ————— contains the requirements for swinging doors with 

builders hardware.
30. NFPA 80 is the Standard for ————Doors and Other Opening Protectives.
31. Delayed- ————— locks will prevent someone from exiting for 15 seconds.
34. An electric strike on a fire-rated door must be fail ————— .
35.  A door that is held open and released upon fire alarm or smoke detection is called 

—————-closing.
38. In an office building, a used area with 100 cubicles is considered a ————— occupancy.
41.  The bottom of a vision lite in a door on an accessible route must be no more than ————— 

inches above the floor.
43.  A door may encroach no more than ————— inches into the required corridor width 

when fully open.
44. UL1784 is a test that measures ————— leakage.

2.  A college classroom with an occupant load of 60 people is an ————— occupancy.
4.  ————— inch is the maximum height for a saddle threshold on a door opening on an acces-

sible route.

DECODED:

From the well-known blog 

idighardware.com, 

Lori Greene brings some 

much-needed clarity to 

codes.

What Do You Know?
BY LORI GREENE,� AHC/CDC,� CCPR,� FDHI

ACROSS

DOWN
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5.  The ————— Theater fire resulted in the design of the first 
exit device.

6.  Delayed ————— is not a code requirement for 
door closers.

8.  The Means of Egress chapter in NFPA 101 is chapter 

————— .
14.  A horizontal exit leads to an area of —————.
15.  ————— doors are not required to comply with the open-

ing force requirements of either ICC A117.1 or ADA guidelines.
17.  The three parts of a means of egress are the exit, the exit 

—————, and the exit discharge.
19.  The actuating portion of a panic device must extend across at 

least ————— the width of the door.
21.  The maximum hole diameter for field modifications on fire 

doors (except cylinders) is ————— .
24.  The deadliest explosion/fire in the U.S. occurred at the 

————— in 2001.
25.  Five pounds is the maximum opening force for ————— 

doors on an accessible route.
26.  According to NFPA 101, panic hardware is required for 

Educational, Assembly, and Day Care occupancies with an 
occupant load of ————— people or more.

28.  Panic hardware is required on some electric rooms because of 
the IBC and the ————— .

32.  In NFPA publications, an ————— indicates that there is 
more information in an annex.

33.  Most requirements of NFPA 101 apply to buildings with 

————— hazard contents.
36.  The exit discharge is between the exit and a public 

————— .
37.  The occupancy chapters of NPFA 101 address —————and 

existing occupancies.
39.  Two of the largest listing agencies for fire doors are Intertek 

and ————— .
40.  A door that closes each time it is opened is called 

—————-closing.
42.  In most cases, a building occupant must have access to at 

least ————— means of egress.

See page 58 for solution.
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By Ed Rigsbee, CSP, CAE

High-Performance Employees 
  Through a Culture of Trust
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I 
’LL NEVER FORGET THE 
warmth of the desert sun the 
day I was told that I did it all 

wrong. When I was about seven 
years old, my eldest sister took me 
for a weekend trip to her father-
in-law’s house out in the desert. I 
was excited to be helpful, and her 
father-in-law assigned me the task 
of opening up several partially 
used cans of paint and combining 
like colors in single cans.

When I finished the chore, I was 
quite pleased with myself. But the man 
checked my work and became angry 
and agitated. He realized that I had 
mixed together the water-based and 
oil-based white paints. I did not under-
stand the difference in paint bases. He 
proceeded to tell me that I was a bad 
boy and could use a spanking.

You might be thinking, “Gosh, 
the man should have instructed a 
seven-year-old boy a little bit better 
as to the expectations of the job and 
offered him a degree of training.” 
I agree with you whole-heartedly. 
Funny thing is that adults do the 
same thing to other adults quite 
frequently in the workplace.

In most businesses, training and 
trust (T&T) make the difference 

between high-performance employ-
ees and just average employees. This 
is evident in even seemingly produc-
tive environments. Even if your busi-
ness had a 20% increase last year, 
do you know for a fact that your 
increase shouldn’t have been 25%?

D�eveloping a culture of trust 
must be done on a solid foundation 
of comprehensive and effective 
employee training. In all too many 
companies, I’ve seen a culture of 
employee training that more closely 
resembles the equivalent of throw-
ing a child in a pool and expecting 
that child to swim to the safety 
of the pool’s edge without having 
first been given swimming lessons. 
You know what I mean: hiring an 
employee and giving him or her just 
enough knowledge to bumble along, 
assuming that in time, he or she 
will catch on. In a recent interview, 
the folks at D�ell Computers even 
admitted that that’s how they did it 
in their early days.

Why not take the time and train 
your employees well from the 
start? Is it because you do not have 
a methodical system for training 
that you can replicate accurately? 
That would be my first guess. Is it 

because you are just too darn busy? 
Is it because you never gave it much 
thought? Whatever the reason, 
understand that when employees 
are not trained well, there is the 
tendency among supervisory 
personnel to frequently check up on 
and second-guess the work of those 
under their charge.

This exemplifies mistrust. When 
supervisory or management people 
go behind an employee, especially 
a veteran, and either supplement 
or change that employee’s work, 
what they are really saying to the 
employee (and saying it loud and 
clear) is, “I don’t trust you.” If, 
by word or deed, supervisors or 
management say this too frequently 
to an employee, the employee will 
eventually become demoralized 
and abandon any emotional owner-
ship that he or she might have in 
the success of the enterprise. The 
result will be just another mediocre 
employee whom management 
considers to be easily replaceable.

Supervisors then find themselves 
babysitting employees rather than 
seizing the opportunities for produc-
tivity increases and or resource 
savings. It all spirals into a culture 
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of mistrust between employees and 
supervisors and management. The 
end result is lost productivity. Even 
if there are productivity increases, 
they will be nowhere near the level 
of increases that are possible.

The solution is to develop a 
culture of trust upon the founda-
tion of comprehensive and effective 
training. Answer for yourself a few 
questions about how your organiza-
tion operates:

1. Can your training system be 
replicated from supervisor to 
supervisor and from depart-
ment to department?

2. Is your training system in 
writing?

3. D�o you have metrics for 
measuring the effectiveness of 
the individuals who train new 
employees?

4. D�o you have a periodic 
(one week, then one month, 
then six months) follow-up 
system or mechanism for 
new employees to offer feed-
back on how well they feel 
they were trained to do the 
required job?

5. D�o you have a bi-annual 
system for employees to rate 
their supervisors?

6. Are your supervisors aware that 
when they do things, change 
things, and/or supplement 
things behind the backs of your 
employees, they are sending 
a message, by deed, that they 
don’t trust your employees?

T&T is the answer! Training well 
and then trusting your employees 
is the key to high productivity. 
That does not mean you cannot 

check up on employees—by all 
means, it is prudent to do so. But 
don’t do it behind their backs! If 
an issue is uncovered, go directly 
to the employee and re-train and 
re-educate. This will develop a 
culture of trust. And in a trusting 
workplace, employees have a greater 
emotional ownership in the success 
of the enterprise.  

About the Author: Ed Rigsbee, CSP, CAE 
is the author of PartnerShift, D�eveloping 
Strategic Alliances and The Art of Partnering. 
Additionally, he has more than 2,000 published 
articles to his credit. Ed travels internationally to 
deliver strategic alliance keynotes and workshops. 
He can be reached at 805/498-5720 or ed@rigsbee.
com, or visit www.rigsbee.com.

3.  Speak slowly and clearly. This is a point that I 
have had to work on over the years, as I tend to 
speak too quickly. I have learned to naturally 
speak slower when I am talking with a non-native 
English speaker.

4.  Avoid using phrases like ASAP or ditto, and also 
avoid idioms (i.e., Ain’t, y’all, hunky-dory, etc.).

Unfortunately, even when dealing with English 
speakers from the UK or Australia, things can become 
interesting for Americans. Here are some typical British 
phrases that may get us in trouble: 

■ Knock him up = Wake him up
■ Give me a tinkle = Give me a call
■ Keep your pecker up = Keep your chin up
■ My presentation “bombed” = My presentation went 

very well
■ Pissed = Sloppy drunk (not mad)
■ To table a proposal = To strongly consider a proposal
And of course, in our line of business, in both the UK 

and Australia:
■ Ironmongery = Door hardware

When writing to your international customers who 
are not native English speakers, be sure to: 

1. Use short, simple sentences.
2. Avoid using slang.
3. Avoid sarcasm.
4. Be extra polite.
5.  Repeat important points clearly, and maybe use bold 

letters in them.
6.  Double-check for typographical errors, even if you 

have spell check.
I will finish my essay with a humorous (but insightful) 

true story:
U.S. businessman recently sent the following email to 

his Peruvian factory manager: “Please send headcount 
of personnel in your factory and office, broken down by 
sex. Information needed urgently.” His Peruvian factory 
manager responded as follows: “We have 30 people in 
the factory, 15 in the office and 5 away on sick leave. 
None are broken down by sex. Our problem here is with 
alcohol abuse.”  

About the Author: Mark Unglaub, AHC/CDC has more than 30 years of 
door and door hardware experience, with half of those years overseas. He 
works for Ingersoll Rand in the Seattle area as an architectural consultant/
specification writer.

Do’s	&	Taboos    from page 31

mailto:ed@rigsbee.com
mailto:ed@rigsbee.com
http://www.rigsbee.com/
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PEOPLE

Brad	Thurman	Joins	C.R.	Laurence

Brad Thurman has been named to 
the position of Director of Sales and 
Marketing, Strategic Accounts, for C.R. 
Laurence. Most recently, Brad was Vice 
President of Strategic Accounts for 
DORMA Americas, where he developed 
and implemented strategies that pro-
vided national accounts with compre-
hensive turnkey solutions. Brad’s prior 
experience includes five years as Sales 
Manager for Oldcastle Building Envelope 
(formerly Oldcastle Glass) from 2002 to 
2007.

“We are delighted to have Brad join 
our organization in this new role, where 
he will be charged with developing stra-
tegic relationships for all C.R. Laurence 
brands. His glazing industry experience 
and exemplary track record in business 
development are an ideal combination 
for him to succeed in this role,” says 
Lloyd Talbert, President of C.R. Laurence. 
“Brad’s focus will be with corporate 
accounts and major projects, where the 
strength and breadth of our products 
and services, as well as our domestic 
manufacturing capabilities, are a signifi-
cant benefit.”

For more details, visit crlaurence.com. 

PRODUCTS

Corbin	Russwin	Introduces		
New	Mortise	Version

Corbin Russwin introduces a new push/
pull hardware solution that is ideal in 
a variety of healthcare settings, as well 
as in K-12 school environments. Corbin 
Russwin’s latest offering combines a 
proven locking solution: the Corbin 

Russwin ML2000 mortise lock, with the 
attractive and functional HPSK push/pull 
paddle trim. The paddle shape and loca-
tion of the trim create a highly visible 
and comfortable target for door activa-
tion using hips or elbows. Built on the 
durable and reliable ML2000 series, the 
HPSK paddle trim is appropriate for both 
healthcare and educational applications.

The Grade 1 mortise lock is con-
structed of heavy-gauge steel, and the 
lockbody features Corbin Russwin’s 
patented Quick Reversible latchbolt 
and a 1" stainless steel deadbolt. The 
non-handed HPSK push/pull paddle 
trim is offered in a full range of finishes, 
including stainless steel, and features a 
MicroShield® antimicrobial finish option. 
It is available with “push” and “pull” 
identification on paddles and is fully 
ADA-compliant. For more information, 
go to www.corbinrusswin.com.

Dunbarton		
Unveils		
The	Alterra	
Collection
Dunbarton 
Corporation 
will be unveil-
ing the first 
in a series of 
new wood 

and wood-styled doors in early 2013. 
Slimfold Closet Doors’ flagship 

product, the steel bifold door, was 
first manufactured by Dunbarton in 
1956. Its consistent hardware has been 
applied to mirror bifold doors. Doors 
are manufactured in either steel or alu-
minum. Slimfold has added The Alterra 
Collection to the product line used in 
commercial and residential construction 
projects.

“This product line, named The Alterra 
Collection, features a solid wood 
unit made of painted Canadian pine 
and crafted to high Slimfold product 
standards. The door is available in a 
variety of colors and with frosted glass 
in single-lite, three- or five-lite versions. 
Dunbarton is known for steel products, 
so this is an exciting time for us,” added 
Gary Tew, Vice President of Sales and 
Marketing.

For more information, contact Cindy 
McNamara at 800/633-7553 x6205 or via 
cindym@dunbarton.com.

Tiger	Pharmaceutical		
Duty	Door	Series

Overly Door Company 
is pleased to announce 
its new Tiger FRP 
Pharmaceutical Duty Door 
Series. Designed exclu-
sively for interior phar-
maceutical and medical 

environments where cleanliness is a must, 
the Pharmaceutical Duty Door Series is 
seamless and manufactured with all non-
organic materials. Its smooth, non-porous 
surface is easy to keep clean.

Pharmaceutical Duty fiberglass doors 
are guaranteed for the life of the product 
against delamination failure due to corro-
sion from the specific chemical environ-
ment and cleaning agents named at the 
time of purchase. The doors are guaran-
teed against defective workmanship for a 
period of 10 calendar years after the date 
of purchase. Tiger Door Pharmaceutical 
Door Series is the smart choice where 
hygiene, aesthetics and long-term dura-
bility are a major concern.

For more information, visit www.
overly.com or email overly@overly.com.
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Security	Lock	Distributors	Launches		
Newly	Improved	Web	Portal

Security Lock Distributors (SLD), the leading stocking distributor 
of life safety and security products, announces that its critically 
acclaimed website, www.seclock.com, now has a suite of new 
services available to registered customers. 

SLD, a leader in wholesale door and security hardware 
distribution, recognized that its customers would benefit from 
an online application suite. The www.seclock.com web portal 
is far more than an online e-catalog, providing customers with 
online tools that enable them to streamline the lookup, quota-
tion, procurement and returns processes.

Wholesale customers may register for a free account at the 
website and will find over 1.75MM unique SKUs from more than 88 
manufacturers on the site. In addition, there are now over 700,000 
PDF files of technical and sales documents available for download.

CORPORATE CORNER

Kaba	Adapts	New	Division	and	Management	Structure	

The Kaba Group has adapted a new segment and management structure. Kaba 
Access and Data Systems (ADS) Americas, as the new group will be called, combines 
the sales, marketing, product management and support functions of Kaba Access 
Control, e-Data, Kaba Mas, and Kaba’s physical access systems under one sales and 
marketing unit. 

The combination of the companies will further enhance customer-centric solutions 
and provide an extensive portfolio of products and unmatched levels of service across 
many vertical markets, including retail, financial, healthcare, banking and government. 

In addition, the new structure will enable the collective company to rapidly 
address the latest marketplace demands by bringing to market new solutions such as 
real-time intelligence, cutting-edge biometric data capture technology, and wireless 
access control, to name a few. 

Through this realignment, Kaba brands, Kaba®, LA GARD, Simplex®, E-Plex® and 
e-DATA, will be managed within the single brand strategy. Please visit us at www.
kaba-adsamericas.com.

Pioneer	Industries	Expands	National	Coverage

Pioneer Industries, manufacturer of custom and standard hollow metal doors and 
frames including STC, hurricane and tornado products for more than 80 years, is 
pleased to announce that it has partnered with Weidenbenner Marketing Associates 
(WMA), with corporate offices in Plano, TX, as manufacturer’s representative cover-
ing Texas, Oklahoma and Arkansas. WMA’s team of professionals brings decades of 
industry expertise and professionalism that has established the agency as the lead-
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ing manufacturer’s representative in the 
south-central U.S. It is with those shared 
values and work ethic that Pioneer 
Industries welcomes Weidenbenner 
Marketing Associates as the newest 
member of its expanding family. 

WMA may be reached at 469/246-7210 
and is located on the web at www.

wmainc.com. For further information 
about Pioneer Industries, its diverse 
products, capabilities or manufac-
turer’s representation opportunities, 
visit www.pioneerindustries.com or call 
201/933-1900. 

SDC/Clark	Partnership	Announced

SDC (Security Door Controls), a manufac-
turer of premium-grade access control 
hardware, and Clark Security Products, 
a wholesale distributor of security 
products, are proud to announce their 
partnership. As of November 2012, Clark 
is stocking SDC products nationwide.
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Help Wanted

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:

DH 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

www.dhpace.com 11/12

Phoenix, AZ • Denver, CO • Atlanta, GA • Wichita, KS
Kansas City, MO • Springfield, MO • St. Louis, MO

Oklahoma City, OK • Las Vegas, NV • Albuquerque, NM
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WHAT IS THE MOST COMMON PROBLEM encountered 
when troubleshooting today’s electronic opening? I 
believe it’s the lack of problem-solving/analytical skills 
that results in an inability to ask the right questions 
and understand the proper operation of the opening. 

Good troubleshooting skills are something that 
must be learned, and they typically do not come 
naturally. Most people start by looking only for the 
solution and not following a true master trouble-
shooting approach that utilizes these basic steps: 
inquire, identify, analyze, solve and verify. 

Inquire – A good initial inquiry can save you hours, sometimes days of 
troubleshooting and extra trips with replacement parts. Ask who, what, 
where, when and how! Confirm the symptoms with the customer, and 
try to replicate the problem.
Identify – This applies to the products used and to understanding the 
functionality of the application or system. Understand how the opening 
is meant to operate.
Analyze – Now that the problem has been properly confirmed and 
identified, it is time to analyze it. D�evelop a plan of attack utilizing the 
“divide and conquer” methodology. 
Solve – Verify your findings and repair options with the customer, and 
get approval before proceeding. Use the same or a similar performing 
component as a replacement. D�on’t cut corners; take your time and do it 
right to avoid losing money on additional service calls.
Verify – Is everything working? Have you maintained all of the codes? 
D�id your solution cause other problems? Test the opening and all 
components for proper functionality.

Throughout this process, be sure to document everything—from your 
original inquiries, to the understanding of the openings operation, to the 
plan of attack, to the solution. 

In addition to having solid troubleshooting skills, today’s service techni-
cians and installers must have a mix of training on both mechanical and 
electrical products, experience with numerous applications, and a working 
knowledge of both fire and life safety codes. This industry is undergoing 
a rapid transformation as it converges with the security industry, and in 
response, D�HI has set as its Preferred Future goal to “Facilitate the expan-
sion of members into emerging markets and technologies.” One of the best 
ways to do this is through education, which is why our second goal is to 
“Simplify the educational program to make it more available, affordable, 
and user-friendly.” As we increase the number of courses available online, 
I encourage members to take advantage of this cost-efficient opportunity 
to invest in their employees’ education and limit the amount of man hours 
spent troubleshooting future openings!  

DHI’s 2013 education schedule can be found on page 51 or online at dhi.org.
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The all-new 
midwestwholesale.com
is now live!

Check pricing for stock material

Request a quote

Place orders for stock material

Check status of open orders
Track invoices

Create a favorite shopping list
View past purchases

Apply payment to open invoices

Live chat

Print copies of invoices

• 800 821 8527 •
• midwestwholesale.com •

We are excited to announce the launch of a customer 
loyalty rewards program. Customers enrolled 
in the program can now earn points for 
their ASSA ABLOY brand purchases 
made from Midwest Wholesale 
Hardware. Points can be redeemed for 
merchandise and gift cards. Details and 
enrollment information can be found at 
midwestwholesale.com.
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Special Sizes? No Problem. 
NGP custom lite kits ship in six days. 

ngp .com •  800 . 6 4 7 . 7 8 7 4

National Guard Products
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